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Statement from the Managing Editor

It is our privilege to enhance our Editorial Board with well known and respected
experts, who I am sure, will facilitate our journal to evolve to the next level. It is
also pertinent, at this point, to thank our current board members, reviewers and
contributors who have helped us in making significant improvements to the
journal over the past decade. As with previous issues, it is encouraging to see the
younger generation of researchers from our institution and others, sending in
their manuscripts.

In our first article, Siamwalla examines the antecedents of British expatriates’
adjustment in Thailand. Her article offers several important implications for
multinational companies who send expatriates, especially from western coun-
tries with their highly individualistic cultures, to the more collectivist cultures of
Asia. Leejoeiwara, in our second article, studies a trend that is becoming more
popular in the world of education; students’ intention to enroll for postgraduate
study courses online. Her findings indicate that Thai students’ self-efficacy, tech-
nology and resource facilitation as well as interpersonal influences were signifi-
cant influences on their decision to take up online study. Another growing trend
in Thai society is consumers’ patronage of lifestyle centers which have mush-
roomed all around Bangkok. Pattarakitham examines the factors that result in
both revisit intention and desire to stay. Based on her findings, she offers several
important recommendations to marketers of lifestyle centers so as to enhance
customers’ experience. Our fourth article by Rungtrakulchai focuses on how
customers perceive price deals, quality and brand equity for a high involvement
product. The author cautions marketers to be wary of price promotion activities
as unsatisfying price deals can create negative brand associations and brand knowl-
edge even for high involvement products. With the number of travelers increas-
ing globally, Sangkatat na Ayutthaya has examined passengers’ perceived ser-
vice and brand image and the impact these have on repurchase intention toward
low-cost carriers. Her findings are especially relevant in the Thai tourism sector
where the number of low cost carriers as well as the competition among airlines
is ever increasing. Finally, Jantasri and Wannarat examined Thai customers’ in-
tention to adopt restaurant websites. Interestingly, trialability and observability
were significant factors which developers should pay special attention to when
designing their websites.

I want to encourage both new and long-time readers to write for the Journal.
Make the next issue of the Journal the one in which your own article appears,
thereby making it personally historic for you as you contribute to the knowledge
base of business.

Happy New Year!

Patricia Arttachariya, Ph.D.
Managing Editor
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Statement of Editorial Policy

AU Journal of Management is an interdisciplinary journal that welcomes sub-
mission from scholars in disciplines related to business and management (e.g.
marketing, finance, economics, accounting) and from other related disciplines
(e.g. education, IT). The journal is multidisciplinary in scope and interdiscipli-
nary in contents and methodology.

AU Journal of Management accepts both research and academic papers. Quan-
titative and qualitative methodologies are both encouraged as long as the studies
are methodologically rigorous. The journal does not publish manuscripts about
teaching materials/methods, articles that merely criticize previous work, or those
aimed solely at business practitioners. On the other hand, articles that discuss
theoretical, empirical, practical or pedagogical issues are welcome.

AU Journal of Management is published twice a year, in January and June.
Manuscripts are accepted on the understanding that they have not been, nor will
be, published elsewhere. Based on the decision of the editors, manuscripts will
be submitted to a double blind review. The final decision on publication rests
with the Managing Editor.

A set of detailed guidelines for authors can be found on the back pages of the
journal. All manuscripts on acceptance become the copyright of Assumption

University.

Please send your submissions via email to patriciartt@au.edu.
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FACTORS AFFECTING BRITISH EXPATRIATES’ ADJUSTMENT IN THAILAND

Yanida Siamwalla
Martin de Tours School of Management and Economics, Assumption Univerisy

Abstract

Building on literature relating to expatriate adjustment, this study attempted to identify factors
that affect individualistic expatriate responses to cross-cultural adjustment in a collectivist culture. This
study examines empirically the degree to which 387 British expatriates have adjusted themselves in
terms of interaction, general/cultural and work adjustment in Thailand. It also analyzes the expatriates’
adjustment antecedents which are personal factors, work related factors and cultural factors. Multiple
regression analysis exhibited that expatriates’ work related adjustment were affected by spouse and
family adjustment, social support and role discretion. The cultural factors showed no effects on all
dimensions of British expatriates’ adjustment. Implications for future research and practice are dis-
cussed.

Keywords: Expatriate Adjustment, Self-efficacy, Language Fluency, Culture Novelty, Cultural
Intelligence
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INTRODUCTION

Globalization has created opportunities for
Multinational Companies (MNCs) to expand busi-
nesses ranging from exporting to foreign direct in-
vestment (FDI) (Phatak, Bhagat, & Kashlak,
2009). MNCs implement an expatriation strategy
to ensure successful competitive outcomes (Cullen
& Parboteeah, 2008; Perkins, 1994; Tung, 1982)
which are to control and coordinate their interna-
tional business operations (Harzing, 2001), to de-
velop a potential employees as a career advance-
ment (Takeuchi, Tesluk, Yun, & Lepak, 2005), to

transfer technology, knowledge and skills (Huang,
Chi, & Lawler, 2005), and to establish new for-
eign markets (Scullion & Brewster, 2001).
During an international assignment, expatriates
have to live and work in a new cultural setting,
and experience different role behaviors that local
people might expect from them. To perform their
work and live comfortably in the new cultural so-
ciety, expatriates need to be culturally sensitive
(Moran, Harris & Moran, 2007). To manage cul-
tural differences, Ang, Van dyne, Koh, Ng, Templer
and Tay (2007) recommended the concept of cul-
tural intelligence. A cultural intelligent expatriate



is aware of the cultural differences by carefully
observing the host cultural practices, decodes cul-
tural messages from locals, and responds correctly
to local people. Expatriates who respond to local
employees with different behaviors might face the
discomfort of being treated as outsiders.

According to Wang (2001), there is a lack of
research regarding the expatriate’s interpersonal
interactions within the local culture. In addition,
the cultural distance between the expatriates and
the locals can cause difficulties to expatriate ad-
justment (Peltokorpi, 2008; Rarick, 2002). How-
ever, the difficulties caused by the distance between
cultures can be solved by being a culturally intelli-
gent expatriate who is aware of cultural differences,
knowledgeable of both cultures, and motivated to
behave appropriately in the particular culture. Thus,
the expatriate’s social support and cultural intelli-
gence will be integrated into the proposed frame-
work to test for the most influential factors that
affect expatriate adjustment in this study.

Many European based MNCs have increased
their presence and significance to counteract glo-
bal competition (Scullion & Brewster, 2001). UK
products imported to Thailand grew by double dig-
its for 4 consecutive years (British Chamber of
Commerce Thailand [BCCT], 2012). In 2011, the
bilateral trade and investment between two coun-
tries reached just under £5 billion. UK investors
ranked number one in terms of the number of ex-
patriates among the European countries (Depart-
ment Of Employment, 2011). The United King-
dom is ranked as the largest EU investors in Thai-
land (BCCT, 2012). It is necessary to understand
various factors that facilitate the cross-cultural ad-
justment of the British expatriates in Thailand.
Therefore, the problems here are the extent to
which British expatriates adjust to Thai culture and
which factors among personal factors, work fac-
tors and cultural factors are most influential to their
cross-cultural adjustment in Thailand.

LITERATURE REVIEW

According to Huang et al., (2005), expatriate
adjustment is a process of experience adjustment
or the process through which an expatriate feels
comfortable with a new environment and harmo-
nizes with it. According to Selmer (2006a), expa-
triate adjustment can be referred not only to the

ability to fit in to new environment but also the
capability to interact effectively with the locals. But
the expatriates should be psychologically comfort-
able in dealing with work in that environment
(Aryee & Stone, 1996; Fenner & Selmer, 2008).
Relocating expatriate employees to work in other
countries exposes them to different cultures. They
need to adjust to live and to work in different cul-
tural settings. Hence, the terms expatriate adjust-
ment and cross-cultural adjustment are sometimes
used interchangeably.

The concept of adjustment has been discussed
and empirically confirmed to be multi-dimensional
in the expatriation literature (Aycan, 1997; Shaffer,
Harrison, & Gilley, 1999). Expatriate’s adjustment
can be divided into three distinct facets: work ad-
justment, cultural adjustment and interaction ad-
justment (Black, 1988; Black & Gregersen, 1999;
Black & Mendenbhall, 1991; Black, Mendenhall&
Oddou, 1991; Black & Porter, 1991). The ‘work
adjustment’ occurs when an individual needs to
adjust to new work and role requirements, work
responsibilities, work difficulties and work abili-
ties (Black, 1988; Black et al., 1991). The ‘cul-
tural adjustment’ which Black (1988) termed ‘gen-
eral adjustment’, includes living conditions and cul-
tural differences and refers to non-work issues such
as food, weather, transportation, school and en-
tertainment. The ‘interaction adjustment’ refers to
interpersonal relationship by socializing with the
local people. Black et al. (1991) strongly suggested
that each dimension of international adjustment
should be treated separately from others as a mul-
tidimensional concept (Selmer, 1999). However,
the three facets of expatriate adjustment are the
main predicted variables emphasized in this study.

Black et al., (1991) proposed a framework to
integrate many sets of variables that could predict
the three facets of expatriate adjustment. This
framework has been tested by many researchers in
order to confirm the ability of the three facets to
predict expatriate adjustment. Those independent
variables are personal factors, work and non-work
factors, organization culture and socialization fac-
tors. Shaffer et al. (1999) extended the model with
some of the moderating factors which are posi-
tional factors and two additional personal factors
and empirically tested the whole concept. This
study’s proposed framework integrates the mod-
els by both Black et al. (1991) and Shaffer et al.
(1999). Additionally, this research framework also



includes social support factors and cultural intelli-
gence factors to examine the significant variables
that affect British expatriates in Thailand.

RESEARCH OBJECTIVES/HYPOTHESES

The main objective of this research is to exam-
ine the personal factors, work factors and cultural
factors that can influence the cross-cultural adjust-
ment of British expatriates in Thailand. The per-
sonal factors include self-efficacy, spouse/family
adjustment, previous overseas experience, and
host-country language fluency. The work factors
that influence work adjustment in this study include
work role clarity, work role discretion, work role
conflict, work role novelty, work role overload,
social supports, and hierarchical level. The cultural
factors included in this study are cultural novelty
and expatriate’s cultural intelligence.

Factors Hypothesized to Influence Expatriates’
Adjustment

Self-efficacy is found to have a positive asso-
ciation with expatriate psychological adjustment
(Fenner & Selmer, 2008), social adjustment (Gong
& Fan, 2006) and is a strong predictor of the role
change to achieve high job performance (Nicholson
& Imaizumi, 1993). Bhaskar-Shrinivas, Harrison,
Shaffer, and Luk (2004) found a positive relation-
ship between self-efficacy and interaction adjust-
ment but not work adjustment. Expatriates who
have self-efficacy or belief in their abilities to ad-
just to new cultural environments will have better
work adjustment, general adjustment and interac-
tion adjustment. Thus,

Hypothesis 1: Self-efficacy has a posi-

tive influence on the general adjustment,

interaction adjustment and work adjust-

ment of British expatriates in Thailand.

It is widely accepted in the expatriate litera-
ture that spouse adjustment is a very important
factor in the expatriate’s adjustment (Aycan, 1997,
Black, 1988; Black & Gregersen, 1991; Nicholson
& Imaizumi, 1993). The study done by Kraimer,
Wayne, & Jaworski, (2001) reported no relation-
ship of spousal support on expatriate adjustment.
Caligiuri (2000) found that family adjustment was
significantly related to expatriate’s general adjust-

ment. The result from Lee and Liu’s (2006) study
found spouses adjustment to have a significant
positive relationship with the expatriates’ cross-
cultural adjustment. However, spouse/family ad-
justment was also reported to have a weak posi-
tive relationship with interaction adjustment and
work adjustment (Bhaskar-Shrinivas et al., 2004).
Therefore, the family/spouse adjustment is ex-
pected to have an influence on the cross-cultural
adjustment of the expatriate. Hence,

Hypothesis 2: Family/spouse adjust-
ment has a positive influence on the gen-
eral adjustment, interaction adjustment
and work adjustment of British expatriates
in Thailand.

In the expatriate literature, overseas experi-
ences such as living and working in foreign envi-
ronment provide expatriates with confidence, skills
and abilities to adjust to the general living envi-
ronment and to interact and behave to meet the
expectations of the locals. Parker and McEvoy’s
(1993) study found that the previous overseas ex-
periences had a significant positive relationship with
general adjustment but the overseas experiences
showed no significant relationship with the work
adjustment. Fenner and Selmer (2008) also re-
ported no significant relationship between over-
seas experiences to expatriate’s psychological ad-
justment. Another research found that previous
overseas experience has significant positive rela-
tionship to work and interaction adjustment only
(Bhaskar-Shrinivas et al., 2004). Thus,

Hypothesis 3: British expatriates’pre-
vious overseas experiences have a posi-
tive influence on their general adjustment,
interaction adjustment and work adjust-
ment in Thailand.

Knowing the host country language will facili-
tate the interaction with the locals and help obtain
general information regarding the host environment
and work related information (Black et al., 1991;
Mendenhall & Oddou, 1985). It also involves learn-
ing the culture which helps expatriates to over-
come cultural barriers (Takeuchi, Yun, & Telsuk,
2002). Freeman and Olson-Buchanan’s (2013)
online survey of expatriates in 30 countries found
that local language fluency has predicted all three
expatriate adjustment. Selmer (2006b) studied the
Western expatriates in China and found that de-



spite the local language fluency’s strong positive
relationships with interaction and general adjust-
ment, it had a weak relationship with work adjust-
ment. However, Bhaskar-Shrinivas et al. (2004)
found the host country language fluency to have
positive relationship with both general living ad-
justment and interaction adjustment but not with
work adjustment. Thus,
Hypothesis 4: British expatriates’ Thai

language fluency has a positive influence

on their general adjustment, interaction

adjustment and work adjustment.

There are five work roles related to expatriate
work adjustment. Role clarity involves the clarity
of expatriate’s scope of responsibility and others’
expectations of expatriate’s performance. Morley
and Flynn’s (2003) study shows role ambiguity
(lack of role clarity) has a significantly negative
relationship with work adjustment (Black, 1988;
Forster, 1990) but not on the expatriate general
and interaction adjustment. Shaffer et al.’s (1999)
study found the strongest positive effect of role
clarity on expatriate work adjustment (Bhaskar-
Shrinivas et al., 2004). This study also predicted
positive relationship between work role clarity and
expatriate adjustment. Thus,

Hypothesis 5: British expatriates’role
clarity has a positive influence on their
work adjustment in Thailand.

Role discretion is defined as the expatriate’s
opportunities to change the components and rela-
tionships of role demands (Black, 1988), or the
degree that expatriates is allowed to change the
new work role to fit his/her abilities (Andreason,
2008). Fenner and Selmer (2008) reported a sig-
nificant positive association between role discre-
tion and the expatriate’s psychological adjustment.
Selmer and Fenner (2009) who studied personnel
from public sector found no relationship between
role discretion and work adjustment. Bhaskar-
Shrinivas et al. (2004) found very strong relation-
ship between role discretion and work adjustment.
Therefore, role discretion is expected to have a
positive relationship with work adjustment. Thus,

Hypothesis 6: British expatriate’s role
discretion has a positive influence on their
work adjustment in Thailand.

Role conflict is referred to as conflicting ex-

pectations regarding work role or the expatriate’s
expected behaviors do not fit the new culture
(Andreason, 2008). Morley and Flynn (2003) found
the negative relationship between role conflict and
work adjustment (Aryee & Stone, 1996; Bhaskar-
Shrinivas ét al., 2004, Bhaskar-Shrinivas, Harrison,
Shaffer, & Luk, 2005; Black & Gregersen, 1991).
Some studies found no relationship between role
conflict and work adjustment (Selmer & Fenner,
2009; Shaffer et al., 1999). This study therefore
hypothesizes the role conflict as:
Hypothesis 7: British expatriates’role
conflict has a negative influence on their
work adjustment in Thailand.

Role novelty is defined as the role differences
between the current foreign assignment and the pre-
vious one (Andreason, 2008; Nicholson &
Imaizumi, 1993). Role novelty was reported to
have no significant relationship with work adjust-
ment (Bhaskar-Shrinivas et al., 2004; Bhaskar-
Shrinivas et al., 2005; Black, 1988; Shaffer et al.,
1999). In contrast to Nicholson and Imaizumi’s
(1993) study, the result of this research showed
that role novelty had a negative relationship with
work adjustment. Hence,

Hypothesis 8: British expatriates’role
novelty has a negative influence on their
work adjustment in Thailand.

The most obvious cause of stress for
expatriate’s work adjustment is overload demands
that rise from the expatriate’s new position (Morley
& Flynn, 2003) or when the expatriate might not
have the ability to comply with the work demands
(Karasek, 1979). Role overload was reported to
have a weak negative relationship with the expa-
triate adjustment (Fenner & Selmer, 2008). The
inconsistent results showed no relationship between
role overload and work adjustment in the studies
of Black (1988) and Morley & Flynn, (2003).

Hypothesis 9: British expatriates’role
overload has a negative influence on their
work adjustment in Thailand.

