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Guidelines for Self-lmprovement Towards the Path to Career Advancement

of University staff academic support line Dhonburi Rajabhat University

Kanyarat Chomtan *
Abstract

This research aimed to 1. Study the self-development model for career advancement
of university staff in the academic support line. 2. Study the knowledge, understanding, and
needs for self-development for career advancement of university staff in the academic
support line. The population studied was university staff in the academic support line at
Dhonburi Rajabhat University, selected as a sample of 118 people using the simple random
sampling method. The research instruments were career advancement infographics, knowledge
and understanding tests, and self-development needs questionnaires. The statistics used in
the research were frequency and percentage.

The research results found that 1. The self-development model for career paths
developed in the form of infographics is appropriate and correct in terms of content and
design. It can present the career path, specific position qualifications, benefits, and evaluation
criteria clearly. 2.The personnel have the most knowledge and understanding of benefits at
70.34 percent, followed by evaluation criteria for appointing individuals to higher positions at
69.61 percent, and the least knowledge and understanding of specific position qualifications
at 65.38 percent. The need for self-development for career paths in general is 85.93
percent. The results of this research can be used as a guideline for developing a system to
support career advancement and personnel potential development in higher education

institutions effectively.

Keywords: Self-development, career advancement path, academic support staff, Infographic

" Officer, Administrative System Development, Dhonburi Rajabhat University

e-mail : kanyarat.c@dru.ac.th
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Abstract

This research aims to identify factors of employee organizational commitment, study
problems and obstacles in creating organizational commitment, and provide recommendations for
creating employee organizational commitment. The Small and Medium Enterprise Development
Bank of Thailand. This research is a qualitative research using documentary research and field
research methods. The field research involves going to the field to collect data through
structured interviews with 10 key informants. According to the questions specified in the
interview form, the respondents are representative groups of people who have the best
knowledge and information about the factors affecting the organizational commitment of
bank employees, by specifying some respondents specifically.

The results of the research study found that the factors affecting the organizational
commitment of the employees of the Small and Medium Enterprise Development Bank of
Thailand consisted of 4 important factors, namely Factors related to welfare and benefits,
factors related to job security, factors related to internal organizational relationships, and factors
related to career advancement. In terms of problems and obstacles in creating organizational
commitment, they include problems in relationships within the organization, problems in the
nature of work, problems in equality and justice, and suggestions for creating organizational
commitment. Consisting of improving the salary and welfare structure to be appropriate for
the workload and improving the work system. Organizing training for bank executives to be
good examples for employees, including being executives with good leadership skills, and

suggesting that there should be activities to promote love and unity in the organization.

Keywords : Organizational Commitment, Welfare and Benefits, Job Security, Interpersonal

Relationships
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fagnsmid Ssesudena (2562) Nd1731 ANUKNRUAUBIANIS (Organization Commitment)
yirunRsonuuUUT 3 Aoruyniufussdnis Semneiansiindnandmiufesnsiioziiiuesinig
fimuesinuegiimuaigimni Inhlinuediiruadiifreny wazdosdns fniusjuiuoeis
wssndnflagyimmdsanuannsalunsiin wasndeuiiazsanihauivesdnisdeluluszezen
ilelyiesdmsussaidvnenmdia
au3ns Junsiity (2557) Ilimmamneves amnmiusioasdmsiensiindnnuidnsnuay
wioufigrhnueswumuazidlaiielinuiinuesfuingeuisyansnmanniian
nanm Andnnade (2546) Inavin emiuseesdng Ae meininauAsmuidnindenuy
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Sanusssuvesosimslususing q warietnesimswiiidussinmsfinuedosissnvliogasiad
willouriu
2. madaniidnsalussdnis (nvolvement) Aenisiiyaainsdudiazidiansy
Aanssu fdrusinlunmsdudunulufanssudie q vesesrnsegraduinnuunumiiauedldsu
UBUNAEY
3. mnuasindndnesdnig (Loyalty) A awsdnvesynainsiisdniiaueady
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LaANLENUB AN TYRINUTULDS
Buchanan (1974) laasul¥in anugnitusiessdnisiiaudidsy laun
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3. AuynTiusoesAns 1ufuszan Wenlsaszninsanudesnisvesningu
Aurdmnglunsduauresssdnig dsynainsisianugniusiossdnsunndinneuiiozyineu
othavjumileliosdmsussamnedissHHldnndan

4. yarafidinnuynuiueadnisgs avfulanasuAfiasumnidanie maslaly
mMyvhanuliiuesdns ielinuesdinansufdaneglusssufmnnimiinanuaudilussdns
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Burke (2003) nan331 24AUTENBUVBIAIUKNIU (engagement component) Wu31 Uady
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Jaduauau (job) YadesunisiauimsneInsuywd (human resource development) waztade
Frunmgin (leadership) TaflseasiBondaralul
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4. frunmggi (leadership) leiua nnsiigdadutyn wievwmihem iJudiiannse
qua Tewdslviduuzh Peuitymiliiuminmiiduedsd fenudniusiasuminem fuilsanu
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5561 Yhawet (2558) Idna it Yadeiifinasernuynitussdmsileg fefunansiiade
oA

1. §adedruyana (Personal factors) LA AMUAIARTIABIL AMURNRUNITIATA
Tadeaumadenluay uasdnyazdiuyana

2. Jaddue3dnTg (Organizational factor) léud Uszaunisalidelsudvhenu
YDULIAYBNU NITNANY AVNdenAd el 1MaNg LALENYLUDIBIANT ANYULYBNIUA 9|
Wy uiidannavine mslridwsalunsdadula anusenndesvondmungvesyaainsiu
Hvaneresesdinig uenanidnuaresdnis iwu mslienuaulaseyaains neviiliyaainsdan
TidudwesesdmsiiruditusmsuinduauBasiuynitusioosding

3. Uszaunsalvhanu (Work experience) fiyppaldiuannisifuandnuesesdns
louA duiusninlueidn1suas JULUUNMSUSITNUYBIRUTIS

4. Tn39a51999AN3 (Organizational structure) TALA UYUINVDIDIANTT NTTINBIWIANT
N399I N1TWUIEIENITUIAUU Y

2. ngufiitieaiuaugnwusioasdnis
nguidduduaudeanisvesunalad (Maslow's hierarchy of needs) ngufivosnalad
gndoveauufgy 4 Usenseisll (Maslow, 8nsiielu audn ualal, 2562)
1. uywdnnaudsliuunissuwsegslanaigadanu lngduunainurasniiianieg
Tug1anie waganUfizenduiusnisdeny (Social Interaction)
2. usspslavedadamusnuduiugunasddyannniusegdasgiedu
3. usagslafidanudnduduiiugiunnndy Suduasdeddsunsneuauadilasy
anumelaneusudsseiuduusegdateniian deufiusgslomeiuduazldfuusansedu
0. lonssgdlatuiuguldsumsmeuaussauldsuamumelaudy ussdladuiigeninfiay
At
Imquwﬁmmﬁaﬂmﬂmmﬂa’i (Maslow’s general theory of human motivation)
JAndu Aesnalad daduindninervndingy Jsldnanliin ausegiinsufiatansanileauss
ArufesnIsvaInesesilaegtmils Swnaladiaualii anudosmsvesaudl 5 du fe
1. Audean1smedIus1anie (Physiological needs) Anudasmslusyauiidu
pufasnstuiiugiuresyarannauiinesd lidnadu wdesisin en¥nwlsn o iHudu
Fefatomariduuiiinnusiiu mnedenudsiuiunsiinegsenldluusasfu
2. AnudBsNIANLUaDASE (Security needs) lul3asuaanstiostunuies el
Anauaeadoandussesns q Aasfatutusame viereliAnmimiulm
3. udfeanannedsas (Belongingness needs) Auiesnislussduilagifuaiu
Fosmsfiyanadosnsiiujduiusivyaraduludny msegsmividuludenuliogisniay nns
Iesumseensuanauludinuiinuiesendoey
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4. Anifaansiaglafunisendes (Esteem needs) faidunnusiosnissefiugenes
uyud Tnsidunudesnisanusivlasueslueudamaninsa Jadunrudesnsligdusnges
asaiaty viennudesnmstisugilaaiiuludeay

5. AnudeInsiazldsumnudnsaludin (Self-Actualization needs) Fndunany
deanslusziugsaavosyud Tnsdumnudosnsaudiialunnawnegtanunuindnves
s Ingazndndudinvesmuesliiululunsiafigamufiniaangld

agulddn nguiaudesnsvesnalad wisenudestesuyueidu 5 4u Avaudesnis
NNUTINY ANUFRINISANIYABASTY ArudBnsANsnwarAuludvesmusaInIslasy
amnuuiiosnges Anudeanisfiazidilanuiesegausiade uazuusauddnvesuy wdeeniduaes
viia Ao Aruddnmsuinuazanuidnnisau Tasanuddnmaviniduanuddniifntudadua
dunnuidnnieau eudwihliinanuidnliauigla

3. yAdeitigates

sTudy afovaus (2560) ns@nw 1309 MW BesA MsUBIYAAINT UIEY giln
Budidesweudreuansadu $1in (nww) nansAnwmuin muAndiuAefusERUAAL NIy
fooIinsUeIyAINTUTM giadulileiueudnauansatu $1in G wuin Tlunmsmdannu
ynifusieasinsegluseiuinn (X = 4.10) Tnefanugnitusionsdms sumuidnanniige (X = 4.25)
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yaanslriemuddy suanudiilansufiinuesaemisaansainnnianumeniaiiennudiia
199096013 (X = 4.51) druanugniudunsiuiuasdunginssuiu yaainsliaruddydu
anudlafensyvthifiladsueumneainesdnis (X = 4.32) uazsuiausuuziuimslunisudly
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UINTIOL VYTYNTIU (2560) Fnsfnenses ﬂafﬁ’aﬁﬁmaGiammr;gﬂﬁwiaaaﬁmwm
UAAININTUYAUTENIU (A13LEY) HANITANYINUTY UARINTHAIIUNNRUADBIANTT TAENINTIY
sanunegluseduan el defiarsandunedunuiduduusndoduduiusain sosaen Ao
suamdauaznisseniutiuiie smumuiuisveuLardnyNsUAUFTR duulouieuazng
UIMIVIMUIBIY suanutuasuazlonassudanuimiluay wazsusugavine e
FuAmeULNLLALaTARNIINEIAY nanIIadoUALNAgIL WUI1 yaaInsTiding 81y s
n1sAnw seegnansuiinukarsglasedeudaiudanugniusossfnisuana1eiueg el
Tuddnmeadaf 0.05 druyaainsidaaiunimuazsumisnussiuianugniusossdnis
wansnafuegnaliftuddyneadnf 0.05
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83AN"58¢ lUTEAUANUNNTUNIN 2. HANITIATILVINISIUTIUNBUTEAUANAIUANTUSHROIANTS
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Tawn Jaduaudnueuzaudades uuszaunIsallunisyinau waztadusiuaninwindauniely
DIANTS
Fazna Mansoor & Zubair Hassan (2016) @nwUadenidgninaseninuyniuvesningu :
=K

[
v a

nsAnugliuinaedetnslnsauunaulusiaing meidedifnguszasd 1ifiediaszsinavesns
Boufuazmaiauennunniiuvemtinau 2.ielinsginaveimaadusunaluunumnusioni
wAueINnaL 3 ieTeesinansynuvesmnududih /msdnms Uismsernugmiuvesmiinay 4.
Wiednsesinavesmeihanuduiiudermugnituresminey 5iledinseinavesnisdeasienin
yuve NNy 6.1le3inssinansenuveansidiusnvemiinausonands unsideds
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yhouduiinuaymsvhauswfuunummini visnsdansuasnsBeuiuasnsiauniinaluids
vanuazddyAentineunsdsu Annsaniinsfnuadsiy adulud vidn Ted3le Fuduuisy
sevinsUszmandunidudliuinnseievelnsauuadingfiaauaziivlniigalulszina
aantritmsfnuadadasdulsslonivazaiausstunalalidinuasddansvemnnadiud
yelufadndifioUanudesdnonmienunvesminanulandennsaissdfideusy uaziitofl
Uszavsnmgaaanansiniunuiielnlaiusoulunsusdedu

4. fayaieaiusuAsiaiavisvuIanansuasuadeuwisszmaAlng

suIMSHAILTR @R ITUIAnaLarILIng ouwisUsswalve Wuandunsiuamsiavessy
AUNTE U QRS UIATHRILIEMATUIANANLAZIUIRE aNLsUSEIWALNY WA, 2545 meldnis
AfULaTgUATBINTENTNNIAG aLNTENTNEMAMNTIL TinqUszasd “IleUszneugsiadudunns
Waw daasy Piewie wazatuayy n5dns naf ey nsvee wseN15UTUUTIamNAIUIe
nansuazuagen Taenisliuinmsduaude Funisadsedu fumssmamu wagliduine
wuzthaseliusnsiisfudumuuniudiwdmssesugia” Tnedasulevenisdy “suims
Wietoadudlne” aeldddevim! “naduaondunisBuvesigiliunimianisiiuasuiens uay
fimundnamanansagsia SMEs ganudnseededsiu” dalunumddnlunsdunalnvesniais
Tunstieatiuayy enseau waziinudnen ngusznaunis SMEs ne idulaegiaduuds wagin
gty
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1. M33eLenans (Documentary Research) Wun1sAinwiduaindeyaainenaisusznauns
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2. MITuauIy (Field Research) A1e3sn1sdun walluuiilasasne nion1sdunIwaliluy
WHun1ens (Structured Interview or Formal Interview) agdinisaivuadianuliassmiiwasidu
ANDINANA?

2.1) flsitoyadrdnlunsidvedsdiduninmusunasiauiavisnanauas e
gouuviauszmalng 31w 10 au lagld3Sdunuuiateas (Purposive Sampling) agwuanuseay
winanu et

M13199 1 Jideyaddgylunsidediuay 10 au

YT AU 21891 @) U7 (AL)
1 Wil sedu 5 2 1
2 A sz 6 5 1
3 g sz 7 8-9 2
q g seeu 8 10-15 6
574 10
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wilnausuiasilueeefinian
o A a v < v a ¢ v
1A389aN15398 MsiusIUTIMdaYa uazn1staTsidaya
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TayarId8laUsvanunu wslamngTudunwallviggndunivalvsunouatmid dalunsdunvel
funvalagldnmsanduiinuazduiindes lneneudunivalavvesyqngandunivallunisanduin
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YuIAnanakazvUIngeuuissEmalne 1 4 Yadendn Aflsideyadifndaduninausumsiamn
SgvRITLIANaLarILIRg auusUsEmANY S1uau 10 Ay WrasAndiuassiun Wudadeiifiue
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Javuauaianniswazansuselovy

Uaduamuanusiuaslusdn v . N
\ ANUYNHUBIANTYBINTNNUTUIAS
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JavgauAnuAInT e

i 1 asuransfinudadeiinadeanuyniuesdnisveminnusnasimuIaIvmie
YIANAIHAE UL UsEWAlNY

1.1) Jaduanuaiadnisuavaniuselevd aguladn nslasuadannisuasdvsuselovilang o

= 1 2

uonimioaniiudoulszargrsliminnuianudueguazfinuamdind d 1Wu atadnis
ATNYINGIUIAVDINULDIAEATOUATY aTannsAaNseuYns Useiuauhme suneans ainieu
15 Susie¥ Wugu vlidnoudnlngdanuiiweleseaTadnsuazaniusslevifisuinsueuli
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winuIaesiladeauiiasuenuyniuvesmiinauiareadniseg1aun
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“aiaamsgdununsinvamsumineu vaelimineuaunsanuuduesldiiuuniu
vhlinidneueeninddiusuinisedudun e se”

“@iaanisAnanseuyns Yieliuvauinisevesnsounsd lilianianivavasujuaau
luiSosmldigvasnsounsa”

1.2) Jadeanusiuadluendn asuldin Jagduluaneidanuiuniuliuiveuainiade
Fruasugia danu wazmadies vlvnaudaiudienufuadduendnanndy msdierdniiduas
wirunsineldfidues Ssdsmadeadosnmuesdinasouniaiiannsoduiuegsunigy ey
wifneudadaiuindedsanuiuaslusdndnarennuyniussdnig msizdesuinsiam
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“Tanmarvsiouvvd msldviusvesdnsitunsdoidudeidyun nszdaeliis)
INURUTIUATATOUATILH

“Fanulnelinissousvesdnsunsi s nduesdnssgiamaaidauiune Fagalyi
yaRaeueNTiinIINERINE I Sa0e T TUE YIRS

1.3) Jadeiudunusaimaislussdnis asuladn winauadulngliauddyiu
mmé’uﬂ’uﬁ‘ﬁaﬁgﬂf"fULﬁauiwmuuaz@'ﬁ’aﬁuﬁmm nsfitle etlanulalasn msldudamssauda
wn insnnazliAssAieusinay MliiAnussenamsiuiiuazainanugniusening
winuuazessnainfuiausssesinsiia Snanmnsadewaifunuvegndlifundnemgulg
aslvndnautiaty AddalunmsvhousasnansulienudnuSanudinang

“Us381MIATUTI9IUANIN (R OUTINIUT A oA Y TR U YY)
AU e nFeive

“SsssupsansTumsmsngonlanauneansndus By a5 usiniusifves
wiinandluesrng”

1.4) Jageauanuimiiluau asuladn wilnoudulngsesinnsidlemalunisiduls
Tusundsaufivhaunndudsivhlesiniauegfvesdnisluszozen Tngeadnisazdesd
nsivuanginasitessUssRudsutulitaaunandusssy Tsazannsoataussglaluns
uivesrnsle wazavtsainanugniuseritminauwazesdnislialueged

“grusiuuuaniemsdeusumistaoy 1s1evdusegelolunisyiom usvesianiiniseyiu
o9FinslouInn”
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Abstract

The objectives of this study were: 1) to study the level of digital accounting
competency and accounting performance among SMEs in Phitsanulok Province, and 2) to
analyze the relationship and impact of digital accounting competency on accounting
performance in SMEs in Phitsanulok Province. The sample group consists of accountants
for SMEs in Phitsanulok Province of 395 people selected by the purposive sampling
method. The research instrument was a questionnaire, and the analytical methods
included frequency, percentage, mean, standard deviation, and multiple regression
analysis.

The results were as follows: 1) the overall level of digital accounting competency was
high (X = 4.04), as was the overall accounting performance of SMEs (X = 4.02); and 2) The
correlation between digital accounting competency and accounting performance was high,
and the impact of digital accounting competency has a positive influence on the accounting
performance of SMEs. Specifically, components of digital accounting competency, including
technology application, skill professional, ethics values, and dynamic learning, had a direct
on accounting performance in SMEs in Phitsanulok Province, at a significance level of .01.
The research findings indicate that SMEs should prioritize the development of accountants'
professional knowledge, support the learning of new technologies, promote the adoption
of digital accounting technologies, and strengthen professional ethics to enhance the

efficiency of accounting operations.

Keywords: Digital Accounting Competency, Efficiency, Small and Medium Enterprise Business
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1.00 - 1.50 wu"eda izﬁuﬁaaﬁqm

3. mMIlleTgiienaaevanufgiu [dnmmedeuauuigiuauidelagldnng
Iasevanneenvan (Multiple Regression Analysis) Lﬁamﬁauamﬁgmmﬁ%’aﬁmaausmﬁ
Ty PRaviafiiinadeUstavsnwlunumaetyduesgsia SMEs ludminfivalan

4. pslensiiiieasuteiausuuzuazamuAaiuA v anssougaiyd
MTfaroUszansamlunumadad Wmsieseiidaiem (Content Analysis) Sauiinisild
TumsimnudeyaiBsganm welilddeasuidaauanmudniiuiigneulily

d5duazanusnena
#3UNan15AY
(& sy o N (% v Aaa v a a
gUszasAdaNn 1 lieAnwseauansTausn i IAYa uazUseansainluaiunig
JyTueegsna SMEs ludandnfivalan

Y] CY S |

M19199 1 AdekavdudBLuuNInTgIuYRITERUANTTAUEN U YTRITareinUnydgsia
SMEs Tudaniniiwalan

ANTIAULNNUYTAING X S.D. wlama  dusu
LANUTOUITNIIVAIN 4.20 0.70 170 1
2.M338uUsFanain 4.02 0.78 110 2
3.nsUszendldnalulad 3.98 0.80 1N 3
4.A3YITUNNIV TN 3.97 0.89 170 4

BEICETY 4.04 0.79 1

Naa v

AT 1 WU seRvasTausNayTRdviavewindndgsia SMEs ludwinfivalan
luninsineg lusedvann (X=4.04, S.0.=0.79) \i awmimuﬁuiwm 1 WU NnAuey by
JEAUIN 389dUININIUTRY AD MUANNTEUINIVITN (X=4.20, S.D.=0.70) 584a3117D

~
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AUNSISEU e TR (X=4.02, S.0.=0.78) Arun1suszendldinalulad (X=3.98, S.0.=0.80)
LAYAIUIIYSITUNIIVTN (X=3.97, 5.D.=0.89) Aua1AU

= l N | a' a a v A a
A15199 2 AtedenavaluidsauuninsguvesUseanininlununisdyduesgsia SMEs
Tudaniniwalan

Uszansniwlusumelyd X S.D. wlama  duau
LANugneDa 3.79 0.87 UN 4
2. ANTINT 4.02 0.82 Taly 3
3.AUU581d0 4.09 0.78 110 2
4.nmsussgdming 4.19 0.83 1N 1

ldusI 402 083 an

A58 2 wud Usgansaawlusunisdyduesssna SMEs ludminfivalan
Tunmsaneglusedunin (¥=4.02, 5.0.-0.83) il eRarsundusesiu wuin d1unisussq
\Wvane fAedsgefian egluseduain (X=4.19, 5.0.0.83) 50sa31de suauUsEnda
agluszAuuIn (X=4.09, 5.0.=0.78) A1uAusInLse agluseauun (X=4.02, S.0.=0.82) uaz
sunnugndies drnedetiesiian egluszduann (X=3.79, 5.0.=0.87) AUy

Y o A a 6 LY

WUszasAdan 2 WioinsgriauduiusuarnanIgnuvesanssaus Iy Iaiviase

IS a

Usgansnmlunumadyvesssia SMEs Tudwminiiuaglan

o 3

[y

A191991 3 AUEUTUGVDIRINUTTEMINANTIOUEN U YTRITaiUUsEaANE AWl

518113 Aanusaud  nsiBeul  msuszgndld e3esssumne UszdnSawlu
NIYITN LINAIR walulag YT UMY

(SP) (DL) (TA) (EV) (WE)

ﬂ’niﬁ@UiWN 1 .682** 611%* 4617 .652%*

TN (SP)

NsSgUsTmain 682% 1 T19% 495% 672%

(DL)

nsuszgnAly 611% T719% 1 551% 759%

wialulad (TA)

AFUFITUNIVITN 4617 495%* 551%% 1 643

(EV)

UseAvBamlunums 652%% 6727 759 643% 1

gyt (WE)

**syaulpdIAyNIsenan .01

2199797 3 WU ArdulsEAvs anduiusvesiauusBaseia 5 fauus Tedidieg
587319 0.461 - 0.759 Fatanundlanduvin wansdeanuduiuslufaniaieatu Taed
Pwdiusog1eiidedfynsaddiisysu 01 waen Variance Inflation Factor (VIFs) ffneg]
529 1.510-2.605 Gsfieioandn 10 Belsley et al., 1980) fiviiu Salinudamisecvasannuduius
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Y0 UTDaTE (Multicollinearity) mmsgﬁmezﬁmiamaaawn@m (Multiple Regression Analysis)
dialdlunsnnaaevauusgiule

NANIVAFDUANNFIY
Anw1dnSnaveefkUsaussausn U TN andinanauseans nnluauniadydves

o o

a

5319 SMEs Tufminfivailan mellanldfe nsimseiannsenvan (Multiple Regression)

Y] I

A1599 4 MTIATITAUIANBENYAMVBIENTIAULN T IRTTaN ddeUseAnSanluay
MeUyTvesgsia SMEs Tudwminfivadan

fuUsdase fifeuszansnwlusunsindvasgsia SMEs Tudwiniualan
(AN930ULNUYY  Unstandardized  Standardized Collinearity
fvia) Coefficients Coefficients Statistic
B SEp B t pvalue  Tqlerance  VIF
A1Asil (Constant) 468 129 3614 .000%*
mwmauﬁmq .238 .042 .219 5.611 .000** 497 2014
AT (SP)
NMSSYULTINETn 103 039 118 2659  .008* 384 2.605
(DL)
ﬂﬁﬂi%‘c’gﬂﬁﬂ% .349 .037 .404 9.466 .000** 417 2.400
wialulag (TA)
PWYFTIUMAVWN 189 025 260 7.688 .000%* 662 1510
(EV)

R = 0.840, R = 0.706, /—\dj.R2 = 0.703, SEest = £0.27631, F = 232.334, Dubin-Watson = 1.860
**syaulydIRyNIseianszaAy .01

IS Y

AT 4 NANITILATIBYIAIUANDBULTINY AT WU aNTTAUENIUYTATVa

o

a

Usenaume AUTeuimaivIdn nsiseuiidmain nsussgndldinalulad aSusssumaivdn
favEnaseuszavsamlunumadndvesgsia SMEs Tudminfivalan Asedulivddamneadn
01 Tnefudsdaseits 4 AranusnasuteANklsUTINYesUsEAnS amluanudyivesgsng
SMEs lasaeag 70.6 (R* = 0.706) Aranduiusuvaneiiinme (Y) wasdaneinsal (X) de
Wi 0.840 uazANANLAIALAADUTLANINANTHEINTAIVIIRY 0.276 uagnuin nsUsEgndld
wmaluladfidninanoUszansnmluaunadnydvesindyduiniian (B = 404, Sig = .000)
I9AAD TUFTIUNIANIN (B = 260, Sig = .000) ANUTBUFNIININ (B = 219, Sig = .000)
wagNTsSEuSanadn (B = 118, Sig = .008) ansalisuaunisannsele Fai

Y Usedvsnwluaun g = 0.468 + 0.349 (TA) + 0.238 (SP) + 0.189 (EV) +0.103 (DL)

HaNSIATITitayamuAnTiueE U URNUTYT wul1 nsthgenduasUyTunlddae
anmuRianaslunstuiindeya Walszansamlunisuszinana wagduusseugniesves

1%
&

57897UN19N153Y JUHURNUTRINdanusaumalulaguaziugruniedydaiuisoan

43
LY v 1

Uoarana1ninnainannslEuIzUUAIYals usnanllszuulyRdiadeisannnudeslu

[

n1snasalagiiuaulusdalunisaniduau vl fuivRnudginimuiwasysulisinue
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srumelulagognemetiosazaiunsausumikazyinaulaeg1eivseansanluan mwind aui
WasuUaee195790157

anUs19NaN15IY
=3 =~ U aAaa o aa a a v a
NsANEITOIENTTAUEN U TR AN lneUszdnsnnlusunielyduesssia SMEs

o 3

£
= o S

Tudwinfivalan fIdefiusznuanmsfinwanusadiunedusenansidele Al

1) NaMTIATIEYTEAUANTIAUENUTRATavesinUydssia SMEs Tudawmdafiuvalan
Tnenmsawegluseduann waenuidunuseuimadnindaiaiogaadusufuun sl
Jumszieudanudilalunmsujiaeuindniyd Wudksudulumsfofnumadyd
wielfidunumslunmsmuauuaznsdidunuvesuiRnudnydligndesnuasseusamm
i fUURnudydavdediuinsgulunisuianulaenisuseneverdn aenndesiu
11935 TNUATINATFIUM TR BITes UfTRNUMBAusTnsy ez seunsy
675@aamé’aaﬁuam%w%wﬁ@ﬂuwizmm’lyﬂﬁmﬁ (2561) Aldnaain AN ANANNTD AU
wilald wagmsinwunesgiulunmsufofon Aednwild Fsanud anuanunse wazarmung
A InluszdiuiisusesliingndudedinineldSuunsmalndn Afmdeudedfmuins
aaeluisnns MeweliansufiRnurienmngvine wasdfiivihisenianolaldlmduly
punAsgILAT IniiiAeates Feaenndesiusuns Wissmsyga (2557) fina1ain fUftRnulyd
o919 n (Professional Accountants) Usgnaunde A1113ANAINNITANIININTYE Taun
1) A7113 N19T¥1T N (Professional Accountants) 2) WnweTu19n (Professional Skills) wag
3) AauAMATdn (Professional Values) fetfuguftianudifsdesdimuimiuauisouas
unsglunsuoaay deliaunsadavihsnenunssiuliediagndes asufu uazds
A9AAABINUIIUIYBYBY Marriott and Marriott (2000) Wu1 muﬂumummﬁé’mmﬂiuiaﬁﬁm%
wazansgIuid Paelnindydauisadsuiiiumalulaglng q WeaTu denalidnisuims
FansmeUaddusyansamannty uenand wansnwidmuin Ussansanlunumadayd
¥845513 SMEs ludmiaiiuvalan lngnmsinegluseauunn uagnuimiunisussqidiving
fAnadogsiandususuusn ﬁéﬂﬁmﬁlL‘f]‘lJLWSW’hﬂﬁﬂWﬁLﬁUQSﬁQ SMEs liuszauaudnse
tu Sududesdinauimsnisiusasdyiiivssdniom gehvduludosiathmneidululs 14
Usglordannuinstind Snssideyaiienisdndulaidsnagnd davieuuszana wasfua
pLuIMUFURnnsSanaTian Geaenndosiuuuafnveteien asdnan (2562) nanain
nsussardsne vanefs mstmuninguszasdidminglunsufiaauviedsdadifvualy
wagannsatmiaues liadmneiideanisuasiionadiia uazanndeaiuiuidoes
Chenhall and Langfield-Smith (2007) wuin nsldiedesfiemetadiviuarte wu n1simsieg
UNIRY MsIavieudssa wagseuudnAindvia aunsadieligsiaussaidvunenienisity
A wiuldhanuduiasiaduldannstidmanelunisio fanuddanioanants
dosiiivuneiFosesszarialunsiau Muulrdanuielinuaiaviufmun msdn
auuaglfiniesiiolviq fasertwsnedidmun