Social support from multiple sources in the host
country will be very useful in adjusting to the new
culture. Caligiuri’s (2000) study found a negative
linear relation between the amount of contact with
host nationals and the adjustment which indicated
that social supports from other expatriates are pref-



erable as compased to host nationals. On the other
hand, many studies found positive cross-cultural
adjustment with social support from the host
country’s supervisors and coworkers (Shaffer et
al., 1999; Caligiuri & Lazarova, 2002; Lee & Van
Vorst 2010) and Thus,

Hypothesis 10: Social support has a
positive influence on the general adjust-
ment, interaction adjustment and work
adjustment of British expatriates in Thai-
land.

The hierarchical power of authorities can have
an influence on how the work role would require
expatriates to interact with host country nationals.
The level of hierarchy and type of functional work
was found to have a moderating effect between
the predictors and the expatriate work adjustment
and interaction adjustment (Andreason, 2008;
Feldman & Tompson, 1993). However, the higher
the level of hierarchy or greater the number of
workers/subordinates to manage, to interact and
to work with, the more the stress and difficulty for
expatriates to adjust. Hence, the hypothesis set for
hierarchical level to have negative relationship to
all three facets of adjustment is,

Hypothesis 11: Hierarchical power has

a negative influence on the general adjust-

ment, interaction adjustment and work

adjustment of British expatriates in Thai-
land.

The result from Caligiuri (2000) study showed
that cultural difficulty had no relationship with the
cross-cultural adjustment (Selmer, 2006b).
Takeuchi et al. (2002) found that cultural novelty
was negatively related to the work adjustment. In
Bhaskar-Shrinivas et al. (2004) the meta-analysis
reported that cultural novelty had a significant
negative relationship with the three dimensions of
expatriate adjustment. Zhou and Qin’s (2009) study
found no significant correlation between work ad-
justment and cultural distance but negative asso-
ciation between cultural distance, general adjust-
ment (Manev & Stevenson, 2001) and interaction
adjustment. Ward and Kennedy (1993) found cul-
tural distance was significantly related to socio-
cultural adjustment. Hence,

Hypothesis 12: Cultural novelty has a
negative influence on the general adjust-
ment, interaction adjustment and work

adjustment of British expatriates in Thai-
land.

Cultural intelligence has been identified as a
multidimensional construct consisting of
metacognitive CQ, cognitive CQ, motivational CQ
and behavioral CQ (Ang et al., 2007; Earley &
Mosakowski, 2004; Ng, Van Dyne, & Ang, 2009).
Templer, Tay and Chandrasekar (2006) studied the
motivational CQ and had found significantly posi-
tive relationship with cross-cultural adjustment.
Motivational CQ seems to be the most important
factor to gain confidence to initiate contacts, and
to be persistent to overcome cultural obstacles.
Thus,

Hypothesis 13: Cultural intelligence
has a positive influence on the general
adjustment, interaction adjustment and
work adjustment of British expatriates in
Thailand.

METHODOLOGY

Data were obtained from expatriates by a struc-
tured questionnaire using convenience sampling
and the snow ball method. The samples were 387
British expatriates currently working in Thailand.
Two hundred and seventy (69.8%) of the respon-
dents are males, 34.7 percent of the expatriates
are in the age group between 30 and 39 and nearly
80 percent of the respondents are below 50 years
old and 198 were single (51%). There are 218
(56.3%) respondents who claimed that they are
able to communicate in Thai adequately. Two hun-
dred forty nine (64.3%) respondents said they had
previous overseas experience and 219 (56.5%)
expatriates had tenure in Thailand for more than 4
years.

The original measure for expatriate adjustment
consisted of 11 items which were taken from Black
(1988). Additional 11 items were added to apply
Thai culture. Response scale ranged from ‘1 = very
difficult to adjust’ to ‘5 = very easy to adjust’. The
22 individual items were factor analyzed and re-
vealed three distinct factors. The 12 item of expa-
triate work adjustment reports Cronbach’s Alpha
of 0.885. The 7 item expatriate interaction and
socialization adjustment (EXIS) with scale’s alpha
reliability of 0.874. The expatriate general envi-
ronment adjustment (EXEN) contains 3 items and



Cronbach’s Alpha is 0.697.

The 8 items of the self-efficacy scale was taken

from Chen, Gully and Eden (2001). A statement
sample is “I can do most tasks very well”. Response
options ranged from ‘1 = strongly disagree’ to ‘5
= strongly agree’. This factor has high reliability
coefficient of 0.833. Spouse/family adjustment
measure consisted of 15 questions, seven items of
which were taken from Black (1988). In this study,
eight more items were added in order to apply Thai
culture into the study. This factor has a relatively
high reliability coefficient of 0.933. Previous over-
seas experience is considered as an important per-
sonal factor (Caligiuri, Phillips, Lazarova, Tarique,
& Burgi, 2001), a direct question was asked “Do
you have experience living or working in any for-
eign countries?” The responses, 249 answered
“Yes” and 138 answered “No”. Expatriates were
asked to rate their ability to speak Thai language
in 3 levels: “not at all or very few words”, “ad-
equately as ordering food and can give directions
to taxi drivers” and “fluent in communicating and
giving orders to Thai workers”.

Work role construct is composed of five work
roles: work role discretion, work role clarity, work
role conflict, work role novelty and work role over-
load. Respondents were asked to indicate their
agreement or disagreement on a S-point scale; ‘1
= strongly disagree’ to ‘5 = strongly agree’. The
5-item scale of work role clarity (RCR) revealed
Cronbach’s Alpha of 0.819. The 8-item scale of
work role discretion factor was taken from
Gregersen and Black (1992) and reported
Cronbach’s Alpha of 0.875. The work role con-
flict (RCF) scale included some objective word-
ings such as: “things should be done differently”
and “incompatible requests from many people”.
The answers to this scale were reverse coded. The
scale was taken from Rizzo et al., (1970). The re-
liability coefficient test on 8 item factor reports
Cronbach’s Alpha of 0.853.

The six item scale for the work role novelty
(RNV) includes statements regarding expected
patterns of work behavior altered from the previ-
ous work role. For example: “I have changed the
way I do my work”. The reverse score was done
for this item scale and reliability test indicated
Cronbach’s Alpha of 0.804. The three item work
role overload (ROL) was taken from Black (1988).
The key words in the scale are “excessive work
load” and “demand excessive time”. The reliabil-

ity test on three items indicated Cronbach’s Alpha
of 0.896.

Social support scale taken from Wang (2001)
consisted of 20 items. Respondents were asked to
indicate their agreement or disagreement on a 5-
point scale; ‘1 = strongly-disagree’ to ‘5 = strongly
agree’. Sample item is ‘your friends, colleagues
and supervisors gave you information about Thai
environment activities’. The Cronbach’s Alpha of
0.925 showed high reliability of the items. A single
question was asked to assess hierarchical power,
whether British expatriates have any subordinates
who work under their supervision. The response
could be either “yes” or “no”.

RESULTS AND DISCUSSION

Areview of the Table I reveals the descriptive
statistics and zero-order correlations of variables
and shows that mean scores of the variables are
significantly higher than the mid-level point (3.00
out of a maximum score of 5). The mean scores of
three dimensions of expatriate adjustment which
are general adjustment (3.62), interaction adjust-
ment (3.76), and work adjustment (3.89) indicate
that British respondents are well adjusted to work-
ing and living in Thailand. As shown in Table 2 the
results of personal factors indicate that British ex-
patriates in Thailand can adjust themselves well
mainly due to one of the four personal predictors’
significant positive effect of spouse and family ad-
justment on expatriates’ general adjustment, ex-
patriates’ interaction adjustment and expatriates’
work adjustment.

Hypothesis 1 stated that self-efficacy has a posi-
tive influence on all three dimensions of expatri-
ates’ adjustment. The results in Table 2 show that
Hypothesis 1 is not supported. Hypothesis 2, on
the other hand, shows a highly significant positive
influence on expatriates’ adjustment. The data in
Table 2 show that neither previous overseas expe-
riences nor expatriates’ Thai language ability sig-
nificantly influences xpatriates’ adjustment. Hence,
Hypothesis 3 and 4 are not supported.

Consistent with previous findings (Aryee &
Stone, 1996; Shaffer et al., 1999) work related
predictors of expatriates’ adjustment indicate that
British expatriates experience work role conflict
in Thailand and even more complexity when expa-
triates have more hierarchical power which might
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hinder British expatriates’ work adjustment (Table
2). The conflicting signals related to work roles
can be a source of stress and cause lesser work
adjustment of British expatriates. As earlier hypoth-
esized that work role conflict and hierarchical
power have negative influence on expatriates’ work
adjustment, the results (Table 2) show this to be
the case. Thus, Hypotheses 7 and 11 are supported.
However, support received from friends, col-
leagues and supervisors strongly facilitate British
expatriates’ interaction and work adjustment. Work
role discretion of British expatriates also has a
positive effect on British expatriates’ work adjust-
ment. This is supported by Black and Gregersen’s
(1991) study that work role discretion provide op-
portunities and authorities for expatriates to con-
trol work related processes which enable them to
continue their previous work experiences and be-
havioral patterns. Work role discretion and social
support show significant positive influence on ex-
patriates’ work adjustment, confirming Hypotheses
6 and 10. Work role clarity (Table 1) shows posi-
tive correlation while work role novelty and work
role overload are negatively correlated with expa-
triates’ work adjustment, but all three work roles
show no statistically significant influence (Table
2) on expatriates’ work adjustment, thus generally
providing no support for Hypotheses 5, 8 and 9.
The zero-correlation results showed cultural
novelty to be significantly negatively related to

expatriates’ adjustment, and cultural intelligence
to be significantly positively related to expatriates’
adjustment. The regression analyses revealed none
to be significant, thus generally providing no sup-
port for Hypotheses 12 and 13. The nonsignificant
effect of both cultural factors on British expatri-
ates’ adjustment could stem from British expatri-
ates’ expectation of Thai culture shock. The re-
sults from this research revealed that British expa-
triates are well aware of the cultural differences
and acquired Thai cultural knowledge from read-
ing books, taking cultural orientation courses, and
getting advice from their compatriots to improve
their understanding of Thai culture.

Practical Implications

The implication of the significant relationship
between spouse/family adjustment and British ex-
patriates’ adjustment is that MNCs should provide
spouse and family support programs during expa-
triates’ overseas assignment to facilitate spouse and
family adjustment. These support programs should
also include interviews with their families during
selection of expatriates, family preparation in terms
of cultural and environmental training before tak-
ing international assignments and the provision of
organizational supporting programs to the expa-
triates’ families during international assignments
(Andreason, 2003; Black & Stephens, 1989).

Table 2: Results of Standard Multiple Regression Analyses of Expatriate Adjustment

Independent Variables Dependent Variables
General Interaction Work
Adjustment | Adjustment | Adjustment
Personal Factor: | Self-efficacy -.099 064 .087
Spouse/family Adjustment A408*** 317%%* 22TH**
Previous Experiences .029 -.020 .015
Thai Language Ability 032 027 .054
Work related Role Clarity .088 078 .064
Factor Role Discretion .089 124 .144*
Role Conflict .164* -.106 -.144%*
Role Novelty -.001 050 .000
Role Overload .099 .032 .088
Social Support 069 195* 2T5%x*
Hierarchical Power -.015 -.054 -.116%*
Cultural Factor Culture Novelty 072 -.111 -.084
Cultural Intelligence .084 .082 .094
R? .266 581 .646
Adjusted R? 211 550 619
4.828%** | 18.473%¥* | 24 27Q*k:x*




Another implication of the significant relation-
ship between social support and British expatri-
ates” work adjustment and interaction adjustment
is that British expatriates’ work adjustment requires
them to be sociable or culturally intelligent which
is the natural ability to understand and interact with
local people. The Human Resources Department
that has the duty to select the right candidate for
overseas job posting needs to match the level of
position to the characteristics of job and expatri-
ates who have high level of social intelligence
(Brislin, Worthley, & Macnab, 2006), and possess
personality trait of openness (Caligiuri, 2000).
MNCs should also provide support programs to
improve the level of expatriates’ adjustment by pro-
viding intense cross-cultural training, introducing
mentors both from head office and in-country com-
patriots, and providing support in joining in busi-
ness associations in Thailand.

For the immediate supervisors whose duty is
to delegate types of work and to assign workload,
the implication of the significant relationship be-
tween work role discretion, work role conflict and
British expatriates’ work adjustment would help
them to better choose the right kind of work or
work characteristics suitable for the expatriates.

LIMITATIONS AND FURTHER RESEARCH

A limitation of this study is that during four
months of data collection there was major flood-
ing throughout Thailand, which might have had
some impacts on the expatriates’ adjustment. A
cross-sectional study might not reflect the real re-
lationship of expatriates’ adjustment; therefore, a
longitudinal study is recommended.

A second limitation is the self-response survey
could be susceptible to bias. The study asked re-
spondents to rate their spouse/family adjustment
to general living conditions and their interaction
to people in Thailand. This may have biased the
statistical conclusions of spouse and family adjust-
ment. Therefore, in future research the spouses or
family members should answer the questionnaire.

A third limitation of this study is the sample
frame identified. There are 52.8 % of the.respon-
dents who work in the management and supervi-
sory positions and 57% of British respondents have
worked in Thailand for more than 4 years. These
respondents have high positions and have more

overseas experience than the other expatriates.
Therefore, they may have more accurate percep-
tion of how to live and work in Thailand and are
able to adjust better to the living conditions of the
country. Future research should cover and repre-
sent a good number of the British expatriate popu-
lation.

A fourth limitation of this study is the sample
frame of British expatriates in Thailand. This
study’s results may not be generalizable to other
samples. Conducting research in other countries
may yield different results. Expatriates from other
nations in Thailand may have different perception
of the degree of adjustment.

A fifth limitation of this study is the theoretical
framework used which originated from Black et
al., (1991). This study focuses only on the in-coun-
try adjustment and does not include the pre-de-
parture adjustment in terms of training and selec-
tion criteria. This study also excludes the personal
skill of establishing relationship, perception skills
and socialization tactics and contents.
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MODELING ADOPTION INTENTION OF ONLINE EDUCATION IN THAILAND USING
THE EXTENDED DECOMPOSED THEORY OF PLANNED BEHAVIOR (DTPB) WITH
SELF-DIRECTED LEARNING

Bussagorn Leejoeiwara
Martin de Tours School of Management and Economics, Assumption University

Abstract

This study aimed to explore the determinants of online education adoption based upon the ex-
tended Decomposed Theory of Planned Behavior with self-directed learning attributes. Quantitative
research method was employed for data collection from a sample of 542 students in Thailand. Data was
analyzed using Structural Equation Modeling (SEM). Results showed that all four main variables based
on the extended DTPB with self-directed learning were significantly related to adoption intention. How-
ever, perceived relative advantage and perceived trialability were found to be insignificantly related to
attitude towards online education. Interpersonal influences include peers, family, and the community
were found to be significantly related to subjective norms, while superiors’ influence was not. In addi-
tion, self-efficacy, technology and resources facilitations were found to be significantly related to per-
ceived behavioral control, and subsequently related to adoption intention towards online education.
Surprisingly, more importance was given to factors such as whether online education is personally and
socially compatible, simple to use, and seeing other people studying online. Interpersonal referents are
influential factors rather than external referents in the students’ decisions, with the exception of more
distant relationships with superiors or employers. Findings also indicate that if Thai students are autono-
mous learners (self-directed learning), have confidence in their capabilities, and have sufficient resources
as well as technological facilitations, they are more likely to have intention to adopt online education.
This study then provides discussion on both academic and practical implications based on the findings.

Keywords: Online Education, Thailand, Distance Learning, DTPB, Innovation, Adoption, Self-
Directed Learning
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INTRODUCTION

Driven by key factors including globalization,
technological innovation, student demographic
shift with increasing number of non-traditional stu-
dents, and the growth in demand for education due
to the need for lifelong learning, skill upgrades and
re-skilling, “online education” has transformed
from a niche to become the main educational de-
livery method offering strategic competitive ad-
vantages to many educational services providers
(Economist Intelligence, 2008; Henshaw, 2008).
The changes that occur in higher education are con-
sidered as a paradigm shift when courses are pro-
vided anytime anywhere with year round opera-
tions as a result of technological innovation
(Heydenrych, 2002; Virkus & Metsar, 2004; Virkus
& Wood, 2004).

With increasing access to network and higher
quality bandwidth at lower costs, Thailand pos-
sesses an infrastructure ready for online education
(www.ntc.or.th). Thailand is still at the very early
stage in terms of online education development,
however to attract international students, while also
retaining the Thai students in the country, distance
or online education was mentioned as one of the
competitive strategies (Khaopa, 2011). There are
150 higher educational institutions in Thailand,
nontheless only few of them have started to pro-
vide formal online courses.

Furthermore, there has been a lack of empiri-
cal studies in this area particularly in the context
of Thailand (Bhatiasevi, 2011; Teo, Wong,
Thammetar, & Chattiwat, 2011). In addition, there
1s necessity to find a research model suitable for
understanding technological innovation adoption
or acceptance that take into account of social in-
fluences in the social computing paradigm (Baron,
Patterson & Harris, 2006; Vannoy & Palvia, 2010).
In addition, online education is considered a sub-
set of distance education (Gunasekaran et al.,
2002), therefore a framework that is suitable for
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understanding online distance online education will
be a beneficial add-on to the knowledge in dis-
tance education research (Liu & Han, 2010). Con-
sequently, this study aims to fill these gaps, thus
providing both practical implications as well as
theoretical contributions.

LITERATURE REVIEW

Online education is defined as the delivery or
access to learning experience over the Internet, us-
ing all kinds of Internet-based tools from legiti-
mate educational institutions with formal accred-
ited degrees in higher education (Bhattacharye &
Sharma, 2007; Gunasekaran et al., 2002; www.
onlineeducation.org).

Online education is considered an innovation
in the education industry in Thailand since adop-
tion rate is not yet known. Empirical evidence sug-
gests that attitudes towards innovation attributes
can affect the consumers’ decision (Taylor & Todd,
1995). According to Rogers (2003), individuals or
a unit’s decision to adopt the particular innovation
is not an instantaneous act, but rather is a process
described as a innovation-decision process, occur-
ring over time which comprises a series of actions
starting from obtaining knowledge about an inno-
vation, being persuaded by the perceived charac-
teristics of an innovation, making decision whether
to adopt or reject, implementing or using an inno-
vation, and confirming the decision after use.

The perceived characteristics of an innovation
is highly important since an individual’s belief of
these characteristics or attributes significantly pre-
dicts most of the variance in future adoption and
use (Rogers, 2003; Vishwanath & Goldhaber,
2003; Warford, 2009). Furthermore, the innova-
tion-decision process which identifies that norm
of a social system is one of prior conditions that
affect decision-making. In addition, the character-
istics of decision-making unit are also influential



factors in the innovation-decision process. Accord-
ing to Rogers (2003), social structure gives regu-
larity and stability to human behavior in a system.
It allows people to predict behavior with a certain
degree of accuracy and can facilitate or impede
the diffusion of innovations by representing a type
of information that decreases uncertainty. Further-
more, the propensity to adopt a behavior increases
proportionately with the number of reference
groups that have adopted it (Young, 2000). Rogers
(2003) also suggested that individuals are exposed
to the innovation through their network of peers,
and this exposure has a cumulatively increasing
influence on adoption. Therefore, social influence
and personal characteristics of the target adopters
are proposed as additional key factors affecting the
consumer’s decision to adopt a new form of edu-
cational service, i.e. online education.

To study innovation adoption at individual de-
cision-making level, researchers including
Vishwanath and Goldhaber (2003) recommend in-
tegration of DOI and acceptance models. This
study adopts DTPB, an acceptance model that in-
tegrates DOI theory’s innovation attributes in the
model developed by Taylor and Todd (1995). The
model posits that behavioral intention is determined
by three main belief constructs including attitudi-
nal beliefs, normative beliefs, and control beliefs.
By decomposing these beliefs into specific dimen-
sions, in-depth understanding of the antecedents
can be obtained, along with ability to determinine
specific factors that impact the adoption intention
of the new technology (Ajjan & Hartshorned, 2008;
Taylor & Todd, 1995). In addition, the DTPB adds
value by proving higher explanatory power than
the TPB as demonstrated in the study by Taylor &
Todd (1995). The social influence or subjective
norms construct that TAM excludes, while sug-
gested to be a significant factor influencing the
adoption in the age of networked applications and
social computing (Vannoy & Palvia, 2010) is also
included in the DTPB model. Moreover, online
education adoption behavior as being the context
of this study is voluntary in nature. DTPB includes
the perceived behavioral control construct to ad-
dress this perspective, positing that people are
motivated in performing c€rtain behaviors if they
perceive that they have a greater chance of suc-
cess, which depends upon their self-efficacy, re-
sources and technology facilitating conditions
(Ajzen, 1991; Taylor & Todd, 1995).
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In consumers’ decision making, factors that
contribute to final decision are not limited to cog-
nitive evaluation based on the attributes or char-
acteristics of the products and services, but also
include factors such as reference groups and con-
straints such as time, money, and other resources
available to them. Furthermore, many researchers
including McVey (2000), Smith et al. (2003), Song
and Hill (2007) and Liu and Han (2010) suggested
that individual’s characteristics of readiness for
online learning are related to the preferences and
performance in online education. However, there
is still a lack of empirical evidence on its effect on
intention to adopt online education (Liu & Han,
2010). The researcher, thus, proposes that inte-
grating individual’s characteristics of self-directed
learning in the research framework to determine
its relationship towards the behavioral intention to
adopt online education would add to the knowl-
edge base in the field of online education as a sub-
set of distance learning. Based on the rationale dis-
cussed, a conceptual framework is then derived
and proposed for this study.

THE CONCEPTUAL FRAMEWORK AND
HYPOTHESES

Based on DTPB by Taylor and Todd (1995),
decomposing the attitudinal, normative and con-
trol beliefs structures into various belief dimensions,
specific factors associated with the adoption in-
tention towards online education can be uncov-
ered. Thus, specific to this study, these three belief
structures are decomposed into dimensions as be-
low. The original DTPB model is also extended to
include self-directed learning, from the field of dis-
tance education, according to the rationale de-
scribed previously (Figure 1).

Attitudinal Beliefs

Perceived Relative Advantage refers to the de-
gree to which an innovation is perceived as better
than the idea it supersedes (Rogers, 2003). It re-
flects the consumer perceptions about the
innovation’s attributes to be superior or more valu-
able as compared to the existing alternatives (Flight,
D’Souza & Allaway, 2011). Advantages can be
economic or non-economic (Rogers, 2003). De-
spite the criticisms about credentials of online edu-
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Figure 1: Conceptual Framework for the Study

cation, especially among employers with respect
to quality standards and accreditation issues (Tiene,
2002; Virkus & Wood, 2004; Tierney & Findlay,
2009; ICDE, 2009), online education offers sev-
eral advantages both economic and non-economic
that has created a surge in growth worldwide
(Henshaw; 2008; The Economist Intelligence Unit,
2008). Common relative advantages include lower
costs of traveling expense, flexibility of time and
places, 24 hours 7 days accessibility, ability to re-
view course contents anytime, advancing student-
centered learning, encouraging communication and
interactivity among students and instructors, and
supporting lifelong learning (Gunasekaran et al.,
2002; Bray, 2004; Bhattacharya & Sharma, 2007;
Economist Intelligence, 2008; Henshaw, 2008).
Several research studies in the educational indus-
try such as Jebeile and Reeve (2003), Lu, Liu, and
Liao (2005), Janardhanam, Sinha, and Babu (2011)
suggested and confirmed that perceived relative
advantage and attitude towards educational tech-
nology are positively related, which would then
lead to behavioral intention to use the technology.
This implies that if an individual perceives online

education to be more advantageous, he or she will
be likely to form a positive attitude towards it, and
in turn, will be more likely to adopt online educa-
tion. Therefore, the following hypothesis is pro-
posed:
Hal.l: Perceived relative advantage
is positively related to attitude towards
online education adoption.

Perceived simplicity reflects whether an indi-
vidual perceives an innovation to be easy (not dif-
ficult) to understand and use (Rogers, 2003). In
the innovation-decision making process, the po-
tential adopters evaluate subjectively whether an
innovation presents any risk due to complexity,
which will lead to difficulties or failure to satisfy
their needs and wants (Flight et al., 2011). In edu-
cational technology acceptance context, research-
ers such as Jebeile and Reeve (2003), Lu, Liu, and
Liao (2005), Abdel-Wahab (2008), and
Janardhanam, Sinha, and Babu (2011) confirmed
that perceived ease of use or simplicity and atti-
tude are positively related, which then lead to the
behavioral intention to use the education technol-



ogy. In this study, online education is highly de-

pendent on ICT tools and therefore, it implies that

technical attributes of online education may require

prior familiarity with web-based technology or an

effort to learn (Henshaw, 2008; Parsons, 2010).

The following hypothesis is therefore proposed:

Hal.2: Perceived simplicity is posi-

tively related to attitude towards online
education adoption.

Perceived Compatibility refers to the degree
to which an innovation is perceived as being con-
sistent with existing values, past experiences, and
needs of potential adopters (Rogers, 2003). Flight
et al. (2011) described compatibility in terms of
how well the innovation fits into the potential
adopter’s personal life and social structure. The
innovation is considered personally compatible if
it fits with existing habit, routines, and lifestyle
without requiring a person to change much of his/
her existing way of life (Flight et al., 2011). Such
innovation is considered socially compatible if it is
congruent with the adopter’s social expectation or
reference groups and allows the person to be part
of the group or the community (Flight et al., 2011).
In the context of online education, it allows flex-
ibility of time and place for people to obtain ac-
cess to education anytime and anywhere. There-
fore, they do not need to change their normal rou-
tines such as jobs or family commitment. How-
ever, additional workload that require extra efforts
and commitment of time as well as efforts in learn-
ing online may present some challenges in self-man-
agement or self-direction. In addition to the per-
sonal compatibility issue, social issue such as ex-
pectations from workplace in terms of time man-
agement between job and study can create pres-
sure for the potential adopter (Crossman, 2005).
Furthermore, degrees received via online educa-
tion are perceived to be inferior to traditional de-
grees in general especially when there are com-
parisons of educational qualifications among em-
ployers, implying that online education might be
socially incompatible (Osborne & Oberski, 2004;
Ashraf, 2009). In the educational technology ac-
ceptance context, previous research by Jebeile and
Reeve (2003), Lu, Liu, and Liao (2005),
Janardhanam, Sinha, and Babu (2011) confirmed
that perceived compatibility and attitude are posi-
tively related, which then lead to the behavioral
intention to use the education technology. The fol-
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lowing hypothesis is therefore derived:
Hal.3: Perceived compatibility is posi-
tively related to attitude towards online
education adoption.

Perceived trialability is the degree to which an
innovation may be experimented with on a limited
basis (Rogers, 2003, p.258). Personal trial of an
innovation will allow the person to give meaning
to the particular innovation, experience and adapt
to one’s own conditions to reduce any uncertainty
or risk which might occur when adopting the in-
novation (Rogers, 2003). In other words, it is part
of information gathering or knowledge stage of an
innovation to support decision- making. As sug-
gested by Holak and Lehman (1990) as well as
Rogers (2003), new ideas or objects that are di-
visible, allowing targeted adopters to use part of it
without destroying the capabilities of what is not
used are generally adopted more rapidly than in-
novations that are not divisible. Additionally, an
innovation may actually be changed during or af-
ter its trial to suit individual conditions and im-
provements to the product can be made, thereby
increasing the success rate of the adoption. Rogers
(2003) then posited that the trialability of an inno-
vation, as perceived by the members of a social
system, is positively related to the rate of adop-
tion. If an innovation can be designed so as to be
tried more easily, it will have a more rapid rate of
adoption. According to Rogers (2003), innovations
can be in the form of hardware and software. In
the context of online education, it is considered
software which may be difficult to offer for trail.
However, there are some researchers who previ-
ously examined the relationship between attitudi-
nal belief construct as “trialability” such as Jebeile
and Reeve (2003). These authors demonstrated
that there was a positive relationship between
trialability and attitude, which then positively af-
fected the behavioral intention to use e-learning
innovation. The researcher thus proposes the fol-
lowing hypothesis:

Hal.4: Perceived trialability is posi-
tively related to attitude towards online
education adoption.

Perceived observability refers to how visible
the results are after an innovation is used (Rogers,
2003, Flight et al., 2011). Since consumers make
decisions based on information gathering through



communication channels (interpersonal and exter-
nal), some innovations can be observed and com-
municated to other people easily, whereas others
are difficult to observe or to describe to others.
Rogers (2003, p.259) posited that the observability
of an innovation, as perceived by members of a
social system, is positively related to its rate of
adoption. Positive information and knowledge
about new products and services obtained from
observing others using the innovations can reduce
risks and increase potential adopters’ confidence
to use such products and services, thus making the
observability attribute a powerful mechanism to
communicate new ideas or new products and ser-
vices to targeted adopters (Flight et al., 2011). In
education technology acceptance research, Jebeile
and Reeve (2003) suggested that results demon-
strability and visibility (observability in Roger’s
DOI, 2003) should be considered to increase rate
of e-learning system adoption among users. Lu,
Liu, and Liao (2005) also suggested that results
demonstrability is a significant predictor for inten-
tion to use e-learning websites. The researcher then
proposes the following hypothesis:
Hal.5: Perceived observability is posi-
tively related to attitude towards online
education adoption.

Normative Belief Constructs

The DTPB model posits that opinions of rel-
evant people can influence the decision of an indi-
vidual to perform certain behavior. Norms are a
prior condition affecting an individual’s decision
in innovation-decision making process (Rogers,
2003). In Thailand, Jairak, Praneetpolgrang and
Mekhabunchakij (2009) also found that social fac-
tor had a positive significant relationship with be-
havioral intention to use mobile learning. In simi-
lar vein, Bhrommalee (2012) argued that Thai stu-
dents are likely to use the system if respectable
and influential people around them also use the
system. Importance of subjective norms on the
behavioral decision has been widely agreed by re-
searchers in both IS and education research, though
empirical results have been mixed in terms of the
effectiveness of its influence on behavior (Kraut et
al., 1998; Hsu & Lu, 2004; Nysveen et al., 2005;
Lin, 2006).

As applicable to this context and included in
the model, relevant people include peers, family
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and loved ones, employers or superiors, the com-
munity that the decision maker belongs to, and the
external reference. Many empirical findings have
supported that these reference groups influence the
subjective norms (Karahanna et al., 1999; Matti &
Jani, 2010; Lin, 2007). However, different refer-
ent groups may differ in their opinion towards
adoption of online education, and individuals face
dilemma in choosing to comply with referents that
they are most attracted to (Tajfel, 1981; Turner,
1987). Based on this rationale, Taylor and Todd’s
DTPB suggest the decomposing of the subjective
norms construct in order to clearly identify influ-
ential effect of each referent, as well as preventing
the effect of cancelling out each other’s affects if
combined together. The following hypotheses are
therefore derived:

Ha2: Subjective norms are positively
related to intention towards online educa-
tion adoption.

Ha?2.1: Peer influence is positively re-
lated to subjective norms.

Ha2.2: Family influence is positively
related to subjective norms.

Ha2.3: Superiors’ influence is posi-
tively related to subjective norms.

Ha2.4: Community influence is posi-
tively related to subjective norms.

Ha2.5: External influence is positively
related to subjective norms.

Control Belief Constructs

Positive motivation will then lead to intention
to adopt online education. Taylor and Todd’s
(1995) study demonstrated that self-efficacy and
resource facilitating conditions were significantly
related to the perceived behavioral control and
were significantly related to behavioral intention
to use computer resource centers by students. In
Thailand’s  higher education, Jairak,
Praneetpolgrang and Mekhabunchakij (2009) stud-
ied factors affecting the usage intention of mobile
learning, and the results showed that facilitating
conditions have a significant positive relationship
with behavioral intention to use mobile learning.
Bhrommalee (2012) also conducted a study to de-
termine factors influencing Thai students’ decision
towards e-learning adoption, and the results
showed that one of the key factors was facilitating
conditions. The author concluded that students are



likely to adopt e-learning when there exist organi-
zational and technical infrastructure readiness with
support and assistance provided for them when
needed. Based on these findings, the following
hypotheses are therefore proposed:

Ha3: Perceived behavioral control is
positively related to intention towards
online learning adoption.

Ha3.1: Self-efficacy is positively re-
lated to perceived behavioral control.

Ha3.2: Resource facilitation is posi-
tively related to perceived behavioral con-
trol.

Ha3.3: Technology facilitation is posi-
tively related to perceived behavioral con-
trol.

Self-Directed Learning

According to Smith et al. (2003), self-directed
learning or self-management of learning is defined
as the extent to which an individual feels he or she
is self-disciplined and can engage in autonomous
learning. The need for self-direction or self-man-
agement of learning is an important trait in learn-
ers identified throughout the distance education and
resource-based flexible learning literature (Evans,
2000; Smith et al, 2003; Warner et al, 1998). Since
online education is considered a kind of distance
education, it is expected that a person’s level of
self-directed learning attributes will have a posi-
tive relationship with his or her behavioral inten-
tion to adopt online education (Smith et al., 2003).
Evidence was found as in the study by Smith (2005)
on the learning preferences and readiness for online
learning. Consistent results were found in the study
by Wang et al (2009) that self-directed learning
positively affects the behavioral intention to adopt
mobile learning. According to Fischer and
Sugimoto (2006), cultural dimensions may be re-
lated to the self-directed learning capability. In the
Eastern collectivist and high power-distance cul-
ture such as Japan and China, students tend to leave
the authority of the group to powerful persons and
expect the classroom to be led by a respected
teacher. As such, it is valuable to validate in the
collectivist culture of Thailand, whether self-di-
rected learning will be related to intention to adopt
online education. Self-directed learning reflects the
state of readiness in terms of internal motivation,
the strengths or weaknesses of motivation that can
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deter or propel the intention to perform the be-
havior, which is adopting online education in this
study (Greener, 2003; Smith et al., 2003; Dodor
& Rana, 2009). The following hypothesis is there-
fore proposed:
Ha4: Self-Directed Learning is posi-
tively related to intention towards online
education adoption.