= Y J a

ARvianiideUsEANSAmluaunelydveegsia SMEs

Advia 19 4 A1 LA AUTBUIMTIVITN MTiTeu3

2) HANTIATIERANTIOUEN1SUTY
ludmianwalan nudn aussousnadyd
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Wanadn nsUszendldimalulad 938535uMTN ansnadauszansainluaiuniadayd
vo953Ra SMEs ludaninfivailan Aisgdutoddymieada 01 Hedibummeinindadlugn
dagtuazdeadugisianuiuasvinuslunsuiuduieouddmia Wy inwensldinalulad
asdwanilos tiethluuszgndldrenuiiuioRlsivssavsnmiutu fsnsuszendldmalulas
Jutladeiidmasdeuszansamlunumsiydmnian iesietindaTesdesiianuifiniu
weluladegmasaan Wleazlsthuuszgndldlmiudunuasundamisiunmssiiugiia
Turazidersufiausuesidugdmhssuuamsaumaiionsdnnisliduduinmsludnuus
fn9 9 1wy emazdavhsvuvatuayy nmadadulaliiuduivig uavanansofindendevietidiu
sulumsimunlusunsumeiuinydfansansuaussanusdesnisvesliuinsviessdns
I 9usesit @enndesiiu Richardson et al. (2020) aifuinnsldiedeafioddviaannsan el
nszuauNMtaFiuszAnd nmuazanunaiugnnd sy dmiuuiuneegsia SMEs st
weluladunlddasandoditadunineinsuasiiudanuannsalunisudsdu uanandu
FuANNTIUIMIAINEIN To555uMANTN MsGeuimatn Suduosdusznouiiddyidna
sevUszAnsnmlusnumsydvesssia SMEs ludmiafivalan Jsamndsingmalndnuas
anﬂsimﬁﬁﬁaﬁiimLﬁu{jﬁaﬁwé’mﬁﬁﬂﬁﬁﬂﬁéﬁuﬁ’m%ﬁﬂmmwm lngangluusunodgsng
SMEs MdnUyBindunumiivainiaiy anusousludndnuaznsdatuluaiosssuiaduds
fdmTunsTsumMssuiiindeto saumun‘umwammmmmmiumiﬂium‘[,mﬁm
fuanmmandousumelulad uazngsulouiasunlasegnsmnid nansAnmazsiewlviiiu
femnuduiusiidenlesussuinadudsie 4 sudwmasgeiifodfyseUssansnmluanuiad
o

v A

9849 SMEs @annasdny Islam (2017) ﬁﬂa'nﬁqmimﬁemshuzjﬁ%ﬁaiu%wwumwL‘Uumamﬂ

o

anunnimiamalulad Wntgddndudesimuinuelng wu nsnsieideya (Data
Analytics) uagnsdnnisteyaddvia esessuunumidanagnsiiiuuntu 3nvisdiarmannsn
Tumsiinsesitiadsing o wu Anudsdu (Sustainability) Msuimseudes uagnsnsnagns
dielifuugihangausonsdinaulavesiuims saveiosivinuedivainvats uenimionn
AMUTNITYT LY Wnwen1sdeans auaiunsalunisuddann wazaudlalufifives

TAUSITULAE AN

YoLEUDMUL
1. YolaUsIUZAINNANITINE

o a1 oA | v a

1.1 ﬁiﬁﬁ] SMEs ﬂ'ﬁﬁlﬁLﬁ%ﬂﬂ’]iWIGNU’]ﬂ'J'HJ%’VINU JTRYNNABLUBY LUYU NIATZIUULYT

o
=

ana (IFRS) uagnnuunen1@dmiu SMEs egsaiaue eriudnnnuauisomdvdnliiy
HUR TR
Y 1
a ¥ U = ¥ (3 ] U a a

1.2 5573 SMEs Asasednusssunmsisouineluesing wu n1sdnfanssuuaniuaeuy
A3 (knowledge sharing) wagatuauuliuuRnudydiiismeusuluiviindayd el
anunsausudildegaagisenisasunladlugafiva

1.3 §309 SMEs AITaUsHLaziauinvemumalulagdnydadvalaiuguinnuiyd
wu nsldrenawsUyTenluls nslalyssuuiyduuu Cloud Lﬁaam%’amwamLLaummafﬂ,ﬁu
numalulagldogsiiusz@nsnmn

~
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1.4 §372 SMEs Aastdmalulagiinundivananudsddunismnase wasiiuaulusda
lun19n1980UgINITUN1UYT TIUNEldUINTgIUALATEETIU WU MTLUENNTNAvedvin
Unyuazinsvaeulad ieananudedunisiianalssleviviudou

2. foranouurlunsiteaduioly

2.1 meifeassdAnuiamegsfa SMEs ludmiafivalanviniu lunidendsely
msinsAnuiiudulueiiuiidy q wiednviuTesufsvaussousnadadfivalungy
gamnTsudy 4 WiewIeuisudeyalulszaninmuaznsuiudvesindadlu SMEs feglu
DNANNTTUANU

2.2 masiinsAnwiawanssnuveanaluladlui o aeaussouzintyd wu a1 Al
w39 Blockchain uldluszuutayd waglnseiidinansenuseaussaugdula wWelwamnsa
HANSANYINIAMLALLINITIUNTRAILIYASINS

IS (% s

2.3 A13ANYIAUFURUSTENINENTIOULN T YTATT AT UNAANS LT LATEEN VDS

SMESs teuenevaulunni1sanyluliiou 9 wetman1sAnwiunmvuanagnslunisusmsdanig
DIANTNMIIZAN uaziinUselevigegn
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LONE15D19D9

=

NTUNWUIGIANINTAN. (2567). TTYAAAT ANTUAINITUINHINT UT].
datawarehouse.dbd.go.th/stats#.
naSan suanUAAs. (2564). paanvazinUyyalnindanaUszansnimn)syiniuveslnvyd

2

= ¥

dUAUIIN https://

a

luaninadythuvansunnuyiuasuarUsuama. nsauaindassUydumdudin.
UMINSEATUNSL.
Unyva fIazeIn. (2560). 07153984 09AU (uinTadl 10). ngaumwe: gi5enandu.

yay1e fIsTIuNT wagensezded yisuau. (2563). BvnavesnudedndlunsufiRanuiiie
Uszdnsamnisvinuresdndgduiey Tuwenianziueenideunile. 27557977579
mazagif, 14(1), 73-88.

Uszam und wavany. (2564) aussauzvesindyTlugad 3va: inweznisuiudaluland
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Unytlugadiavia. 2758759 IIATYsIAY, 7(12), 421-435.
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v

UUTUIMUUNN. UM INYIRYURIAITAL.

o

IS v Al

anIvIndayTlunseususguaun. (2561). ToUSAUaN1IvITN T80T IVTTNYONEUTENOY

o
a = v A
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WUINMSINANBAINNTEUIUATTYLESlA-NTEUe Wan1sAneTulssna
nsalAnen gainla-nsele Jwinguasiysii

gisdail wasa'
UNAnLa

nMsfeidnguszasd 1) Wednudgwinssurunisaudila-nszde 2) iednwinis
uwitymnszuiunisvudala-nsede uag 3) emuwmsnsifindneninnszuaunswuada-nsede
nsdl@nwigainla-nsede Yminguasiysid WWun1s3denunin (Qualitative Research) 1435013
AUNMWAIMUULGIEN (In-depth Interview) ;ﬂﬁ%@gaﬁwﬁmﬁﬁmuﬁgﬁu 15 519 wan1sissnuIndeym
anuailunisindeudioidosnnlifidmiivsedinisssuy 18u le & Tutungasivnis
nsuidalagliiidmih s adudussauanuuazdavinenansuuunsuiasiduddniunissah
lnansuenszuy Jaminunsnslidoudronandunsidinnulada fssylulusugnedoudie
nsuAtdguilasdalniniseusunidnaulvianudilalunszuviunisyinau wazdsunuunesy
wnanslueugaadeuiieiiiolideansligndosmssusaiiu Jgywla-nszdouindvduszninams
wdoudie nsufdguilag 1) Wugremsyituiedesiunisiuuazdu 2) nMayndosynien
Fagumiiuasdiunds netiussezsindlined 3) ldusmauiuauiull 6) famdiemandudis
Heaeade fuuy wazvinenszuy 5) Falviduagluvimmeiisiuas Jgymisaila-nszdenne
nsudtlymlasevsalianufinunsnsludossen fpdnsvesnistens uarluiFesguasdguniu
Bowiu WanuiiFesmaidieda-nsgte luiuiisrinifielinunsnsannsfisnauedldogiediu
dunumnansdiudnenmnszuumsvudda-nszde nsdiinwgesinla-nszde dminguasusil
Tnemsasugiiodmiunisvuddta-niglo uwaduauin 1) funsfesfiufioumsue 2) funs
dnseala-nszlouneuniviug 3) sunisnviuessideuloRlunisvuds

AEARY: NsnAnen N nszuvaumMsvudsla-nszle nsAneludssmea

' 919158Us331 anvndinisianisladafnduasdnnatoisu anndnendusisngne
e-mail : rupoly@rpu.ac.th
IATINGINTINNT UM INIFETIVANSUYS TN 7 adu?l 1 unsey - Hguiey 2568 53



Received: Feb. 11, 2025 )

bbbl Ry
Revised: Mar. 20, 2025 \k :nsa'lsﬁr_wsrlr_ns'i_nms_;
Accepted: Apr. 2, 2025 TSRS

Guidelines for Enhancing the Potential of Cattle and Buffalo Transport
Processes for Domestic Trade: A case Study of Cattle and Buffalo Rest Stops

in Ubon Ratchathani Province.
Ruethairat Polyang'
Abstract

This research aims to 1) study the problems in the cattle and buffalo transportation
process, 2) study the solutions to the cattle and buffalo transportation process, and 3) find
ways to increase the potential of the cattle and buffalo transportation process. The cattle
and buffalo rest stop in Ubon Ratchathani Province is a case study. This is qualitative
research using in-depth interviews with 15 key informants. The research results found that
the problem of delays in transportation due to no staff on duty in the NID system on public
holidays can be solved by having coordinators and completing document preparation
documents outside the system. The problem of farmers not moving along the route
specified by the Livestock Office in the movement permit can be solved by arranging
training for staff to understand the work process and adjusting the movement permit
document form to communicate correctly and to the point. The problems of cattle and
buffalo being injured and falling during transportation can be solved by 1) using rubber
flooring to prevent slipping and falling. 2) Tying must be locked at both the front and back
with an appropriate distance. 3) Not loading too tightly. 4) Installing iron nets on both sides,
the top, and the back of the pickup truck. 5) Arranging to stand in a stable position. The
problems of low cattle and buffalo prices are solved by training farmers on prices, the
trading cycle, and basic supply and demand. Provide knowledge on raising cattle and
buffalo in limited areas so the farmers can sustainably rely on themselves. The approach to
increasing the potential of cattle and buffalo transport by creating a manual for cattle and
buffalo transport is divided into three areas: 1) Preparing the vehicle area, 2) Arranging cattle

and buffalo on vehicles, 3) Setting transportation regulations.

Keywords: Empowerment, Cattle And Buffalo Transport Process, Domestic Trade
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The Administrator’s Competencies and School Effectiveness Under the

Primary Educational Service Area Bangkok
Sanugan Inrak’

Paleela Saksirichai®
Abstract

The objectives of this research were : 1) To investigate the competencies of school
administrators under the Primary Educational Service Area Office in Bangkok. 2) To examine the
effectiveness of schools under the Primary Educational Service Area Office in Bangkok. and 3) To
determine the relationship between the competencies of administrators and the effectiveness of
schools under the Primary Educational Service Area Office in Bangkok. The population used in this
research consisted of 36 schools under the Primary Educational Service Area Office in Bangkok.
The respondents providing data included one school director, one deputy director of human
resources, and one teacher from each school, totaling 108 individuals. The research instrument
was a questionnaire, utilizing the principles of school effectiveness based on Mott’s concept. The
statistical methods used for data analysis included frequency, percentage, arithmetic mean,

standard deviation, and Pearson’s correlation coefficient.

The research findings revealed that:

1. The competencies of school administrators under the Primary Educational Service
Area Office in Bangkok, overall, were at the highest level. When considered by individual aspects,
all were at the highest level, ranked by arithmetic mean from highest to lowest as follows:
analysis and synthesis, communication and motivation, personnel potential development,
achievement focus, self-development, teamwork, good service, and vision, respectively.

2. The effectiveness of schools under the Primary Educational Service Area Office in
Bangkok, overall, was at the highest level. When examined by specific aspects, all were at the
highest level, ranked by arithmetic mean from highest to lowest as follows: adaptability and
development creation, problem-solving ability, ability to foster positive attitudes, and productivity
with high achievement, respectively.

3. The competencies of administrators and the effectiveness of schools under the
Primary Educational Service Area Office in Bangkok were significantly correlated at the .01 statistical

level, with a high positive correlation and a consistent pattern.

Keywords: Administrator Competencies, School Effectiveness, Primary Education

' Associate professor in educational administration, Faculty of education, Silpakorn University
email: sanguan7724@gmail.com
2 Higher education academic in educational administration, Faculty of music, Silpakomn University

email: paleelachai@gmail.com

NFANTINGINTIANT WININRETVAN5UYT TN 7 adud 1 wnsew - dquiew 2568 71



1 ~ N D R 1}
\\ - 21sa1SINYINSAONS
UR1INENAES1annsuys

unii
puiinsznsAnunisldfiusenmangnsgnsalasfvuandninaueinagisnisnszany
§1UIINITUTINTUAENITIANITANY WA, 2550 WEBUHIMIMUALLINIINITNTEAIBEIUIINTS
U313 wagnsdansAnuilaslinmuenssunisddnnureseniiuiinis@nsuasaniufne,
UImsnulasgarannisnieauianunieusiufdanumiizay naonluinuaenados
Aunguuie ngszideu Adsdaenainlusiiuninsgiunazulevisanududass T
AaaeilunIsUIMIsIANIIMsliduinvesyuvukasidiuladiuds (@nauauidnisan
n13fnw, 2554) sfauinisaunisiavanmuuauutdun aeldgnseansvid 20 U andunis
Uulssmaniunisfneyl YJsunseuiunisseus nsnmuidneninvesaulnengieie
uenanil Seatuauunistuindeusnsmansvosunuimunasugioazdauuiand adud
13 Myjsndnaulnedifaussousgedsioliinnsiauiuuyedyngiesiodisdsulssnuan
MsfnwmnsEiu LileadanisimuAdsnuiidanssagegnisiuindoutsumalaglduinnssa

[ o w A

Hugiu FamsAnwnazidunalnddnlunsfmuminensuyudiiondaidsauiitiaunimues
daw uagUssinannd neldnszuanisiudsunlasednrnia Wugeadoiiauimiisiu
wmaluladarsaumanaznisdearsuiuudninszlan waganissuil 21 nsUdsuudamig
welulaBuardsauiniuegusni fuinsluanunuisfesdiaussousiiaonadastuga
ay meanunisanedanudiagmnenisaseanulauseulunisuastiulunilanlulssina
A1e 9 FedeslalnudiAyAunITimuIn1sAnwivesauludseina Tuussnalnelald
ANEIAYAUNITINNITANY nsimudnea wwazdaainuainisalulvelidvinezuasy
aussaugiidonndesfuaudoIn1svosnaIaLTsIULayN IWAIUTEING danalviaulned
A maudiada Wudsanunsamsssn adreaiesssn nasaviafiefiun1ssosiunis
Wasuwdasludagiuauisewan (@rinauanidnisaninisne, 2560) Snsan1sdnu i
Hadodrdnlunsimuidssma dmsulussdunsfnuduiiuguiidunngiuvesnisdous
naondin n1sumssanisaniufnuiifiuszansamiadudsdnidudenisdaaiuaanin
n3@nw guimisluantudnwududdidrdglunisiiniesdnslugaaudise niswaun
aussauzduimaduladeiidmalaonsefsUszavinaaniufnwanssauzfuimsluanudnu

LY

[ Y o U d' LY =2 A £ LY c{' [ Y a =
LUU%’JI‘\]ﬁW@QJ}IHﬂW?UULﬂaQUfﬂi‘ﬂmﬂﬁﬁﬂﬂﬂ?%ﬁ@@ﬂa@QﬂUﬂ'ﬁL‘UﬁEJULLUaQEZJ@QﬁﬁmJ NUINII

[

fvihdAglunisdaasy advayy wasiaugisoulilnnunsousdan1svmulseuuLATYEAY
wardeauvaslseina Yeaginiauazvadlan (F1nulav1inisaninisfnei, 2560) A3
UImsuazn1sianisanudnulifinann gusmsluaaiuAnwdsdedugiunuimuasiile

YDINITUSHITHATNITIANITANEN 6’3’@mw‘fmﬁwﬁﬁmimuﬁuﬁﬁLﬁué’faaﬁm’szﬁﬁﬂﬂmmsam

NFANTINGINTIANTT WININTETVAN5UYT TN 7 atudl 1 wnsiew - lquiew 2568 72



1 ~ N D R 1}
\\ - 21sa1SINYINSAONS
UR1INENAES1annsuys

AuanuAneisien1snguivisiuaniunwivsanuaiuisandudiunisuinisuazgui

vala v a

L‘ViiJ’WﬁllW%j’e)lIﬁﬂ8L‘fj‘uLLﬂUﬂﬁ’]QIUﬂ’]SU%W’ﬁﬂU@ﬂ?iﬁﬂ’]ﬂﬁﬂ‘lﬁﬂ Lﬁ@ﬁ%?ﬂL%UNWﬂJﬂ’]i%iUNWH@U

Y

lunsuimsdnnsEnfidufgtaslunsimuinunngseuielagnse-dou 8nneni1sy

Y

AanssununisAnubivssqidmngegislaunin Mellgusmsluaniudnwiazdedddaiug
ANEINT50 Vinweiaznaanvusidunundetonsvsilunsduasy atdvayu nandu nszeu
wazdanisliuaainsaguniseuaiunsadnianssunisiseuilvussgidvung (New neum,

2550) A9LU 91UTTBVRINUAITIN FUNWY (2561) WudaussausvesguImsiuanudnud

a

1 ) a = £%4 a L A a a a o = d'
nanoAuuldAvesan1uAnw luaiun1susmsIan1snduseansain n1siinueludeansa

FaLau wagn1sas1ansegadalviuyaainsasuazyaaIng MsimuIausTausYeIfuInisiu

a

=2 P ' 2 a = v a Y o a
anuAnuiinaseaududaluaniudne lnganigiun1suImsInnsniuseansain n1s
Py = o = 1% Yo N PPN o
fvinwedearsndaiau dnsafrussgedaliiuyaainsagiazyaaing soudan1sguinmsnd
AUTIOUTEIEINITAUIMITNUYARA e 1eTUTEANS M danalviyrainsagiaiuiianelase
N5y liivseansamlunisasugedu nsivinwenisusmsvilidinianiudnuilug

1< [ £4 LY (Y Y v N v
audusedAnsaussaurgs lnganigludunisusudndridunisiddeundaslunn q e

a A

dmsunistdmalulagiien1suinsdants analanariundieduvesaussausveguInisiu

anufnwiianuduiussindunisuivisluaniufng wazauIderesviygan 81uaze1n
(2566) AnwiAnuduiussenitsaussaueguInsiunsuiRnululsassudeinvesdiingu
Tusiiuiinsfnuduuszanfnet uandiifuiraussousvesiuinisinadenuninns
UftRnuresynainsagludunisiearsuaznisgslayaains a1niinauudiulédnnsuims

o

dnnsaaudnuibidinunimuaziinUssdnduaiioussgidmuneinmualidu suludesendy

[

aussougvesuinsanudnwiluladeddyuandiiiuitaussougguimsaziiunumdAgy
fan1suiviantufneidadaluddniureseniiuiinis@nuivessedudssoufne
ngamnavuag wisalifinansiseildiinsssydnauinaussauzduladaseUssansua
unfign nieddgymlaiissluldfunisudluvesaniu@nudsdaluddneuvesuniud
nsfnmvesszAuUszaudnuingunnuniuasi dedu §39sdnwdinaesininuduius
seniANTIUEIeIUIMTHArUsEAninavesanuAnulunsazanssaus et deyaluld

lun1suSuussuagimuinisusmsanudnulitinusednsainasan

NIANTINGINTIANTT WNINTETVAY5UYT TN 7 alui 1 unsiaw - dguiew 2568 73



1 ~ N D R 1}
\\ - 21sa1SINYINSAONS
UR1INENAES1annsuys

IUTLEIANITIY

1. flonsuanssnuzesfuimslaadeudsiavesdinauluniiuiinis@nwdussouing
Tungemnamung

2. iensuUsgansualsaioudeinvosdrinauluaniuiinisfnudulssanfne
NTUNNUIUAT

3. Wonsnuaduduiusseninsanssousveafuinisivuszansualsaioudadn
vosdiinamluaiuiinisfnsdulssaufnulunganmamuns

NUNIUITTUNTIY LBNFNSIYNNYIVDILATNTIULUIAANITANY

MnndnnaifgfuausTaurvesuImMIfunsivssAnsuaaniufnd Inquiiivhanld
Anwnildanuaenadestudnumsresaniuing mdnnisduaussouzvasiumsldimdnng
WaTNg Yy fiieatuaussaus deilTusunazlueas (Byham and Moyer, 2006) wUUszinm
aussauzdmsunisUseiliuanudiaveesdns eanidu 3 nau lawn 1) aussaus iy
WHRNSIU (Behavioral competency) 2) amiauzmw’ﬁummi’ (Knowledge competency) 3)
qU5IAUENIIULTI99La (Motivational competency) wavuualagakaus (McClelland, 1973)
szqUszmmmamsau%amﬂﬂaL‘fJu 2 gy toua 1) amiauz%guﬁug’m (Threshold Competencies)
FaduitnuzuazanusisududensufoRaudesdu 2) aussougdunsnuesld (Differentiating
Competencies) Faidutladsiiviliguinisinnuaiuisounnsiaaingdu (McClelland, 1973)
IdumsimiudnlnedinnuanznssunsiinenisuasyaaInsmssAne (2558) (n.0.7.)
finsivueaussaugn1sUJURnuregusmsanuAnull 2 nqu Usenausme 1) aussaugnan
Y9933 (core competency) flasdusznaundn fo magsnadugns fauinuies vnnuduii
Ainsgriuazdansiedt msdeaisuargela nMswauiAnenmyesyraing waznsiidesiey 2)
A1550UrUs¥I1a189UHUINT (Functional competency) 3 4 aussauy ABNITILATIEY A3
fuAT129 (Analytical Thinking and Conceptual Thinking) ﬁammazgﬂa (Communication and
Influencing)aiu@nanmuasuaains (Caring and Developing Others) wagidavimil (Visioning)
Uszanona L"fluﬁﬂwﬁaﬁﬁi’mﬁﬁﬁmiumiﬂﬁzLﬁuﬂammmsu%mﬂuamuﬁﬂmsuawa‘mﬁ (Mott,
1972) FadefvhliAnyszansua anuannsaudladgminaduguinisinunisiiougs ahues
saustruadlunisuan nsuudsuuagniswaun wazandldnanuinaiiaiuisaiium
Usegnd ilelinsdsyiduusednsuaaniu@nuluoniiuiinis@nuvesseduuszaudnu
nsammILAT fausnglunind 1

NFANTINGINTIANTT WNINTETVAN5UYT TN 7 atudl 1 wnsiew - dquiew 2568 74



IN

b NsasINeIMsIoNs Pt
AUTTOULVRIEUTIT (X_tot) Uszansualuaaudnu (Y_tot)
1.Assfaadugns (X, 1. AHENNNTINSHEAR TnSeud
2.M3UIN514 (X)) Unadugvavnans Seugs (Yy)

3.ANTNAUIAULDY (X3) 2. AUAINITONITWAILN

4.y duny (Xq) - FauAR bUnauIn (v,)

5.MINATBUAZIUATIZN (Xs) 3. ANNEINN5NSUSUWURYY way

6.11580a15kAL I (Xo) y -
v WRIUNEDTUANTE (Y3)
7.M3NRUNANEAMVBIYAAINT (X7)
. 4. anuaansanskalatym
8.15HAYNAU (Xg) .
Tuaanud@nw (Yq)

ﬂ'l‘W‘ﬁ 1 YaUUINNITINY
fin: f1UNNUAMENTIUNITTITIVNITHALUARINTNNISANE.
AusTULHUTMTAN AN, (NFUNNA: NIeNTANKIENT, 2558)
Paul E. Mott. The Characteristics of Effective Organization.
(New York: Harper and Row, 1972)

BNIANLUNITIY

Uszvnsuazg idaya

Uszrnaiildluniside fe lsnFoudstavesdrdnauluaiiufinsfnvidulssaudnu
Tungammasnuas $1u7u 36 wis @nauengnssumsmIAnwTuiugy, 2568)

flideyaluniide fe yaansveslsaioudstnvesdrdnauluaiiuiinis@nudy
UsgauRnwilungamnumiuas 9w 36 1seseu 1saSeuay 3 au laun gerwiensaniufinw 1 Ay
seageeNIsan ANy IgyARa 1 AY kar yaaInsagiiussaunsainsaeulddesnit 30 1 Ay
shuvidy 108 au Tngld3anmsidenuuuianzas (Purposive Sampling) Tneinasilunisidoniielsily
Heyafiasourquiisdumsuims uleus waemsufoRasdulsaou muanausadimue

o = a o
LASD9ABN5IY
nsasazimueIaslaunuvasuaLTTUn UM I

LAnwImdnn1suwIAanguissunssunuideiineidenarimanisfinwuiadiandy
a4 A
LFRNEL

NIANTINGINTIANTT WM INFETVAY5UYT TN 7 alui 1 unsew - dquiew 2568 75



1 ~ N D R 1}
\\ - 21sa1SINYINSAONS
UR1INENAES1annsuys

2. ATIVAUYNABIAIUATEUARUVDNL UMV UATOINBUA T LAUBHITE IV YN TIAADY
& L. a o ° a P VIR 4 "ty a

ANATIVRRTLENT (content validity) vaupIeielasdnasesdafadievuluingnssanid
U 5 M isananuaennassvesileniuinguszanveiniside mensmenviinig
gonnaadlaglumaila I0C (Index of Item Objective Congruence) 8g5¥1314 0.80 - 1.00 101U
=€ o d' A A < ay o [y o & d' = v
e eAsesiloNnTivdeuaaduwal UTulTasdaviduesetlieatunnasdly

3. dnasesdiaflausudgsunlanadlunaasddy (try out) Auaniudnwnluladungu
Magausilanwazmlaunquiiege 913U 15 Wne 593 30 atu

4. daseslioadunaaedldiiuimulunininud ety (reliability) n1u35994
ATEUUIA (Cronbach, 1974) Inglaardulsz@nsuean (Q-coefficient) Taglwsinaumuinnin 0.7 19
' A o & ) )
ANANULTDLIUTBILUVAD U NIRUY AU 0.942

5. Ysulgunluesesielvauysauasiilvlufivueyadulszyins

\w3eslenld Ae wuuaeuauANAALY (Opinionnaire) NUSIUTINTEYA 91U 1 ATU WU3

I = a v ‘29‘,

ponilu 3 pou dsvazidunnsil

mowud 1 wuvasunuieiuanunwauiitaglu wasdszaumsainsvininy

MBUN 2 LUUABUNIMNYINUANTTOULVDINUINIT (Kio) MUNANA1TVRIATNIY
ANENITUNNTTITIVNITUARINIATUALUAAINTNINTANY (N.A.A.)

paun 3 WuwuuasunuUsyaVSHalUAR AN (Vi) MIUVENMSVRY Lot (Mott)

Tnauuuaeuaiuluneud 2 waznoun 3 fdnvasludauyidndndudugunin 5 szau
YoIaLAsN (Likert’s five rating scale) lngivuaataziudu 5 seau

SEAU 5 wu18he aussaugguImis/dsednsnaluaniufne egluszduuinian

SeaU 4 el aussauguIms/Jsgavounaluanufne egluseduun

JAU 3 W8 ausTauzuIMII/Ussavinaluanufine egluseduliunans
JAU 2 e aussauzuIMs/Ussavinaluanufinw eglusdulies

SzAu 1 el ausaugduIms/Ussavsnaluanudne egluszauiesign

M3AusIUTITaYa

1. dndunisyndedoiauenegeruisnisdiinauaiiuiinisdnvidszondng,
njumnumILAg WevmsdevemiudaniieaingsrursnisanuAnuiviesnuinislusiiuus
HEIUNITANUANY TR NIEMTANUANWINEUARD WALAT VIUBULATIZYINBULUUABUDY
Tun9idundsdl

2. AU sIndwasiNUTIUTINToYANLUUABUNUMEAWLY LarkuudounIueeulal
(Google Form)

NFANTINGINTIANTT WNINTETVAY5UYT TN 7 aluil 1 unsew - dguiew 2568 76



1 ~ N D R 1}
\\ - 21sa1SINYINSAONS
UR1INENAES1annsuys

nsATIEdaya
melaneidoyaditelldaintinseideya il
1. mnghanunwinluveslideyalagldmnud uaziesay
2. MTIATINTEAUANTIAULYDINUTM AN UAN WIMAZNTIAT I SEAUNSUTEANSHATDS
aoufnw nglilddvduavade (0) wardrudsauuuinsgiu (D) lnsfmuanisliaguuy
FmpuvBIUUABUAT el
seU 5 vanels sefuaNsILzIRsUIMM /sy avisraluaanuAnuanniign
TEAU 4 M SEAUaNTIOULIRUIMI/UseavtnaluanuAnwinn
TEAU 3 MU TEAUaNTIOULIRUIT/UsavEnaluanuAnwiuunans
JEAU 2 Meie seivanssausveeuIMs/Useaninaluanudnuies
seiU 1 Mo seivassouzvesiuIs/UstdvdnaluanuAnuliosiian
Mndufiarsuidifyd uavadadld wduIeudsuduinunauLuIAavesuan
(Best, 1983, p. 190) fishi
Aflvdiaavaln 4.50-5.00 vangds aussauguIM/Useansraluanudng
oglusziuinniian
ASRINAYANIR 3.50-4.49 MDY AUTIIUEHUTINT/UsyAnSraluanufinw
aglusgdun
Aflvdiaavailn 2.50-3.49 viangds aussauguIMy/Useansraluaniudng
agluszaulIunas
ASRINAYANIR 1.50-2.49 MNeRe ausTaUEHUIINT/UsydnSraluaniufnm
agluszAutoy
AsRAYARIR 1.00-1.49 M09 ausTOULHUIINT/UseanSraluanufinm
oglusziutiosiian
3. ATwRmANUFNTUS sEnINNsHlanssaus e U IR en1siUTEAVSHavasEn AN
Tngldnsiaszianduysyansanduiusveafiosdu (Pearson's product moment correlation

coefficient)

NAN1539Y

Hsitoyalunmidunsaisenoude feruemsaaufing 1 au sesdrensanufinuide
yAAD 1 AU LATYAAINTAS 1 AU 9nUszannsfolsadsudsiavesddnaulunituiinisinyidy
Uszaudnunlungunmuniuas S1uau 36 wis (@ifnnuamgnssunisnisfinunduiiugiu, 2568)
Tnoudlifeyarisdu 108 au Tnsnansnsinsgianiunin diuivesinouuuuaouniy feilfe

NFANTINGINTIANTT WININTETVAN5UYT TN 7 adudl 1 wnsew - lquiew 2568 77



1 ~ N D R 1}
\\ - 21sa1SINYINSAONS
UR1INENAES1annsuys

e §1uau 40 au Anluseray 37.04 wends $1uu 68 au Anduderay 62.96 dwiuangdiu
Tngfiony 31-60 U 97uau 46 au Andudesay 42.59 sesasuneny 41-50 U 91uu 24 au andu
Sovay 22.22 syaunmsanwidiulugliseiunisanuszaulsynns s1uau 67 au Anluiesay
62.04 waztszaunsalvirauludumislagduaiulng Tussaunisviinusendng 6-10 U 91wy
34 au Anduiovas 31.48

A13199 1 aussougguInisveslsassudeinvesdrdnaululwaiunnisfnuidulszaudnw
NFANNUMIUAT TUAINTIN Kior)

(n=108)
Au AUTIOULEUTINTVRERUANY .
. ¥  SD. S2HU
dafialudinauvasniuinisAne1vasszau
UszaufnyIngannamvnuns

1 msgesadunyd (x) 4.65 031 1nilgn
2 UM (%) 464 035  wndian
3 MRS (X) 462 03¢ aniian
4 iy (X)) 473 036 mmﬁqm
5 mlaswilarduasien (Xs) 463 037  anniian
6  msdeansuazgdla (X 460 041  annfian
7 MIRANEAINURIUAIINT (X7) 469 032  anniian
8 msihdevied (X 467 036  anniian

53U (Xeot) 456 038  wnilga

M3 1 v aussougduimsluanufinn dsieludninnuvessiufinsinuves
seRUUTEaNANBINgANIAMIUAT 1AEATNTINYOIANTTOUL DI UTING (Xiot) BElusEfUINNTigR
Fuuneusefunuin eglussfuanndigayn 9 fu annsaSesiduasdinavadaainuinly
yifen Aovhauduiiu nsfaundneninuesyraing n1siideial madsadugvs n1su3nisia
fumTiATIzsiLazASMsdanTIed Msianues Larnsdeansuargsla muddu efiarsan
drudsauuinasgiunuin fansening 0.31-0.41 Fsneanuirdinisnszaevesdoyation uaniin
HrounvvasunuiimuAniufiaenndosllufimmadioiiu

o

NFANTINGINITIANTT WNINFETVAY5UYT VN 7 aluil 1 unsiew - dguiew 2568 78



1 h ~ N D R 1}
\\ - 21sa1SINYINSAONS
UR1INENAES1annsuys

A1519% 2 USEANSHav09dn 1 UANE1dInnve9d TN uluaNunnIsAnw It uUsLaUANYA
Tungannaiuns Tunnsiy Vi

(n=108)
1'% a a =
AU UszanswnaaauaAnen 3 .
o o o o dy i = o/ = x S'D. igﬂu
dafialudrinauvasuniunnisAnervasszauuszaufne
NIUVWNAIUAT
1 AnyEnsanswantniseuninaduganiansseuea (Y,) 450 035  w1n9ige
2 anuansaiiensairuaflunaun () 4.64 036 aNign
3 AavwaansamsUiuldeulasieasumsianaonudnwn () 471 039 anndian
4 anuawnsensuntedymluaaudne (vo) 470 037  wndian
59U (Yior) 468 031 wndiga

a | a a = o o o o g A =
INMNI5199 2 WU Usednsualuaaiudnerdeanalud 1 unanuuswaniuanni1saned
YDITLAUUTEAUANINTINNUMIUAT AINTI (Yior) TITAULINNGA THUNTIHAIU WU agJJ’Lusséﬁ’u
WINNFANN 9 AU @a1usasesaduadvdinauatinanuinlunitdesfie a1udaiuaiunsanis
Uiuldutaziteassnisimuiaatudnel anuaimisanisudletymluaaiudny auasise
WaNSHAUITANAR LUNIIUIN ALEINITINITHARTNSBUNTNAFUgNTNI9AIUNITTE UGS
o o ' a oA | = o ¥ v
AIUAINY AIUVYILUUNIATFIUNUIINAITENIE 0.20-0.39 FILANIIUNITNILINYVDIVDYAUBY

anunsnszyligneuiuuasuaudmnufaiuaeaadedivlufieniufeaiu

o

NFANTINGINITIANTT WNINTETVAY5UYT TN 7 aluil 1 unsiew - dquiew 2568 79



1 ~ N D R 1}
\\ - 21sa1SINYINSAONS
UR1INENAES1annsuys

M19199 3 AUENTUSTENINANTIAUBYRIUTINS UM ST sEAnSraaaufny dialudineu
YDRUYANUNNTANY VDT AUUTLOUANYINTIVINUMUAT

(n=108)
1 & 5 0P
a a = = = = g = ﬁ
UseanSuagaufnun 5 = S = <
T = 'v% g =%
5 % g =R = =
= = = = T &
d(% m}mv IZ: Qﬁ = rc:°
(o
T - @ ' © Ta
c < 7= E < 3 =
o - G & G G § e < 2
AUITTOUSVDINUINS E Exz < 5 <
v 2 = 2 c 2 k& 2z =
T = T & T & G & <
2 g 22 2 Z2 22 =
& G o & cC G <
. « o< « &~ « e C % S
NFHINATUYNT (X)) 413" 723" 518" 5727 68T
AMIUSANSTR (Xy) 403" 100" 481" 537" 744
ATRAUINULDY (X5) 398" 756" 569" 6187 7207
v duiiy (xo) 364" 745" 5557 588" 691"
AMTIATITHLALTNATIZI (Xs) 506" 696" 567" 587" 133"
msdeansuazgsla () 488" 6567 5847 657 740"
MEANEATNYBIYAINT (X)) 411" 745" 6257 6117 .T39™
AsEIdeveY (Xg) 421" 637" 578" 650" .709™
AN Kiop) .488™ 856" 641" 703" 843"

T
N v o W aad

UUdgrnnananszay 0.1

[

INANTNA 3 AUTTOULHUINT (Keot) AUUTEANSHATUARIUANYT (Yio) daiinluditinanu
YounNUNNIsANYIveIsEAUUTEANANYINTINNAMIUAT TAuduiusivegllledAgyeadian
LY < Y v fAa LY a o v [
86U .01 WuanudiusiBeuinlusesugs (n, = 0.843) Hdnuuradeunuiy

dyduazaiusnenan1sidy

d3UNan157Y

11N153AT1ERTeyan13398 1309 aussausfuinisdeUsransualuaniudne
ﬁqﬁmﬁqﬁmiuﬁwﬁﬂmuﬁumLsumﬁuﬁmsﬁﬂwwaﬁzﬁuﬂsmuﬁﬂmngamwmmuﬂi GRPERGERL
Han el

1. aussaughuInIsluaniudnen Fafaludriniuresuniiufinisfnuivessdy
Uszaufnungammanuas nmsiweglussivainniign fasansesuuandiidiuineglussduinniige
N 9 AuansaiesanUATdnavatinanuntumtesfeduvinauludiy duniswaun
fneamuesyaang Mudderiad funisjanisnaiidugyd funisuinsin sunsiinseinay

NFANTINGINITIANTT WNINTETVAY5UYT TN 7 aluil 1 unsew - dguiww 2568 80



1 ~ N D R 1}
\\ - 21sa1SINYINSAONS
UR1INENAES1annsuys

duasight funsiaaules uazsumsaeasuazaiiegdla mudiiy

2. dmudsgandualuaniudnw deadsfnluddnaureaniuiinnsfinuivessedy
Uszanfinwingamnuniuas awsawegluszfuuinian iefiorsuisesiueglusedv
uInfigann q fu annsaiFesdduaivduavadeainuinlunidesfe diudiannuaiuisa
mMsUfuasuuagiioainaniswaunaniudne fudinnuaiuisanisuiledgmluaniufnw
fufinuanunsaiiensfmuniauailunisuan uagdudanuannsoiientsinadugniiae
MUAAY

3. dwsuaussaurveruImsil.anuduiusiudsensualuanudnundeinludinanuves
mitufinsfinuvesssdulssoufinynganmumung wanmansieTesiinanuduiudiuognad
fod1Ayn1eadan 01 denalfifinanuduiudideuinluszfugaaziidnwaradesniuiu
Feaussourvesiiuimst mwduiudaeussavsnaluanufnuilusuianuannsa Wemswamn
AAUARLUNIIUIN S99a9Ae Aullamuaiunsanisudlelyniluaaiudine drudaiuaiunsanis
Uiuiasuuagiitoairsnsiaunaniufinu uagdudanuamisonsnandnizeuiiinadugns
NNATUNTIOUGS ALY

2AUs18NaNTSIVY

aussouzvesduInisiuaniufne Fafaludrifnaruronnfiufinisfinuivessedu
Usgoufnuingumnuniuns amsauilssduuindian dsliifuldauanudgiuitanssous
vosffuimnsluaniufnu dfludiineuresniiufinisnunuesseduUssaununganmmiuas
fisgsuliunans onawmszguImsluanudnudilnglaussauglumuiinnuansavinuesiauai
duyananuimginssuannsaujianiniiiussgmandivaneg subaussouzvesuinislu
anufnundudsddylunisuinisdanisaudiueig 9 vesaoiudnwldivszanianuas
UszAnSuagaan dsaenndesiunuideds Sesquanu (2563) Mldfnuidoises aussausduimsiv
nMsuiwsLULRdnTmesanuAnwiddnnureseiiuiins@nuvesseulszaudnu St
s Taussougvesiuimnmanisziuinniian wenntudsaenadesiunuitevesial ufmsu
(2567) MlFAnwAIToIT0s ArwdTUSTEnissTiaussauzvesusmsiumsUImMsirnslu
anufne TszduanssourvesuImsnmaniissiusniiae

UszAnsualuanudnuidsfaluddneuveneaiuiinisdnuivesseduussanfnu
ngamnunuas Insamswegluszdvuiniian deliidulumuaunigiuvesnisidedislid
UszAnsualuaniufine defadsfaludfnauresaniiuiinis@nwivessefudszanfne
nyammuuas egluszaviiunan nadumsizduimsluaniufne yaainsag ddaludrinau
vpsaiiuiinisdnuivessedudszandnurlunsumnuniuas I afiuanudidnyds
nsufRmunudanmsduiunuludiueing q fasaussgaudldimuadmingly nufsileds
nslinmsnensiifegsrdnlmAnuselonigean Snitlsadsudsinvasddnanulueiiuiinis@nwty
Uszaufnwveengunnuniuasinisaiiaiderimisiuiulunisuinisdnnisfinedainudude
Aaanudande Salavesfdrmieniswaiiuiinnefinw §emaenisaniufinu yaainsag uas

NFANTINGINTIANTT WNINTETVAN5UYT TN 7 adudl 1 unsiew - dguiew 2568 81



1 ~ N D R 1}
\\ - 21sa1SINYINSAONS
UR1INENAES1annsuys

yannTnIMsAne W mihilvesdiineuvesniuiinisinu dnrsduiiunisludmanedet
Feaenadeafiuiuidoves Syudnsal AAsy (2565) AldAnw1ideEes aussouzfuinise
Usgansnaluaniufnw nansidenuinusednsnaluanudnwinimsiueglusedvuin dmsu
sueuvImnatiumMsiny azsuanudsiudidsuiniuiunaseamn 9 fuilssduinniign @
fudu 9 fszfusindeduanuaianisigsiuanmuindeudidussidovnaziianudaoasds
dufunnzgidinAnnmaiensiauinsfing funsanadeuanufinnivesransFeu
wagauNsiiusavedl sussulaU N UADAAR BT UAN TN INDUYBIAN TUANY)

ausTaULYRIUIMITHaUsEANSHaluanufny duinludiinauvesuniiuiin1sfine

'
aad

Y935¥AUUTEaNAnYInTuNNunIuAs dadnuduiusiuegeiiedfy neadfnsedu 01
fanuduiudiBsuin seduge uasiidnuazadesnuiu Jsuimsasdoaiumnudfyiuanssauy
voUIMIAIUAg 9 AT ududwiunsuimedanisidluduiiauanasadunsuuddsunay
Weadesmsiauanufne drudannuansaniseiletymluaaufinow fufinauainsanis
wAntiniFouiiinadugniniefiunsBougs wazanuannsnionsimuiruadlunisun fufy
Aaun e Seududidty WelvanuAnwlugmssidunuussgruingussasiuazidmanglunn 9 sy

dmiunislininensliifinussleviasan Fegenndosiuauideves Usiua nduns (2567) Al

2

v v 6

AnwanuduiusaussauuImsieUseansualuanunw diadinnuluniunnsdnw g

2

Anwiveuuiu wa 1 Sanuduiusiulumauin egluinusissiugs egnsdidoddgymeaiansesiu
01 wazaeandeafunuidoves Soumys Wind (2561) AldAnuideises Anwmnuduiussening
n3lausInuzve I UIMsRoUEanSHaluANANTINYBIUAIINIATHAZYAAINTVININISANY darin
dinalueiiuiinfinundulssonfne wuienuduiusseninsaussougduivnslussantug
anufnunsInauduiusnisuInluseduas agnafifud Ay niadfuardsaenadosiuanuite
vossnyyansal Mgy (2565) Alddnwiaussauzvefuinisdeysedninaaniudnudaia
Tudfnauresuniiufinsdnuiesseiulszandne fanuduiusfuedivodfynicana
Tneifuanuduiusidauiniseaugs uaslidnvaradesnuiu wasdonndesiunuideves injedlns
waugy (2565) ldAnu1ideides aussauzvesuimslsaiouiidmadeuszandnavedlsaioy
Tudstadinnuaaiuiimsfnudseoufnuuasmuy 1w 2 NUIANTTOULVDIFUIMILIUS euiy
UsrAndualsadeulneriunuin Sanuduiudnicuin egnedidedfymadad 01 uazaenndosiu
mATevesuinyrun uglin (2565) AldAnuideiFes aussauzvosuImsuNTUIINTUARINS
vosngulsafoudiosandunm 1 dfadninauesiufinfnuuszoninumendans wa 1 wud
Taesmilmnuduiusiumsuinlu sefugann egnsdidodfameaiafiszdu 01 uazaonadasfiv
Adeves fiuiann qudiia (2567) AldAnuAdeEes anudiiussevinmsilaussouzvesiuims
soUsraninalsaioudstnvasdrinmuluwaiuiinisdnw vestulssondnwiassyiuansds
AuduiussznitnsiiaussaugvesfuimsreussaninalsnFoudeiavesdinaluniiui
nsfnwulszaufnwdminaseyd Saruduiuslussiugs ogluseduann

NFANTINGINTIANTT WNINTETVAN5UYT TN 7 atudl 1 unsiew - lguiew 2568 82



1 ‘h ~ _ D R 1}
\‘ - 21sa1SINYINSAONS
UR1INENAES1annsuys

YDLEUDWUL

1. UalEualuEaINNITIVY

1.1 msiinmATodednifiufuesausiousuiaziuiiinadeUssavinavesanufng
sunsyiuduiiy dunsiaudnenmyaaing wazdidedimd iessyiduledidwasie
UszAvBravesanufnuinniign wagdulaaunsathluiaunduwunma jaadaauls

1.2 anufnwiasinsduaiuiuiauansovesyaanaieliiinmsuiuidsunas
Wioamsimuanuamsalunisudladym anuaiunsanisdaasuliinSouldinadugnsd
Aty

1.3 pasiaunIesdofaaussauzuazUszansnaifiuiy drenisduniwaidedn
TuanuAnw

2. UaiausuuziBaluung

2.1 dheuesniuiinfnuneesseiulssauinumasimuauleuieianundngns
Anevsudmiuguinisantufne lnsduaussauzveafuimsiilazuuugelunuide ldun
sunsviududiy drunisimundnaninyaains wassunsygadudderied suddneusueis
rarfoufiodnwssivaussourlvioglussiuguuasinuaussouriged i

2.2 drinsureauniuiinsinuvesseduuszoufnwaisfvuenueinisssidy
UszanSwavesanuAnulidaounazidenlostuaussauzvesuinis eldidundeaiielunis
Aasnuuazimwanufnuegadussuy

NFANTINGINTIANTT WNINTETVAY5UYT TN 7 aluil 1 unsew - dguiew 2568 83



1 ~ N D R 1}
\\ - 21sa1SINYINSAONS
UR1INENAES1annsuys

LONE5D19D4

NUAYTTAL gUINWA. (2561). ansIauzvesfuInislsadeuiidmarennuludalulsaSounield
dnnuaaiiufinsfnulssonfinuanssnys e 2. 2953930770553 UAZA 12
8107 4 IneaysIvAnanauns, 6(24), 181-190.
in3udlns uaua. (2565). aussaurvesusmslsaouiiamanovssansnaveslsusouludin
FrinaruaniiuiingsfnyiUsroudnyiuaswuy 1wn 2 Anerdnusuigyiagaians
udaudie, a1913YINITUIINTNITANY. ININEIFevAanauns, Taudiningnde.
Yiggwun uglad. (2565). AIINAUNUS TN INAUTTOUL YOI UTYITAUNITUTYITNINIYINITYBINGY
IsaSuilovazifansy 1 &tadnineueniuiingsdnwssonfnyiazduns wm 1
NuilnusUSya I Tadin, ImInedeysn.
v¥ygan samazenn. (2566). aussausvosfuImsaniudnuidmaiennuiduidavosaaiudng
dafindrinanuaeiuiinsdnwUssoufnuanssnnd e 2. 293975U 0 TIUN 99NN
Uuazn15398, 5(2), 393-404.
o vieuf. (2550). aussan (Competency): ManMSUALMLIUFUR. waTinend gIWANFIUAF.
13 \S09aaau. (2563). aussnuzvafuIMIiuMsUIMswUUiiduslsassudaindinanun
ﬁuﬁmﬁﬁﬂmﬂimmﬁﬂmswﬁ R 1. 9275975 495 AIPUMIENSUSNTIA, 9(4), 201-214.
Usile N9duns. (2567). anuduiusseninanssousyoifuimsdeUssansnaaniufne duin
difneueiuiinisdnedseudnuiveuniu. 21551989Auman sty i, 6(3),
371-382.
fiuant quinia. (2567). AuduRusIENIaNssausveuIng fudssdnsnavesaniudny
Hafndtineuaiiufinisdnvivssondnwiassyd e 1. 2959950515015 97 WA,
21(40), 162-171.
$adl sy, (2567). AnuduiusseninaussaurveuImsiunmsuimsnuivinisluanudng
FRANTUNNUMIUAT NAUNTINNNGN. 9I9FITFUAFYVUTNTSAY, 5(2), 39-50.
Boumws 1find. (2561). AnwauduiudszminsanssauzveauImsiuUsavnavesanudny
ANUANAAIUYIATRAZYARINTNINSAN Y dsindninnueiiuiinisinuuszaudnw
nsxd. Tu tenarsUsenaunisuszaudoinissedued 1duanvalisy asel 10 (27-28).
IR IREAN Yol
drtinauangnssunInIsAnstuiugu. (2568). SruaulsuSoudsinaiinaruniuin sy
Uignyﬁnwn;ﬂwm/mum duAuaN http://data.bopp-obec.info
d17NUANENTTUNITUITIVNITUALYARINTNINTTAN Y. (2558). AUTTOUY YOI UTHITIY
J0ANY) (W. 21-25). NTENTNANYIINS.
dnnuavIENMIanINIsne. (2554). N15398uas i sUkUUNa InnITauaTUN 1IN 529188119
NISUINITANIINIAN YIRS ANy AL T I, NFMNC : ane.
d1dnauavBnsanIANSAnN®N. (2560). UNUNITANYIUINTIF W.A. 2560 — 2579.ATUNN: NI
WUNSINTA.

NFANTINGINTIANTT WNINTETVAN5UYT TN 7 atudl 1 wnsiew - lquiew 2568 84


http://data.bopp-obec.info/

|“h _ _ D R u
\‘ - 21sa1SINYINSAONS
UR1INENAES1annsuys

SyyAnsal fdse. (2565). aussnurvesuindeUssAnsuaaniufny dfadninaundiiud
NMSANENIEAUUSEONANY. 973375a9 TN ISULWEIAIFRI U IAUMARS, 5(8), 203-221.

Byham, W. C., & Moyer, R. P. (2006). Organizing genius: The secret of creative collaboration
[eBook]. Warren Bennis & Patricia Ward Biederman. Amazon UK Kindle Store.

Cronbach, L. J. (1974). Essentials of psychological testing (3rd ed.). Harper & Row.

McClelland, D. C. (1973). Testing for competency rather than intelligence. American
Psychologist, 28(11), 57-83. https://doi.org/10.1037/h0034092

Mott, P. E. (1972). The characteristics of effective organization. Harper & Row.

Krejcie, R. V., & Morgan, D. W. (1970). Determining sample size for research activities.

Educational and Psychological Measurement, 30(3), 607-610.

NFANTINGINITIANTT WNINTETVAY5UYT TN 7 aluil 1 unsew - dquiew 2568 85


https://doi.org/10.1037/h0034092

Juitfuuman: 6 NUAWUS 2568
Tuiudlounanu: 16 nguniaw 2568 ‘“ S
TuipeuuunAni: 29 nounAY 2568 \" J Msasinenmsdons

UMINe1agswngsuys

wuINNMsIANslanamdasasutinvisaiiedgeenguazauiinisniansinaaulug
Tuiundruawiaunein dunanszaymsang Jauinaynsusnig

BTN Junslsvie’
UNANED

neifeadeiliunsidodeuinnn Sagusvasdde 1) Wefnuiiadensdoniinuuulenand
vowinvieafleaeeguazauiinisnsnisindevl wag 2) WeAnwiwumsnisianislenamdiiiasessu
ﬁ’ﬂviml,ﬁsn;g’qqmqLLazﬂuﬁm51/mm3m5'au1miuﬁuﬁﬁi’waLmamﬁﬂm gLnenszaunsafg Jamdn
U1y Maddeilduuuasunutiadenisdeniiinuuulenand Tnewfudeyaantnrieaileadgeoy
Aufin1snsnisiedeuln S1uru 400 Au wazldinadamaring iiudeyaandifeavglugnamnssy
vipaflen $1uau 17 au laghmeeuildniiesesimeaisegilisiniy 3.50 afidessninsmelng
LaiiAu 1.50 wazAmduysalvamameseninaisegusargiuiienlaiiu 1.00 SniasmeuIzdeingg
Wasuulashifufesas 15

nanIsenuIn YadenisidenfivnuuulenamdveainyiondsageenguazAuiin1smienis
wndeulm fszfumnuAniiueglu seduinn Taesudiin way fusmsuasingunns Sszduaudai
ogluszdumniian druuumenssanislanandiilosesiuinveaioadgsenguazauiinismienis
wieuly useoni@u 10 du fe 1) duitin Fesdivuaresitn fesiriisn wheelchair aunsait-oonls
dzan dxo19 Uasndy UuuafAn Universal Design unusuldlimmngan 2) sueimsuazlnguinig Aol
Wy fuanufesnisvesiaieny ldingAvluriosduinaiisassdiduuyemsussdiu
3) fumnudaonde fgunsaiugumenuiaidesiuiindosldau Suumsdanisanidy wasdninouiinieu
Taudemde 6) dudserdelusiveadnunazandn SnseusuglviuinisBesvesnmsliuinisuay
vimuaRlunseusufgeenguazauiinsmamsiadeulm uazieswanadudium 5) fMusenisiiien
fsemsiiiofimnzandmiunguinvioniiondgsenguazaufinnsmsnisindouln wazeusuiamn
yinwzgliuinslunsiuiien 6) funiweinssssunAuardanden mslimnuddylunsoyintuas
msliminenssssumaviesiululenand 7) sutmusssy fnsdegenfanssuainyumsiausssidu
LONANYVBIYUYU 8) AUNITATNAMAILATAAIYDINGAN YUY HARTUIYUVUAITHIBNANYalLAE
Seadmnuduinliuntnviesiiodldandiuaznnasnils 9) fumsuimsvesngulouand Tqudnans
voaguyulunisindedszaunudvinveniisaazusiunalsyleviedradusssy waz 10) F1unis
Usganduius msv Influencer finsadungandmine Tiludoadifo ieuuadlalunguinriouiien
Hasorguazaufinsvnanisiadenln

Adfey: lavaind gateny aulinsninisingeuln duauvauiiieh nMsvesfieieauiag

! 912158 @19AETNTINUINNT AMEINGINITIANT WINEIRETIVAYoUYT

e-mail: anuchit.c@dru.ac.th

NFANTINGINTIANTT WNINTETVAY5UYT UN 7 aluil 1 wnsiew - fquiew 2568 86



Received: Feb. 6, 2025
Revised:  May. 16, 2025 \‘,\ INT Scie!
Accepted: May. 29, 2025 \""’ Nsa1sInemsioms

UHINENSUSI8NSUYS

Guidelines for Homestay Management for the Elderly and People Mobility
Disabilities in Laem Fa Pha Area Phra Samut Chedi District

Samut Prakan Province
Anuchit Jantararotai!
Abstract

The objectives of this research was quantitative research were 1) to study the factors
for selecting homestay accommodations for elderly tourists and people with mobility
disabilities, and 2) to study homestay management guidelines to accommodate elderly
tourists and people with mobility disabilities in the Laem Fa Pha area Phra Samut Chedi District
Samut Prakan Province. This research used a questionnaire on factors in choosing homestay
accommodation, collecting data from 400 elderly tourists and people with mobility
disabilities, and using the Delphi technique to collect data from 17 tourism industry experts.
The answers were analyzed to find the median, mode, absolute value of the difference
between the median and mode, and interquartile range. The median value must not be less
than 3.50, the interquartile range must not exceed 1.50, and the absolute value of the
difference between the median and mode must not exceed 1.00. In addition, the answers must not
change by more than 15 percent.