RESEARCH METHODOLOGY

The study employed quantitative research
method with self-administered questionnaires to
collect primary data from respondents. The target
population is Thai people in Thailand, both male
and female, who are currently pursuing under-
graduate degrees in their final semester before
graduation, as well as those who have completed
undergraduate degrees, with the opportunities to
pursue post-graduate degrees in the future.

Using a convenience sampling method for data
collection, self-administered questionnaires were
distributed to respondents in organizations and uni-
versities around Changwattana area in Bangkok,
Thailand in June, 2012. The area is a center for
public organizations and there is one private uni-
versity and one public Open University located
these.

Measurement items adapted for this study have
been developed and tested empirically by various
researchers in the past. The forward and back-
translation (English-Thai) processes have been
employed in order to maintain the content validity
of the instrument at a conceptual level across dif-
ferent cultures (Beaton, Bombadier, Guillemin &
Ferraz, 2000). Additionally, the measurement items
are refined after the pretest results to ensure reli-
ability. In sum, all variables have reliability scores
ranging from .676 to .925 representing reliability
of the instrument (Maholtra, 2007).

Table 1 illustrates the sources from which the
questionnaries has been adapted and the pretest
results using Cronbach’s Alpha.

DATA ANALYSIS AND RESULTS

A total of 600 self-administered questionnaires
were distributed in Bangkok, Thailand using con-
venience sampling technique. Of these, 542 re-



Table 1: Measurement Items and Pretest Results (Cronbach’s Alpha)

Variables Adapted From # of Items | # of Items |Pretest
(Original) | (Retained) | Cronbach’s
Alpha
Attitude Taylor &Todd (1995) 4 4 .856
Perceived Relative Advantage | Moore & Benbasat (2001) _ 4 4 818
Perceived Simplicity Moore & Benbasat (2001), Dearing (2007) 4 - 4 870
Perceived Compatibility Moore & Benbasat (2001) 4 4 .830
Perceived Observability Moore & Benbasat (2001), 13 3 769
Lee, Hsieh, & Hsu (2011)
Perceived Trialability Moore & Benbasat (2001),
Lee, Hsieh, & Hsu (2011) 3 3 .676
Subjective Norms Taylor and Todd (1995) 3 3 .683
Peer Influence Taylor and Todd (1995) 4 4 911
Family Influence Teo & Pok (2003) 3 3 .878
Superiors’ Influence Taylor & Todd (1995) 2 2 925
Community Influence Adapted from Taylor & Todd (1995) 2 2 .836
External Influence Perdersen & Nysveen (2007) 2 2 .844
Bhattacherjee (2000).
Perceived Behavioral Control | Taylor &Todd (1995) 3 3 .819
Self-Efficacy Taylor & Todd (1995) 6 6 .873
Technology Facilitation Taylor & Todd (1995) 4 4 .783
Resource Facilitation Taylor &Todd (1995) 4 4 .862
Self-Directed Learning Smith (2005) 7 7 .868

sponses were obtained and valid, which accounted
for a 90.33 percent response rate.

Demographics Profile of the Respondents

Among 542 respondents, 329 respondents
(60.7 percent) have completed a Bachelor’s de-
gree, whereas the remaining 213 (39.3 percent) of
them are currently pursuing a Bachelor degree in
their final semester. With respect to age range, more
than half of the respondents (314 respondents or
57.9 percent) were in the age range of 18-30 years
old. The age range between 41-50 years old com-
prised 12 percent and 0.7 percent was in the age
group of over 50 years old. In terms of family
income, the majority group comprised of 141 re-
spondents (26%) who had family income ranging
from 30,001 to 40,000 Baht per month.

Confirmatory Factor Analysis

In this study, the chi-square statistics (CMIN/
DF) for the measurement model is 2.611 and
yielded 2.460 value for the structural equation
model. Therefore, both measurement model and
the structural equation model are considered an
acceptable fit based on the relative/normed chi-
square statistics (CMIN/DF). RMSEA values for
measurement model and structural equation model
are 0.055 and 0.052, respectively. Therefore, both
measurement model and the structural equation
model in this study are considered acceptable fit
based on the RMSEA values. The statistics for in-
cremental fit indices include TLI, NFI, IFI, and
CFI for both measurement model and the struc-
tural equation model yielded value ranging from
0.729 to 0.852. Based on Ho (2006), the value
range from O (indicating the model is no better than
the null model) to 1 (indicating a perfect fit model).
In this study, it is therefore considered an accept-
able fit model (Table 2)

Table 2: Fit Statistics of the Measurement and Structural Equation Models

Goodness-of-Fit Measures Recommended Value Measurement Model Structural Equation
CMIN/DF <3.00 2.611 2.460
RMSEA <0.1 0.055 0.052
TLI > 0.9 0.813 0.830
NFI > 0.9 0.765 0.773
IFI > 0.9 0.841 0.852
CFl1 > 0.9 0.838 0.850
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Hypotheses Testing groups, which include interpersonal influences
(peer, superiors/employer, family/loved ones, and

Path analysis results are illustrated in figure2 ~ community influences) and external influences.
below. The first group measures attitude its sub-  These referent groups are decomposed into sub-
variables Among the five attitudinal belief variables, ~ variables under subjective norms. The results
three are statistically significantly and positively ~ shown in the path model indicate that three out of
related to the attitude towards online education,  four interpersonal influences are statistically sig-
including perceived simplicity (3 =0.16,p<0.05),  nificantly and positively related to the subjective
perceived compatibility (B =0.43,p<0.001),and  norms, including peer (B = 0.28, p < 0.01), family
perceived observability (B = 0.26, p <0.001). In (B =0.23, p <0.01), and community (8 = 0.19, p
contrast, perceived relative advantage and per-  <0.001) influences. On the other hand, superiors/
ceived trialability were not found to have any sta-  employer was not found to be statistically signifi-
tistically significant relationship with attitude to-  cantly related to the subjective norms. Moreover,
wards online education. However, the relationship  the external influences did not show any signifi-
between attitude towards online education and  cant relationship with subjective norms. Further-
adoption intention are also strongly and positively ~ more, the relationship between subjective norms
significant with predictive power of 31 percent (3  and adoption intention towards online education
=0.31, p < 0.001). The second group of indepen-  were found to be statistically significant at p<0.001
dent variables is subjective norms or social influ-  level with predictive power of 17 percent (B =0.17,
ences. This is divided into two main referent p < 0.001). All of sub-variables under subjective
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Family lnﬂu Subjective Norms
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Perceived Behavioral
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Figure 2: Path Analysis of the Structural Equation Model

L.earning

**%p < (0.001, coefficient is statistically significant at 0.001 confidence level
**p < 0.01, coefficient is statistically significant at 0.01 confidence level
*p < 0.05, coefficient is statistically significant at 0.05 confidence level
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norms can explain 78 percent variance with residual
value of 0.22 or 22 percent variance unexplained.
With respect to the third group of independent vari-
ables, all of the three sub-variables under the con-
trol beliefs construct (perceived behavioral con-
trol) were statistically significantly and positively
related to perceived behavioral control, and the
perceived behavioral control then was statistically
significantly related to the adoption intention to-
wards online education. The path model has shown
that direct linkage between self-efficacy and per-
ceived behavioral control were statistically signifi-
cant at p < 0.05) with predictive power of 16 per-
cent (B = 0.16, p < 0.05). Resource facilitations
can explain approximately 29 percent variance (8
=0.29, p < 0.001), while the technology facilita-
tions can explain approximately 26 percent vari-
ance (B = 0.26, p < 0.001) for the perceived be-
havioral control. Consequently, the perceived
behavioral control were found to be statistically
significantly and positively related to the adoption
intention towards online education with ability to
explain approximately 16 percent at p <0.01 con-
fidence level (B=0.16, p <0.01). Lastly, the fourth
main variable included in the study is self-directed
learning. The path results showed a strong and sig-
nificant positive relationship between self-directed
learning and adoption intention towards online edu-
cation (B = 0.33, p < 0.001).

DISCUSSION, CONCLUSION AND IMPLI-
CATIONS

The results imply that potential Thai students
for online education will make decision by taking
into account all main factors included in this study
with variations in terms of strength of influence.

With regards to attitudinal belief components,
the results indicate that Thai students will be likely
to adopt online education if they perceive it to be
simple, compatible, as well as if they see their ref-
erences studying online. This might be attributable
to difficulty in comparing between online and off-
line education due to little availability or exposure
to online education in Thailand, thus perceived rela-
tive advantage and trailability may be ignored. The
perceived observability, which was not suggested
as an influential attribute, was found to be signifi-
cant in this study. This implies that Thai students
want to have references who support their deci-
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sion-making. The result might be related to Thai
culture and the concept of “face” (Lee &
Green,1991) or “image” (Moore & Benbasat,
1995). Thai people want to maintain social status,
therefore, seeing others engaging in an action be-
fore can reduce the social risk and protect them
from losing face (Hirunyawipada & Paswan, 2006;
Flight et al., 2011).

Furthermore, subjective norms were found sig-
nificantly related to the adoption intention towards
online education. The results are congruent with
the findings from the case study by Bhrommalee
(2012), which found that Thai students would in-
tend to use e-learning if they are convinced that
respectable and influential people around them
want them to use the system. Thai people have a
strong sense of collectivism, according to Hofstede
(2001), the dependency between a person and in-
groups is therefore stronger as compared to out-
groups. Additionally, Burn and Thongprasert
(2005) suggested, Thais tend to hold views and
opinions respecting the group and rely on the spirit
and moral support from in-groups in their deci-
sions. That people are also characterized as high in
uncertainty avoidance, i.e. they feel threatened by
ambiguous situations and try to avoid challenging
experiences (Hofstede, 2001). Therefore, each in-
dividual Thai would try to restrain his/her own in-
terest or desire in situations where there is the po-
tential for discomfort or conflict, and where there
is a need to maintain a pleasant relationship
(Holmes & Tangtongtavy, 1995). These cultural
traits explain how subjective norms or social influ-
ences are significantly related to the Thai students’
decision on adopting online education.

Lifelong learning and skills upgrading has
driven full-time employed people to take distance
online education (Osborned & Oberski, 2004).
However, credentials of online education and em-
ployers’ perception as inferior to classroom on-
campus education have been issues related to the
adoption (Chorpothong & Charmonman, 2004;
Preston, 2011). Thanasankit and Corbit (2000)
suggested that it is typical to see Thai subordinates
accepting their superiors’ decisions and carrying
out work unquestioningly. This study, however
demonstrated that superiors’ influence was not
found to be an influential factor, which may be at-
tributable to the voluntary nature of students’ de-
cision making (Baron, Patterson & Harris, 2006).
In addition, the results may be attributable to the



fact that almost 40 percent of the samples are cur-
rently studying, and therefore employer or superi-
ors’ influence may not yet be accountable for their
decision. The findings indicate that employer’s
perception of online education as inferior or less
credential might not affect the decision for online
education by potential Thai adopters.

Most importantly, community influence was
found to be significantly related to the subjective
norms, and consequently is related to decision to
adopt online education. The findings may also be
explained in terms of cultural aspect of the diffu-
sion of innovation process since culture consists
of value system of a particular society (Dubois,
1972). Since members of the community share
common understandings or societal norms, and
cultural beliefs determine practice or acceptable
behavior in the community (Dubois, 1972), cul-
tural values and norms underlying the system could
influence community’s member decision making,
thus impacting the success as well as the rate of
innovation diffusion in the community.

Previous empirical studies on learning have evi-
denced that an individual with high self-efficacy
would perform better since self-efficacious students
would have high level of effort in learning, are more
persistent, and have lower adverse emotional re-
actions when they encounter difficulties (Bandura,
1997; Zimmerman, 2000; Cameron & Kirkman,
2010). With respect to Thailand’s educational con-
text, Bhatiasevi (2011) found that computer self-
efficacy had a significant effect on students’ per-
ceived ease of use, but was not significantly re-
lated to their intention to use the system. This study
found significant relationship between self-efficacy
and perceived behavioral control, which indirectly
affects the behavioral intention to adopt online edu-
cation. With respect to the facilitating conditions,
both resources and technologies, results showed
significant positive relationship with perceived be-
havioral control. Therefore, the results are in line
with the findings from the original DTPB model
by Taylor and Todd (1995). Congruent with the
findings, Bhrommalee (2012) also found facilitat-
ing conditions to be a strong predictor of students’
behavioral intention to adopt e-learning system in
his case study of a Thai university. Therefore, stu-
dents would agree to use e-learning system if both
organizational and technical infrastructures in the
university are ready to support and assist them in
using the system (Jairak et al., 2009; Bhrommalee,
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2012).

Liu, Han, and Li (2010) confirmed that self-
directed learning would lead to the willingness to
adopt m-learning as well as other online learning.
Wang, Wu, and Wang (2009) found evidence that
self-directed learning plays a critical role in accep-
tance of mobile learning. The findings imply that
people with high autonomous learning abilities,
regardless of the medium of access will be more
likely to adopt online education. This results also
confirm the validity of self-directed learning pro-
posed by Smith et al (2003) to predict behavioral
intention towards online distance education.

Implications

Findings on consumers’ perception specific to
online education adoption worldwide, as well as
Thailand in particular, due to its newness,
(Bhatiasevi, 2011; Teo, Wong, Thammetar, &
Chattiwat, 2011) should facilitate stakeholders to
formulate strategies to improve the country’s com-
petitiveness in the education industry. The findings
suggest that policy makers should issue clear poli-
cies when implementing online education for their
country or institutions with regards to provision-
ing resources and technological readiness. For in-
ternational marketers, the business model and ser-
vices of educational institutions may be designed
by taking into account local culture with the right
combination of independent learning and social
interaction among peers and instructors. Accep-
tance among interpersonal networks or groups will
be more essential than personal cognitive evalua-
tion of the services and external references. There-
fore, marketing communication programs, can be
designed to leverage the word-of-mouth commu-
nication strategy, engage the target students’ per-
sonal network including peers, family and loved
ones, and the community in the marketing activi-
ties or programs and promotion. Technology pro-
viders can design online education systems with
functions and features that incorporate simplicity
for usage, compatibility of the existing lifestyle
without too many changes to the students’ rou-
tines, ease of use to create positive experience and
reduce workload or effort in learning to use the
system.



LIMITATIONS AND SUGGESTIONS FOR
FURTHER RESEARCH

The scope of the study is limited to respon-
dents in Bangkok only; the results therefore may
not be generalized to the whole of Thailand. Fu-
ture research may be extended to cover other fac-
tors including reputation of the university and cul-
tural traits, which have not been included in this
study, but are believed to influence the behavioral
decision based on findings. Cross-national valida-
tion of the study is recommended for researchers
interested in consumer behavior theory by com-
paring between different countries’ cultural traits.
In addition, since community influence, a new ad-
dition in this study, is geographically bound, fu-
ture research may validate the findings by extend-
ing the definition of this particular variable to in-
clude non-physical community such as sports and
other leisure clubs, virtual community, and other
social communities.
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THE INFLUENCE OF CUSTOMER EXPERIENCE ON BEHAVIORAL RESPONSE IN
LIFESTYLE CENTERS IN BANGKOK

Amornrat Pattarakitham
Martin de Tours School of Management and Economics, Assumption University

Abstract

The purpose of this paper is to explore the influence of customer experience on consumer behav-
ior towards lifestyle centers in Bangkok using the Stimulus-Organism-Response (S-O-R) model. In
addition, the influences of the stimuli such as mall environment, customer-to-customer interaction, and
mall tenant mix (variety), on behavioral response (revisit intention and desire to stay) were found in this
study. A self-administered questionnaire was employed to collect data from customers who had visited
lifestyle centers in Bangkok area in the period during which the study was conducted. The survey period
was during January 2013, and 492 questionnaires were used to analyze the data by using a structural
equation modeling (SEM) approach. Results show that affective dimension of customer experience has
the greatest influence on the revisit intention and the desire to stay. Mall tenant mix (variety) has the
greatest influence on the affective dimension of customer experience, followed by store social interac-
tion, and the ambient factor. Customer-to-customer interaction also influences both the revisit intention
and the desire to stay but has a lesser influence on the desire to stay than the ambient factor.

Key words: Customer experience, Environmental stimuli, Social interaction, Tenant mix, Re-
visit intention
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INTRODUCTION growth. The Retail Sales Index rose from 178.73
in 2010 to 186.30 in 2011, and then to 220.48 in

In Thailand, the retail industry is one of the 2012 (Bank of Thailand, 2013). The community
most important industries due to its continuous  mall, the so-called lifestyle center, is popular and
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has been growing rapidly in Thailand since 2011
(Office of Small and Medium Enterprises Promo-
tion, 2012). Century 21 Research Company esti-
mated that in the next few years, the area occu-
pied by lifestyle centers will be greater than 150,000
square meters, with more retail centers entering
the market (Century 21 Thailand, 2011).

Colliers International Thailand Research
(2008:2) identified that a lifestyle center is designed
to meet the changes in customers’ needs and
lifestyles. The mall/center offers a casual feeling
where customers can shop, drink coffee or eat
snacks and dine in a relaxing atmosphere, and is
normally located in the centre of community areas
or near residential projects, such as J Avenue and
The Crystal, in Bangkok. Levy and Weitz (2009)
pointed out the importance of lifestyle centers as
opposed to other types of mall because customers
visit lifestyle centers 2.5 times more often than
other types of mall, and spend around 50 percent
more in the United States market. Verhoef et al.
(2009) also pointed out that creating a better cus-
tomer experience is considered as the main objec-
tive for a retailer. Even though some researchers
such as Berry, et al. (2002) acknowledged the im-
portance of customer experience, they only pro-
vided some suggestions for improving managerial
outcomes. Verhoef et al. (2009) identified the scar-
city of academic research on the customer experi-
ence construct and asked that more research to
clarify the concept of customer experience be con-
ducted.

Thai retailers are also aware of improving the
variety of products/services and strive to offer an
impressive experience to customers when they shop
at a retail mall. In particular, the retail format called
“lifestyle center” focuses on the concept of fun
shopping experience trends and aims to be a better
place for shopping for their customers
(Watchravesringkan & Punyapiroje, 2011). How-
ever, there is a lack of research into customer ex-
perience in the lifestyle center format, especially
inThailand.  Social interaction at malls is the
new lifestyle of Thais that should be an important
factor for retailers to consider in offering a variety
of products/services and experiences. Generally,
Thai people visit malls with their family. Malls are
the place for them to eat, interact with each other
and/or go shopping with their family. Researchers
also have stated that social interaction could be a
reason for people to visit a service provider or re-
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tail mall because they like to interact with other
people at that location. It could be a reason for
customers to choose one service provider or retail
mall over other places (Moore, Moore & Capella,
2005). However, there are limited empirical stud-
ies about social interaction (Verhoef et al., 2009).

The first purpose of this study is to examine
the relative influence of affective dimension of cus-
tomer experience on behavioral response when
shopping at a lifestyle center. The second purpose
is to determine customer stimuli influencing affec-
tive dimension of customer experience, and behav-
ioral response when shopping at a lifestyle center.
The third purpose is to investigate customer-to-
customer interaction influencing affective dimen-
sion of customer experience, and behavioral re-
sponse when shopping at a lifestyle center. The last
purpose is to examine the impact of tenant mix
(variety) on affective dimension of customer ex-
perience, and behavioral response when custom-
ers shop at a lifestyle center.

LITERATURE REVIEW
Customer experience

The customer experience concept was investi-
gated by Schmitt (1999) who referred to the im-
portance of sensory experience in both service and
retail businesses. The five modes can be named as
sense, feel, think, act, and relate, respectively. Cre-
ating engaging and lasting experiences with the
customers is a new trend in the marketing field
(Berry et al., 2002; Pine & Gilmore, 1998; Schmitt,
1999). Ismail et al. (2011) defined customer expe-
rience as ‘“emotions provoked, sensations felt,
knowledge gained and skills acquired through ac-
tive involvement with the firm pre, during and post
consumption”. Experiences are broad and compli-
cated because they consist of several types of ex-
periences. Researchers used the term “consump-
tion experience” for general business. The term
“service experience” was used in bank and bar ser-
vice industries in the study of Hui and Bateson in
1991. The term “product experience” was subse-
quently used when customers purchased products
such as boats and electronic guitars. After that, the
term “shopping experience” was used by Babin et
al. (1994) and Babin and Darden (1995) in the re-
tail industry. During the end of 1990s to the begin-



ning of 2000s, the majority of studies in both ser-

vice and retail industries used the term “customer
experience”, such as the work of Pine and Gilmore
(1998), Schmitt (1999), Berry et al. (2002). Re-
cently, the term “customer experience” has also
been used in retail settings in the work of Ismail et
al. (2011). This study uses the term “‘customer ex-
perience” because it is also conducted in a retail
setting, and the term “‘customer experience” is most
used nowadays. It is also recognized that customer
experience overlaps with shopping, service, prod-
uct, and consumption experiences both in retail and
service settings.

Affective Dimension

The affective dimension was first defined by
Hirschman and Holbrook (1982) who asserted that
the affective dimension refers to feelings or emo-
tions such as fun, enjoyment and pleasure. It can
be considered as hedonic consumption based on
the multisensory, fantasy and emotive aspects of
one’s experience with products. Regarding affec-
tive dimension, researchers emphasized emotion
(Babin et al. 1994; Hui & Bateson, 1991; Holbrook
& Hirschman, 1982; Pine & Gilmore, 1998). There-
fore, this study implies that the affective dimen-
sion can be considered as emotion, such as plea-
sure or enjoyment and arousal or excitement (Babin
etal., [994; Babin & Darden, 1995) in accordance
with the feelings of each customer when shopping
at a lifestyle center.

Stimulus-Organism-Response (S-O-R) paradigm

The Stimulus-Organism-Response (S-O-R)
paradigm in a retail context demonstrates the rela-
tionship between the physical environment at malls
(environmental stimulus) as an antecedent or in-
dependent variable, the internal dimensions (organ-
ism) as a mediator, and behavioral response as the
dependent variable. Donovan and Rossiter (1982)
first tested the Stimulus-Organism-Response (S-
O-R) paradigm. They found that environmental
factors had positive relationships with emotional
states and responses. The studies of Baker, Grewal
and Parasuraman (1994), Baker et al. (2002), and
Wakefield and Baker (1998) similarly classified
stimuli into three main factors: social factors (re-
lationship between customer and employees), de-
sign factors (visual senses such as decoration), and
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ambient factors (non-visual senses such as tem-
perature and music). This study used the Stimu-
lus-Organism-Response (S-O-R) theory which in-
cludes the three stimuli (ambient factor, design fac-
tor, and social factor), and has adopted the S-O-R
paradigm as the main theory to explain the rela-
tionship between customer experience and behav-
ioral response. This is due to its wide acceptance
by many researchers and its application in both
service and retail settings (Baker et al., 1992;
Bitner, 1992; Donovan & Rossiter, 1982).

Antecedents of Customer Experience

Antecedents of customer experience consist of
mall appearance (environment), customer-to-cus-
tomer interaction, and mall tenant mix (variety).
Mall appearance (environment) is illustrated by the
Stimulus-Organism-Response (§-O-R) theory.

Mall Appearance (Environment)

Mall appearance or environmental factors con-
sisted of ambient factor, design factor and social
factors. Bitner (1992) described ambient conditions
as factors such as temperature, lighting, and music
that tend to affect non-visual senses (Baker et al.,
2002:121). Bitner (1992) assessed space and func-
tion (similar to design; equipment, furnishings,
colors) which tend to affect visual senses (Baker
et al., 2002:121). Fiore and Kim (2007) stated that
the social factor in malls consist of the interactions
between staff and customers. Baker et al. (1992)
showed that friendly employees in a mall had a
positive influence on customers in terms of both
arousal and pleasure.

Customer-to-customer Interaction (friends,
family and other customers)

Customer-to-customer interaction has gained
the attention of some researchers (Moore et al.,
2005) because it is an important factor in the cus-
tomer experience to increase satisfaction and loy-
alty (Bitner et al., 1990). Tauber (1972) pointed
out that people also shop for social reasons. So-
cial factors are characterized as social experiences
and communication with other people who have a
similar interest, such as peer group attraction.



Mall Tenant Mix (Variety)

Mall tenant mix (variety) is defined as the num-
ber of tenants in mall, such as restaurants, enter-
tainment services, apparel shops, and technologi-
cal shops to satisfy consumers when shopping at a
retail outlet (Teller & Elms, 2010). It outlines the
success of a specific mall because a proper tenant
mix can attract more loyal customers (Teller &
Reutterer, 2008; Yiu & Xu, 2012).

Dependent Variables of Customer Experience

The dependent variable of customer experi-
ences in this study is behavioral response and con-
sists of desire to stay, and revisit intention. It can
be considered as approach behavior or the behav-
ior of customer to stay and shop at the mall
(Wakefield & Blodgett, 1996). In this study be-
havioral response includes both the intention to
shop, and the desire to stay longer at the lifestyle
center (Wakefield & Blodgett, 1996).

METHODOLOGY

In the initial phase, this study conducted an ex-
ploratory research to provide useful information and
enhance understanding about beliefs, thinking, feel-
ings, experience and the behavioral response of cus-
tomers in the lifestyle center format. The personal
interviews were conducted without making prior
appointments with the respondents. The duration of
the interviews ranged from 30-50 minutes for each
person. The personal interviews were conducted with
ten tenants at the lifestyle centers in Bangkok to learn
about their opinions and experience about the mall
environment and customers. Next, personal interviews
were also conducted with 20 customers in Bangkok
to learn about their shopping experiences. The inter-
views were conducted during November 28,2011 to
December4, 2011 at some lifestyle centers including
The Promenade, Amorini, The Nine, Punya Village,
Nawamin Festival Walk, and Nawamin City Avenue
with both tenants and customers. The results of the
interviews are discussed in Table 3.

Table 3: Results of In-depth Interview

Factors Quotation
Customer-to- | “I always come to this lifestyle center to meet friends at some restaurants” (Interview with customer)
customer “I only come here because of my friends. They want to eat and meet at the famous restaurant name
Interaction “Wine I love you” (Interview with customer)
(Friends) “Normally, my customers come here to interact with their friends. Sometimes, they come together
but sometimes they come and wait for their friends. Some customers come and interact with me.
Now, we are friends”. (Interview with owner of coffee shop)
“Most of my customers come here with their friends. They can have a happy time staying together.
I think that they enhance their relationships here”. (Interview with sales people of ice-cream shop)
Mall tenant “Normally, I come here with my husband and son. My son learns piano at Siam Yamaha in this
variety lifestyle center. I do some shopping at the supermarket and small apparel shops while [ am waiting
for my son. Then, we will have lunch together at some restaurants here” (Interview with customer)
“I come here to eat Japanese food. This lifestyle center has enough Japanese restaurants for me”
(Interview with customer)
“I usually go to eat at S&P, McDonald’s, or MK restaurant. This lifestyle center has all the
standard shops that [ want” (Interview with customer)
“There are suitable numbers of apparel shops here” (Interview with owner of apparel shop2)
Mall’s “I really like the decoration and design. It makes me feel like I live in Australia”
appearance (Interview with customer)
(environment) | “The lifestyle center that has a better mall environment attracts more customers to visit”
(Interview with owner of apparel shop1)
“I like the environment here rather than the open market at Tawana”
(Interview with owner of apparel shop2)
Affective “I enjoy shopping at the lifestyle center” (Interview with customer)
experience “I feel like I can forget some problems/anxieties when I shop here” (Interview with customer)
“The time spent shopping here is enjoyable” (Interview with customer)
“My customers have told me that they like to come here because they enjoy spending time here”
(Interview with owner of restaurant2)
Desire to stay | “I spent more time at the lifestyle center” (Interview with customer)
“My customers have told me that they like to come here because they want to spend a longer time
with their friends” (Interview with owner of restaurant2)
Revisit intention| “Next time, I will also want to come to the lifestyle center” (Interview with customer)

Source: Developed for this study.
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The results of the interviews of both tenants
and customers at lifestyle centers are mostly con-
sistent with the literature review with regard to
the variables, i.e., mall environment and tenant va-
riety. However, some variables which appeared
during the interviews have not been widely inves-
tigated in literature, i.e., customer-to-customer in-
teraction. Therefore, the conceptual framework of
this study consists of three types of variable: ante-
cedents (mall appearance or environment, cus-
tomer-to-customer interaction, and mall tenant mix
or variety); affective dimension of customer expe-
rience or mediators; and behavioral response (re-
visit intention, and desire to stay). Hence, these
variables are used to develop a model based on the
S-O-R. This study investigates the mall environ-
ment as stimuli, customer experience as organism,
and behavioral response as customer response. The
conceptual framework is illustrated in the follow-
ing model (see Figure 1).

CONCEPTUAL FRAMEWORK
PRE-TEST
This study measured the reliability of variables

from the data set of the pre-test of 60 respondents.
Cronbach’s alpha coefficients were acceptable

STIMULI

Ambient Factor

Design Factor

ranging from 0.74 to 0.91 (see Table 4).

Table 4: Cronbach’s Alpha

Variables Cronbach’s
Alpha
Ambient factor (A) 0.74
Design factor (D) 0.93
Store social factor (S) 0.85
Customer-to-customer (CC) 0.89
Mall’s tenants mix or Variety (V) 0.82
Affective dimension of customer 0.91
experience (AF)
Desire to stay (DS) 0.82
Revisit intention (RI) 0.87

In the pre-test, all constructs obtained
Cronbach’s alpha coefficients higher than the rec-
ommended level of 0.7 (Hair et al., 1998; Nunnalily,
1978). Therefore, there was no adjustment in word-
ing after the pre-test in this study because all re-
spondents in the pre-test understood all of the ques-
tions in the questionnaire.

In the second phase, a total of 492 respondents
participated in this study. Confirmatory factor
analysis (CFA) is used to test how well the mea-
surement variables represent the constructs before
analyzing data using the structural equation model
(SEM).

Store Social

BEHAVIORAL RESPONSE
Factor CUSTOMER EXPERIENCE
Customer-to- Revisit 1 . —
. Customer Affective R evisit Intention i
Interaction Dimension
Affective Desire to Stay
l’ Dimension

Figure 1: Conceptual Framework
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Figure 2: SEM Model with Standardized Loading

Note: x2/df =3.384; p<0.001; NFI = 0.873; RFI = 0.855; IFI = 0.907; TLI = 0.893; CFI = 0.907;

RMSEA =.070

FINDINGS
Confirmatory factor analysis (CFA)

The results of the measurement model demon-
strate that the chi-square statistic (}2/df) is 3.891,
p<0.001, and the RMSEA is 0.077. Regarding the
rule of thumb, the Root Mean Square Error of
Approximation (RMSEA) should not be greater
than 0.1 (Ho, 2006), and the incremental fit indi-
ces should be above 0.9 (Hair et al., 2006; Ho,
2006). The statistical criteria for determining good-
ness-of-fit or the baseline comparisons fit indices
illustrated a marginally acceptable fit for the hy-
pothesized model (NFI = 0.835; RFI = 0.816; IFI
=0.872; TLI = 0.856; CFI = 0.872) in this study.
To improve the fit of the model, some items with
high modification indices (MI) values were re-
moved from the model (Hair et al., 2006). Then,
the results of the modified measurement model
show that the chi-square statistic (%2/df) is 3.166,
p<0.001, and the RMSEA is 0.066. The baseline
comparisons fit indices illustrated a better fit for
the measurement model (NFI =0.882; RFI = 0.864;
IFT = 0.916; TLI = 0.903; CFI = 0.915) than the
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original measurement model. Hence, the model fit
was improved after deleting four items regarding
the baseline comparison fit indices of the proposed
model.

Structural Equation Model (SEM).

The results reveal that the chi-square statistic
(x2/df) is 3.384, p<0.001, and the RMSEA is 0.070.
The baseline comparison fit indices illustrated an
acceptable fit for the hypothesized model (NFI =
0.873; RFI1=0.855; IFI =0.907; TLI1 =0.893; CFI
= (0.907) in this study. The results of hypotheses
testing are shown in Table 5.

DISCUSSION

The findings of this study indicate that the am-
bient factor has a significant and positive influence
on the affective dimension. However, design has
no influence on the affective dimension and the
result of design factor. Another environmental
stimulus, store social factor, has an influence only
on the affective dimension. This result implies that



Table 5: Hypotheses Test Results

Hypotheses Hypotheses Test Results
HIl:  Mall appearance (Environment)->Affective dimension
Hla: Ambient factor—Affective dimensio Supported
Hib: Design factor—>Affective dimensio Not Supported
Hlc: Store social factor—= Affective dimension Supported
H2:  Customer-to-customer interaction—>Affective dimension Not Supported
H3:  Mall Tenant Mix (Variety)->Affective dimension Supported
H4:  Affective dimension—>Behavioral Response
H4a: Affective dimension—Revisit intention Supported
H4b: Affective dimension—Desire to stay Supported
HS5:  Mall appearance (Environment)->Behavioral Response
HSal: Ambient factor = Revisit Intention Supported
H5a2: Design factor = Revisit Intention Not Supported
H5a3: Store social factor=Revisit Intention Supported
H5b1: Ambient factor = Desire to stay
H5b2: Design factor = Desire to stay Not Supported
H7b3: Store social factor—>Desire to stay Not Supported
H6:  Customer-to-Customer Interaction—>Behavioral Response
H6a: Customer-to-Customer Interaction—>Revisit Intention Supported
H6b: Customer-to-Customer Interaction—Desire to stay Supported
H7:  Mall Tenant Mix (Variety)—Behavioral Response
H7a: Mall Tenant Mix (Variety)->Revisit Intention Not Supported
H7b: Mall Tenant Mix (Variety)—Desire to stay Not Supported

store’s social factor or friendly employees in a
lifestyle center has a positive influence on custom-
ers in terms of affective dimensions (pleasure and
arousal). In other words, a store’s social factor
helps fulfill customer’s need for enjoyment which
also helps customers have a good time and forget
their problems (Timothy, 2005). Among mall ap-
pearance, mall tenant mix (variety) has the stron-
gest influence on affective dimension.