The research results found that ; factors in choosing homestay accommodation for elderly
tourists and people with mobility disabilities had a high level of opinions, with accommodation
and food and nutrition having the highest levels of opinions. Guidelines for homestay
management for the elderly and people with mobility disabilities were divided into 10 parts :
1) Accommodation, the room size and bathroom must been wheelchair accessible, clean, and
safe. Apply the Universal Design concept appropriately. 2) Food and nutrition, menus must been
suitable for the elderly, using local ingredients to create local dishes. 3) Safety, First aid kits
must been readily available, emergency management plans must been in place, and staffs
ready to provide assistance. 4) Host and family friendliness, would been training service providers
on service and attitudes in welcoming for the elderly and people with mobility disabilities
tourists, and respecting privacy. 5) Tour programs, tour programs must been appropriate for
the elderly and people with mobility disabilities tourists, and training service providers to
develop their skills in guiding tours. 6) Natural resources and environment, emphasis should
been placed on the conservation and use of local natural resources in homestays. 7) Culture,
extension of activities from the unique cultural capital of the community. 8) Creation of value

and worth of community products, community products should had unique identities and
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stories of their origins for tourists to remember and try. 9) Management of the homestay group,
there should been a community center for contacting and coordinating with tourists and
sharing benefits fairly. 10) Public relations, influencers should been found that match the
target group, using social media that was interesting for the elderly and people with mobility

disabilities tourists.

Keywords: Homestay, Elderly, People with mobility disabilities, Laem Fa Pha Subdistrict,

Tourism for All
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Marketing Mix Factors Affecting Food Purchasing Behavior

of Texas Chicken Restaurants in Bangkok Under the New Normal

Abduh Marnroon!
Noppawan Wisedsind?

Abstract

The objectives of this research were: 1) to investigate consumer behavior in food
purchases at Texas Chicken restaurants in Bangkok, 2) to compare consumer behavior in food
purchases at Texas Chicken restaurants based on personal factors, and 3) to examine the
influence of marketing mix factors on consumer behavior regarding food purchases at Texas
Chicken restaurants in Bangkok during the new normal period. The sample comprised 400
consumers in Bangkok, selected using simple random sampling from 10 branches of Texas
Chicken, out of a total of 46 branches, with 40 respondents per branch. The research instrument
employed was a questionnaire, which demonstrated content validity of 0.90 and a reliability
coefficient of 0.95. Statistical methods used for data analysis included percentages, means,
and standard deviations. Hypotheses were tested by using t-tests and F-tests, and in cases of
significant differences, pairwise comparisons were conducted by using the LSD method. Multiple
regression analysis was utilized to assess the influence of variables.

The research findings revealed the following: 1) The purchasing behavior of consumers
at Texas Chicken restaurants in Bangkok showed an average of 2.84 visits per month, with an
average expenditure of 203.21 THB per visit. The average duration of each visit was 28.40
minutes, and the average number of orders placed through the mobile application was 2.31
times per month. 2) A comparison of consumer behavior based on personal factors, including
age, education level, occupation, and average monthly income, revealed significant statistical
differences in expenditure on food purchases. However, no significant differences were found
in other behaviors, such as the number of visits to the restaurant, duration of stay, and frequency
of orders via the mobile application. 3) Regarding the seven marketing mix factors, the process
dimension was found to positively influence the number of visits to the restaurant and the
duration of service at the restaurant, explaining 60.2% (R? = 0.602) and 65.3% (R? = 0.653) of
the variance, respectively. Additionally, the physical environment dimension was found to
significantly affect expenditure per visit and the frequency of mobile app orders, explaining
30.8% (R? = 0.308) and 63.5% (R? = 0.635) of the variance, respectively.

Keywords: Texas Chicken, Marketing mix factors, Consumer behavior, New normal
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Cross Cultural Marketing Mix Strategies of Thai Brand in the Chinese Market:
A Case Study of TN company

Changjun Peng!
Abstract

The objectives of this research were : 1) to study cross-cultural product strategies of TN
company in the Chinese, 2) to study cross-cultural price strategies of TN company in the
Chinese, 3) to study cross-cultural place strategies of TN company in the Chinese, and 4) to
study cross-cultural promotion strategies of TN company in the Chinese. This study employed
qualitative methods. Data were collected from a sample of 15 participants, comprising 5 TN
China regional executives, 5 loyal customers, and 5 industry experts, selected through a
purposive sampling method. Data were analyzed by using thematic analysis to identify
patterns and insights across interviews.

The research findings revealed that : 1) product strategy : TN enhanced brand identity
by adapting product flavors, packaging, and integrating Chinese cultural elements, aligning
with local preferences while retaining its Thai heritage, 2) pricing and promotion strategies :
the company adopted flexible pricing to address diverse market demands and implemented
effective promotional campaigns, leveraging social media platforms and culturally resonant
holiday marketing to boost engagement, and 3) place strategy : TN expanded its distribution
channels to second and third-tier cities and strengthened partnerships with local retailers,

improving accessibility and market coverage.

Keywords: Cross-cultural marketing, Marketing mix, Marketing strategies, Thai brands
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Introduction

In the context of global economic integration, cross-cultural marketing becomes the
key to enterprise international competition. As the world's second largest consumer market,
China imported more than $139 billion of food in 2022, showing the demand for diversified
products (Li, Hua, & Zhang, 2023). The rise of cross-border e-commerce has allowed consumers
to easily access global goods, and cultural adaptability is crucial to brand success. According
to china-Thailand economic and trade cooperation, Thailand's tropical fruit exports to China
account for more than 90% of its total exports, and China is Thailand's largest trading partner.
Thai brands such as Red Bull and Chang Beer have successfully shaped their local brand image
by integrating Chinese cultural elements and innovative marketing strategies, proving the value
of cross-cultural marketing in meeting consumers' cultural identity and functional needs.
China's snack food market is expected to exceed 1 trillion yuan in 2024, providing a huge
space for multinational brands (Chen, 2024).

Although existing research focuses on the macro framework of cross-cultural marketing,
strategy adaptation in emerging markets and segmented categories is insufficient. Take Thai
brand TN as an example, its success in the Chinese market depends on flavor localization,
festival marketing and sinking channel layout, but the academic community lacks in-depth
analysis of this strategy combination (Deng, 2024). The existing literature focuses on European
and American enterprises, and there is an obvious gap in the marketing model of Southeast
Asian brands in China. The similarities and differences between Chinese and Thai culture
provide a unique perspective for theoretical innovation (Chen, 2023).

This study focuses on Thailand leisure snack brand TN cross-cultural marketing
combination strategy in China, aims to reveal the cultural adaptation and localization innovation
path, through the analysis of TN company's product strategy, price strategy, channel strategy,
promotion strategy, research will provide replicable strategy framework, deepen the cross-

cultural marketing theory.

Research objectives
(1) Study TN company's cross-cultural product strategy in China
(2) Study TN company's cross-cultural price strategy in China
(3) Study the TN company's cross-cultural place strategy in China

(4) Study TN company's cross-cultural promotion strategy in China
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Literature Review

1. Concepts of Cross-cultural Marketing

Cross-cultural marketing involves marketing activities carried out by enterprises or
organizations for target markets with different cultural backerounds under the context of
globalization. Its core is not only to promote the products or services to the international
market, but also to develop and implement the corresponding marketing strategies based on
the respect and understanding of the target market culture. The key to cross-cultural
marketing lies in the deep understanding and integration of local culture. Only in this way,
products or services can be truly accepted by local consumers (Chen, 2024).

Cross-cultural marketing is also an effective way to solve the cultural conflicts in
marketing activities. With the increasingly frequent communication and conflicts between
different cultures, enterprises will inevitably face the challenges brought about by cultural
differences when carrying out marketing activities (Chen, 2019). In this context, cross-cultural
marketing is particularly important. It requires enterprises to have a high degree of cultural
sensitivity and adaptability, to be able to flexibly respond to various cultural conflicts, and to
ensure the smooth progress of marketing activities. The process of cross-cultural marketing is
actually a process of continuous adaptation and integration. Only in this way can enterprises
occupy an invincible position in the global competition. For example, TN produces snacks. In order
to succeed in the Chinese market, we must strengthen the understanding and adaptation of
Chinese consumer culture and produce snacks that meet the cultural preferences and tastes

of Chinese consumers (Cai, 2022).

2. Concepts of Marketing Mix

Marketing mix is a core concept in marketing that typically includes four elements:
product, price, place, and promotion (4P). It refers to a strategy in which enterprises effectively
combine various controllable marketing factors to meet the needs of the target market and
achieve marketing goals. These elements are interrelated and affect each other, working
together on the market. Based on the cultural characteristics of the target market, corresponding
adjustments and optimizations are made to enhance the market competitiveness of the
enterprise and achieve its marketing goals (Guo, 2023).

In modern marketing theory, marketing mix is regarded as a comprehensive strategic
tool aimed at helping businesses achieve their market positioning and goals. As Philip Kotler
said, "Marketing mix is the process by which a company uses controllable factors in a
coordinated and consistent manner in the market to meet the needs of target customers in
order to achieve its marketing goals." This definition emphasizes the core position of marketing

mix in corporate strategic decision-making and the importance of using controllable factors in
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a coordinated and consistent manner to meet customer needs. The marketing mix not only
focuses on the product itself, but also on how to effectively deliver the product to target
customers through pricing, channels, and promotions, achieving an effective connection
between the enterprise and the market (Kotler, 2020).

With the continuous changes in the market environment and the increasing diversity of
consumer demands, the definition of marketing mix is also constantly evolving and improving.
Modern marketing mix theory emphasizes more on the two-way interaction and communication
between enterprises and consumers, as well as shaping brand image and competitive
advantage through innovation and differentiation. As Don E Schultz once said, "Marketing mix
is not just a combination of products and prices, but also a resonance of emotions, values,
and culture between businesses and consumers." This viewpoint emphasizes the role of
marketing mix in shaping consumer perception and building brand loyalty, as well as the
importance of developing more precise and effective marketing strategies through in-depth

understanding of consumer needs and market trends (Schultz, 2012).

3. Concepts of Cross-cultural Marketing Strategies

Cross cultural marketing strategy is a targeted and flexible marketing strategy developed
in the context of global integration, combining the localization characteristics of different
countries and regions. It combines the global resources and capabilities of the enterprise with
the local needs and cultural characteristics of the target market, achieving effective integration
of globalization and localization. The enterprise can promote its brand and products globally
while meeting the specific needs and cultural preferences of consumers in different regions
(Wang, 2022).

The localization of cross-cultural marketing strategies requires a series of carefully
planned steps. Firstly, it is necessary to conduct in-depth research on the market, understand
the cultural characteristics, consumption habits, and laws and regulations of the target market.
Secondly, based on this information, adjust marketing strategies, including various aspects
such as products, pricing, promotions, and channels. For example, in product design,
consideration should be given to the aesthetic preferences and usage habits of the target
market ; In pricing, consideration should be given to the local economic level and consumption
capacity; In terms of promotion, targeted activities should be carried out during local festivals,
celebrations, and other occasions. Finally, it is necessary to ensure the accuracy and correctness of
marketing information transmission, including the accuracy of translation and the cultural
adaptability of advertising (Ye, 2022).

As an international brand, Coca Cola has introduced packaging and advertising with

Spring Festival characteristics by deeply integrating into Chinese Spring Festival culture. By
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demonstrating the festive atmosphere of family reunion and happiness, Coca Cola not only
conveys brand values, but also narrows the distance with Chinese consumers and enhances
the brand's affinity in the Chinese market (Hu, 2024).

4. Related Studies

Zhu (2021) The study pointed out that Coca Cola conducts in-depth research on
consumer needs and behaviors in various countries and regions, and launches products that
are in line with local cultural characteristics and tastes. For example, in the Indian market,
Coca Cola has launched special flavored beverages with added local spices and sweeteners;
In the Chinese market, a special edition of the Spring Festival packaging and flavors has been
launched to cater to the holiday culture and taste preferences of Chinese consumers.

He (2021) Research suggests that, Coca Cola cleverly incorporates local cultural elements
into its advertising, making it more approachable and attractive. For example, during the
carnival in Brazil, Coca Cola's advertisements will incorporate the lively atmosphere and
unique elements of the carnival; In African countries, advertisements will showcase the local
cultural customs and people's lives. Coca Cola will organize various forms of marketing
activities based on the local cultural background and festivals, which not only enhances the
interaction between the brand and consumers, but also further deepens consumer recognition
of the brand culture.

Wang & Zhou (2020) Research suggests that , McDonald's has made corresponding
adjustments and optimizations based on the cultural characteristics and consumer needs of
the local market, while maintaining its core brand values and product characteristics. For
example, launching menu options that cater to local tastes and dietary habits in different
countries and regions, and creating dining environments that cater to local consumer
preferences. This series of optimization adjustments has earned McDonald's the support and

love of a large number of loyal consumers worldwide.

Research Methods

This study uses the in-depth interview method of qualitative research to analyze the
key factors of the successful promotion of Thai TN company snacks in the Chinese market,
providing useful reference and inspiration for the internationalization of brands in China and
other countries.

1. Key Informant

The study sample involved three groups of 15 members using the purposive sampling
method. The first group is 5 members of TN's marketing team who provide in-depth insight

into branding and market performance. The second group was five loyal consumers who
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shared their satisfaction and loyalty to the brand. The third group is five cross-cultural
marketing experts who provide professional analysis and insights into industry trends. Through

these interviews, we aim to fully understand brand market performance, consumer demand

and industry trends to provide support for brand development.

Table 1 Standard Table of the interview subjects

Categories of
interview

subjects

Screening criteria

Detailed requirements

TN Corporate
Department

Manager

Faithful

customer

Marketing
industry expert

Position and cross-

cultural experience

Combinatorial
marketing
engagement
Strategic cognitive
depth

Cross-cultural
consumption

characteristics

Cultural interaction

Sample structure

Professional domain
relevance

Cross-cultural insight

smell of powder;

practical experience

Department: International Marketing Department / Brand
Promotion Department (cultural adaptation direction),
priority in charge of Southeast Asian market. | have
participated in 2 transnational market development
projects, led cross-cultural advertising creativity, and
familiar with TN "cultural portfolio product line"

Project type: Must have participated in online and offline
integrated marketing, have experience in omni-channel
data coordination, and have led cultural conflict solutions
Can clearly explain TN company's "cross-cultural marketing
strategy”, and master the cross-national market budset
allocation in the past three years

Consumer behavior: purchased TN international version
products for a long time, consumed in two transnational
scenarios, and participated in transnational marketing
activities

Symbol cognition: it can identify Chinese cultural elements
in TN products, and actively participate in the creation of
cultural-related UGC
distribution:
Shanghai, Guangzhou and Shenzhen + flagship stores in
third, third and fourth tier cities

Time of practice: more than 10 years in marketing industry

Regional covering customers in Beijing,

Research ability: Be able to analyze marketing strategies
and master the marketing compliance framework of cross-
cultural products

In recent five years, | have led the whole case planning of
ASEAN food brands

transnational public opinion crisis handling, and cultural

entering the Chinese market,

preference analysis projects based on big data
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2. Research Instruments

This study used in-depth interviews as an important tool to explore the deep thoughts
and feelings of the respondents. In-depth interviews, with their free and open characteristics,
shed the limitations of pre-set questions and fixed processes, allowing respondents and
respondents to have in-depth discussions around specific topics or areas. The study asked the
same question to different subjects until no new ideas emerged. With this approach, we can
get closer to the true thoughts, underlying motivation, and emotional attitudes of the

respondents, thus revealing the deeper information hidden beneath the surface.

3. Data Collection

Data collection will be combined with interviews and data to protect privacy through
face-to-face or online means. The focus is on TN's marketing strategy, marketing promotion
and marketing feedback in the Chinese market. The TN marketing team and loyal consumers
will share experiences and feedback through telephone and face-to-face interviews in October
2024. Intercultural marketing experts will conduct an online interview in November 2024 to

discuss the strengths and weaknesses of brand channel management.

4. Data Analysis

This paper uses thematic analysis for data analysis, a method used to identify and
analyze recurrent themes in data sets, and is particularly suitable for processing non-numerical
text data. This paper analyzes the successful factors of TN, a Thai snack brand, in China, and

explains the marketing, brand promotion and cross-cultural marketing theory.

Results of the Study

1. TN Company Cross-cultural Product Strategy

1.1 Adapt to entering new markets

TN of Thailand has been selling nori in the Chinese market since 2012, adjusting its
products to suit local tastes and eating habits. The company also guides consumers to
understand the benefits of nori and integrates Chinese cultural elements into the packaging
design to enhance the acceptance and competitiveness of the brand in the Chinese market.
TN recognizes that entering new markets is full of opportunities and challenges, and the key
is to balance localization and differentiation strategies (Mr. Gu, General Manager, November
15, 2024).

Analyzing market demand is crucial for developing market entry strategies. This includes
assessing the market demand for similar products, the product performance, determining the
market potential, and identifying the product adjustment demand. Competitive analysis helps

to understand the product characteristics and marketing strategies of competitors, and
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provides market insight for differentiation strategies. Before entering a new market, conduct
market research to understand the cultural background, consumption habits, taste preferences
and competitors. Product and service adjustments are key to adapting to the target market,
including product localization and adjusting marketing strategies to the local culture. Pilot
testing and gathering feedback are important steps in adjusting the optimization strategy,
collecting consumer feedback through small-scale marketing trials and continuously optimizing

the product and marketing strategies based on the feedback.

1.2 Maintain the brand characteristics and core values

Since entering China in 2012, TN has adjusted its brand to meet market demand and
support global expansion. The company is known for its Thai flavor and high-quality products,
but in the Chinese market, it is crucial to adjust the brand characteristics to meet the diverse
needs of consumers. China general agent sales manager Gu will share the brand changes. TN
launches products suitable for Chinese flavors, such as spicy and barbecue, while adding
ready-to-eat and functional nori products. The packaging design incorporates Chinese elements,
such as Chinese red and traditional patterns, while maintaining the Thai style to enhance
visual appeal and market awareness. Localization of market communication strategy, the use
of Chinese festivals and popular culture elements, enhance brand affinity and market
awareness (Manager Gu, General Acting Sales Manager, China, November 15, 2024).

Brands need to maintain their uniqueness and core values when adapting to new
markets. Companies need to find a balance between product development, marketing and
brand communication to maintain brand coherence and attractiveness in the context of
globalization. Manager Liu shared several key points: brand story and image through the
history of the founder and Thai background to help consumers identify brand in globalization;
product flavor and quality, despite localization adjustment, TN adheres to traditional Thai
flavor, selects high-quality raw materials and strict production technology, to ensure that
products meet local taste and maintain uniqueness (Manager Liu, China Brand Cooperation
and Marketing Manager, November 15,2024).

1.3 Address the challenges of cultural differences

After working with the company, TN company encountered significant cultural
differences when it entered the Chinese market. First of all, the taste preferences of Chinese
consumers are different from those of the original Thai products, which makes the products
difficult to accept. Secondly, the Thai cultural background of the brand may be separated
from the cultural identity of the Chinese market and affect the brand cognition. Moreover,
the effectiveness of marketing strategies is also challenged because the original promotion
methods may not be fully adapted to the consumption habits and media usage methods of
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Chinese consumers. These cultural differences make it necessary to adjust the products,
brands and promotion strategies to better integrate into the Chinese market. "Professor Li, a
marketing industry expert, said: | observed that TN companies faced the challenge of cultural
differences after entering the Chinese market. These challenges mainly involve product
acceptance, brand awareness, and marketing strategies. When analyzing these problems, we
can learn from the coping strategies of other international brands in similar situations to help
TN companies better adapt to the Chinese market. "Chinese market (Professor Li, Marketing
Specialist, November 25, 2024).

Professor Wang, a marketing industry expert, said: cultural differences will affect
product acceptance. The original and flavored styles of Thai companies may not fully satisfy
the taste preferences of consumers in the Chinese market. For example, Thailand may be
different from Chinese consumers. In this case, similar to the challenge that Coca-Cola faced
when it entered the Chinese market, they were adjusted locally to cater to the tastes of
Chinese consumers, such as green tea cola, to meet the needs of local consumers. Thai
companies can solve this problem by introducing tastes suitable for Chinese consumers, thus
improving market acceptance (Professor Wang, Marketing Specialist, November 25, 2024).

In the face of cultural differences, TN company has effectively overcome these
challenges through localized product adjustment and brand culture integration, and
enhanced its competitiveness and brand awareness in the Chinese market. Learning from the
successful experience of other international brands will help TN to better adapt to new

markets and achieve continuous growth of its business.

2. TN Company's cross-Cultural Pricing Strategy

2.1 Pricing strategy formulation and the economic situation

Cross-cultural pricing strategy is to set prices in different countries and regions according
to the local economy, culture and consumer behavior. An effective strategy needs to balance
market conditions, purchasing power, and brand positioning. When TN develops strategies, it
conducts market research, analyzes economic conditions and consumer purchasing power to
determine the price range. In economically developed areas, companies may set higher prices
to maintain their brand image; while in slower growing areas, companies may adjust prices to
enhance market competitiveness (Manager Gu, General Acting Sales Manager, China, November 15,
2024).

TN will use promotions and discounts to attract price-sensitive consumers. During
holidays and promotional seasons, the company may launch special edition products or

discounts to increase sales and increase brand awareness. These strategies help companies
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capture consumer demand in price-sensitive markets (Manager Liu, China Brand Cooperation

and Marketing Promotion Manager, November 15, 2024).

2.2 High-end positioning and price sensitivity

How to maintain the high-end brand image while adapting to the price-sensitive market
demand? Experts point out that when foreign snack brands enter the Chinese market, they
should make clear their high-end positioning, and convey their quality and technical advantages
through exquisite packaging, high-quality materials and unique product characteristics. In the
Chinese market, the price sensitivity is high, so a flexible pricing strategy is crucial. Brands can
adopt a market-oriented pricing method and adjust product prices according to the purchasing
power and market competition of local consumers. Brands can set competitive base prices
based on market research data, while offering discounts and time-limited discounts during
certain periods (such as holidays or promotional seasons). This strategy attracts both price-
sensitive consumers and boosts sales while maintaining a high-end image (Professor Teng,
Marketing Specialist, November 25, 2024).

TN company has not only maintained the high-end brand image, but also successfully
realized the localization, which makes us feel that the brand really understands the needs of
Chinese consumers, while enjoying the high-quality products, but also feel the sense of
belonging (Loyal Client, Miss Tang, November 18, 2024).

2.3 Comparison and evaluation of pricing strategies

The evaluation of consumer product pricing strategies is crucial for business development.
Consumer feedback helps companies optimize pricing, and reasonable pricing can increase
sales and brand loyalty. TN has received positive reviews for meeting different needs through
multi-level product lines and flexible promotions. However, overpriced or unattractive
promotions may lead to declining sales and impaired brand image. Comparing and evaluating
consumer opinions can help enterprises adjust their pricing strategies, balance brand
positioning and market demand, maximize profits and enhance competitiveness. Therefore,
enterprises should pay attention to consumer feedback, constantly adjust pricing strategies,
ensure that product prices reflect brand value and adapt to market changes, and promote
sustainable development.

To assess customer satisfaction with TN Company's pricing strategy, we interviewed
clients. One customer thinks the pricing strategy is reasonable, the product line is diverse, the
high-end collection is value for money, and the holiday promotions increase the benefit,
making him willing to buy long-term. Another college student customer said that price choices
and promotions allowed her to experience products on a budget, but that a high price would
make her hesitate. These surveys were designed to assess the effectiveness, adaptability, and
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impact on purchasing decisions, showing that TN Company's strategies significantly influence
consumer decisions.

Price is a key factor for consumers to choose snacks. TN attracts consumers with limited
budgets and offers diversified options by setting different price ranges and small package trials.
For example, price-sensitive students and young consumers may tend to buy seaweed in low-
priced small packages or during promotions. The high-end collections maintain the brand
image and attract consumers who are willing to pay for quality. However, too high prices may
limit price-sensitive consumers, leading them to look for more economical options. Therefore,
a reasonable pricing strategy should balance the brand image and consumer purchasing power
to expand the market share. Flexible pricing and promotions such as holiday discounts, one-
get-one discounts can stimulate purchases and increase sales, especially for consumers with
limited budgets. Diversified price selection and promotional activities can meet the needs of
different consumers, actively influence the purchase decisions, enhance the brand competitiveness,

and enhance the consumers' purchase intention.

3. Cross-cultural Place Strategy

3.1 Strategy for selecting distribution locations

TN company's choice to enter the Chinese market is based on the huge consumption
potential of the Chinese market, the favorable economic and policy environment, and the
promotion of cultural exchanges. Together, these factors have contributed to the success of
TN company's market presence in China. "TN took a very systematic approach to market
expansion when it entered the Chinese market. First of all, they choose to start from the
Guangdong region, because of its similar geographical location and similar cultural background,
it is easier to be accepted by local consumers. In addition, Guangdong region has developed
economy, large population and huge market potential, which provides a good starting point
for the company."(Professor Li, Marketing Specialist, November 25, 2024)

After gaining a foothold in Guangdong, TN began to expand into China's second-tier and
third-tier cities. These cities have rapid economic development, high consumption level of
residents, and a large demand for imported food. By establishing brand awareness in second-
and third-tier cities, the company has laid a solid foundation for further expanding the market
(Professor Li, Marketing Specialist, November 25, 2024).

TN is not ignoring third-tier and fourth-tier cities, but is gradually covering those areas.
Although the consumption power of the third tier and fourth tier cities is relatively low, the
market potential cannot be underestimated. By adjusting product pricing and marketing
strategies, the company managed to attract consumers in these cities and further expand its

market share (Professor Li, Marketing Specialist, November 25, 2024).
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3.2 Place strategy optimization

After meeting its sales targets in major cities in China in 2018, TN plans to expand to
third-tier cities and below. In the initial stage, the sales strategy was unsatisfactory, mainly due
to the difference in consumption level, imperfect channel construction and insufficient market
research. Manager Mo and his team have strengthened market research, adjusted sales
strategies to adapt to local consumption habits, and actively established cooperative
partnerships to strengthen channel construction and improve market penetration rate.
Through these efforts, Mo and his team successfully solved the difficulties in the place strategy
optimization process, and summarized some effective experiences from them. They found
that a deep understanding of the market and consumers was the key to success, and that
flexible adjustment of sales strategies and enhanced channel building were also important
factors in success. These experiences support their sales in third-tier and fourth-tier cities, and
provide valuable experience and reference for the company's future market expansion.

To further understand consumer satisfaction with TN's sales channel, we interviewed a
loyal customer. Online channel: “I often buy kelp from TN company online, feeling very
convenient. For example, on Tmall or Jingdong, it is very simple to find their stores, and the
product information is also very detailed, and the price, specifications and evaluation are clear
at a glance. There are a variety of payment methods, you can directly use WeChat payment
or Alipay. The delivery speed is also very good, in most cases you can receive the goods in 2-
3 days, | think very fast, especially sometimes there are promotional activities, the effect is
very good. However, sometimes inventory problems, especially during promotions, and may
be out of stock. In addition, sometimes the delivery company is not timely, and we hope to
further improve the delivery efficiency in the future.” (Mr. Huang, November 18, 2024).

Offline channels: For offline shopping, | often see TN companies in supermarkets or
convenience stores. Especially in large supermarkets, TN's kelp is more visible and is easy to
find when shopping. The product are also very fresh, at the same price as online, and
sometimes with some in-store discounts. The only tip is on the shelves of some small
convenience stores. Because sometimes | go to some small shops to look for, but did not see
TN company kelp products, so the convenience of purchase will be reduced (Ms. Chen,
November 18, 2024).

4. Cross-cultural Promotion Strategy

4.1 Use of cross-cultural promotion tools

In cross-cultural promotion, it is crucial to use social media such as Xiaohongshu, TikTok,
Weibo and wechat to build contact with consumers. These platforms help brands spread

information and enhance brand awareness by publishing content and interactions that to
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local culture. Advertising also needs to be tailored to different cultural markets to enhance
its appeal. In China, advertisements with local cultural elements can better attract the
audience. Other marketing tools such as email marketing, content marketing, and SEO also
need to be localized to maximize results. For example, email marketing should be combined
with local culture, content marketing should create content in line with local values, and SEO
should be optimized according to local language and search habits. In short, marketing tools

combined with local strategies can significantly enhance brand loyalty.

4.2 Handle cultural differences to ensure the accuracy and appeal of advocacy

When TN entered the Chinese market, it took several measures to ensure the accuracy
and appeal of the publicity. The company has a deep understanding of Chinese culture, avoids
cultural misunderstandings, and successfully attracts target consumers and improves the
market response through advertising and promotional activities adapted to the local culture.
The company respects the Chinese market culture, establishes a strong brand positioning,
resonates with consumers through cultural compatibility, and enhances the brand affinity and
loyalty. Customized promotional content and culturally appropriate advertising strategies
improve advertising click-through rate and market participation, and strengthen brand
competitiveness. Through cultural adaptation and localization strategy, the company has
successfully integrated into the local market, won the trust and support of consumers, and
promoted the long-term growth of the brand. For example, the holiday limited edition
seaweed launched during the Spring Festival shows the respect for traditional Chinese festivals

and strengthens the emotional connection between the brand and consumers.

4.3 Marketing cases with remarkable results

TN has successfully implemented a "Spring Festival Limited Edition" promotion in the
Chinese market, increasing its brand awareness and market share through specially designed
holiday packaging and social media promotion. Activities include partnerships with online
celebirities, limited-time discounts on e-commerce platforms and interactive sessions such as
lottery and red envelope activities to enhance consumer participation. The success of the
strategy is reflected in localized content creation, collaboration with local influential people,
multi-channel integration and promotion, cultural adaptation of advertising strategy and real-
time market feedback optimization. The customer, Miss Tang, was satisfaction with the holiday
promotion, while marketing expert Professor Li said the promotion needed improvements in

clarity, inventory management and social media interaction.
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Conclusion, Discussion, and Recommendation

Conclusion

1. TN company cross-cultural product strategy

TN company has successfully entered the Chinese market through deep cultural
adaptation and localization adjustment. Since 2012, it has optimized product recipes for
Chinese consumers' taste preferences, and launched ready-to-eat and functional nori
products to meet diverse needs. At the same time, the packaging design integrates Chinese
red and traditional patterns, balancing the Thai brand characteristics with Chinese aesthetics,
and enhances the visual attraction and market cognition. Through market research,
competitive product analysis and pilot testing, the company accurately targets the demand,
and uses Chinese festivals and popular culture elements to optimize the marketing strategy
to enhance the brand affinity. TN always retains the core values in the adjustment, adheres
to the high quality standards, strengthens the brand recognition through the founder's story
and the Thai cultural background, and realizes the strategic balance between globalization
and localization.

In the face of cultural differences, TN company enhances its competitiveness through
the integration of local innovation and brand culture. In view of the product acceptance
problem, the company draws lessons from the experience of international brands, adjusts the
taste and launches new products, which fits the health trend. Chinese narrative is integrated
into brand communication, and local advertising and social media strategies are combined to
overcome cultural cognitive differences. Experts note that TN's strategy verifies the importance
of balancing "global consistency and local flexibility," and its data-driven market insight and
continuous feedback optimization mechanism provide an effective example for multinational
brands. In the future, it is necessary to further focus on the precise integration of market
segments and cultural symbols to consolidate long-term advantages.

The case of TN company shows that the cross-cultural product strategy should take
cultural adaptation as the core, and realize market penetration through localization innovation
and brand value adherence. Its success relies on accurate demand insight, flexible adjustment
capabilities, and a dynamic balance between globalization and localization, providing a

replicable strategic framework for multinational brands.

2. TN company-cultural price strategy

The cross-cultural pricing strategy of TN company is common with the pricing logic of
multinational brands in the existing literature. They both emphasize market stratification and
dynamic adjustment, maintain the brand image at high prices in developed regions, and

flexible promotion in low-line cities. Its uniqueness lies in the two-way balance of "cultural
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premium + data driven". Compared with the single cost orientation or competition orientation
in traditional theory, TN pays more attention to the adaptation of cultural consumption
psychology, such as limited Spring Festival promotion and lowering the experience threshold
through small size tasting clothes. This strategy echoes the argument of "social value and
market value synergy" in the pricing of cultural products. However, unlike brands such as Coca-
Cola that achieve price penetration through highly localized products (such as green tea-
flavored Coke), TN retains the Thai flavor tradition in the high-end line, forming a differentiated
premium. Research shows that successful cross-cultural pricing requires the integration of
"cultural symbol empowerment + agile feedback", and that TN provides an innovative paradigm

for emerging market brands.

3. Cross-cultural place strategy

TN company has successfully laid out the Chinese market through the stratified market
entry strategy. In the initial stage, we selected Guangdong with similar culture and developed
economy to lower the threshold of market acceptance and establish brand recognition; then,
it eradually expanded to the second and third-tier cities, and used its high consumption power
and demand for imported food to expand coverage, and penetrated the third-tier cities
through adjusting pricing and channel strategy to tap the potential of sinking market. This
strategy combines efficiency and risk control, which not only ensures the stability of the core
market, but also gradually activates the long tail demand.

In channel optimization, TN company overcomes the initial challenges with data-driven
and local collaboration. In view of the insufficient channel construction in low-line cities, the
team strengthened market research, flexibly adjusted sales strategy, and established in-depth
cooperation with regional dealers to improve terminal coverage. Online channels dominate
with convenience and diversified payment, but they need to improve the inventory management
and logistics timeliness during the promotion period; offline channels perform steadily in large
stores, but have insufficient coverage of small convenience stores, so the density of
distribution network should be strengthened in the future. Consumer feedback highlights the
importance of omnichannel experience. The complementary model of "convenient online,
instant offline" is the key to improving purchase intention.

TN's channel strategy reflects the logic of "cultural adaptation + gradient deep
cultivation": taking similar geographical and cultural areas as the springboard, infiltrating the
market in layers, and realizing sustainable expansion through localized collaboration and
omni-channel optimization. Its experience shows that multinational brands need to
dynamically balance the channel efficiency and coverage breadth, and continue to iteration

with consumer experience as the core, especially in logistics and terminal touch.

NFANTINGINTIANTT UMINTETUAY5UYT TN 7 atudl 1 unsiaw - dquieu 2568 133



[ ‘“ _ _~——D R U
\\ - 21saA1sINIMSI0MS
UH3NENEs18rinsuus

4. Cross-cultural promotion strategy

TN company achieves accurate access in the Chinese market through the combination
of promotional tools deeply integrated into the culture. Focusing on local social media such
as Xiaohongshu, TikTok and Weibo, it launches customized content in combination with
traditional festivals such as the Spring Festival, and enhanced its sense of participation through
interactive forms such as KOL cooperation and red envelope lottery. The advertising strategy
emphasizes cultural adaptation and incorporates Chinese elements, while using local SEO and
email marketing to increase exposure. This model has significantly improved brand awareness
and consumer loyalty, such as both sales and social media interactions during the Spring
Festival event.

The success of intercultural promotion depends on dynamic feedback and strategy
iteration. TN's Spring Festival marketing case verified the effectiveness of localized content
and multi-channel integration, but experts noted the need to optimize activity information
clarity, inventory management and social interaction response speed. Consumer feedback
shows that culturally appropriate promotional strategies can strengthen emotional bonding,
while over-reliance on short-term traffic may dilute brand value. In the future, it is necessary
to balance "cultural hot opportunities" and "long-term brand narrative", and strengthen the
data-driven real-time optimization mechanism to cope with the rapidly changing consumer
preferences.

TN's promotion strategy successfully activated the Chinese market with cultural empathy
as the link and localization tools as the lever. Their experience shows that multinational brands
need to build emotional identity through "accurate implantation of cultural symbols + deep
participation in social ecology", and establish an agile feedback mechanism to continuously

optimize strategies to avoid the trap of cultural generalization and short-termism.

Discussion

1. Discussion on cross-cultural product strategy discussion

TN's cross-cultural product strategy has significant similarities with the practical
experience of most multinational brands (such as Coca-Cola and McDonald's), both of which
take cultural adaptation as the core and realize market penetration through localized product
innovation and brand value balance. However, the uniqueness of TN lies in that it retains
traditional Thai elements and deeply integrates Chinese cultural symbols, while some brands
(such as Starbucks) prefer to one-way cultural output or highly localized (such as KFC
launched Chinese breakfast) (Qi, 2019). In addition, TN's focus on functional health products
(such as low-salt seaweed) echoes the global health consumption trend, but there is still

room for improvement in the refined operation of its cultural symbols compared to Japanese
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brands such as Muji. The research proves that a successful cross-cultural strategy requires
both "cultural depth + agile iteration", and the TN case provides a replicable framework for

"tradition and innovation symbiosis" for emerging market brands (Shi & Li, 2024).

2. Discussion on the cross-cultural price strategy

In developing its cross-cultural pricing strategy, TN first conducted market research and
economic analysis to identify the purchasing power of consumers in different regions and
consider production costs, currency fluctuations and tariffs to ensure profitability (Li, 2023).
Through the multi-level product line strategy and the flexible price strategy, the company
strikes a balance between high-end brand positioning and price sensitivity (Lu, 2020). In
addition, TN emphasizes localized brand communication and promotional activities to adapt
to the cultural background and consumption habits of Chinese consumers. Currently, cross-
cultural pricing strategies are becoming more local and flexible, with TN adopting dynamic
pricing and data-driven decision-making methods while focusing on consumer social responsibility

and environmental awareness to enhance brand reputation.

3. Discussion on the cross-cultural place strategy

TN's cross-cultural channel strategy emphasizes stratified market penetration and local
collaboration, but its uniqueness lies in the gradient expansion driven by cultural adaptation
(Liu, 2023). Compared with some foreign brands that optimize the all-channel coverage
through technology integration, TN takes similar geographical and cultural areas as a
springboard, gradually sinks to lower-line cities, and cooperates with regional dealers through
price adjustment. This model is more close to the cultural sensitive needs of the consumer
goods market. TN company strengthens terminal access through the complementary mode
of "online convenience + offline real-time", but the shortage of insufficient coverage of small
convenience stores is similar to the limitations of users' single organization channel in the low-
end market (Ma, 2021).

4. Discussion on intercultural promotion strategies

TN's cross-cultural promotion strategy is highly compatible with existing research, which
both emphasize the integration of cultural adaptation content and multiple platforms, but its
innovation lies in the "deep nesting of two-way cultural symbols" (Qiu, 2024). Compared with
Starbucks 'one-way export of western festival marketing (such as Christmas Red Cup), TN
realizes two-way cultural empowerment through Spring Festival limited edition nori

"

(combining Chinese red and Thai technology), which is similar to Coca-Cola's "global brand +
local narrative" (such as Spring Festival advertising). However, TN's emphasis on health functional

promotion (such as low salt seaweed combined with holiday gift box) is different from the
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emotional orientation of traditional FMCG products (such as the nostalgic marketing of Oreo),

and is closer to the emerging health consumption trend (Ren, 2020).

Recommendation

1. Cross-cultural product strategy recommendations

In order to help TN company better adapt to the Chinese market, the company
recommends that the company take a series of targeted improvement measures. First of all,
TN company needs to conduct a more detailed market segmentation of Chinese consumer
groups, and identify the specific needs and consumption behavior patterns of different groups.
This includes not only the traditional segmentation criteria such as age, gender and income
level, but also goes deep into the consumers' lifestyle, values and attitudes towards the brand.
Second, the company should strengthen its integration with Chinese cultural elements, not
only in product design and advertising, but also in every detail of the brand story and
marketing campaign. In addition, TN companies should also consider working with local
opinion leaders and social media influencers to use their influence to spread brand
information, while ensuring that this information accurately reflects the cultural identity and
values of Chinese consumers. In the application of cultural symbols, TN company needs to
strengthen the cooperation with professional cultural consultants to ensure that every detail
is in line with the Chinese cultural context. With these meticulous improvements, TN can not
only avoid cultural conflicts, but also stand out in the highly competitive Chinese market and

win over consumers.

2. Cross-cultural price strategy recommendations

TN's development in the Chinese market requires a more refined pricing strategy. In
view of the high acceptance of TN company's products in the high-end market in first-tier
cities, the company should continue to consolidate and expand such markets. However, in
second-and third-tier cities, sales growth was not as significant as expected, despite high
expectations for low-price strategies. To this end, TN needs to strengthen market research,
send professional teams to the second and third-tier cities to understand the real needs and
purchasing habits of local consumers, adjust the product portfolio and pricing strategy
accordingly, and launch more low-cost practical products in line with the local consumption
level. At the same time, the company should optimize long-term pricing and promotion
strategies, establish a continuous data analysis mechanism, track market trends and consumer
preferences in real time, so as to more accurately predict future market trends and adjust
pricing strategies. In addition, TN also needs to enhance price transparency and brand trust,

ensure the clarity and consistency of price information, timely respond to consumers' doubts

NFANTINGINTIANTT UINTETUAY5UYT TN 7 atudl 1 unsaw - dquieu 2568 136



[ ‘“ _ _~——D R U
\\ - 21saA1sINIMSI0MS
UH3NENEs18rinsuus

and doubts about price information, and enhance its brand image and reputation through
high-quality after-sales service and regular promotional activities. These measures will help

TN to achieve more robust growth in the Chinese market.

3. Cross-cultural place strategy recommendations

TN company is committed to strengthening and refining the channel network
construction in the third-tier and fourth-tier cities, and increasing the market penetration rate
by optimizing and expanding the channel network. It is recommended that TN establish close
partnerships with local distributors and retailers, leverage deep understanding and resources
of local markets to achieve efficient coverage, and select partners with marketing experience
and channel resources to support further development in these markets. At the same time,
TN company should optimize supply chain management, ensure the precise connection
between product supply and market demand, improve logistics efficiency, reduce distribution
costs, increase the point of sale and expand distribution channels, and improve the market
visibility of the brand. In terms of brand communication, TN should conduct in-depth localized
marketing strategy, adjust advertising content to get close to local consumers, use local media
and social platforms to increase brand exposure, and organize localized activities to deepen
the emotional connection between the brand and consumers. In addition, TN company also
need to improve the mechanism of continuous monitoring and optimization location strategy,
regularly evaluation channel performance, flexible adjustment strategy, to ensure the
effectiveness of the channel and market coverage, and through the establishment of smooth
feedback mechanism, widely collect channel partners and consumers, to promote strategic
innovation and upgrade, to ensure to maintain the leading position in the fierce market

competition.

4. Cross-cultural promotion strategy recommendations

TN Company It is necessary to optimize the promotion information dissemination path,
establish an efficient and professional promotion management team, with rich marketing
experience and keen market insight, to ensure that the information is accurate and fast
transmitted to target consumers. The introduction of advanced automatic notification system,
the use of big data and artificial intelligence technology, automatically push personalized
promotional information, improve the efficiency and accuracy of information dissemination,
reduce the loss of sales opportunities. At the same time, TN needs to improve consumer
feedback processing, shorten the response time on social media, establish a dedicated
customer service team, monitor comments and private messages on social media platforms
around the clock, and ensure that consumer needs and questions are responded to in a

timely manner. Establish a comprehensive feedback processing mechanism, classify and sort
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out consumer opinions and suggestions, and timely feedback to relevant departments for
improvement. In order to improve customer satisfaction and brand loyalty, TN company
should focus on improving problem solving efficiency, regular training customer service team,
optimize the problem solving process, establish a comprehensive consumer feedback
database, through the collection and analysis of feedback data, accurately identify service
bottlenecks and problems, and take targeted improvement measures to optimize the design
and execution of promotional activities, more accurately meet consumer demand and

expectations.
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Abstract

The research aims to : 1) analyze the business environment of ABC Bank Guangxi Branch,
2) evaluate its SWOT factors, and 3) propose strategies to improve its business innovation.
Employing a qualitative research methodology, data were collected through in-depth interviews
with strategically selected stakeholders across various levels within the bank. Thematic analysis,
supported by PEST, SWOT, and TOWS frameworks, was utilized to analyze the collected data.

The findings showed : 1) ABC Bank Guangxi Branch encounters major challenges in its
business environment due to external and internal factors. Externally, there's fierce market
competition, rapid FinTech progress, changing regulations, and diverse customer needs.
Internally, factors like organizational structure, culture, resource allocation, and operations
affect innovation, efficiency, and competitiveness. 2) The SWOT analysis reveals the bank's
strengths—large customer base, strong network, and financial service experience—but also
weaknesses like a developing innovation culture, limited tech integration, and complex
approvals. Opportunities include FinTech development, new markets, and improved internal
management, while threats come from new FinTech entrants, regulatory changes, and
shifting consumer behaviors. 3) Based on these analyses, the study suggests strategies to
boost FinTech innovation, streamline interal processes, explore new business opportunities,
and strengthen risk management and compliance. These aim to improve the bank's ability

to adapt to market changes and customer expectations, fostering sustainable growth.
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Introduction

ABC Bank Guangxi Branch serves as a pivotal financial engine driving regional economic and
agricultural upgrades. Qin (2021) highlights that amid China's economic restructuring and
deepening financial market reforms, competition among financial institutions has intensified. With
Guangxi's weak agricultural economic foundation, characterized by undersized rural financial
services, outdated credit systems, sluggish product innovation, and high collateral costs, farmers
and agri-enterprises face severe financing hurdles, necessitating urgent business innovation (Chen,
2020)

ABC Bank focuses on "agriculture, rural areas, and farmers." He (2020) notes its
accelerated digital finance deployment in county-level markets, securing a leading position
in rural finance. Leveraging policy support, Guangxi Branch has launched targeted credit
programs for poverty-stricken areas, offering preferential rates and capital incentives,
achieving notable results in agri-supply chain financing, rural credit systems, and poverty-
alleviation loans (Chen, 2024) However, evolving market dynamics and diversifying demands
necessitate traditional model overhauls.

The China Digital Economy Development Index Report 2024 reveals over 500 central
SOEs venturing into digital sectors, 5G integration across 76 economic sectors, and global
fintech strategies adopted by 170+ nations, driving a digital revolution in banking (Li, 2023).
Guangxi Branch must harness big data and blockchain to streamline services, enhancing
efficiency and cutting costs.

Consumers' growing preference for digital, personalized financial services, as noted by
Zhang (2025), urges banks to strengthen client engagement through efficient digital platforms
and explore innovations like robo-advisory and scenario-based finance to capture emerging
markets. Guangxi Branch should accelerate tech integration, refine user experiences, and foster
new growth drivers.

Under the "Belt and Road" and Western Development strategies, Guangxi's industrial
structure is shifting toward modern agriculture, green economy, and other emerging sectors,
with tertiary industry GDP reaching RMB 1.3809 trillion (51% share) (Feng & Chen, 2024) This
shift spawns diverse financial needs, rendering traditional models obsolete. Guangxi Branch must

innovate services to align with high-quality local economic development.'

Research Objectives

1. To analyze the business environment of ABC Bank's Guangxi Branch.

2. To investigate the SWOT factors of ABC Bank's Guangxi Branch.

3. To propose strategies to improve the business innovation of ABC Bank's Guangxi
Branch.

o
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Reviews of Literature and Related Research

The researcher has studied concepts, theories, and related research used to determine the
research guidelines as follows:

1. Business innovation

Business innovation is the process by which an enterprise enhances its competitiveness
by introducing new ideas, methods, products and services. In the financial sector, business
innovation is particularly important because it helps banks respond effectively to market
changes and the diversification of customer needs. According to the research of Liang (2020)
the innovative strategies of commercial banks in improving the credit service quality of small
and micro enterprises can not only increase the market share of banks, but also enhance
the trust and satisfaction of customers. Ding (2023) mentioned that the rise of Internet
finance has forced traditional commercial banks to optimize their marketing strategies in order
to enhance customer experience and satisfaction. This means that ABC Bank Guangxi Branch
needs to strengthen its research on customer needs and ensure that its innovation strategy

is in line with market trends.

2. Financial service theory

Financial services theory explores how financial institutions adapt to market changes
and meet customer needs through innovative services. With the rapid development of
financial technology, the service innovation of commercial banks is becoming more and
more important. Zhou (2022) studied the service innovation strategy optimization of HD
bank in the context of fintech, emphasizing the key role of technology application in
improving service efficiency and customer satisfaction. This provides a useful reference for
ABC Bank Guangxi Branch, suggesting that it should actively use financial technology to
enhance its competitiveness. An (2022) suggests fintech partnerships. In corporate banking,
proposes digital tools for village customers, advocates IT integration in supply chain finance

for efficiency and satisfaction.

3. Financial technology

The rapid development of fintech is reshaping the service model and operational
efficiency of commercial banks. With the continuous progress of technology, the banking
industry is facing unprecedented opportunities and challenges. Zhang (2022) pointed out in
his study that from the perspective of risk prevention and control, commercial banks should
make full use of financial technology to reduce risks and improve efficiency when providing
financing for private enterprises. This study provides enlightenment for ABC Bank Guangxi
Branch, especially how to strengthen risk management through technical means when

dealing with small and micro enterprise credit. Zuo (2022) discussed the development strategies
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of large commercial banks in inclusive financial services, pointing out that the application of
financial technology can significantly improve the coverage and efficiency of services. This
point of view emphasizes that ABC Bank should actively adopt new technologies to meet the

needs of different customers when serving rural and small and micro enterprise customers.

4. Business environment analysis

Business environment analysis is an important tool for companies to identify and
assess the impact of external factors on their operations and strategy. In the financial
industry, especially in commercial banks, accurate environmental analysis is crucial to
developing effective market strategies. Chen (2021) studied the marketing strategy of small
and micro enterprise credit business of commercial banks, and pointed out that
understanding the market environment and customer needs is the key to success. Ling
(2021) studied the key account marketing strategy of W Branch of ICBC and stressed that
when facing big customers, the bank should comprehensively consider the market
environment and customer characteristics, so as to formulate targeted marketing plans.
Wang (2021) also discussed the service marketing strategy of X Rural Commercial Bank and
believed that through market analysis and customer research, the bank could effectively

improve service quality and customer satisfaction.

5. PEST Analysis

PEST analysis is an important tool for assessing the impact of Political, Economic,
Social and Technological factors on business operations. In the financial industry, PEST
analysis can help commercial banks identify opportunities and threats in the external
environment, so as to formulate corresponding strategies. When studying the development
strategy of inclusive finance business of large state-owned commercial banks, Chen (2023)
emphasized the important influence of political environment on banking business. Yang
(2020) analyzed the marketing strategy of retail credit business of S commercial bank and
pointed out the impact of fluctuations in economic environment on credit demand and
interest rate policy. Shang (2020) studied the marketing strategies of community banks of
urban commercial banks and believed that social factors such as changes in customer
demand had an important impact on the service model of banks. Li (2020) studied the audit
strategy of commercial banks under the new financial instruments standard and believed

that the progress of technical factors was crucial to the optimization of bank audit process.
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6. SWOT analysis and TOWS matrix

SWOT and TOWS analyses help banks formulate strategies by identifying internal and
external factors. Their main contents include strengths, weaknesses, opportunities and
threats. In his research, Yuan (2021) discussed the financial product marketing strategy of
Bank A in Tianchang City, Anhui Province, and emphasized the importance of SWOT analysis
in identifying the strengths and weaknesses of banks in the market. By identifying its own
competitive advantages, ABC Bank Guangxi Branch can develop more targeted market
strategies. Through this approach, ABC Bank was able to identify specific measures to use
technology to improve service quality and strengthen market competitiveness. As for the
TOWS matrix, Jin (2024) said that compared with the well-known SWOT theory, TOWS theory
gives priority to the analysis of challenges and opportunities in the environment, pays more
attention to the influence of external factors on the research object, and the conclusions
drawn have certain decision-making characteristics. An (2024) also emphasizes that SWOT
focuses on analysis and planning, while TOWS focuses on action and landing. In the analysis
of ABC bank, TOWS theory should be supplemented to get a more practical corresponding
strategy.

7. Related research

Relevant research provides rich theoretical and practical guidance for commercial
banks in innovation and operation management. Wang (2021) discussed the "fixed income +"
strategy of financial subsidiaries of commercial banks and the factors affecting product
returns, and believed that the design of financial products should fully consider the market
environment and customer preferences. This point of view provides an important reference
for ABC Bank in the innovation of financial products. Shi (2022) analyzed the impact of
financial technology on the performance of commercial banks in China and the coping
strategies, pointing out that the effective application of financial technology can significantly
improve the operational efficiency and customer service quality of banks. ABC Bank should
increase its investment in fintech to enhance its market competitiveness. Zhang (2020)
explores strategies for improving the corporate governance of city commercial banks, taking
J City Commercial Bank as an example, and emphasizes the importance of good corporate
governance structure for the sustainable development of banks. ABC Bank to strengthen internal
governance and ensure scientific and transparent decision-making when implementing
innovation and operation management. Finally, Liu (2020) taking Bank of Jiangsu as an
example, he stressed the importance of adapting to the trend of emerging markets and that

banks should flexibly adjust their strategies to cope with external competition.
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Research Methodology

Key informants

This research investigation will select Nanning as the sample city because it is the
provincial capital of Guangxi and its response situation is representative. Regarding the
selection of sample participants, the research will focus on the various stakeholders of ABC
Bank's Guangxi Branch. The participants will be divided into 5 groups, namely the senior
management, the middle management, the front-line management, the front-line staff, and
the customers. 1) The senior management consists of 2 participants, namely the branch
president and the vice president. 2) The middle management has 8 participants, coming
from the four core departments: Corporate Business Department, Personal Finance
Department, Operations Finance Department, and Risk Compliance Department. 3) The
front-line management has 3 participants, from different branches. 4) The front-line staff has
10 participants, all of whom are experienced customer managers and tellers. 5) The
customers have 9 participants, including three enterprise customers, three agricultural
customers, and three individual customers. A total of 32 participants were involved in the
interviews, all of whom were selected through screening. The bank's internal staff required
them to have worked on their positions for at least two years, and the customers had to
have at least one year of business dealings with ABC Bank, so that they could have in-depth
understanding of their positions and the enterprises. After the interviews were concluded
and the analysis results were obtained, three experts in related fields were invited to discuss

the results of data analysis and offer their opinions and suggestions.

Research instruments

1. Conducted in-depth interviews with executives, middle-management, frontline
management, frontline employees, and customers to obtain firsthand operational insights.

2. Systematically analyzed the bank's macro-environment across political, economic,
social, and technological dimensions using PEST framework.

3. Developed strategic recommendations through SWOT-TOWS matrix by identifying core

strengths/weaknesses and external opportunities/threats, formulating four strategic combinations.

Data collection

This study aims to enhance business innovation at ABC Bank's Guangxi Branch. To do
this, the research team conducted interviews with bank personnel at various levels,
including senior management, middle management, frontline employees, and clients. The
interviews covered the branch's current status, challenges, successful experiences, and
future strategies. Preparatory work ensured the readiness of interview guides and recording
equipment, and interviewees were informed of the purpose and confidentiality of the
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interviews. Their consent was obtained, and the data was anonymized and used only for
academic research. This approach aimed to gather comprehensive, objective, and high-

quality data to support the exploration of innovation strategies for the branch.

Data analysis

This study uses qualitative data analysis to deeply investigate ABC Bank's operational
status and business innovation strategies through interview data. Thematic analysis is
employed to transcribe interviews verbatim, classify data via coding, and identify recurring
concepts, patterns, and themes related to business innovation. This uncovers interviewees'
perspectives on the bank's innovation strategies, key driving factors, and potential issues. After
extracting key information, PEST, competency, and SWOT-TOWS analyses are conducted.
The strategy combination is evaluated by three experts, and the most suitable strategy for
ABC Bank Guangxi Branch is selected. This method provides insights into the bank's situation

and offers theoretical support and practical guidance for business innovation.

Data Analysis Results

1. Analysis of the Business Environment of ABC Bank Guangxi Branch

1.1 External Factors Affecting the Bank:

Intense market competition: The market competition environment is becoming
increasingly fierce, fintech is developing rapidly, and customer needs are increasingly
diversified. These changes put forward higher requirements for the service innovation,
operational efficiency and competitiveness of banks.

Rapid advancements in financial technology (FinTech): The rapid development
of financial technology has provided strong support for the innovation and development
of banks, such as online banking, mobile payment, intelligent customer service, etc. At
the same time, it also brings security risks and technical risks.

Regulatory changes: Changes in regulatory policies have an impact on banks' business,
which requires banks to pay close attention to policy dynamics and adjust strategies in a
timely manner.

Diversified customer demands: Customer demand is diversifying, and the demand

for emerging business areas such as green finance and inclusive finance is increasing.

1.2 Impact of External Factors:

Impact on the bank's business innovation: External factors are pushing banks to
invest more in fintech and drive digital transformation to improve service efficiency and
customer experience. At the same time, it also encourages banks to expand emerging

business areas, such as green finance and inclusive finance.
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Impact on the bank's operations and services: External factors urge banks to
optimize service processes and improve service quality and efficiency. At the same time, it
also encourages banks to strengthen customer relationship management and provide more
personalized and convenient services.

Impact on the bank's competitiveness: External factors encourage banks to
continuously improve their competitiveness and win more market share and customer trust

by innovating service models, optimizing product structure and improving service quality.

1.3 Internal Factors Affecting the Bank:

Organizational structure: ABC Bank Guangxi Branch has a clear organizational
structure, and all departments play different roles in the overall innovation and jointly
promote the innovation and development of the branch.

Organizational culture: The branch pays attention to the cultivation of innovation
culture, encourages employees to actively participate in innovation activities, and forms a
good atmosphere for all employees to participate in innovation.

Resources: The branch has a wide customer base, a sound business network and rich
experience in financial services and other advantages, providing strong support for
innovation and development.

Work processes: The branch continuously optimizes the work process, improves the
work efficiency and service quality. At the same time, we also focus on cross-departmental
collaboration and communication to ensure the smooth implementation of innovative

projects.

1.4 Impact of Internal Factors:

Impact on the bank's business innovation: Internal factors encourage banks to
constantly innovate service models, optimize product structure and improve service quality
to meet market demand and customer expectations.

Impact on the bank's operations and services: Internal factors encourage banks to
optimize service processes, improve service quality and efficiency. At the same time, it also
encourages banks to strengthen customer relationship management and provide more
personalized and convenient services.