It is also noticed that the affective dimension
has a stronger influence on revisit intention, when
compared to the impacts of customer-to-customer
interaction, ambient factor, and store social factor.
The affective dimension also has a significant posi-
tive influence on desire to stay at the lifestyle cen-
ter, when compared to the impacts of the ambient
factor, and customer-to-customer interaction.
Therefore, the results provide empirical weight to
the importance of generating exciting and pleas-
ant experiences for customers when shopping at
lifestyle centers. In other words, this research sug-
gests that the exciting and pleasant shopping envi-
ronments are more likely to generate repeat visit-
ing, and desire to stay at these centers.

Customer-to-customer interaction also has a
significant and positive influence on revisit inten-
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tion and the result is consistent with the explor-
atory study results. Furthermore, the ambient fac-
tor such as music provided at the lifestyle center,
and customer-to-customer interaction also have
significant influence on desire to stay at the lifestyle
centers. This result is also consistent with the ex-
ploratory study results. The ambient factor has the
strongest effect on desire to stay, followed by cus-
tomer-to-customer interaction. Therefore, it is ap-
parent that only the ambient factor and customer-
to-customer interaction have significant and direct
influence on desire to stay at the lifestyle centers.
Finally, there is no direct and significant impact of
mall tenant dimension, on the desire to stay and
revisit intention, mediated through the affect di-
mension.

CONCLUSION

The findings provide important contributions
and recommendations to scholars or academics in
the retail industry. For theoretical implications, this
study extends knowledge of the Stimulus-Organ-
ism-Response (S-O-R) theory to clarify the rela-
tionship between environmental factors (stimulus),



the affective dimension (organism), and revisit in-
tention (response). The results of this study illus-
trate that the affective dimension is mediating be-
tween mall environmental factors, such as the am-
bient factor and store social factor, and behavioral
response (revisit intention and desire to stay). To
be specific, the findings in this study suggest that
the ambient factor is an important factor that in-
fluences the affective dimension, revisit intention,
and desire to stay. Wakefield and Baker (1998)
found that three environmental stimuli factors (am-
bient factor, design factor, and store social factor)
influence the affective dimension. However, the
results of this study indicate only two environmental
stimuli factors (ambient factor, and store social
factor) influence the affective dimension of cus-
tomer experience. The results of this study also
clarifies that customer-to-customer interaction has
asignificant and positive influence on both revisit
intention and desire to stay but does not have any
significant relationship with the affective dimen-
sion of customer experience.

This study also provides useful knowledge for
managers about the importance of the affective
dimension toward behavioral response (revisit in-
tention, and desire to stay). To enhance the affec-
tive dimension, managers should also improve the
ambience and mall tenant mix (variety). The find-
ings suggest that managers should pay attention
to building a better environment at the lifestyle
center such as music, lighting, and temperature
because it will also enhance the consumers’ desire
to stay longer. Specifically, it is evident from this
study that managers might not have to spend a lot
of money on fancy design but should focus more
on the ambient factor. This study verified that build-
ing a good environment and maintaining a pleas-
ant environment (through factors such as music,
lighting, and temperature) can make customers feel
good, and encourage revisit intention. Finally,
lifestyle centers should consider improving the
store social factor by increasing the number of em-
ployees in lifestyle centers.
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THE RELATIONSHIP BETWEEN PRICE DEALS, PERCEIVED QUALITY, AND BRAND
EQUITY FOR A HIGH INVOLVEMENT PRODUCT

Rachata Rungtrakulchai
Martin de Tours School of Management and Economics, Assumption Unversity

Abstract

This study aimed to investigate the impact of price deals and perceived quality on the brand
equity in the context of brand knowledge and brand associations. This study extends the previous litera-
ture on brand equity by focusing on how a consumer perceives brand in high involvement products.
Eighteen face-to-face interviews were conducted to identify the product category for a high involvement
product. Three hundreds and eighty-six sets of questionnaires were usable and completed. The findings
supported that price deals and perceived quality are important factors which create the associations that
consumers make with a brand in order to create brand equity.

Keywords: Brand, Brand Equity, Brand Associations, Perceived Quality, Price Promotions
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INTRODUCTION between marketing activities and brand equity
(Keller, 1993; Keller & Lehmann, 2006). For ex-
Brand, as an asset of a firm or company, does  ample, Cobb-Walgren et al. (1995) found that a
not serve only an identification purpose, but also  higher advertising budget contributed to higher lev-
offers the firm legal protection for unique features  els of brand equity. However, they did not study
or aspects of the product or service. Brand also  whether different marketing activities influence
offers additional value to the firm performance  each brand differently. In other words, they did not
(Simon & Sullivan, 1993). In addition, brand is a  investigate whether particular marketing mix ac-
valuable factor that influences consumer behavior, tivities affect brand equity differently. Furthermore,
and provides the security of sustained future rev-  the work of Keller and Lehman (2006) confirmed
enues (Hunt & Keaveney, 1994; Kevin & John,  that literature on brand and branding in the past
1999; Sloot & Verhoef, 2008). Therefore, brands  has reported mixed results of the relationship be-
have an enormous impact on both marketing per-  tween marketing mix activities and consumer per-
formances, and financial performances (Baldauf,  ception on a brand. They also suggested that the
Cravens, & Binder, 2003; Rajagopal, 2009; Rust,  study of particular marketing mix activities should
Lemon, & Zeithaml, 2004; Simon & Sullivan,  be more focused and should be introduced and
1993). measured in terms of customer mindset.
Previous literature has studied the relationship This study aims to investigate the impact of
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price deals and perceived quality on the consum-
ers’ mindset in the context of brand. This would
assist marketing practitioners to obtain insights of
the impact of the price and pricing strategy on their
brand. There are reasons why this study selected
price deals and product quality as the factors which
influence brand equity. First, price promotion strat-
egy is generally a critical strategy that generates
market demand and stimulates short-term company
profitability. In addition, price promotion strate-
gies are generally widely implemented in most mar-
ketplaces. Secondly, price and product quality has
been found to be primary reasons why consumers
purchase products or services, especially when the
consumers are value conscious (Parasuraman,
1997, Zeithaml, 1988). Price deals and product
quality are considered as the most important mar-
ketplace cues and the very first information for
consumer evaluation of a product or service among
experienced customers. Furthermore, this study
extends the previous literature on brand equity,
focusing on how a consumer perceives brand in
high involvement products.

LITERATURE REVIEW

Brand Equity: Brand Knowledge and Brand
Associations

Keller (1993) conceptualized brand equity,
which determines the brand effects on the individual
consumer, called “Consumer-Based Brand Equity
(CBBE)”. He defined brand equity as “the differ-
ential effect that brand knowledge has on customer
response to marketing activity with respect to that
brand”. Keller (1993) also conceptualized brand
knowledge in terms of brand awareness and brand
associations. Therefore, brand associations and
brand awareness are the consequences of market-
ing activities according to how consumers respond
to the brand. He argued that this perspective of
brand equity concept allows managers to specifi-
cally determine how their marketing actions dis-
tribute the value of a brand for consumers.

Keller (1993)’s study had demonstrated that
brand knowledge consists of two elements; brand
awareness and brand image. Brand awareness is
based on the brand recall and recognition abilities
of consumers and brand image is the associative
network of memory of a consumer. Attributes,
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benefits, attitudes, and experiences dimensions of
brand knowledge are parts of brand image (Keller,
1993). Brand image can be classified in terms of
three associative characteristics: Favorability,
Strength, and Uniqueness. Keller (1993) also cat-
egorized brand association by the levels of abstrac-
tion, in other words, by how much information is
summarized or subsumed in the association. Hence,
brand association can be classified into three cat-
egories: attributes, benefits, and attitudes. He also
mentioned that additional distinctions can be added
in these categories according to the qualitative
nature of the association. These different types of
brand association define brand image.

Price Deal and Perceived Quality

Price deals are a price promotion offer on a
product or service. Price deals save the buyers
money when a product or service is purchased.
The main types of price deal include price dis-
counts, price-cut, coupons, rebates, refunds, and
bonus pack. In this study, price discounts and price
cut promotion are focused. Price deals are found
to have a negative relationship with behavioral in-
tention (Pauwels, Hanssens, & Siddarth, 2002;
Yoo, Donthu, & Lee, 2000). Price deals are usu-
ally intended to recruit new buyers for a mature
product, accelerate consumer use and purchase
multiple units to encourage trial use of a new prod-
uct or line extension or to convince existing cus-
tomers to increase their purchases. Consumers
usually evaluate price deals in relation to a refer-
ence price. The difference between the reference
price and deal price produces the transaction util-
ity of an exchange and induces brand preference
(Silva-Risso & Ionova, 2008; Sloot & Verhoef,
2008).

Zeithaml (1988) suggested that consumers or-
ganize the information which is perceived from
product attributes ranging from simple attributes
to complex personal values. She also indicated that
these attributes can be categorized into two types
of information cue: intrinsic cues (physical com-
position of the product) and extrinsic cues (prod-
uct-related, not the physical product itself). There-
fore, for this study, perceived quality reflects the
perception of the consumers of both the physical
and emotional attributes which a consumer per-
ceives as intrinsic cues and extrinsic cues.

Price has been debated by scholars as to



whether it can be a quality signal to consumers
(Luk & Yip, 2008; Martinez & Moll4-Descals
(2008): Zeithaml, 1988). Zeithaml (1988) argued
that consumers depend on price as the primary
quality signal in some product categories, espe-
cially in the categories where quality variation is
expected. Rao and Monroe (1987) found a signifi-
cant effect between price and quality expected.
Therefore, price and perceived quality is related in
terms of the use of price as an indicator of quality.
This depends on price variation and quality varia-
tion in the product categories, the level of price
awareness, the consumers’ knowledge of the price,
and the availability of other cues to quality
(Zeithaml, 1988). However, it is not only price that
can be a signal of quality, but also the brand name
(Hunt & Keaveney, 1994; Luk & Yip, 2008).

Since a quality level is associated with a brand,
consumers’ perception of product quality involves
their network memory. A higher satisfaction level
of perceived quality increases the probability of
choosing the brand over competitors because
higher brand recall and recognition (Aaker, 1996;
Yoo, et al., 2000), enhances the brand position
(Carol & Carl, 2003), and increases the customer
value and value equity (Christopher, 1996; Lemon,
Rust, & Zeithaml, 2001). Therefore, perceived
quality is a one of the most important components
driving brand equity.

RESEARCH FRAMEWORK

Price deals represent the marketing activity and
a source of information which influence the per-
ceived quality, brand associations, and brand
knowledge of a consumer. To extend previous stud-
ies, the effects of price deals and perceived quality
are investigated as antecedences of brand associa-
tions and brand knowledge. Brand associations are
based on brand attributes, brand attitude, and brand
benefits and brand knowledge is based on brand
awareness and brand image. For brand awareness,
there are two components, which are brand recall
and brand recognition. The conceptual framework
of this study can be seen in Figure 1.

The conceptual framework offers an explana-
tion as to how brand associations and brand knowl-
edge change when the perceptions of price deal in
the mind of a consumer change, which in turn give
rise to brand equity. It also explains how perceived
quality and perceived brand value play roles in
consumer-based brand equity. Therefore, perceived
quality, perceived brand value, brand associations
and brand knowledge serve to clarify the nature of
the relationship between price deals and brand eq-
uity.

Brand Associations

Brand Attributes

Brand Attitude

Perceived

Quality Brand Benefits

Perceived Brand Brand Equity

Price Deals l

Value

Brand Image

Brand Awareness

Brand Knowledge

Figure 1: Conceptual Framework
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Research Hypotheses

Literature has indicated that there is a positive
relationship between price and quality, at least over
some range of prices for some product categories.
Hence, the findings of price-quality relationship
remain mixed and do not provide generalizability.
Zeithaml (1988) summarized the literature on the
price-quality relationship and presented research
evidence which supports how price and quality are
related. First, it depends on the availability of other
information to consumers. Jacoby, Olson, and
Haddock (1971) found that price is an indicator of
product quality when it is the only cue available
but not when embedded in a multi-cue setting.
Therefore, if there are other sources of informa-
tion, such as brand name, which can be a cue for
product quality, the relationship between price and
quality might be weaker.

Second, if consumers are unaware of product
prices, they would not use price to infer quality.
On the other hand, if consumers are not interested
in product quality or do not have sufficient prod-
uct knowledge, they would not be able to judge
the quality of a product by using the price as an
indicator. Third, consumers appear to depend more
on price as a quality signal in some product cat-
egories. Monroe (1973) suggested that the per-
ception of price of a consumer is very subjective.
One of the factors which affect the relationship is
the level of price awareness on a particular prod-
uct category. Therefore, it can be hypothesized that

H1: Price deals negatively influence
perceived quality

The change of price leads to a change of con-
sumer expectation of a brand due to the change of
the associative information in their memory. Price
discounting may influence a consumer to perceive
alow quality association. On the other hand, price
increases may convey a high-quality association to
a consumer. Brand attitude is based on the belief
of consumers on the quality of a brand (Mitchell &
Olson, 1981), and Keller (2008, p 385) stated that
because of the embedded meaning of brand atti-
tude, consumers store and retrieve brand attitude
separately from other information.

Brand attributes are explained by the features
that characterize a product or service. Price deal
information is an extrinsic cue which describes the
change of a product or service’s characteristic. As
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the price indicates the product or brand’s quality,
a price deal leads to a change in consumer expec-
tations about quality (Liao, 2006; Sloot & Verhoef,
2008). The attribute associations in a consumer’s
mind may also change in terms of its structure.

Brand benefits include the personal perceived
value and the meaning that consumers perceive
from a product or service. This is clearly concep-
tualized by Ziethaml (1988) who stated that the
perceived value of a consumer is related to the
perceived price of the product or service, which is
mediated by perceived quality. In general, a strong
brand benefit association can be created through
the direct experience of a consumer. Park et al.
(1986) argued that marketing activities create a
source of benefit information and enable consum-
ers to understand brand concepts. Therefore, the
hypothesis is as follows:

H2: Price deals positively influence
brand associations (attitude, attributes, and
benefits)

From the perspective of information process-
ing, price deal information is a cue that is stored in
a consumer’s memory and is associated with other
information which is related to the price of the
product (Raju, Srinivasan, & Lal, 1990; Somjit &
Audhesh, 2005; Vincent, Marnik, Jan-Benedict, &
Dominque, 2001). Monroe (1973) argued that
consumers often question the motivation behind
price deals. The decreases in price can be inter-
preted in the following ways: the items are about
to be replaced by new models; the items are defec-
tive or are not selling well; or that the quality has
been reduced. Price deals might also create a loss
of brand image due to such reservations (Kevin &
John, 1999). However, previous literature argued
that price promotions create awareness to consums-
ers (Martinez & Molla-Descals, 2008). Consum-
ers’ ability of recall and recognition is better when
they have an awareness of the price. Therefore,
price deal information is perceived in the form of
consumer knowledge. The hypothesis is as follows:

H3: Price deals positively influence
brand knowledge (brand image and brand
awareness)

The positive perceived quality creates the brand
attitude, brand attributes, and brand benefits to a
consumer. Consumers usually seek a reason to pur-
chase a product or service. A high level of per-



ceived quality shows that consumers experience
brand benefits, and create positive brand attributes
or that there is a reason for the consumer to pur-
chase the brand again.

Therefore, high levels of perceived quality of a
brand might place stronger, more favorable, and
unique associations in the memory network of con-
sumers for brand attributes, brand attitude, and
brand benefits. It can be hypothesized that:

HA4: Perceived quality positively influ-
ences brand associations (brand attitude,
brand attributes, and brand benefits)

Perceived quality creates image associations in
the mind of a consumer. This is the uniqueness as-
sociation of Keller (1993). Consumers transform
the product attributes into a brand personality
(Praveen, Carl, & Lawrence, 1999). Ramaseshan
and Tsao (2007) found that there is a positive rela-
tionship between perceived quality and brand per-
sonality when the brand contains a symbolic and
experiential brand-concept image. Therefore, it is
hypothesized that:

H5: Perceived quality positively influ-
ences brand knowledge (brand image, and
brand awareness)

Keller (1993) originally introduced the concept
of CBBE (Customer-Based Brand Equity) which
is based on the concept of brand association. He
conceptualized that brand association is the fun-
damental part of brand knowledge and CBBE; the
strength, uniqueness, and favorability of associa-
tions used to measure the level of brand image.
The abilities of brand recall and recognition reflect
the strength of brand placement in the mind of a
consumer. Therefore, brand associations concep-
tually act as a source of brand knowledge. For
CBBE, the linkages in the associative memory net-
work create the structure of brand knowledge.

H6: Brand associations (attitude, at-
tributes, and benefits) positively influence
brand knowledge (brand image and brand
awareness)

Brand associations consist of three dimensions:

brand attitudes, brand attributes, and brand ben- -

efits (Keller, 1993). From the perspective of brand
attitude, consumers favor a brand for the functional
benefits and experiential benefits that they receive
in return (Zeithaml, 1988). Those benefits are the
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customer value which consumers perceive they
obtain from a brand.

Consumers encode the product attribute infor-
mation and store it in a brand evaluation context.
Consumers, who satisfy brand attributes in terms
of the functional concept, would perceive the value
of the brand for themselves. Therefore, satisfac-
tion of brand attributes leads consumers to per-
ceive high value. Brand benefits respond to four
components: functional performance of the prod-
uct or service, convenience and ease of accessing
the product or service, brand personality, which
fits the consumer, and the value proposition which
the brand offers. These components offer value to
consumers in terms of quality, convenience, satis-
faction, and value for money. Hence, it can be hy-
pothesized that:

H7: Brand associations (brand at-
tributes, brand attitude, and brand ben-
efits) positively influence perceived brand
value.