Impact on the bank's operational efficiency: Internal factors drive the bank to
continuously improve operational efficiency, improve business processing speed and service
quality by optimizing workflow, strengthening cross-departmental collaboration and

communication.
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Several insights illustrate this dynamic:

President: "At present, the market environment is becoming increasingly competitive,
fintech is developing rapidly, and customer needs are increasingly diversified. "

Account Manager C: "The application of fintech has greatly improved the convenience
and efficiency of customer service."

Vice President: "Changes in regulatory policy may also have an impact on our
business. Therefore, we need to strengthen our risk management and internal controls to
ensure the sound development of our business."

Individual customers C: 'l hope banks can provide more personalized financial
services solutions."

Employee A of the Risk Compliance Department: "Our department is responsible for
assessing the risk profile and ensuring that innovative activities meet regulatory
requirements.”

Branch Director C: 'l will organize some team activities, such as team building
development and employee birthday parties, to enhance team cohesion."

Account Manager A: "In the future, we can further optimize the process, strengthen

the integration of online and offline services, and improve service efficiency."

2. SWOT and TOWS Analysis of ABC Bank Guangxi Branch

2.1 Strengths:

Large customer base: The branch has a broad customer base, which contributes to
customer satisfaction and market share.

Robust business network: The branch has a complete business network in Guangxi
region, and can provide customers with comprehensive and personalized financial services.

Extensive financial services experience: With rich experience in financial services,

the branch is able to provide customers with professional and efficient services.

2.2 Weaknesses:

Nascent innovation culture: The application of the branch in some emerging
business fields such as blockchain and artificial intelligence is not deep enough, and the
cultivation of innovation culture and the establishment of innovation mechanism need to
be strengthened.

Limited technological integration: The branch has limited technical integration in
some aspects, which affects the service efficiency.

Complex procedural approvals: The internal approval process is cumbersome,
affecting the efficiency of the service.
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2.3 Opportunities:

Opportunities for FinTech service development: The rapid development of
financial technology has provided strong support for the innovation and development of
the branch, and the branch plans to increase investment in the field of financial technology
and promote digital transformation.

Opportunities for business expansion into new markets: The branch will actively
expand new business areas, such as green finance, inclusive finance, etc., to meet the
diversified needs of society.

Opportunities for internal management improvement: The branch focuses on
strengthening risk management and internal control, and plans to enhance the professionalism

of management and staff through training and incentive mechanisms.

2.4 Threats:

Competition from new players in the FinTech market: The market environment is
becoming increasingly competitive, fintech is developing rapidly, and new customers are
constantly entering the market.

Regulatory uncertainties: Changes in regulatory policies can have an impact on
business.

Changing consumer behavior: Customer needs are increasingly diversified, and the
demand for emerging business areas such as green finance and inclusive finance is increasing.

Several insights illustrate this dynamic:

President: "Our branch has a broad customer base, well-established business
network and rich experience in financial services."

President: "Compared with our competitors in the industry, our application in some
emerging business areas such as blockchain and artificial intelligence is not deep enough.”

Account Manager C: "Sometimes, the internal approval process is cumbersome,
which affects the speed of business processing."

President: "We are very focused on risk management and internal controls to ensure
the sound development of the business."

Branch Director C: "In the future development, | will strengthen training and education
to improve the professional quality and management ability of the management.”

Account Manager B: "The market is becoming increasingly competitive, and
customers' expectations for financial services are rising."

Individual Customer C: "l think the current economic environment and social changes

have put higher demands on banking services. "
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2.5 TOWS analysis

Although SWOT analysis allows us to have a comprehensive understanding of ABC
Bank to a certain extent, it is still a simple argument to suggest strategies to improve
business innovation. Therefore, the author will continue to use the TOWS model for analysis
to ensure that the subsequent proposals are closer to the actual market. Here are the

results of the analysis:

Table 1 TOWS analysis

Strengths-Opportunities

- Leverage customer base to accelerate
digital transformation

- Combine business network to develop
new business

- Leverage financial services experience
to optimize digital transformation

- Tap into emerging market demand with
customer base

- Strengthen market competitiveness
through business networks

- Combine financial service experience

with national policy orientation

Strengths-Threats

- Leveraging customer base to enhance
market competitiveness

- Spread technical risks through business
networks

- Respond to market changes with financial
services experience

- Leverage customer base to mitigate new
technology adoption risks

- Improve service efficiency through business
networks to cope with competition

- Combine financial services experience with

regulatory policy orientation

Weaknesses-Opportunities

- Strengthen the culture of innovation to
seize digital transformation opportunities
- Special research and development for
emerging business areas

- Use external cooperation to make up
for the innovation deficit

- Strengthen staff training to adapt to

changes in market demand

Weaknesses-Threats

- Establish a risk management system to deal
with the risks of new technology application

- Strengthen innovation mechanisms to
mitigate increased market competition

- Use external cooperation to reduce
technical risks

- Strengthen staff training to enhance risk

response capability
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2.6 Selection of strategic fit points under TOWS matrix

As the core of regional financial services, the Guangxi Branch of ABC Bank has built a
multi-scenario fintech matrix to enhance digital services such as mobile payment and
intelligent customer service. Customer satisfaction surveys show that enterprise customers
recognize the existing services, but agricultural and individual customers need to enhance
technological integration and upgrade cross-border services. Experts suggest focusing on
green inclusive finance and talent cultivation. TOWS analysis supports the adoption of the
SO strategy, promoting the transformation of the customer base through blockchain and Al
technologies. This strategy has been recognized by the management. It aligns with the digital
transformation of the head office and the financial opportunities in Guangxi, and has mapped

out a sustainable growth path to address market challenges.

3. Strategies to Improve Business Innovation of ABC Bank Guangxi Branch

3.1 FinTech Strategies:

Investment in FinTech technologies: ABC Bank Guangxi Branch plans to increase
investment in the field of financial technology, promote digital transformation, improve
service efficiency and customer experience.

Development of new FinTech services: The branch is actively developing new
financial technology services, such as online booking, remote video face-to-face signing and
other digital services, which have been widely used and praised by customers.

Collaboration with FinTech companies: In order to accelerate the innovation and
application of fintech, ABC Bank Guangxi Branch is actively cooperating with fintech companies

to jointly explore new business models and technology applications.

3.2 Internal Management Strategies:

Improvement of work processes: In order to improve service efficiency and customer
satisfaction, ABC Bank Guangxi Branch is constantly optimizing internal workflow, such as
introducing advanced financial management system and intelligent business system.

Promotion of an innovation culture: The branch focuses on cultivating employees'
innovation awareness and ability, and stimulates employees' innovation enthusiasm by
organizing innovation seminars and providing training and learning opportunities.

Development of technology-skilled personnel: In order to meet the challenges of
the rapid development of financial technology, ABC Bank Guangxi Branch is increasing the
training and introduction of technical talents to improve the technical ability and professional

quality of employees.
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3.3 Business Expansion Strategies:

Expansion into new markets: The significant market positioning and advantages of
the branch in Guangxi have laid a solid foundation for its future expansion into new markets.

Development of new products and services: In order to meet the increasingly
diversified needs of customers, ABC Bank Guangxi Branch is actively developing new financial
products and services, such as green finance and inclusive finance.

Collaboration with business partners: In order to accelerate the expansion of new
business and product innovation, ABC Bank Guangxi Branch is actively cooperating with

various business partners to jointly explore new business models and market opportunities.

3.4 Risk Management and Compliance Strategies:

Strengthening risk management: ABC Bank Guangxi Branch pays attention to
strengthening risk management, and ensures the steady development of business by
establishing a sound risk management system and mechanism.

Compliance with relevant regulations: The branch strictly abides by relevant laws,
regulations and regulatory requirements, ensures that all business activities are carried out
within the compliance framework, and actively carries out compliance training to enhance
the compliance awareness of all staff.

Building customer confidence: By providing high-quality and efficient financial
services, ABC Bank Guangxi Branch has won extensive trust and praise from customers.

Here are some key answers:

President: "We plan to increase investment in the fintech sector to promote digital
transformation, improve service efficiency and customer experience."

Vice President: "Our branch's investment and R&D in fintech is likely to involve
collaboration with external fintech companies to introduce more advanced technologies
and ideas."

President: "Our branch pays attention to personnel training and team building, and
has a high-quality professional team."

Branch Director B: "l encourage my team members to come up with innovative ideas
and suggestions to respond to market changes by brainstorming.”

Employee A of Operation and Accounting Department: "The investment and application
of our branch in the field of financial technology must be supported by a professional
team with technical capabilities.”

Vice President: "Our branch's successful experience and market advantages in

Guangxi provide strong support for its future expansion into new markets."
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President: "We will actively expand new business areas, such as green finance and
inclusive finance, to meet the diversified needs of society."

Employee A of Business Department: "It is likely that our branch will need to work
closely with various business partners as we expand into new business areas and develop

new products.”

Conclusions, Discussion and Recommendations

Conclusions

1. The business environment of ABC Bank's Guangxi Branch

Externally, policy orientation, market competition, evolving customer needs, and
technological advancements drive innovation for ABC Bank Guangxi Branch, while facing
challenges such as regulatory constraints, technical risks, and social responsibility expectations.
Internally, strengths lie in its customer base, network coverage, and risk control systems, yet
gaps exist in emerging technology application and innovation mechanisms. Sustainable
development requires integrating technology with cultural cultivation.

2. The SWOT factors of ABC Bank's Guangxi Branch.

Competitive advantages include deep regional market experience and customer reach,
with weaknesses in technology implementation and innovation momentum. Opportunities
align with digital transformation policies and green finance trends, while challenges stem
from market rivalry and technological risks. The strategy should focus on extending
traditional strengths, accelerating tech-driven innovation, and reinforcing compliance frameworks.

3. Propose strategies to improve the business innovation of ABC Bank's Guangxi
Branch.

Four core strategies are adopted: 1) Deepen big data and Al integration for
personalized services; 2) Promote blockchain in supply chain finance and cross-border
transactions; 3) Foster cross-departmental agile innovation teams and cultural development;
4) Expand into green finance, financial inclusion, and ASEAN-focused cross-border services.
Simultaneously, upgrade information security, compliance awareness, and regulatory adaptability

to ensure robust growth.

Discussion

ABC Bank Guangxi Branch faces market competition and fintech challenges. Hou
(2012) notes Chinese banks' product innovation issues, echoing ABC Bank's struggles. Qian (2002)
highlichts economic changes driving banking innovation, urging ABC Bank to strengthen
research and innovation. Tian (2024) details fintech applications like mobile payment and

intelligent customer service, enhancing service efficiency. ABC Bank should adopt fintech for
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competitiveness. Internally, ABC Bank lacks innovation culture and mechanisms. Fang (2014)
discusses product innovation management, providing a reference for ABC Bank to improve
systems. Zhou & Bi (2024) explores intermediary business innovation, guiding ABC Bank in emerging

areas through technology research. All these provide very good references for ABC Bank.

Recommendations

1. Recommendations Based on Research Findings

The research suggests that ABC Bank focus on four major directions: developing
fintech, drawing on the strategies of Shanghai Pudong Development Bank, and collaborating
with fintech companies for innovation; Optimize internal management, introduce advanced
systems, and cultivate an innovative culture; Expand green finance and inclusive finance,
develop green products, and meet the demands of weak links; Strengthen risk management

and compliance, establish a management system, and ensure business compliance.

2. Policy Recommendations

Policies should guide and support: Introduce policies to encourage investment in
fintech, offer tax incentives, and establish regulatory sandboxes; Strengthen cooperation and
exchanges, promote the collaboration among industry, academia and research, enhance

international competitiveness, and cultivate fintech talents.

3. Future Research Suggestions

Future research needs to focus on: comparing the adoption of fintech by different
banks; Track and evaluate the effectiveness of innovative strategies; Analyze the influence
of culture on innovation and deepen the research by combining qualitative and quantitative

methods.
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Redefining Digital Marketing Strategies of Luxury Hotels in China:
A Case Study of SL Hotel
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Abstract

This study deeply analyzes the current situation of SL hotel's digital marketing strategy,
and puts forward the corresponding optimization suggestions. This study utilized qualitative
research method, with data primarily collected conducting through literature review and in-
depth interviews. A total of 15 in-depth interviews were conducted, including interviews with
5 department managers from SL luxury hotel, 5 loyal customers of the hotel, and 5 professors
in the hotel industry.

The research results show that SL hotels have several problems in the field of digital
marketing, including the lack of depth and targeted content marketing strategy, search engine
optimization (SEO) technology to be improved, and the potential of social media marketing
has not been fully tapped. This study suggests that SL hotels should have deep insight into
the needs of target customer groups, optimize content strategies, strengthen SEO technology,
enhance the effectiveness of social media marketing, and focus on improving customer
experience and personalized service. By implementing these strategies, SL Hotel is expected
to improve the efficiency and effectiveness of its digital marketing, which thus stand out in

the competitive market environment.
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Introduction

The rapid development of Internet technology has made digital marketing become an
important means. As of June 2023, China's Internet users have reached 1.079 billion, with a
penetration rate of 76.4%, driving the transformation of consumption model and business
model. Online shopping continues to grow, with online retail sales reaching 5.42 trillion yuan
in the first half of 2023, demonstrating the huge potential of e-commerce (Sun & Ma, 2023).
In the hotel industry, digital marketing strategies such as social recommendation, limited-time
offers and personalized recommendation have become the new trend (Ma, 2023). Competition
in the Chinese hotel market is fierce, and digital marketing tools help hotels improve their
brand image and customer satisfaction (Wang, 2023). Most of the existing studies focus on
ordinary hotels, and the lack of systematic discussion on the digital marketing strategy of
luxury hotels, especially the application research in the Chinese market is limited.

This study takes SL Hotel as an example to discuss the impact of digital marketing on
China's luxury hotel market, analyzes its role in enhancing brand image, attracting customers
and enhancing competitiveness, provide theoretical support and practical guidance for luxury
hotel enterprises, and provide reference for the government and academia.

Research and estimated revenue, to provide reference for Chinese luxury hotel
enterprises to develop digital marketing strategies, and improve the digital level of the industry.
Provide practical cases for the research of digital marketing in the hotel industry, and promote
theoretical innovation. Encourage enterprises to learn from international experience, enhance

their competitiveness, and cultivate strategic thinking.

Research objectives
(1) Analyze the social media marketing strategy of SL hotels in China.
(2) Evaluate the search engine optimization strategy of SL hotels in China.

(3) Investigate the content marketing strategy of SL hotels in China.

Literature review

1. Definition of luxury hotels

High-end hotels are known for their excellent service and first-class amenities, including
elegant guest rooms, luxury bathrooms, versatile meeting rooms, banquet halls, exquisite
dining room, fitness centers, as well as spa facilities. These hotels are usually located in the
city center or near tourist attractions for guests to visit and experience urban life. Despite their
high prices, they offer guests an unparalleled experience and value. Luxury hotels often have
a strong brand influence and popularity, and become the first choice for business elites and

leisure travelers (Sun, 2019)
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2. Overview of China hotel Market

SL Hotel Group is a well-known luxury hotel brand in China, known for its quality service.
The group operates a number of hotels in major cities and tourist destinations in China,
providing diverse accommodation experiences combined with local culture. With the
improvement of brand image, the optimization of service quality and the enhanced market
adaptability, the Group's revenue and share in the Chinese market have grown steadily. In the
future, SL Hotel Group will continue to improve its brand and service quality, and strengthen

its innovation and market competitiveness (Yang, 2024)

3. The Concept of digital marketing

Digital marketing, or online or electronic marketing, uses digital technologies such as
the Internet, mobile devices and social media for brand promotion and product sales. It
interacts with consumers through an online platform, creates and delivers value, meets needs,
and achieves organizational goals. Its advantages include timeliness, relevance, customization,
and cost-effectiveness. Digital marketing tools, such as social media management, search
engine optimization, and content management systems, help companies analyze data,
develop strategies, and monitor marketing results. Digital marketing provides businesses with

precise, interactive, and measurable ways to communicate (Wang, 2023).

4. Social Media marketing

4.1 Concept of social media marketing

At present, enterprises use Facebook, Twitter, Instagram and other social media
platforms to conduct brand promotion and product marketing, and interact with consumers.
With continuous advances in Internet and social media technology, the increasing prevalence
of user participation in content creation has prompted companies to start using these
platforms for marketing campaigns. Technological innovation and user behavior changes have,
together, contributed to the boom in social media marketing. With the enhancement of
platform functions and the expansion of user groups, enterprises get more marketing
opportunities. In addition, the widespread use of the mobile Internet and mobile social media
platforms such as WeChat and Weibo has further accelerated the evolution of social media
marketing, enabling enterprises to more efficiently interact with consumers and promote their
products (Zhou, 2023)
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4.2 Marketing strategy for social media

(1) Establish marketing objectives, such as enhancing brand awareness and improving
sales performance.

(2) Select appropriate social media platforms and screen them according to the
characteristics of the target audience.

(3) Formulate content strategies, and clarify the release schedule, frequency, and type
of content.

(4) Create high-quality content to attract users' attention and promote their engagement.

(5) Actively interact with users and respond timely manner to enhance their sense of
participation and brand loyalty.

(6) Use social advertising methods to improve brand visibility and attract potential
customers (Zhao, Liao & Liao, 2021)

5. Search engine optimization

5.1 Definition of SEO

Search engine marketing by optimizing websites and keywords, and using paid advertising,
aims to improve the website ranking in search results, increasing traffic and exposure to
promote the brand and business. With the progress of Internet technology, the search engine
has become an important tool for users to obtain information. Compared to traditional
marketing, such as billboards and TV ads, search engine marketing is less expensive and easier

to evaluate, helping advertisers reduce costs and improve conversion rates (Hu & Dong, 2024).

5.2 Search engine optimization strategy

Search engine optimization (SEO) involves the optimization of website structure,
content and keywords, aiming to improve the ranking of websites in search engines and
increase traffic. Major strategies include keyword research, content optimization, and backlink
building. Paid-click advertising (PPC) obtains advertising space through bidding to improve
advertising visibility. The strategy involves keyword bidding, copywriting and landing page
optimization. Mobile optimization focuses on improving the user experience and access speed
on mobile devices. Data analysis and improvement is the continuous optimization of marketing
strategies by analyzing website traffic and user behavior to improve the effectiveness of keywords
and advertising.

6 Content marketing
6.1 Definition of content marketing
Content marketing is a strategy to attract and retain the target audience and motivate

them to interact with the brand by creating and sharing valuable content such as articles,
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videos, etc. Its core is to provide high-quality content to meet the needs of the audience and

improve brand awareness (Lian et al., 2022).

6.2 Content marketing strategy

(1) Precise positioning: clarify the needs and interests of the target audience, as well as
the characteristics and behaviors of the target audience, and develop content marketing
strategies that are more in line with the needs and interests of the target audience.

(2) High quality content creation: create high quality and valuable content to meet the
needs and interests of audiences, while improving brand awareness and reputation.

(3) Multi-channel communication: Use social media, blogs, video platforms and other
channels to disseminate content, and expand content dissemination and audience coverage.

(4) Data analysis and optimization: Through data analysis, to understand the audience's
behavior and preferences, optimize the content marketing strategy, and improve the marketing

effect.

7. Related studies

Xu (2019) discussed the application of service quality theory in the hotel industry, and
put forward suggestions to improve service quality and customer satisfaction through research.
Wei (2022) analyzed the current situation and trend of hotel digital marketing, stressed its
growing importance in the industry, and predicted that it will become the mainstream. Chen
& Jiang (2023) studied the application and effectiveness of social media in hotel marketing,
and put forward implementation suggestions. Lou (2023) summarized the successful cases
and innovative practices of hotel digital marketing, analyzed the successful elements and
challenges it faced, and provided the direction for the future development of the industry.
Zhang (2024) put forward the ideas and methods of building an efficient hotel performance

management system, and emphasized the importance of performance management.

Research Methods

1. Study design

This study uses a qualitative study design to gain insight into digital marketing strategies
in luxury hotels. The rationale for choosing the qualitative approach lies in its ability to explore
complex phenomena in real-world settings. The research process includes : literature review,
analysis of digital marketing trends, competitive patterns and consumer behavior in the
Chinese hotel market. In-depth interviews with three target groups, hotel managers, hotel
customers and marketing experts / scholars, to collect multi-angle perspectives on digital
marketing practices and their effectiveness.
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2. Population and sample size
A purposive sampling approach was used to select participants from three key groups
to ensure diverse perspectives : 5 managers from SL hotels, including the heads of sales,
human resources, catering, housekeeping, and front desk departments. 5 customers who have
recently stayed in SL hotels through online booking. 5 experts with expertise in the field of
luxury hotel marketing and digital strategy.
3. Research instruments
The main research tool is in-depth interviews, conducted in a semi-structured form to
ensure flexibility and depth. The interview guide is divided into four thematic areas: the
implementation of digital marketing strategies, social media marketing strategies, search engine
optimization (SEO) strategies, and content marketing strategies.
4. Data collection
1. Main data:
Hotel Manager: Plan to conduct telephone interviews in August 2024, focusing on digital
marketing practices and customer experience improvement.
Hotel customers: We plan to have a face-to-face interview in September 2024 to discuss
customers' experience of SL hotel digital services.
Marketing expert / Scholar: An online interview is planned in September 2024 to discuss
trends, challenges and opportunities in digital marketing in luxury hotels.
2. Secondary data: Provide background information through literature reviews and
industry reports.
5. Data analysis
1. Transcription: the interview recording is transcribed into text for detailed analysis.
2. Theme analysis: Identify key themes and patterns from the interview data.
3. Triangle validation: Cross-validation of data from multiple sources (managers,
customers, experts) to ensure reliability.
4. Report: The results of the study will be presented in text, charts and images,

explaining its implications and impact on the SL hotel and luxury hotel industry.

Results of the study
1. Social media marketing strategy of SL hotels
1. Platform selection and strategy
Choosing the right social media platform is crucial for SL hotels as it affects
brand positioning and customer appeal. Different platforms attract different user groups,
understand the preferences and behavior habits of target customers, and help to effectively
convey the brand information. The right platform selection can optimize resource input,
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improve marketing efficiency and pertinacity, and increase user engagement and brand
exposure rate. Furthermore, it helps manage online reputation, respond to customer feedback
and build a positive brand image. In short, the right choice of social media platforms can
enhance market competitiveness and promote business growth.SL hotels gave priority to
platforms such as Instagram and WeChat, and the brand participation increased by 30%, and
the number of fans increased by 20% within six months.

General Manager A of SL Hotel shared the strategy for choosing the appropriate social
media platform: in-depth understanding of the target customer groups, studying their social
media preferences, analyzing the characteristics and functions of each platform, evaluating
user interaction, and adjusting the strategy by using data analysis. Through these steps, SL
Hotels can effectively select the suitable social media platform to improve brand awareness
and customer satisfaction.

2. Successful evaluation and feedback

Social media evaluation is crucial to the operation of SL hotels, helping the
hotels understand customer needs, optimize services, and improve satisfaction. Actively
managing social media feedback helps to build brand image, build customer trust, improve
customer loyalty, and increase brand influence through word-of-mouth communication. In
addition, social media feedback mechanisms enable hotels to adjust their marketing strategies
in real time to drive business and sales growth. In short, social media assessment and feedback
improve the customer experience and the hotel's overall operational efficiency and market
competitiveness.

Marketing expert Professor C commented on the hotel's social media marketing
in SL, saying its success was reflected in improving brand exposure, customer engagement,
feedback, and business transformation. SL Hotel will significantly improve its brand exposure
on social media through high-quality visual content and attractive activities, such as holding a
food festival on Instagram, using user-generated content to show real experience, attract
attention and interaction, and effectively enhance brand awareness.85 % of customers were
more satisfied with their real-time response on social media.

Consumer reviews of SL hotel social media marketing are not as comprehensive
as industry experts, but it is just as important. Mr. L believes that successful marketing should
be attractive, show hotel features, frequent interaction, and respond to user feedback. He
also values offers and promotions offered through social media, as well as positive reviews
and sharing from other consumers, which often mean that marketing strategies appeal to

satisfied customers and promote word of mouth.
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3. Customer interaction and brand management

SL hotels use social media for brand management and customer interaction,
which brings many benefits. Social media provides a direct and efficient communication channel
that enables hotels to respond to customer feedback in a timely manner and enhance
customer satisfaction and loyalty. Actively handling customer opinions helps maintain and
enhance brand image. At the same time, brand management on social media can enhance
brand exposure and market influence, attract potential customers and promote word-of-
mouth by sharing high-quality content and customer stories. Real-time feedback from social
media also enables hotels to quickly adjust their marketing and service strategies, remain
competitive and drive business growth. Custom content (such as deluxe room displays, food
activities) increases customer loyalty by 25%.

How does the housekeeping department, an important part of SL hotels, use
the social media platform to build closer ties with customers? The SL Hotel IT department
said that using social media platforms to build closer ties with customers can not only improve
the customer experience, but also improve customer satisfaction and brand loyalty. To

achieve this, their department will do this:

" Actively respond to customer feedback: build a dedicated social media
customer service team to ensure timely response to customer comments, questions and
feedback. “Use a polite, professional tone to quickly solve customers' problems and provide
help. This helps to improve customer trust and satisfaction."(Deputy Manager Z, housekeeping
Manager, November 12, 2024)

"With fast and effective PR management, the SL Hotel has successfully
mitieated the impact of negative reviews. The customer felt the sincerity and professionalism
of the hotel and finally updated their comments on social media to expressing satisfaction
with the hotel's handling.90% of negative reviews were resolved within 24 hours, this not only
improves the brand image, but also enhances the hotel's reputation for dealing with the

crisis.” (Professor L, an expert in the hotel Industry, November 22, 2024)

SL Hotels has enhanced brand awareness and customer satisfaction through
social media marketing and brand management. As a real-time communication tool, social
media helps hotels respond quickly to customer feedback, solve problems, and enhance
customer loyalty. The hotel emphasizes customer needs through interaction and personalized
service, and enhances the sense of participation. At the same time, through high-quality
content sharing and interactive activities, the hotel has enhanced its market influence and

brand reputation, and promoted the word of mouth communication. The feedback mechanism of
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social media allows hotels to flexibly adjust their marketing strategies and drive business
growth. In the face of negative comments, the hotel quickly conducted crisis public relations
management, through timely response and problem solving, successfully reduced the

negative impact, repaired the reputation, and improved customer trust and satisfaction.

4. Customer loyalty and brand image

SL Hotels Group has been committed to enhancing customer loyalty and brand
image in social media marketing. Through carefully curated content and interactive strategies,
the hotel has successfully attracted a large number of loyal customers and built a high-end,
elegant brand image on social media.

First, SL Hotel presents its unique hotel culture and quality service by regularly
releasing high-quality graphics and video content. Whether it's the hotel's luxury rooms,
gourmet food, or special events, vivid displays can be found on social media. Secondly, SL
Hotel focuses on the interaction and communication with its customers. Hotels actively
respond to customers' comments and private information on social media, and address their
problems and needs in a timely manner. In order to better understand customer needs and
feedback, SL Hotels also uses the social media platform for market research. By analyzing
customer reviews and interactive data, the hotel can timely adjust its marketing strategy and
service content to better meet customer needs. In addition, SL Hotel also focuses on the
cooperation with other brands and opinion leaders, which improves the popularity of SL Hotel
and further enhances the high-end image of the brand. Working with opinion leaders has
expanded social media coverage by 15%, in line with the theory of using internal capabilities
to gain a competitive advantage.

Balancing the brand image and customer interaction on social media is a
continuous process of continuous exploration and practice of SL Hotel. Through the comprehensive
application of brand positioning, clear brand positioning, detailed content and strategies,
innovative interactive forms, implementing personalized marketing, strengthening brand narrative,
social responsibility, sustainable development, continuous optimization and iteration, the

hotel can achieve brand image and customers on social media.

2. SL Hotel search engine optimization strategy
1. Select the keywords and optimize the ranking
Search Engine Optimization (SEO) aims to improve the ranking of websites on
the search engine results page. For SL hotels, SEO main goal is to enhance online visibility,
attract potential customers, and promote business growth. SEO plays several key roles in the
hotel industry: enhance brand exposure, making it easier for potential customers to find SL

hotels during search; increase website traffic, attract more natural traffic by optimizing
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keywords and content to visit the official website; improve conversion rate, high ranking page
usually have high click rate, which may increase online booking even with low traffic; reduce
advertising cost, effective SEO reduce dependence on paid advertising and reduce marketing
cost.

Search engine optimization (SEO) is critical to SL hotels, not only improving
hotel rankings in the search engine results page, but also significantly improving the visibility
online, attracting potential customers and driving business growth. SEO include increasing
brand exposure, increasing website traffic, increasing conversion rates, and reducing advertising
costs. By optimizing keywords and content, SL hotels can effectively attract natural traffic and
improve click-through rates. Keyword selection and ranking optimization are the core
components of the SEO strategy. SL hotels should choose the keywords closely related to
the business core to improve their ranking in the market competition. At the same time, long-
tail keywords are used to meet more accurate search needs, while geolocation keywords
improve the visibility of specific regions. Long tail keywords (such as "SL hotel family room
deals") and geographical positioning increased natural traffic by 25% and the "luxury hotel"
search ranking by 15%. In terms of ranking optimization, SL Hotel integrates the target
keywords into the page title, meta-description and content through the page optimization
strategy, so as to improve the relevance and ranking of the page. The release of high-quality
content not only meets the needs of users s, but also improves the search rankings. In addition,
optimizing the internal link structure and obtaining high-quality external links is also an

effective means to improve the authority and ranking of websites.

2. Improve the user experience and the quality of the website content
In order to further study the content quality and user experience of SL Hotel,

we interviewed the customer Mr.W, whose feedback was:

"As a loyal customer of SL Hotel, | am very satisfied with the quality of the
content on their website. First, the site is well designed, whether | use a computer or mobile
phone access, the page can be automatically adjusted, displayed clearly and really
convenient. Advertising was also fast and never encountered a lag, which allowed me to
quickly find the information | wanted. | especially like the high quality pictures and videos
on their website, and the visual content makes me more intuitive about the hotel rooms and
facilities. Sometimes | check the virtual tour before booking so | can feel the hotel
atmosphere online in advance and help me make better decisions. “Website responsive
design, contributed 6% conversion rate and 38% jump out rate reduction” (Dedicated
customer, Mr. W, November 16, 2024)
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Professor S, a hotel industry expert with 20 years of experience, evaluated the
content quality of the SL hotel website. She believes that the site does a good job of
displaying facilities and services, with clear pictures and videos, responsive design and loading
speed optimization to provide users with a good browsing experience. However, she suggested
adding user interactions, real-time chat and question-and-answer areas to improve problem-
solving efficiency. She also suggested improving content personalization and recommending
content based on user history and interests through a recommendation system to increase
participation and conversion rates. In addition, Professor S suggested further optimizing SEO,
using more long tail and geo-located keywords to improve local search rankings. Finally, she
highlights the importance of presenting customer reviews, especially positive reviews and

unique experience stories, to enhance content authenticity and trust.

3. Analyze traffic, analyze and adjust strategies

SL hotel's search engine traffic performance is even more significant in 2023.
According to Google analytics, the SL hotel site has about 60,000 organic traffic and 35,000
unique visitors per month, with organic search traffic accounting for 75%. The key
transportation keywords include "luxury hotel", "SL hotel discount" and "five-star hotel", with
"luxury hotel" receiving about 25,000 monthly visits. The average time on the site was 3.5
minutes, with 38% jumping, showing the appeal of the site's content and a good user
experience. At the same time, conversion rates reached 6% in 2023, up 10% from 2022.
Compared with its major competitors, SL hotels are outstanding in both keyword rankings and
traffic share.

Based on the above data in 2023, we can try to adjust it to improve the SEO
effect and conversion rate of the SL hotel website. To this end, | interviewed the hotel general
manager, who said that from last year's data, our hotel SEO strategy is more effective, but
there is still room for improvement. This year, we have adapted our strategy to further

improve the SEO efficacy and conversion rates.

"Optimize your keyword strategy. Expand keyword coverage: Although the
keyword "luxury hotel" performs well, it can be extended to cover more long tail keywords,
such as "SL Hotel family room special" or "SL Hotel Business Conference Package". These
long-tail keywords are less competitive and can attract more accurate user groups. Detailed
regional keywords: Add more regional keywords to the existing keywords, such as "Nanning
SL Hotel" or "Beihai SL Hotel". This will help increase visibility of local search results and
attract customers who plan to travel to specific cities."(Mr. A, Information Manager, November
12, 2024)
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4. Deal with market competition
Among the many luxury hotel brands, SL hotel is only one of them. When
consumers search for luxury hotels through search engines, what factors encourage people

to choose SL hotels among the many luxury hotels? Customer Ms.Li said:

“When | look for luxury hotels through search engines, there are several main
reasons for choosing SL hotels. First of all, the brand reputation of SL Hotel is also very good
in my heart, and | know that it represents higsh quality and quality service. The favorable
reviews and various awards in the search results made me more confident in its choice. Also,
user reviews and ratings have had a big impact on me. If | see positive and high reviews from
other guests, it makes me think this hotel is trustworthy. | especially enjoyed reading the
detailed comments, their descriptions of the facilities, the service, and the overall

experience."(Loyal customer, Mr. L, November 16, 2024)

The SL Hotel Search Engine Optimization (SEO) strategy focuses on increasing
brand exposure, increasing website traffic and conversion rates. Mr. Zhang, the marketing
manager of the hotel department, stressed the importance of keyword selection, including
core business keywords, long tail keywords and geographical positioning keywords, to improve
market competitiveness. General Manager A pointed out that through page optimization,
content strategy and link construction to improve the ranking effect. In addition, the customer,
Mr., and industry Professor Zhong, expressed satisfaction with the content quality and user
experience of the website, and suggested further strengthening interactivity and personalization.
Based on the data of 2023, SL Hotels plans to expand keyword coverage, optimize content
quality, improve user experience, and increase external links to cope with fierce market

competition and achieve higher conversion rates and business growth.

3. SL hotel content marketing strategy

1. Content marketing plan and implementation

Manager Z of SL Hotel Marketing Department, introduced the 2024 content
marketing plan, which aims to enhance brand influence and business growth by strengthening
brand stories and customer experience. Plans include posting high quality content such as
customer stories and virtual tours to enhance emotional connections with consumers. The
content strategy will target the needs of target customers, covering room introductions, travel
guides, etc., aiming to attract potential customers and help existing customers plan accommodation.
Through social media and other platforms, content will be widely disseminated to increase

customer engagement and brand loyalty.
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In our content marketing program, we use several key strategies to create
quality content that both fit the brand image and attract target customers: brand consistency,
ensuring that all content is closely centered around the core brand value and image of SL
Hotels."We will emphasize the hotel's luxury, comfortable, quality service and other core
features, through a unified visual style, language and information transmission, to ensure the
consistency of the brand image. High quality visual materials: using professional photography
and video production, to show the hotel's unique design, luxury facilities and quality service.
High-quality visual materials can effectively attract the attention of target customers and
provide them with intuitive feelings. Interaction and participation: Enhance the customer's
sense of participation through questionnaires, user-generated content, social media
interaction and other interactive content. We will encourage customers to share their
experiences, create content competition or events, and increase brand-customer interactions.
These strategies enable us to create high-quality content suitable for the SL hotel brand ima,
which attracts and meets the needs of our target customers.'(General Manager Z, Marketing
Manager, November 12, 2024)

2. Storstories and emotional connections
SL Hotel has strengthened the connection with customers through content
marketing, and through customer experience sharing, employee stories and public welfare
activities, demonstrated its service and responsibility, and enhanced emotional resonance and
brand loyalty. The hotel has launched a video series called "SL Hotel Time", which tells
touching stories about employees and customers, emphasizes service and care, and deepens
customer identity and loyalty. The "SL Hotel Time" video series increased engagement by 20%,
and personalized travel blogs increased site traffic by 15%. The blog series "SL Hotel Tour"
shares customer travel stories, displays global service networks and personalized experiences,
stimulate travel desire and deepen the emotional connection with the brand. The "Employee
Stories" column on the official website and social media tells the employees' personal
experience, shows the corporate culture, and makes customers feel the warmth of the hotel.
The hotel also shared stories of supporting community and environmental projects through
our Care About charity event, demonstrating social responsibility and enhancing customer
positive impression and loyalty to the brand. These initiatives have enhanced the service
display, brand value and market competitiveness of SL hotels.
Professor L, a hotel industry expert, spoke highly of the humanistic care
activities of SL Hotel. She pointed out that the "SL Hotel Time" series of videos shows the
warmth and care of hotel services through real and touching customer stories, enhance the

emotional connection between the brand and customers, and improves customer loyalty.
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She suggested that hotels introduce more interactive elements, such as soliciting user-
generated content, hosting "Best Customer Stories" competitions and rewards to increase
customer engagement and brand influence. The "SL Hotel Tour" blog series strengthens the
brand's global image and personalized service, stimulates the travel desire of potential
customers, and improves the authenticity and diversity of the content. She suggested
introducing more multimedia content, such as video interviews or interactive maps, and
increasing opportunities for customer contributions. The "Employee Story" column shows the
hotel's corporate culture and staff enthusiasm. It is suggested that "Employee Heroes" activities
be held monthly to increase staff and customer content and improve the authenticity and
intimacy of the story. Finally, the "We Care" charity activity reflects the social responsibility
and community contribution of SL Hotel. It is suggested to establish a real-time progress
tracking system, regularly update the effect report of charity activities, improve transparency,

and let customers see the actual impact.

3. Content effect evaluation and adjustment

Content marketing aims to create and share valuable content to attract and
sustain customers, so assessing customer feedback is critical. Analysis of interactive data and
feedback allows for an assessment of content appeal and validity. Customer feedback helps
to reveal the advantages and disadvantages of the content and guide the optimization of the
content. For example, increase the frequency of popular content, or adjust strategies for
unpopular content. This continuous optimization based on customer needs can improve the
relevance, attractiveness, customer satisfaction and brand loyalty of the content. Through
continuous evaluation and adjustment, the hotel can optimize the content marketing strategy,
meet customer needs, and maintain market competitiveness.

What improvements or innovations will SL Hotel make in content marketing to

better meet the needs of consumers? To this end, | interviewed my client, Mr. Long, who said,

"I think SL Hotels can make some interesting improvements in content
marketing to better meet my needs. “First, | hope the hotel will add some interactive content,
such as a live online event, so we can see behind the scenes in real time or participate in a
virtual room cruise. This gives you a more intuitive understanding of the characteristics and
atmosphere of the hotel."(Loyal Customer, Mr. L, November 16, 2024)

Assessing and adapting a content marketing strategy is critical to success
because it reveals what is popular and what is not. This helps a deep understanding of
customer needs and optimize content quality and relevance. Timely strategy adjustment is

key to maintaining the effectiveness of marketing campaigns as the market and customer

NFATINGINTIANT WININRETIVANUYT UN 7 atdun 1 unsiew - dguien 2568 171



N~ D R U

Y ourna of !
\ - SA1SINLINISAONIS
URINENdes1oMinSuus

needs are constantly changing. If content performs poorly, timely adjustments can avoid a

waste of resources and focus on more promising content.

Quantitative Highlights

Metric Performance YoG Growth
(2023)
Social Media Engagement 85% 25%
. ; 60,000
Organic Search Traffic . 15%
visits/month
Content Marketing ROI 20% 15%
Crisis Resolution Rate 90% 10%

Figure 1: Key Performance Indicators for 2023

Assessment and adjustment also improve return on investment (ROI), and by
analyzing key metrics such as interaction and conversion rates, we can make data-driven
decisions to ensure that marketing budgets are used effectively and achieve better results.
Continuous effect evaluation and adjustment maintain the flexibility and competitiveness of
content marketing, enabling the brand to respond quickly to market changes and maintain

the lead position.

Summary of Research, Discussion and Recommendation

Summary of the study results

1. SL Social media marketing strategy for hotels

1.1 Platform selection and strategy

Social media marketing success of SL hotels depends on appropriate platform selection
and strategy execution. Platforms attract different user groups, such as Instagram to young
people, and LinkedIn is suitable for professionals. Understanding target customer preferences
and behaviors can help hotels release content that attracts them and increase brand
awareness and customer loyalty. Platform selection involves deeply understanding customers,
analyzing platform characteristics, and adjusting strategies using data analysis tools. Through
these methods, SL hotels can effectively use social media, optimize their resources, and

enhance their brand competitiveness. Positive response to customer interaction and feedback
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is essential to enhance brand image and satisfaction, and the hotel needs to deal with reviews

and negative feedback.

1.2 Successful evaluation and feedback

Social media assessment is critical to SL hotels, helping to understand customer needs
and optimize services. Active management of customer feedback can enhance the brand
image and loyalty. Data analysis helps hotels adjust their marketing strategies and drive growth.
SL Hotels' success in social media is reflected in brand exposure, customer engagement,
feedback and business transformation. High-quality visual content and interactive activities
enhance brand exposure and engagement. Timely handling of negative comments and guiding

the business transformation is also the key to success.

1.3 Customer interaction and brand management

SL hotels interact with customers through social media to enhance their experience
and loyalty. Measures include responding to feedback, personalized interactions, and sharing
stories, hosting events, publishing updates, and market research, which increase customer
satisfaction and brand loyalty. For negative comments, the hotel responded timely and
professionally, acknowledged problems, communicated privately, made public statements
and followed up learning, which effectively repaired the brand image and enhanced the

credibility of crisis management.

1.4 Customer loyalty and brand image

SL Hotel through a series of strategies to enhance customer loyalty and brand image.
The hotel has built a high-end and elegant brand image by delivering high-quality content,
personalized services, market research and working with brand and opinion leaders. Social
media strategies, including timely response to feedback, sharing customer stories and holding
interactive events, have effectively increased customer loyalty. The hotels social media
marketing strategy includes choosing the right platform, systematic evaluation and feedback
mechanisms, positive customer interaction and brand management. These strategies help
hotels improve brand exposure, customer satisfaction and business growth. In social media
marketing, the balance of brand image communication and customer interaction is crucial.
Through clear brand positioning, innovative interactive forms, personalized marketing and
continuous optimization, SL Hotel has successfully realized the harmonious coexistence of
brand image and customer interaction, enhanced the brand influence, and won the market

competitive advantage.
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2 SL Hotel Search engine optimization strategy

2.1 The core of the search engine optimization strategy

SL Hotel's SEO strategy aims to improve brand online visibility, increase website traffic
and conversion rates, while reducing advertising costs. By selecting keywords and optimizing
rankings, hotels can occupy a higher position in search engine results, attract potential
customers and promote business growth. SL Hotels focuses on core keywords such as "luxury
hotels" and long tail keywords such as "SL Hotel Family Suite" to improve conversion rates
and reduce competition. At the same time, optimize the geographical positioning keywords
such as "SL Hotel Nanning" to attract potential customers in specific cities. The SEO strategy
also includes page titles, meta-descriptions, URL optimization, and the rational use of target
keywords in the content to improve page relevance and ranking. The content strategy focuses
on posting high quality blog posts, travel guides and customer reviews to meet user needs
and improve search rankings. In addition, hotels enhance the site's authority and ranking by
optimizing the internal link structure and accessing high-quality external links, such as working

with travel sites and local merchants.

2.2 User experience and content quality

SL Hotels focuses on improving the website content and user experience. The website
is designed to be responsive, ensuring a good browsing experience on a variety of devices,
fast loading and easy to use navigation. With high-quality picture, video and virtual travel
features, users can intuitively understand the hotel facilities. The website content is detailed
and attractive, including the room introduction, facility display and customer evaluation, to
enhance the purchase confidence. Update the content timely, encourage guest comments,
and enhance the authenticity and credibility. It is suggested to increase the interactivity of the
website, truthful chat and customer questions, as well as personalized recommendation
system, recommend content according to users interests, and improve the participation and
conversion rate. In order to enhance the SEO effect, we need to add long tail and geolocation
keywords, optimize search engine strategies, and improve local search rankings. Presenting
positive customer reviews and unique experience stories can further improve content

authenticity and trust.

2.3 Data analysis and strategy adjustment

According to the 2023 data, although SL Hotel showed a good SEO effect, it still needs
further improvement. Optimize the keyword strategy, expand the long tail keywords, refine
the regional keywords, attract more accurate user groups, improve the visibility of local search.

Improve content quality, update and expand the hotel and surrounding tourism information,
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increase user-generated content, and enhance interactivity and credibility. Improve the user
experience, optimize the page loading speed, and simplify the booking process, such as
realizing the one-click booking function. In terms of data-driven optimization, the optimal
combination of page elements should be determined through A / B testing, and the data
adjustment strategies should be analyzed regularly. Furthermore, access to high quality
external links through collaboration with travel-related websites and influencers to enhance

the authority of the website.

2.4 Deal with market competition

SL hotels in the highly competitive market, must adjust the strategy to meet the
challenges. Key factors include brand reputation, user reviews, website content, and location
convenience. Hotels need to innovate and optimize their service, facilities and prices, and
keep an eye on customer needs. Through SEO strategies, such as keyword optimization, page
and content improvement, and link building, SL hotels enhance online visibility and search
rankings, attracting more traffic and potential customers. In order to further improve the SEO
effect and conversion rate, the hotel should expand the range of keywords, improve the
quality of content and user experience, and strengthen the construction of external links.
Continuous innovation and optimization are the necessary conditions for SL hotels to maintain

their market leadership position.

3. SL Hotel content marketing strategy

3.1 Content marketing plan and implementation

SL Hotel's 2024 content marketing plan will focus on enhancing its brand influence and
business growth. Plans include emphasizing brand stories and customer experience,
developing content strategies for target customers, disseminating the content widely through
channels such as social media, and adjusting strategies based on feedback. In addition, the
hotel will use consistent branded visual materials and high-quality visual content to attract
customers and increase customer engagement through interactive activities. The overall goal

is to meet customer needs, improve brand awareness, and promote business growth.

3.2 Storstories and emotional connections

SL hotels strengthens deep connections with customers through storytelling and
emotional connections. Its "SL Hotel Time" video series shared client stories such as family
gatherings and honeymoon trips, highlighting the quality of service and care and enhancing
customer loyalty. The blog "SL Hotel Tour" shares the customers' global travel stories, inspiring
the desire to travel and deepening the emotional connection. The "Employee Stories" column
shows employee experience and corporate culture and enhances brand authenticity and
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intimacy. The public welfare activity "We Care About" shows the hotel's social responsibility

and community contributions, and enhances the brand image.

3.3 Content effect evaluation and adjustment

Assessment and adjustment of content effects are crucial to content marketing. SL
Hotels analyze customer interactions, feedback, and engagement to understand the appeal
and effectiveness of content. Social media reviews, website traffic, and click-through rates
reveal popular content and areas for improvement. Customer feedback helps the hotel
optimize the content, if the content is not effective, you need to adjust the strategy, such as
changing the content format or theme. Adjustment should be based on customer needs to
ensure the relevance and attractiveness of content and improve customer satisfaction and
brand loyalty. Continuous evaluation and adjustment can help to optimize content marketing

strategies and maintain customer contact and brand presence.

Discussion

1. Discuss social media marketing strategies

The success of SL hotel social media marketing relies on accurate platform selection
and content strategies that can increase brand exposure and customer loyalty. By analyzing
the preferences of target customers, choosing suitable social media platforms, such as
Instagram to attract young people and LinkedIn to attract professionals, SL hotels have
effectively increased the market penetration rate. In addition, effective evaluation and
feedback mechanisms enable SL hotels to optimize their services through social media data
analysis, timely respond to customer feedback, and establish a positive brand image. Active
customer interaction and brand management strategies such as personalized interaction and
hosting events enhance customer satisfaction and brand loyalty. SL Hotel also establishes
emotional connections with customers through high-quality content and personalized services
to enhance brand recognition and market competitiveness. The cooperation with opinion
leaders further strengthens the high-end brand image and market position of SL Hotel (Zhang,
2020).

2. Discuss the marketing strategies for search engine optimization

SL Hotels' SEO strategy aims to increase online brand awareness, increase website traffic,
increase conversion rates, and reduce advertising costs. By selecting keywords and optimizing
rankings, hotels get higher rankings in search engine results, attracting potential customers and
driving business growth. The hotel adopts the core keywords and the long tail keywords
strategy to reduce the competitive pressure and improve the conversion rate. Responsive

website design and high-quality content enhance the user experience, while updating content
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and user comments to improve content authenticity and credibility. SL hotels need to
continue to optimize the SEO strategy, through A / B testing, data analysis and external link
construction, in order to cope with the market competition, and maintain the brand leadership
position (McKinsey & Company, 2021).

3. Discuss content marketing strategies

SL Hotel's content marketing program focuses on brand stories and customer experiences
to attract and maintain customers through emotional connections and high quality content.
The hotel utilizes consistent branded vision and high-quality visual materials to display its
luxury services. Interaction and customer engagement are also focused, increasing engagement
through questionnaires, user-generated content, and social media interactions. The hotel
shares customer stories and experiences through video series and blogs to enhance brand
identity and loyalty. The content effect is evaluated and adjusted through data analysis to
optimize the marketing strategy. Innovative recommendations and practices, such as data
analysis-driven content creation and collaboration with brand ambassadors, are key to success.
Technological innovations such as VR and Al provide new tools for providing personalized

experiences (Zhang & Chang, 2019).

Study findings suggest

1. Suggestions for social media marketing strategies

(1) It is crucial to improve the advertising effect. SL hotels increased their social media
advertising budget, but the return rate was lower than the industry average, indicating that
the advertising did not meet expectations. Hotels need to re-examine their advertising
strategies, use data analysis to understand the target audience, and optimize the advertising
content and audience positioning. Evaluate different advertising concepts using advanced
analysis tools and A / B testing to improve click-through and conversion rates. At the same
time, adjust the advertising release time to maximize the advertising effectiveness and returns.

(2) Improving the response speed and quality of customer service is crucial to the brand
image. SL hotels have delays and poor quality problems when handling user reviews and
private messages. To solve this problem, the hotel should establish an efficient customer
service system and set up a dedicated social media customer service team to ensure timely
and effective response. Use automated tools to improve response speed, but to remain
personalized and professional. Especially when dealing with negative feedback, problems
should be solved actively and quickly to reduce customer dissatisfaction. By improving the

professionalism and efficiency of the service team, SL hotels can improve the customer
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experience, enhance the satisfaction and loyalty, and enhance the brand reputation and

competitiveness.

2. Suggestions for search engine optimization strategies

SL hotels should adjust their keyword strategy to focus on the smaller long tail and
geopositioning keywords to improve search engine rankings and attract accurate audiences. At
the same time, the keyword performance is regularly analyzed regularly to maintain the
strategy effectiveness. In terms of technical SEO, the hotel needs to optimize the website
structure and server performance, reduce the page loading time, and ensure the response
speed and user experience of the website on each device, in order to improve the search

engine ranking and user satisfaction.

3. Suggestions for content marketing strategies

The key is to improve the relevance and depth of the content. Although SL Hotel has
released many blogs and videos, its user participation and transformation have not been
significantly improved. The hotel needs to deeply analyze the needs of the target audience,
identify user preferences and concerns through data analysis, and adjust the content strategy
to release content more suitable to user needs, such as tourism needs, service details, local
information, etc., so as to attract target customers and improve the participation rate. At the
same time, it is important to increase interactivity and diversity. Hotels should introduce user-
generated content and interactive forms such as reviews, Q & A and challenge activities to
increase user engagement and brand loyalty. Holding relevant competitions or solicitation
activities to encourage users to share stories and photos can effectively improve the

interaction rate and brand influence.

NFANTINGINTIANTT WNINFETIVAN5UYT TN 7 atdudl 1 wnsew - guiew 2568 178



N~ D R U

Y ourna of !
\ - SA1SINLINISAONIS
URINENdes1oMinSuus

References

Chen, S., & Jiang, W. (2023). Research on hotel marketing strategy transformation from the
perspective of Generation Z. Zhongguancun, 11, 122-123.

Hu, Z,, & Dong, H. (2024) Search engine user experience "customized" interaction and optimization
strategy. Tech brains, 4, 69-78.

Lian, W., Yan, K., Gan, L., & Wang, L. (2022). Innovative research on hotel content marketing.
Cooperative Economy and Science and Technology, 6, 102-103.

Lou, Y. (2023). Research on the application of innovative digital marketing strategy in hotel
brand public relations. Technology and Economic Market, 12, 149-151.

Ma, W. (2023). The application of big data technology in tourism and hotel industry in the era
of digital intelligence and empowerment. Digital Technology and Application, 11, 75-80.

McKinsey & Company. (2021). The power of personalized marketing. McKinsey Insights, 12(3),
56-64.

Sun, G., & Ma, X. (2023). Online shopping risk and coping strategy analysis. Value Engineering, 8, 1-3.

Sun, M. (2019). Research on Marketing Strategy of Mandarin Oriental Hotel Hong Kong
(Master's dissertation, Southwest Jiaotong University).

Wang, M. (2023). New technologies enable the digital transformation of marketing. China
Electric Power Enterprise Management, 23, 6-1.

Wei, K. (2022). A Research on Hotel Marketing Strategy Optimization in the Digital Era (Master's
Thesis, East China Normal University).

Xu, J. (2019). Overview of the research on improving hotel service quality and customer
satisfaction. Propagation Power Study, 7, 180-181

Yang, Q. (2024). Marketing strategy of hotel management under the digital background. Chinese
Small and medium-sized Enterprises (02), 198-200.

Zhang, H. (2020). Using data analysis to customize personalized marketing strategies. Journal
of Hospitality Marketing & Management, 39(2), 120-134.

Zhang, Y., & Chang, C. (2019). Data analytics and content marketing: Driving customer engagement.
Journal of Marketing Analytics, 22(2), 78-88.

Zhang, H. (2024). Summary of the digital transformation of enterprise marketing. Office Automation,
10, 76-79.

Zhao, W., Liao, S., & Liao, Bo. (2021). Analysis of the full-scenario marketing strategy of "social
networking + e-commerce" for user experience. Business Economics Research, 15, 68-T1.

Zhou, W. (2023). Brand communication of international five-star hotels in the context of

social media (master's dissertation, Beijing Foreign Studies University).

NFANTINGINITIANTT WNINFETIVAN5UYT TN 7 atduil 1 unsew - guiew 2568 179



Received: Mar. 10, 2025 “

. . - X
Revised:  May. 13, 2025 \k = Nsa1sIneNsioms
Accepted: Jun. 9, 2025 UHINENdS1BnSUUS

Development of an Ontology-Based Recommendation System for
Agricultural Product E-Commerce on the WooCommerce Platform:

A case study of Wang Somza Local Enterprise Group in Phitsanulok Province

Pramote Sittijuk *
Prissana Suksiri ?
Surang Kongmuenruk®
Thiyada Soithongpong®
Naruchit Rukliang’

Abstract

This study examines the use of an ontology-based recommendation system for
agricultural product sales on the WooCommerce platform, specifically designed for the
Wang Somza Local Enterprise Group in Phitsanulok Province. The objective is to improve the
online shopping experience by providing personalized product recommendations, efficient
order management, and better customer service.

The ontology model is structured to organize and connect critical e-commerce data
elements such as orders, customers, products, and reviews. It consists of three layers: the
first layer covers basic e-commerce concepts; the second focuses on online sales-specific
details; and the third categorizes agricultural products like oilseeds, herbs, and vegetables.
This structure aids in data analysis, more accurate recommendations, and effective product
management. Semantic Web Rule Language (SWRL) is used to create rules that infer valuable
information from the ontology, enabling the system to offer personalized recommendations
based on customer behavior, preferences, and past interactions. The algorithm combines
database management (DBMS) with SPARQL queries to extract relevant data, search the
database, and enhance recommendations using the ontology.

Performance evaluation results indicate that the system is effective in retrieving
relevant information, with high precision (0.90) and recall (0.85). Despite this, certain areas,

such as customer support and order management, received lower satisfaction scores,
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indicating room for improvement in these aspects. Overall, the system's average satisfaction
score (X= 4.24, SD = 0.60) reflects high satisfaction, with the system showing clear benefits
in product discovery, personalized recommendations, and customer experience, while also

identifying areas for further enhancement.

Keywords: Agricultural product, Ontology-based recommendation system, WooCommerce

platform, Wang Somza Local Enterprise Group
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Introduction

E-commerce has become a crucial element of business activities across numerous
industries. Advances in information and communication technology have not only transformed
consumer behavior but also emerged as a key enabler for market access to agricultural
products. This shift is especially evident in the digital age, where the popularity of online
shopping continues to rise (Li & Zhang, 2024). Utilizing online platforms to develop web
applications for product sales is a strategic approach to enhancing business performance by
increasing sales and expanding customer reach. Digital platforms also streamline transactions
and reduce operational costs (Ballerini, Herhausen & Ferraris, 2023) enabling small and
medium-sized enterprises to compete more effectively in highly competitive markets.

The agricultural product industry in the lower northern region of Thailand plays an
increasingly important role in driving economic growth. However, most local enterprise
groups that provide agricultural products still rely on traditional direct-sale methods, which
are insufficient to meet the demands of modern consumers and businesses. These groups
require efficient online systems that offer real-time order processing, immediate feedback,
and seamless delivery updates through digital channels (Kaul & Khurana, 2022). However,
some e-commerce platforms, while providing easy-to-use services for downloading and
setup, lack a recommendation engine to link product catalogs with related items. This
limitation results in inefficient promotion of products, hindering consumer decision-making.

The Wang Somgza Community in Phitsanulok Province is key to agriculture and
community development, producing unique agricultural products like fruits, vegetables, and
processed goods. It promotes these products through modern technology, including online
sales and participation in trade events. The community also developed OTOP tourism
programs to showcase its local culture, lifestyle, religion, and natural resources, offering a
diverse tourism experience by selling local products and connecting with nearby villages
(Chomphoopanya & Rojanatrakul, 2023). However, despite these efforts, the community
faces several challenges. A major problem is the reliance on traditional sales methods,
which hinders the full potential of its e-commerce platform. Additionally, the platform lacks
key digital features such as a recommendation engine, which limits its ability to effectively
link related products and personalize the shopping experience. Other challenges include
limited digital marketing expertise, insufficient data analytics for consumer behavior insights,
and inconsistent product presentation online. These issues reduce customer engagement,
limit sales growth, and make it difficult to meet the expectations of modern, tech-savvy

consumers. Implementing a recommendation system and strengthening digital capabilities
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would significantly improve user experience, increase sales, and support the community’s
long-term development goals.