The recall and recognition ability on a brand
can lead to positive consumer assessments in terms
of considering the brand as good value for money
or a good deal for the product or service. Higher
brand awareness assists the consumers in eliminat-
ing other brand choices. Previous literature pointed
out that consumers are more likely to purchase fa-
miliar brands (Silva-Risso & Ionova, 2008) and
are willing to pay price premiums for familiar
brands(Aaker, 1992). Furthermore, previous litera-
ture also found that brand awareness influences
the customer value (Baldauf, et al., 2003). Hence,
it can be hypothesized that:

H8: Brand knowledge (brand image,
brand awareness) positively influences
perceived brand value.

Perceived brand value underpins the percep-
tion of benefits of a brand weighed up against the
cost (scarification) of purchasing the brand. Con-
sumers’ perception of more brand value leads to
higher brand equity. This explains that the percep-
tion of the value of a brand by consumers gener-
ates competitive advantage over other brands.
Consumers find that the brand is superior to other
brands when they perceive more value or benefits
from the brand. In addition, consumers create their
own brand value from the way they perceive, which
leads to brand equity creation. Hence, it can be



hypothesized that:
HY: Perceived brand value positively
influences brand equity.

High Involvement Product as Control Variables

Brand is linked to product category, and the
product category is linked to the brand. A product
or service category also shares a set of associa-
tions. Some product categories have a specific link
to or belief in the brand (Banerjee, 2009; Fei, 2008).
In addition, product categories vary in terms of
weighted brand association. Consumers will not
assess the importance of brand associations equally,
nor view them as the same in different product
categories. Hence, product category can be a par-
ticularly important determinant of consumer re-
sponse to a brand. For this study, the level of prod-
uct involvement is placed in the conceptual frame-
work as a control variable of the study. The study
focuses on only high involvement products and only
one brand in that category. This would create the
generalizability of the results for high involvement
products and allows the study to manage the vari-
ance of the impact of price deals and perceived
quality across products and brands in the market.

RESEARCH METHODOLOGY

Eighteen face-to-face interviews were con-
ducted to identify the product category for high
involvement product. The results indicated that the
focused brand and product category is SONY HD
TVs. Four hundred and four consumers who have

experience purchasing a SONY HD TV were asked
to complete the questionnaire survey. After data
screening process, three hundreds and eighty-six
sets of usable questionnaires were found. The ex-
perience of consuming and purchasing could not
be longer than 3 months ago. In particular, the
key informants of this study are the current con-
sumers of SONY HD TV who are in Bangkok.
The back translation between Thai and English
version of questionnaires were performed to con-
firm the content validity. All respondents were
mixed between male and female and earned income
from 15,000 baht to more than 100,000 baht per
month.

The results of the EFA show that cross loading
items were eliminated (eleven out of thirty-nine mea-
surement items) and other measurement items were
consistent with the construct validity. The results of
the CFA show that the sample data were a favorable
fit to the measurement model. Hence, the structural
model was reasonably accepted. The fit indexes for
the path model are as shown in Table 1.

Four major criteria of fit indexes were applied
to check the fit of the SEM model (Kline, 2005);
x¥/df, RMSEA, CFI, and SRMR (GFI and AGFI
are affected by sample size (Sharma, Mukherjee,
Kumar, & Dillon, 2005) and TLI is highly corre-
lated to CFI). For this study, the SEM fit indexes
show that the chi-square to degree of freedom ra-
tio (x¥/df) is 2.516 which is a reasonable fit (Kline,
2005). CFI was exceeded the acceptable fit point
at 0.90 (CFI=0.915), RMSEA was 0.063 which
was considered to be reasonable fit as well as
SRMR which was below 0.10 (SRMR = 0.0722)
(Ho, 2006; Kline, 2005).

Table 1;: The Model Fit Indexes for the Path Model

Xdf, p < 0.001 GFI NFI RFI IFI

TLI CF1 RMSEA, p < 0.00/| SRMR

2.516 0.932 0.869 0.836

0.916

0.894 0.915 0.063 0.0722




Thus, the model fix indexes for the path model
indicated an acceptable approximation of the pro-
posed relationship among the constructs. The re-
sults of structural path analysis indicated that seven
of nine hypotheses are statistically significant and
positive, as shown in Table 2.

DISCUSSION

Price deals and perceived quality influence
brand equity through brand associations and brand
knowledge. The results shows that price deals and
perceived quality increase the functional benefits
(brand attributes, and brand benefits) and emotional
benefits (brand attitude) which influence perceived
brand value through brand knowledge. This value
chain process is consistent with the study of Grewal
et al. (1998) and the study of Dodds et al. (1991)
which argued that price discounts and brand’s per-
ceived quality significantly influence the perceived
value of a consumer. Thus, consumers find value
while the product is on price deals and this value
enhances brand equity; similar to when consumers
find value when they find the product is better than
competitors or when they think the product is su-
perior.

The findings show statistical evidence that price
deals and the perception of quality send informa-
tion about the brand to the mind of a consumer to
create brand associations. Thus, the findings sup-
port that marketing activities is an important fac-
tor which creates the associations that consumers
make with a brand. These associations induce what

the firm wants the brand to stand for in the con-
sumers’ mind (brand image) and how deeply the
firm wants the consumers to remember the brand
(brand recall and brand recognition).

Finally, a more positive brand image and brand
recall lead to a stronger brand equity which con-
tributes to consumer loyalty, consumer beliefs and
willingness to search for the brand. Furthermore,
positive brand equity will help consumers to view
the brand favorably and create a halo effect to re-
sist competitors’ marketing activities (Keller, 1993;
Leuthesser, Kohli, & Harich, 1995).

The findings provide statistical evidence to sup-
port the concept of Consumer-Based Brand Eq-
uity (CBBE) which was developed by Keller
(1993). The results show that brand associations
develop the network memory of brand knowledge
which contribute to brand equity in the mind of
consumers.

The major academic implication of this study
is the extent to which marketing activities influ-
ence a consumer’s brand evaluation. The findings
of this study extend the boundary of understand-
ing of brand equity and its sources in terms of the
effects of marketing activities on the creation of
brand equity. Previous literature reported mixed
findings on how price promotions influence con-
sumers’ brand evaluation (Bart & Luc, 1996; Davis,
Inman, & McAlister, 1992; DelVecchio, Henard,
& Freling, 2006; Dodds & Monroe, 1985; Yoo, et
al., 2000). Therefore, this study has identified, with
statistical evidence, a particular area of how price
promotion activities influence the perception of
brand equity in the minds of consumers.

Table 2: Hypotheses Testing Results

Hypotheses and Path Analysis Standardized Critical p-value | Results
Regression Ratio
Weights (Z-value)
HI | Price Deals > Perceived Quality 100 (.154) 2.762 ok Not Supported
H2 | Price Deals > Brand Associations 139 (.372) 5.901 *ok ok Supported
H3 | Price Deals - Brand Knowledge .041 (.293) 2.664 *k Supported
H4 | Perceived Quality - Brand Association 417 (.719) 8.574 *k ¥ Supported
HS5 | Perceived Quality - Brand Knowledge .009 (.044) 432 NS Not Supported
H6 | Brand Associations - Brand Knowledge 299 (.794) 3.611 ol Supported
H7 | Brand Associations -> Perceived Brand Value | -1.333 (-.881) -1.878 NS Not Supported
H8 | Brand Knowledge > Perceived Brand Value | 5.816 (1.446) 2.743 *ok Supported
H9 | Perceived Brand Value - Brand Equity 514 (.373) 5.948 ol Supported

Note: * shows p-value < 0.05

** shows p-value < 0.01

*#% shows p-value < 0.001

NS - Not significant at a 0.05 significance level
The standardized coefficients are shown in the bracket.
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Price deals strategy has been used as an im-
portant strategy in order to create revenue and
motivate consumer purchase intention. This study
shows that the implementation of price promotion
activities has a positive effect on consumers’ per-
ceived quality. To put it simply, when the consum-
ers are more satisfied with the price deals which
the brand offers, they tend to have more positive
perceived quality. This means that, even though
they are a highly competitive market, where HD
TV sellers invariably employ price deals, the con-
sumers still do not reduce their expectation of prod-
uct quality. This might be because when the prod-
uct is on a price promotion activity, consumers
would seek more information about the product
(especially for high involvement products). Once
they know the product, and they know that the
quality of the product remains the same, their per-
ception of quality would increase. Moreover, for
some high involvement products, consumers al-
ready know about the product attributes. Thus, the
reduction of the price for that product would cre-
ate more benefits to consumers who are benefit-
seeker consumers, and this would create more per-
ceived quality for those consumers. Hence, no mat-
ter what the price deals are, the perceived quality
of the product would not be decreased. This is what
consumers have experienced at least for this prod-
uct category.

The findings support the concept that consum-
ers perceive price deals in the form of information
about the brand. This information is interpreted as
both positive and negative associations about the
brand in order to create a network memory of brand
knowledge. These positive and negative associa-
tions can be weak or strong associations. Hence,
market practitioners should pay more attention to
how they implement the price promotion activities
because unsatisfying price deals would create nega-
tive brand associations and brand knowledge. This
includes those brands which do not have any price
promotions activities.

The findings also support the idea that percep-
tions of quality of the product can influence atti-
tude and behavior toward the brand. Consumers
create strong and unique associations in their mind
when they find the product of a firm has consistent
quality and is superior to that of competitors. These
associations are very important for marketing prac-
titioners to differentiate their product or service
from their competitors.
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LIMITATIONS AND FUTURE RESEARCH

This study focuses on a particular product and
a particular brand, whichis SONY HD TVs. More-
over, the samples of the study were collected only
in Bangkok, Thailand. Hence, the major limitation
of this study is the generalizability of the findings.
The results may not be generalized to other prod-
uct categories or brands in other industries, espe-
cially low involvement products. In addition, this
research is under positivistic paradigm. Therefore,
marketing practitioners should apply the findings
of this study with care. The study of low product
involvement is suggested for future research.

The amount of consumer knowledge of a brand
is another limitation of this study. Different con-
sumers have different knowledge on a brand or
product, inferring different meanings and employ-
ing different behavior. Hence, the amount of knowl-
edge on a brand held by individual consumers, as
well as the effects of other marketing activities, is
not within the boundary of the study's framework.
The framework of this study did not include the
post-effects of price deals such as price sensitivity
or promotional expectation. Previous studies indi-
cated that the frequency of price promotion activi-
ties increases consumers’ price sensitivity and they
would not buy the products again until the next
promotion has come (Kalwani & Yim, 1992;
Ramirez & Goldsmith, 2009). This may indirectly
affect brand equity in the long-term if consumers
often purchase only when the products are on price
promotions. Future research in this area is sug-
gested.

Other marketing activities could be added to
the conceptual framework in order to investigate
how it affects brand associations and brand knowl-
edge. Advertising, event marketing, sales force
marketing or sport marketing are also found to have
an effect on brand differentiation (Boulding, Lee,
& Staelin, 1994) and brand preference
(DelVecchio, et al., 2006), but how these activi-
ties influence brand equity has not been investi-
gated. Thus, future research could be conducted
on how other marketing activities influence brand
associations, brand knowledge, and brand equity.

Finally, Keller (1993) stated that individuals
have different perceptions of brands, and the evalu-
ation and purchase of a product or service is done
at a particular time, based on how individuals per-
ceive the brand at time. Thus, the generalizability



of the results is limited to a particular period of
time. Future investigation on a variety of brands is
needed with a longitudinal research on the post-
promotion effects on brand equity. Such future
research could allow greater generalizability of the
findings and expand the knowledge of brand eq-
uity in this area.
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IMPACT OF PERCEIVED SERVICE ON BRAND IMAGE AND REPURCHASE
INTENTIONS OF THAI PASSENGERS TOWARDS LOW COST CARRIERS

Shanyalak Sangkatat Na Ayutthaya
Graduate School of eLearning, Assumption University

Abstract

Since the application of the Open Sky Policy in 2002, Low Cost Carriers (LCCs) have been
gaining a progressive market share in Thailand. However the numbers of academic researchers in this
field are limited, the researcher hence focused on Thai passengers traveling on LCCs to explore new
knowledge. Based on a comprehensive literature review, the conceptual model investigated whether the
perceived service quality affects airline brand image and repurchase intention of Thai passengers was
developed and tested in LCCs sector. Data from four hundred travelers was obtained and statistically
analyzed; a regression analysis aided in examining the impacts of tested variables. The results revealed
that the perceived service quality of Thai passengers had a significant impact on the LCCs’ brand image,
with the empathy aspect being the most critical factor. Besides, the carriers’ brand image proved to have
an influence on passengers’ repurchase intention. The brand evaluation dimension provided the stron-
gest support, whereas brand experience, brand expectation and brand strength were also statistically
significant in explaining Thai passengers’ repeat patronage.

Keywords: Perceived Service Quality, Brand Image, Repurchase Intention, Low Cost Carriers,
Thai Passengers
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INTRODUCTION

Although the airline deregulation policy under
the Free Determination Agreement commenced at
the beginning of 2002, Low Cost Carriers (LCCs)
are still comparatively new to the airline market in
Thailand (Realrangsutthar, 2008). The Thai avia-
tion industry experienced rapid growth due to the
emergence of new comers in the market; this in
turn alerted existing airlines to reexamine their ser-
vice quality to maintain market share and passen-
gers’ repeat purchases (Cheosakul, 2004). Since
then, the changes in travel pattern of Thais were
noticed as the market liberalization encouraged
market competition, a drop in fare prices and an
increase in the number of suppliers. Public doubts
regarding the LCC’s standards and qualities were
raised initially. However, LCCs claimed that the
low fare business model and that low value was
not part of their strategy. Providing a different ser-
vice and product features, service quality is sig-
nificant if LCCs are to extend their profitability,
brand recognition and gain repeated business.
According to Zeithaml, Bitner and Gremler (2006),
customers perceive service in terms of service qual-
ity and how they are satisfied with the service re-
ceived.

Airline service quality and brand image were
examined by countless numbers of scholars and
practitioners; however, passengers’ repurchase in-
tentions of Thai passengers traveling on LCCs has
not been well researched; obtaining such knowl-
edge can benefit the airline business and manage-
ment of aviation. Consequently, this paper was de-
veloped to investigate whether Thai passengers’
perceived service quality of LCCs has an influence
on carriers’ brand image, and the intention to re-
peat purchases. The knowledge and finding of the
study will be beneficial to airlines as the under-
standing of passengers’ attitudes and behaviors al-
lows carriers to correctly provide the services that
meet customers’ needs, create the images that pros-
pect airlines’ proficiency and encourage passen-
gers’ repeat purchases.

LITERATURE REVIEW
Perceived Service Quality

Service quality is a “consumer’s overall impres-
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sion of the relative superiority/inferiority of the
organization and its services” (Bitner & Hubert,
1994, p.77). The empirical studies on service were
separated from goods in the early 1980s, after
which, several frameworks and conceptualizations
were developed (Schneider & White, 2004). How-
ever, the core debate was mostly devoted to the
two competing perspectives of Nordic model of
Gronroos and the American Model by
Parasuraman, Zeithaml and Berry (Mels, Boshoft,
& Nel, 1997 as cited in Brandy & Cronin Jr., 2001).
The SERVQUAL is the most utilized evaluation
tool owing to its analytical practicality, and is
proved to be a parsimonious and handy framework
for researchers (Kheng, Mahamad, Ramayah &
Mosahab, 2010). Based on the concept and
dimensionalities of the SERVQUAL concept,
SERVPERF measures was introduced by Cronin
and Taylor without the inclusion of gaps model.
The scale measures the service’s performance from
post-consumption perception, and it is assessed
from five dimensions of tangibility, reliability, re-
sponsiveness, assurance and empathy. Though con-
siderable number of studies on airlines have in-
volved service quality as a core concept, the re-
search on service quality of LCCs from the per-
spective of Thai passengers are still limited as LCCs
in Thailand are considered at an initial stage.

Homer (2008) revealed that there is an inter-
relation between perceived quality and brand im-
age. Berry, Lefkowith and Clark (1988) explained
that good service performance and good name can
generate the powerful branding effect for the firm,
and the quality of service is a key determinant to
the success of brand image. Gupta (2007) stated
that the service encounter is an inherent strength
within service quality which elevates the service
brand image. Chen and Tseng (2010) reported that
a good service quality related to an airline as per-
ceived by customers leads to a good (brand) im-
age held in their memory. However, Chen, Zhou
and Li (2008) argued that service quality does not
directly affect brand image establishment. Vigripat
and Chan (2007) examined the relationship be-
tween brand image and repurchase intention, and
found that brand image does not affect repurchase
intention; brand trust does. On the other hand, Wu
(2011), as well as Cretu and Brodie (2007), found
areverse relationship that brand image in turn had
a significant impact on service quality.