An ontology-based recommendation system can benefit agricultural product businesses by
boosting sales, personalizing the customer experience, enhancing customer loyalty, and enabling
more precise marketing (Guia et al., 2019). It helps streamline inventory management,
improve conversion rates, and provides a competitive edge. By analyzing customer data,
businesses can make informed decisions that drive growth and enhance customer satisfaction.
The system offers personalized, context-driven product suggestions, improves recommendation
accuracy, and adapts to new products as the business expands. When integrated into
e-commerce platforms like WooCommerce—a popular extension of WordPress—this system
helps farmers manage various aspects of their business efficiently. It assists in creating
professional websites and enables fast, secure transactions, making it easier for customers to
complete payments. Additionally, using social media tools like Facebook and Instagram for
marketing can further boost customer engagement.

Ontology-based recommendation systems improve the accuracy of product
recommendations by creating models that link data and user behaviors effectively. By
suggesting new products or services that match user preferences, the system enhances the
overall user experience and supports business growth (Gharibi et al., 2024; Flachs et al., 2024).
This combination leads to increased sales and more relevant, personalized interactions with
customers.

This paper introduces an enhanced Ontology-Based Recommendation System for
the WooCommerce platform, tailored for the Wang Somza Local Enterprise Group in
Phitsanulok Province. The system is designed to improve the traditional WooCommerce
platform by offering semantic recommendations to consumers, enabling local businesses to
provide more personalized and relevant product suggestions. Consequently, this recommendation
system is anticipated to boost the profitability of local enterprises by driving higher sales
and improving customer satisfaction. By utilizing ontology-based models, the system can
deliver context-aware product suggestions, creating a more personalized shopping experience

for consumers while enhancing the overall effectiveness of the platform.

Materials and Methods

1. Analysis of Abilities and Extensions for E-Commerce in WordPress

The ideal e-commerce extension for WordPress depends on the size, goals, and
specific needs of businesses. Businesses should select the best platform for their operations.
The criteria for selecting a suitable platform for use in business organizations can be

assessed comparatively based on factors such as Target Audience, Payment Gateway
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Integration, Supported Product Types, Customization, User-Friendliness, Pricing, and Best
Suited. To show the best e-commerce store platform extensions in WordPress, alternative

extensions are compared, and the results are shown in Table 1.

Table 1: Comparison of E-Commerce Platform Extensions for WordPress (WooCommerce,

n.d.; Shopify, n.d.; Easy Digital Downloads, n.d.; WP Easy Cart, n.d.)

Feature WooCommerce Shopify Easy Digital WP Easy Cart
Downloads
Target General Full Digital product General
Audience e-commerce e-commerce sellers e-commerce
businesses platform businesses
Payment Wide range of Built-in Limited options ~ Moderate
Gateway options integration options
Integration
Supported Physical, Digital Physical, Digital  Digital only Physical,
Product Types Digital
Customization  Highly Limited Limited Moderate

Level customizable customization  customization customization
User- Easy to use Easy to use Easy to use Easy to use
Friendliness

Pricing Free, with paid Subscription- Free, with paid Free, with paid
Structure add-ons based add-ons add-ons

Best Suited For Highly Large-scale Sellers of digital ~ Small to

customizable

stores

businesses

goods

medium-sized

stores

From Table 1, the comparison of WooCommerce, Shopify, Easy Digital Downloads,

and WP Easy Cart reveals the unique strengths of each platform based on the specific needs
of businesses. WooCommerce stands out for its high level of customization, support for
both physical and digital products, and a wide range of payment gateway options. This
makes it ideal for businesses like the Wang Somgza Community, which requires flexibility
and customization, and can benefit from the addition of a recommendation engine to
enhance the shopping experience and drive sales. Shopify, while easy to use with built-in
features, is better suited for large businesses that prioritize convenience over extensive

customization, which may not meet the Wang Somgza Community’s requirements. Easy Digital
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Downloads and WP Easy Cart are more limited in terms of product types and customization
options, making them less appropriate for the community’s needs. Overall, WooCommerce
is the best choice for the Wang Somgza Community, offering flexibility, payment gateway

options, and features that can improve the shopping experience and increase sales.

2. Knowledge based-Ontology creation for Agricultural Product Electronic Commerce

The WooCommerce database is created using the MySQL database management
system and utilizes SQL commands for retrieving data from tables. WooCommerce adds
approximately 20 custom tables to the core WordPress database structure to support the
full functionality of the eCommerce system, including product management, order processing,
shipping, and payments (WebAppick, 2022).

The WooCommerce database can be transformed into a semantic knowledge base
through the use of ontology. The process starts by identifying key data tables, such as
product details, product types, customer data, promotions, delivery statuses, and customer
reviews, which will be converted into classes (uses simple class names) within the ontology.
Each class will represent a distinct group of related information.

Additionally, database fields that are linked to other tables will be turned into attributes in
the ontology, enriching the details of each class and establishing deeper connections
between data points.

Moreover, primary and foreign keys from the database will be utilized to define the
types of relationships between the classes in the ontology.

» Data Tables—>Classes in Ontology (1)

« Database Fields —>Attributes in Ontology (2)

+ Primary Key+Foreign Key—>Relationships in Ontology (3)

By applying equations 1-3 to the data tables, such as product details, product types,
customer data, promotions, delivery statuses, and customer reviews, the transformation
process can be explained in three main steps. The created Knowledge-based Ontology for
Agricultural Product Electronic Commerce using Protégé software is shown in Figure 1.

1.Tables — Classes:

ProductDetails — Product

ProductTypes — ProductType

CustomerData —> Customer

OrderDetail — Order

Promotions — Promotion

DeliveryStatus — DeliveryStatus
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CustomerReviews — Review

2.Fields — Attributes:

ProductName — P_name (Product)
ProductPrice — P _price (Product)
CustomerEmail — C_email (Customer)
ReviewRating — R _rating (Review)
PromotionDiscount — PD_discount (Promotion)
3. Primary Key/Foreign Key — Relationships:
PK(Customer) + FK(Order) — CustomerOrder
PK(Product) + FK(Order) — ProductOrder
PK(Customer) + FK(Review) — CustomerReview

PK(Promotion) + FK(Product) — PromotionProduct

! |
|
' |
| :
| (e )t
e
I \\ I - -
| )
Review J
| 3 B | X g
V_ T,
=
ProductType2
VY
o I P Herbs_and_Spice
| A
| = 8
(% N
| [ Customer ] |/7~»_{ Member ]
|- I
| I \
| I Product l e [ Cereals l
' |
| [
| Promotion | Vegetables_and_
| | Fruits
Layer 1 I Layer 2 | Layer 3
| |

Figure 1 : created Knowledge-based Ontology for Agricultural Product Electronic Commerce

From Figure 1, the ontology for online agricultural product sales is a system for organizing
and linking various data in an e-commerce environment, illustrating the relationships between key
components related to agricultural product sales on an online platform. This model
provides an overview of the different processes involved, such as order placement, product
delivery, and reviews, by consolidating these pieces of information in an organized manner.

It can be used for analysis, product recommendations, and efficient order management.
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The model is divided into three layers, comprising a total of 16 classes. The first layer
introduces fundamental concepts or classes. These serve as the basic structure for e-commerce
operations.

The second layer delves into details specific to online product sales, such as Order,
Customer, Product, and Promotion. This layer helps categorize and connect various data
elements appropriately. This allows the system to track the status of products or orders and
process data to enhance the customer experience.

The final layer defines specific categories of agricultural products, such as Oilseeds,
Animal Products, Herbs and Spices, Cereals, and Vegetables and Fruits, which are sold on
the platform. It also distinguishes between customer types, such as Normal Customer and

Member, to differentiate the benefits each group receives.

3. Semantic Rule Creation and Data Retrieval Using SWRL and SPARQL in Agricultural
Product Ontology

The five SWRL rules were created based on the opinions of 25 customers with
member status and 5 entrepreneurs/employees from the Wang Somza Local Enterprise Group in
Phitsanulok Province. The participants were selected using purposive sampling based on
specific criteria, which included:

Customer Member Status: Participants had to be members of the Wang Somza Local
Enterprise Group to ensure they had experience with the services and products offered by
the group.

Entrepreneur/Employee Status: Entrepreneurs or employees actively involved in the
group were selected to provide insights into business operations and product feedback.

This selection process ensured that the participants provided meaningful and
relevant insights for the development of SWRL rules in the agricultural product system.

The questions were set to create five SWRL rules, as shown in Table 2.

Table 2 : Creation of Semantic Rules for Inference in the Agricultural Product Ontology Based

on the Sample's Questions

Sample's Questions SWRL Rule SPARQL Query

1. What products are Customer(?c) A hasGender(?c, ?¢) A  SELECT ?customer ?gender ?age ?product
customers interested in hasAge(?c, ?a) A Product?p) A WHERE {
based on their gender and interestedin(?c, ) —»  ?customer a ex:Customer ;
age? Productinterest(?c, 7p) ex:hasGender ?gender ;
ex:hasAge ?age ;
ex:interestedin ?product .
?product a ex:Product .

}
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Sample's Questions

SWRL Rule

SPARQL Query

2. What is the list of items
that are of the same type as
the
interested in?

those customer s

Customer(?c) A interestedin(?c, ?p1) A
hasType(?pl, ?type) A Product(?p2) A
type) A

p2)

hasType(?p2,
differentFrom(?p1, —

SimilarProduct(?c, ?p2)

SELECT

DISTINCT ?customer ?baseProduct ?similarProd

uct
WHERE {
?customer a ex:Customer ;
exinterestedin ?baseProduct .
?baseProduct a ex:Product ;
ex:hasType ?type .
?similarProduct a ex:Product ;
ex:hasType type
FILTER(?similarProduct != ?baseProduct)
}

3. What is the list of products  Product(?p) /A hasRating(?p, ?r) A SELECT DISTINCT ?product

that have received the jsHighestRating(?r) —>  WHERE {

highest star ratings or the HighRatedProduct(?p) ?product ex:hasRating ?rating .

most popular views? Product?p) A hasViews(?p, v) A ?rating exisHighestRating true .
isMostPopularView(?v) — UNION {
PopularProduct(zp) ?product ex:hasViews ?views .

views ex:isMostPopularView true .
}
}

4. What is the list of herbal HerbalProduct(?p1) /A SELECT DISTINCT ?productl ?product2

product and its therapeutic  hasProperty(?p1, ?prop) N WHERE {

properties? haslngredient(?p1, ?ing) A ?productl a ex:HerbalProduct ;
HerbalProduct(?p2) A ex:hasProperty ?property ;
hasProperty(?p2, 2prop) A exhasingredient ?ingredient .
hasingredient(?p2, ing) A ?product2 a ex:HerbalProduct ;
differentFrom(zpt, 2) N ex:hasProperty ?property ;
SimilarHerbalProduct(?p1, 7p2) ex:haslngredient ?ingredient .

FILTER(?productl = ?product2)
}

5. What types of products Product(?p) A SELECT DISTINCT ?product

price promotions and have  hasPromotion(?p, ?promo) N WHERE {

the highest total sales? isReducedPricePromotion(?promo) A ?product ex:hasPromotion ?promo .
totalSales(?p, 2sales) A ?promo ex:isReducedPricePromotion true .
isHighestSales(?sales) - ?product ex:totalSales ?sales .

HighSalesReducedPriceProduct(?p)

?sales ex:isHighestSales true .

From Table 2, the development of Semantic Rules using SWRL (Semantic Web Rule
Language) is illustrated. SWRL is designed to create rules in the context of the web and
linked data, specifically for inferring information from the agricultural product ontology. Each
question in the table is associated with customer behavior, product ordering, and product

characteristics. By applying these semantic rules, relevant information can be extracted from
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a linked data ontology. Each row in the table contains a SWRL rule that defines the
relationships between various data elements within the ontology, along with a SPARQL
query used to retrieve that information from the database. This process helps provide

semantic recommendations embedded in WooCommerce.

4. Development of an Algorithm and Ontology-Based Recommendation System
for E-=Commerce Using the WooCommerce Platform

4.1 Development of an Ontology-Based Recommendation System algorithm

Table 3 : Pseudo Code of Recommendation System Algorithm

Algorithm : Recommendation System Embedded in the WooCommerce Platform

1 Keywords[] = Extract keywords based on the user’s clicks on WooCommerce
2 Function SearchiInDBMS(Keywords):
3 {
4 SQLQuery = "SELECT * FROM TableName WHERE field name = Keywords"
5 TableNames.append(TableName)
6 Return TableNames, Keywords
I }
8 TableNames, Keywords = SearchInDBMS(Keywords)
9 For i in SPARQLCommands :
10 If TableNames == ?ClassNames :
11 Result = Query Ontology
(i, Keywords)
12 Results.append(Result)
13 | Print(Results)

From Table 3, This algorithm is designed to process user data from WooCommerce
and generate personalized recommendations by combining information from a database
(DBMS) and reasoning through SPARQL (a query language for ontologies):

1. Extract Relevant Keywords : The algorithm begins by analyzing the user's click
behavior on WooCommerce to extract keywords that indicate their interest in products.
2. Search Data in the Database (DBMS) :
2.1 It uses the Search In DBMS function to create an SQL query that searches for
data in the database tables matching the extracted keywords.
2.2 The list of tables that match the keywords is stored in Table Names.
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3. Process Data with SPARQL Commands :

3.1 It loops through the SPARQL commands (used for ontology queries).

3.2 It compares the retrieved database tables with the classes in the ontology
(?ClassNames).

3.3 If a match is found, it queries additional information using SPARQL and stores
the results in Results.

4. Display Recommendation Results :

4.1 It prints out the list of recommendation results, displaying information or
keywords that match the user's interests.

4.2 Development of the WooCommerce Platform with an Ontology-Based

Recommendation System

‘?) Agricultural Products

Figure 2 : E-commerce home page

‘9 Wang Somza Local P Group In Customer profiles :
Woman, 45 Years

Product Catalog

M lipstick .Nail massage cream

Foot massage cream

Figure 3 : Semantic Recommendation Based on Customer Profiles and Similar Products
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‘9 Wang Somza Local Enterprise Group In Phitsanulok Province = Customer profiles :
I Woman, 45 Years

Your Cart

Order Summory

$132 =k $132

Figure 4 : Shopping Cart Process

Figures 2 to 4 illustrate the integration of an Ontology-Based Recommendation
System in the WooCommerce platform. Figure 2 shows the home page of the e-commerce
website, while Figure 3 includes semantic recoommendation functions, such as recommendations
based on Customer Profiles and Similar Products. These developed semantic recommendation
functions will help customers make better decisions when purchasing product items. When
customers click on the shopping cart to buy product items, they will be taken to the

shopping cart process shown in Figure 4.

5. Performance Assessment of the Ontology-Based Recommendation System
and E-commerce Web Application

The three specialists in information technology and local product commmerce were
selected through purposive sampling, based on their expertise in the development and
implementation of e-commerce systems, as well as their knowledge of local product
markets. They defined the expected keywords covered by the five questions in Table 2.
These defined keywords were then used to assess the performance of the knowledge base
recovery, measuring the effectiveness of the ontology and the rules created, as shown in
Table 4.
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Table 4 : Expected Keywords for Measuring the Effectiveness of the Ontology and the Rules

Question

Expected Keywords

1. What products are customers
interested in based on their

gender and age?

Product

Name (e.¢., Mango, Rice), Product Interest, Product

Customer Name, Gender, Age, Agricultural

Category (e.g., Fruit, Grains)

2. What is the list of items that
are of the same type as those

the customer is interested in?

Customer Name, Agricultural Product Name, Product
Type (e.g., Organic, Processed), Similar Products, Product

Category (e.g., Vegetable, Herb)

3. What is the list of products
that have received the highest

star ratings or the most popular

5 Stars),

Reviews,

Product Name,
(e.g., Likes),
Product Category (e.g., Fresh Produce, Packaged Goods)

Agricultural Rating (e.g,,

Popularity Views, Customer

views?

4. What is the list of herbal Herbal Product Name, Ingredients (e.g., Turmeric,
product and its therapeutic Ginseng), Properties (e.g., Anti-inflammatory), Symptoms
properties? Treated (e.g., Pain Relief, Digestion), Product Category

(e.g., Medicinal Herbs)

5. What types of products price
promotions and have the highest

total sales?

Agricultural  Product Name, (e.g,

Discount, BOGO), Price (e.g., Sale Price, Original Price),

Promotion Type

Total Sales (e.g., Units Sold), Product Category (e.g.,
Grains, Vegetables)

The formulas for precision, recall, and F-measure are calculated to metric the

relevance and accuracy of the results returned by the ontology. Precision measures the

percentage of relevant results, recall measures the percentage of relevant results retrieved,

and F-measure balances both metrics, as shown in Equations (4)—(6).

True Positives

Precision = — — (a)
True Pnzirivas+False Pngirivas
True Positives
Recall = — - (5)
True Positives+False Negatives
Precisionx Recall
Fl=2x (6)

Prarizimm+ Rerall

The E-commerce Web Application is assessed by 25 customers with member

status and 5 entrepreneurs/employees from the Wang Somza Local Enterprise Group in

Phitsanulok Province. The average (X)) and standard deviation (SD.) are used for data analysis and

interpretation.
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Results and Discussion

1. The result of the performance of knowledge base recovery, which measures the

effectiveness of the ontology and the rules created, is shown in the bar chart in Figure 5.

Precision, Recall, and F-measure for Each Question
S0 0.57 0.88 Precision
® 053 0.84 - Recall
0.80 079 . F-measure
0.8 0.78
0,75 0-76 0,75
0.6
w
o
51
o
w
0.4
0.2
0.0 -
Question 1 Question 2 Question 3 Question 4 Question 5
Questions

Figure 5 : result of the performance of knowledge base recovery

From Figure 5, the results in this table show the values of Precision, Recall, and
F-measure for each question. The high values of Precision and Recall indicate that the
model is accurate and able to retrieve relevant results effectively. For the first question,
Precision is 0.90 and Recall is 0.85, demonstrating a high ability to predict correct answers
and retrieve relevant results. The F-measure is 0.87, representing a good balance between
both Precision and Recall when compared to other questions. The results still show good
performance in predicting the most important data. Precision and Recall values may
decrease in Question 4, where Precision and Recall are the lowest at 0.75 and 0.76,
respectively. This indicates a drop in performance compared to other questions. Although
the F-measure still reflects overall performance, the decrease in these values suggests areas

that can be improved to enhance performance in these areas.

2. The result of the E-commerce Web Application's performance assessment from 30

users is shown in Table 5.
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Table 5: User Satisfaction with the E-commerce Web Application's Performance
Assessment Topic X SD Satisfaction ~ Ranking

Level
1.Security and Payment Systems 421 042 High 6
2.Product Information Accuracy 455 0.35 High 1
3.Performance and Load Time 445  0.56 High 2
4.Visual Appeal of the Website 441 045 High 3
5.Mobile Responsiveness and Compatibility — 4.28  0.64 High 5
6.User Experience (UX) and Interface Design  4.30  0.69 High a4
7.Ease of Navigation and Site Structure 430  0.57 High 4
8.Product Discovery and Search 418 0.72 High 7
Functionality
9.Checkout Process and Efficiency 391 077 High 8
10.Customer Support and Order 376 081 High 9
Management
Sum Average 4.24  0.60 High

Table 5 shows that the overall average score (X = 4.24, SD = 0.60) reflects high
satisfaction, but there are areas that could be improved to further enhance the user
experience. The results of the user satisfaction assessment for the performance of the E-
commerce application across 10 key topics indicate that the application received high
ratings in areas such as Product Information Accuracy (X= 4.55, SD = 0.35) and Performance
and Load Time (X= 4.45, SD = 0.56), suggesting positive feedback regarding the accuracy of
product details and the application's speed. However, Customer Support and Order
Management (X = 3.76, SD = 0.81) received the lowest score, indicating dissatisfaction in this

area, with variations in user opinions.

Using ontology in a recommendation system not only enhances data management
efficiency but also allows integration with a semantic rule engine to retrieve information at a
deeper level, down to the data record level, which may have varying conditions within the
system. This integration offers greater flexibility compared to using DBMS and SQL directly,
which may limit the retrieval of complex or condition-specific data. By utilizing a semantic
rule engine alongside ontology, the system can better understand the meaning of data and
the relationships between different pieces of information, allowing for more accurate

identification of relevant data that meets user needs. In contrast, using DBMS and SQL may
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require complex queries and may be limited in flexibility when retrieving data with special
conditions or when dealing with non-static, unstructured data.

Ontology-based recommendations can support personalized searches for related
knowledge within the scope of the knowledge base, thereby recommending inferential
results. This approach is supported by several studies. For instance, a study on personalized
activity eCoaching proposes a semantic ontology model to annotate Al predictions, forecast
outcomes, and account for personal preferences, thereby conceptualizing a personalized
coaching experience (Chatterjee et al, 2023). Similarly, research on healthy food recommender
systems for obesity utilizes ontology and Semantic Web Rule Language (SWRL) to represent
and process knowledge, enabling the development of rules for generating physical activity
recommendations based on user preferences (Aditya et al., 2023).

Therefore, the combination of ontology and semantic rule engines enables the
recommendation system to access data at a deeper level and adapt to various conditions

and situations with maximum efficiency.

Conclusions

In conclusion, integrating ontology-based recommendation systems with semantic
rule engines in the context of agricultural product e-commerce on the WooCommerce
platform for the Wang Somza Local Enterprise Group in Phitsanulok Province offers a
promising approach to enhancing online sales and customer experience. The ontology
system effectively organizes and links key data elements, such as orders, products, and
reviews, into a structured framework. This structure improves the system’s ability to analyze,
recommend, and manage orders efficiently. The model's three-layer design—covering
fundamental e-commerce concepts, product sales details, and agricultural product
categories—provides a more comprehensive understanding of the relationships between
different components of the system. By utilizing Semantic Web Rule Language (SWRL) and
SPARQL, the system can create rules and retrieve data that reflect the customer's preferences
and purchase history, resulting in more accurate and personalized recommendations.
Combining ontology with a semantic rule engine not only improves data management but
also provides deeper, context-aware analysis. This combination offers greater flexibility and
adaptability compared to traditional DBMS and SQL-based systems, especially when
handling complex or condition-specific data and unstructured information that conventional

methods struggle to process efficiently.
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Presentation Techniques of Travel YouTubers:
A Case Study of the “Go Went Go” YouTube Channel

Phanthakan thanon!
Chanapat Panomvan Na Ayuthaya?

Matimon Songkhunawedh?

Abstract

YouTube has become a highly influential platform among contemporary audiences.
This academic article examines the content presentation techniques employed by the
travel YouTuber from the channel Go Went Go, with a focus on the audiovisual
elements used in six of the channel’s most popular videos from the year 2024. These
selected videos each garnered over one million views and more than 500 comments,
indicating significant audience engagement. The study reveals that Go Went Go
strategically integrates visual and auditory components to craft a compelling narrative
experience. The channel demonstrates a sophisticated approach to storytelling through
five key presentation techniques that effectively capture viewers’ attention and create
an immersive viewing experience : 1) Framing and Shot Size The videos often begin with
wide-angle shots to establish the context of the destination, followed by medium-close
shots to highlight actions, interactions, and emotional expressions of individuals.
2) Camera Angles Eye-level shots are predominantly used to create a sense of intimacy
and connection with the audience. Camera angles are also carefully chosen to
correspond with color tones and narrative flow, contributing to a cohesive visual
experience. 3) Use of Color — Color is employed to guide emotional tone and pacing.
Skin tones serve as visual anchors within the frame, while complementary color schemes
are harmoniously juxtaposed to enhance visual appeal without causing dissonance.
4) Sound Design Narration by the host is interwoven with ambient sounds from local
environments, reflecting cultural and social dimensions. Music and sound effects are
thoughtfully selected to deepen the viewer’s emotional engagement and stimulate
imagination. 5) Special Effects and Visual Enhancements The use of typography, infographics,
still images, and aesthetically pleasing photography further enriches the viewing experience,
making the content both informative and visually captivating. In conclusion, Go Went Go
exemplifies a well-considered and detail-oriented approach to audiovisual storytelling.
The channel's presentation techniques offer a noteworthy model for travel content
creators in the digital era, highlighting the importance of intentional design in audience

engagement and narrative construction.

Keywords: YouTuber, Travel, Travel YouTuber, Presentation Techniques, Go Went Go
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Applying Scratch Programming in Experiential Marketing Design: An

Interactive Tool for Enhancing Consumer Engagement in the Digital Age

Pitakpong Kompudsa'
Abstract

Scratch is a block-based programming language designed with a visual interface
where code blocks snap together like jigsaw puzzle pieces. This drag-and-drop system allows
users to sequence commands logically, helping learners understand computational thinking
without having to worry about programming syntax. Currently in version 3.0, Scratch has
been widely applied in education, game development, and the creation of interactive
multimedia. Although Scratch is well known in educational and technological fields, its
application in business contexts remains limited, despite its potential to create engaging and
participatory content. This academic article aims to explore the application of Scratch in
designing experiential marketing. The case study presented involves a fictional enterprise,
the Sea Conservation Community-based Seafood Processing Enterprise, to illustrate how this
concept can be applied in real-world settings. The findings show that Scratch has strong
potential as a tool for experiential marketing across all five dimensions: Sense (sensory
experience), Feel (emotional engagement), Think (cognitive and creative stimulation), Act
(behavior and lifestyle), and Relate (social identity). Scratch enables the delivery of
immersive experiences to consumers, effectively communicating product stories, production
processes, and cultural values in an engaging, fun, and accessible way. Moreover, it
empowers community members to create their own content without relying on external
experts supporting sustainable community development through appropriate technology

use.

Keywords: Scratch programming, Experiential marketing, Consumer-brand engagement
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@mauﬁ’amaﬂﬂmﬂsmuﬂﬁj (MIT Media Lab., n.d.)

1. 59s5unsdeulusunsudenmuuuldneu (Interactive Visual Programming) 1390
TWsunsuldguuuunsideulusunsunuuudon figldaunsaainuazisudenddsliagsitene
g ldidlandnnisvinauvedusunsy Wu 819U (sequence) 115918 (loop) wazidewly
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Ufiduius eidBeslugunuuse 4 16 wu G nedoulm viedenlianud wangdms
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3. sm%’mzwL'E"auisul,l,asmmauauawm;ﬂ%’ (Event-driven Programming) laglusunsu
flszuummhanuluuneuaussemnnsal (event) W Wedldnady naulufiud wiendniund
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36N13
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The Influence of Brand Credibility on Consumer Loyalty in the Digital Era

Zhe Wang'
Thanakorn Sirisugandha?

Surachai Kungwon?
Abstract

Brand credibility is a key factor influencing consumer trust and purchasing behavior.
It also plays a vital role in building long-term relationships between brands and target
audiences, especially in the digital era where online information such as product reviews,
electronic word- of- mouth, and social media advertising significantly shapes consumer
attitudes. This article aims to explore the components of brand credibility, including
transparency, content accuracy, source expertise, and honesty in communication. It also analyzes
the impact of credibility on building trust in products and services. Furthermore, the study
proposes strategic approaches to enhance brand credibility in response to the rapidly changing
environment and to increase brand competitiveness in today’s market. The article contributes
to the existing body of knowledge on brand credibility in the digital context, particularly under
conditions where information is distorted, such as exaggerated advertising or a lack of
transparency in communication, which undermines consumer trust. It expands the current
understanding by highlighting the deeper effects of credibility on purchase decisions and
brand loyalty in a complex and highly competitive environment. The lead to strategic
recommendations that can be practically applied to foster long-term brand- consumer

relationships and enhance business competitiveness in the challenging digital age.
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AUy dediolunsndudn (Brand Credibility) Wutladsdfayiidawasonulindawasnis

Y

andulavesduslaalugatagdu llavuedafissmsshwinmanvalnieuen udasounguaanis
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Lméaﬁmmaﬂﬂﬁﬁamﬁﬁdu (Hovland, Janis & Kelley, 1953 91989lu Khoa & Nguyen, 2020) %QL‘TJU
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@15989nN15UL@UD (Fransson & Bennesved, 2023)

uaﬂmﬂﬁjﬁﬁﬂwéﬁwuﬁﬂ%’aﬁuaﬂmﬁamﬂmmLG?Jlmsmiy,LLam’;’mmﬁmﬂﬁ]ﬂdnﬁaﬂﬁ]ﬁs
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ddlU wazAnaagala (Attractiveness) dsdeifiumnutndefevesuvasdoyaiinaotrsnnsonis
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wanfuaiietaglunisdnduls snadeidmemmduiusszminnmnindeievesundsteyadu
arusiladelfuandvifivinnisioansiifinunmuazindefioaunsnfineudoiuveuslnaly
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UnsnunitagieaudeluusindBuarBufitisuniuuarsonumieuresaudn vaeil Fransson
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oyafieiinaulindavesgniesulay aenadesiy Rusdiana, Suroso way Suwandari (2020)
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