Brand Image

Brand image is the perception about a brand
as reflected by the brand association held in con-
sumers’ memory (Keller, 1993). Since the 1980s,
the importance of brand activities increased sub-
stantially and branding was touted as a cornerstone
of marketing (Weilbacher 1993, as cited in
Realrangsutthar, 2007). From comprehensive lit-
erature on brand image, Han (2006) summarized
that brand image can be defined by six clusters of
association, namely strength, uniqueness, expec-
tation, perception, experience and evaluation of the
brand. These have covered several measurement
variables proposed by other researchers. In this
study, the researcher applied the Hans’ framework
as a comprehensive measurement of brand image
and the following are the dimensions:

Strength: The strength of a brand im-
age is determined by the magnitude and
complexity of the brand identity signal as
well as the complexity of the processing of
the signals (Han, 2006, p.83).

Uniqueness: Differentiation or unique-
ness is defined as “to what degree consum-
ers feel that the brand differs from com-
peting brands” (Netemeyer et al., 2004, as
cited in Anselmsson, Johansson & Persson,
2011, p.11).

Expectations: Brand expectations are
linked to how brand users expect the brand
to perform (Han, 2006, p.84).

Perceptions: A strong brand image as-
sociation would involve the creation of cus-
tomers’ perceptions (awareness); this is
reflected in the consumer’s ability to iden-
tify the brand under different circumstances
(Keller 1993).

Experiences: Brand image can be
shaped directly from actual experiences and
contact services (Keller 2003).

Evaluations: Evaluations refer to how
brand users interpret and evaluate the brand
and related marketing information. It is
determined by the perceptions, expecta-
tions and, most importantly, by the experi-
ences of the brand in question (Keller
2003).

Airlines are excellent examples of an almost
industry-wide use of the company or corporation
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name as a carrier brand (Driver, 1999). While the
growth and competition in airline market are in-
tensifying, brand image can generate value by help-
ing consumers to process information, differenti-
ate the brand, create reasons to buy, give positive
feelings, and provide a basis for extensions (Aaker,
1991).

There is empirical evidence which indicates that
the values of brand image is positively related to
loyalty and repurchase intention. Aaker (1992) ex-
plained that brand image provides a good reason
to buy and reduces the incentive to select other
available brands. Wu (2011) found a causal rela-
tionship between brand images and re-visit inten-
tion in the hospital service. Ogba and Tan (2009)
revealed that brand image has a positive impact on
customer repurchase intention. Lin (2008) inves-
tigated the effects of brand image and indicated
that the individual who perceived better brand im-
age had a significantly higher level of intention to
repurchase the same brand. In similar vein, Silva
and Alwi (2006) examined corporate brand image
from several dimensions using intention to repur-
chase as one of the loyalty factors. The research
results confirmed a direct relationship of brand
image and repurchase intention.

Repurchase Intention

Repurchase intention is defined as a consumer
behavioral intention that measures the tendency to
continue, increase, or decrease the amount of ser-
vice from a current supplier (Jackson, 1985, as cited
in Kitchathorn, 2010, p.3). Service encounter that
customers experience is a core aspect of various
service industries as the service experience, whether
satisfactory or not, will finally impact the
customer’s repeat purchase intention (Liu & Liu,
2008).

Comprehensive studies on repurchase intention
are sparse and largely fragmented; more empirical
studies are required to support and confirm its theo-
retical concept (Hellier, Geursen, Carr & Rickard,
2003). In a tourism context, “a travelers’ satisfac-
tion with the overall service quality directly affects
repurchase intention and future travel behavior”
(Tian, 1998, as cited in An, Lee & Noh, 2010,
p-159), whereas the level of perceived risk nega-
tively influences repurchase intention (An, Lee &
Noh, 2010). While repurchasing intention is an ef-
fective way to anticipate an actual response, brand



plays an important role in customer decision-mak-
ing. According to Driver (1999), traveling is seen
as experiential with any good features from the
travel experience likely to be rewarded with re-
newed patronage.

From the literature, repurchase intention is
commonly measured as a uni-dimension variable
(Dhru, Roggeveen & Tsiros, 2008; Kitchatorn,
2010; Liu & Liu, 2008; Park, Robertson & Wu,
2005; Vigripat & Chan, 2007). This research ap-
plied a single question querying the intention to
repurchase in the future.

Park, Robertson and Wu (2005) conducted a
study entitled “Effects of airline service quality on
airline image and passengers’ future behavioral in-
tentions”. Their research results also reconfirmed
a positive relationship between the three constructs.
In this research study, there are three mentioned
constructs, perceived service quality, brand image
and repurchase intention, tied in a conceptual
framework.

CONCEPTUAL FRAMEWORK

From the previous literature and empirical con-
firmation of the relationship between constructs, a
conceptual framework was established. The per-
ceived service quality was measured from five di-
mensions according to SERVPERF model by
Cronin and Taylor (1992) while the brand image
was assessed from six dimensions using framework
of Han (2006). The conceptual framework is de-
picted in the following figure 1.

Hypotheses

The literature that examined perceived quality
is overwhelming; however, “there is relatively low
empirical attention on its relation to brand image”
(Gupta, 2007; Homer, 2008, p.715). The causal
relations and contradictions between service qual-
ity and brand image encouraged this investigation

of Thai passengers’ perception towards LCCs. The
evaluation of perceived service quality is conducted
using the SERVPERF model. For the first hypoth-
eses, researcher assumed the relationships between
five service quality dimensions and brand image.
The research hypotheses were developed as fol-
lowing:

Hlo: Service Quality, in dimension of
Tangibility, Reliability, Responsiveness,
Assurance and Empathy as perceived by
Thai passengers traveling on LCCs has no
statistically significant impact on airline
brand image.

Hla: Service Quality, in dimension of
Tangibility, Reliability, Responsiveness,
Assurance and Empathy as perceived by
Thai passengers traveling on LCCs has a
statistically significant impact on airline
brand image.

Several authors have explored the
antecedent(s) to repurchase intention, (Hocutt,
1998; Storbacka et al., 1994; Zahorik & Rust,
1992, as cited in Hellier et.al, 2003). Brand image,
likewise, is proposed to have a causal impact on
repurchase intention of LCCs service. In this re-
search, six dimensions of airline brand image were
hypothesized to have significant impact on repur-
chase intention of Thai passengers. The research
hypotheses were developed as follows:

H2o: Airline brand image, in dimen-
sions of Strength, Uniqueness, Expecta-
tion, Perception, Experience and Evalua-
tion, as perceived by Thai passengers trav-
eling on LCCs has no statistically signifi-
cant impact on their repurchase intention.

H2a: Airline brand image, in dimen-
sions of Strength, Uniqueness, Expecta-
tion, Perception, Experience and Evalua-
tion, as perceived by Thai passengers tray-
eling on LCCs has a statistically signifi-
cant impact on their repurchase intention.

Perceived Ser-

Brand Image

vice Quality
L~ | - Strength L Repurchase Intention
- Tangibility - Uniqueness
- Reliability - Expectation

Figurel: Conceptual Framework

49



RESEARCH METHODOLOGY

The sampling frame of the study was Thai pas-
sengers traveling on any LCCs, who had arrived
at Suvarnabhumi International Airport. Because of
their recent flying experience with LCCs, they were
able to provide more accurate answers to the sur-
vey questions.

The questionnaire was developed based on pre-
vious researches and literatures. It is comprised of
three main parts; the traveling information, pas-
sengers’ perception and passengers’ personal data.
The second section was developed to assess the
opinions and perceptions of Thai passengers to-

wards the three main constructs of the study using
a S-point Likert scale.

The perceived service quality was assessed
using 22 question items used in a standard
SERVQUAL assessment. Besides, the researcher
adopted some items from the airline study on ser-
vice quality in Australia by Park, Robertson and
Wu (2005). Respondent’s perception towards the
brand image was assessed using six operational
components following Han (2006)’s study. For re-
purchase intention, the single question item was
adapted from Nadiri, Hussain, Ekiz and Erdogan
(2008). (Table 1)

Table 1: Question Items Used for Constructs’ Evaluation

Perceived Service Quality

1. The airline has modern aircraft.

etc.)

i

Ticketing, Baggage Handling etc.)

el

9. The airline maintains error-free records.

15. Passengers feel safe when flying.

3. Airline employees have a neat appearance.
4. Service materials are visually appealing. (e.g. Leaflet, Banner, Ticket, Meal Utensils etc.)
When airline promises to do things at the certain time, they will do so. (e.g. Reservation,

2. Physical facilities are visually appealing. (e.g. Seat, Toilet, In-flight entertainment system

The airline shows sincere interest in solving problems.
The airline performs the service right the first time.
The airline provides on-time performance.

10. Airline employees will tell the passenger exactly when the service will be performed.
11. Airline employees offer prompt service to passengers.

12. Airline employees always have a willingness to help.

13. Airline employees are never too busy to respond to passengers’ requests.

14. The behavior of airline employees instills confidence in customers.

16. Airline employees are consistently courteous to customers.

17. Airline employees have the knowledge to answer passengers’ questions.
18. The airline pays passenger’s individual attention.

19. The airline provides convenient flight schedule.

20. Airline employees give passengers personal attention.

21. The airline has the passengers’ best interest at heart.

22. Airline employees understand specific needs of their passengers.

Brand Image:

. Airline possesses strong brand image.

. The brand is unique and different from other airlines.

. Airline brand image meets my expectation.

The brand reflects the high quality airline service.

. Tacknowledge this airline has a positive brand.

I evaluate this airline brand as a valuable one.

Repurchase Intention:

1
2
3
4.
5
6
1

In the future, I will consider this Low Cost Airline as my first choice for air travel.
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Pilot Study

Prior to the survey, a pilot study was imple-
mented to confirm the reliability of research mea-
sures. The pilot survey was conducted with 30 sets
of questionnaires, distributed to passengers arriv-
ing LCCs at Suvanabhumi International Airport
during May 21%- 30", 2012. (Table 2)

Table 2: Reliability Test Result of Percieved

Service Quality

Service Quality Cronbach’s Alpha
Dimensions Coefficient o
Tangibility 0.7517
Reliability 0.7920
Responsiveness 0.8550
Assurance 0.8546
Empathy 0.9071

Each brand image dimension was assessed with
single question item. As Cronbach’s alpha repre-
sents a scale’s reliability of multiple question items,
the reliability test is not required for Brand Image’s
dimension. However, the Cronbach’s alpha of the
Brand Image construct, determined by six ques-
tion items, was performed. (Table 3)

Table 3: Reliability Test Results of Brand

Image
Bran Image Cronbach’s Alpha
Dimensions Coefficient o
Strength n/a
Uniqueness n/a
Expectation n/a
Perception n/a
Experience n/a
Evaluation n/a
Total 0.871
(6 question items)

Reliability test was performed and all relevant
values of Cronbrach’s alpha coefficient are more
than 0.7, confirming the reliability of measurement
scale (Sekaran, 2003).

The survey was expedited during the day time
in September and October 2012. Considering the
flight chart, the researcher was able to standby at
the arrival area at the appropriate timing. The con-
venient sampling technique is considered most ap-
propriate for the study. Since the population con-
sisting of Thai passengers flying LCCs was diffi-
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cult to estimate, and for which no known list was
available, the sample size of this study was deter-
mined by using the statistical formula of Berenson
and Levine (1999). This resulted in the 385 sample;
however, researcher distributed 400 sets of ques-
tionnaires to gain a higher degree of accuracy.

The data was analyzed through the Statistical
Package for Social Science (SPSS). The descrip-
tive statistics was used to describe the respondents’
data and their traveling information. The multiple
regression analysis is used to investigate an im-
pact of tested variables.

FINDINGS

The descriptive information of 400 respondents
is summarized in table 4.

The information from the 400 respondents was
also used in the regression analysis for hypotheses
testing. The hypotheses results are shown in table
5.

For Hl1o, the significance value less than 0.05
called for the hypothesis rejection. Consequently,
itis able to approve that the perceived service qual-
ity, as a whole, has a statistically significant impact
on the brand image of LCCs.

To inspect each individual dimension of the
tested factor, the coefficient significance values are
indicative. From analysis result, the coefficient
analysis yielded the significant value (Sig.) of ser-
vice quality dimension. The summarization regard-
ing the influence of each service quality dimension
on the Low Cost Carrier’s brand image is shown
in table 6.

As all significant values are less than 0.05, it
can be explained that each individual dimension of
service quality also has a statistically significant
impact on brand image. Empathy is the most influ-
ential factor to affect the LCC’s brand image.

For H2o, significance value of less than 0.05
called for the hypothesis rejection. Thus, the brand
image, as a whole, has a statistically significant im-
pact on the repurchase intention of Thai passen-
gers traveling on LCC:s. To inspect each individual
dimension of the tested factor, the coefficient analy-
sis yielded the significant value (Sig.) of brand im-
age dimension. The summarization regarding the
influence of each brand image dimension on the
passengers’ repurchase intent is sequenced in table
7.



Table 4: Summarization of Respondents’ Data

Demographic Information Number of Respondents | Percentage
Gender: Male 224 176
Female 56.0 44.0
Age: Less than 20 7 1.8
20-29 113 - 28.3
30-39 94 23.5
40-49 104 26.0
50-59 57 14.3
More than 60 25 6.3
Education Level: Below Bachelor 59 14.8
Bachelor 238 59.5
Master and Above 103 25.8
Occupation: Government Officer 43 10.8
Company Employee 210 52.5
Business Owner 63 15.8
Students 42 10.5
Retired 26 6.5
Others 16 4.0
Monthly Earning: Less than 20,000 Baht 92 23.0
20,001-40,000 Baht 184 46.0
40,001 and Above 124 31.0
Traveled LCC: Air Asia 183 45.8
Nok Air 144 36.0
Orient Thai 32 7.8
Others 42 10.5
Traveling Purpose For Business 150 37.5
For Leisure 196 49.0
Visit Friends/Family 53 13.3
Others 1 0.3
Table 5: Hypotheses Testing Results
No. Null Hypotheses Levels of Result
Significance
Hlo | Service Quality, in dimensions of Tangibility, Reliability, 0.000 Rejected
Responsiveness, Assurance, and Empathy as perceived by Thai
passengers traveling on LCCs has no statistically significant
impact on airline brand image.
H2o0 | Airline brand image, in dimensions of Strength, Uniqueness, 0.000 Rejected
Expectation, Perception, Experience and Evaluation as
perceived by Thai passengers traveling on LCCs has no
statistically significant impact on their repurchase intention.

Table 6: Ranking of the Influence of Service Quality Dimension on Brand Image

Rank by magnitude of impact | Service Quality | Standardized Coefficient | Statistically
Dimension (Beta) Significant

1 Empathy 0.262 Yes

2 Assurance 0.225 Yes

3 Reliability 0.189 Yes

4 Responsiveness 0.146 Yes

5 Tangibility 0.141 Yes
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Table 7: Ranking of the Influence of Brand Image Dimension on Repurchase Intention

Rank by magnitude of impact | Service Quality | Standardized Coefficient | Statistically
Dimension (Beta) Significant

1 Evaluation 0.416 Yes

2 Experience 0.215 Yes

3 Expectation 0.164 Yes

4 Strength 0.113 Yes

5 Perception 0.042 No

6 Uniqueness 0.001 No

Evidence from the statistical values allowed us
to accept that the airline brand image measured
from its six dimensions has a statistically signifi-
cant impact on the repurchase intention of Thai
passengers traveling on LCCs. It is found that the
brand image dimensions of brand evaluation, brand
experience, brand expectation and brand strength
have statistically significant impacts on repurchase
intention; the brand evaluation provides the high-
est influence on repurchase intention. However,
when considering each dimension of brand image
as a separate entity, the uniqueness and perception
of brand image only contributed trivial support to
airline brand image, earning a small value of Beta.
In turn, they both are not accountable for the sta-
tistically significance impact on the passengers’ re-
purchase intention.

CONCLUSION AND DISCUSSION

Among a stream of criticisms regarding LCC’s
service standard, this research’s outcome is in
agreement with those findings that support the im-
portance of LCC’s service quality. Thai passengers
value service quality when they assess an airline
brand image, and the perceived service quality pro-
vided the significant influence. This finding sug-
gested that airline managers are able to promote
its brand image through the service quality im-
provement.

The statistical data showed that the empathy
dimension provided the greatest impact on airline
brand image. Hence, the empathy of staff is a prime
touch point that an airline should emphasize. An
airline should explore its customer’s demand and
offer the provision of individualized attention. A
convenient flight schedule and accessible services
need to be made available and seasonally read-
justed. Following empathy, the aspect of assurance
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should be raised. Reliability and responsiveness are
scored the third and the fourth to impact LCCs’
brand image, and tangibility dimension has the least
effect on airline brand image. Considering the first
four influential dimensions, human resource man-
agement is critical to an airline’s service quality.
LCCs require qualified employees to project pro-
fessionalism, competency and the airline’s individu-
alized attention. A carrier’s strategy towards ef-
fective recruitment and training to enhance its ser-
vice quality and favorable brand image is also war-
ranted.

As for the brand image’s impact on repurchase
intention the results indicated that airline brand im-
age has a statistically significant impact on Thai
passengers’ repurchase intention. Airlines can cre-
ate a positive brand image in customers’ minds to
encourage passengers’ repeat patronage. The find-
ing is similar to several previous researches which
revealed that the brand image positively affects the
repurchase intention (Huang, Li & Chan, 2011; Lin,
Hs-Li, 2008; Ogba & Tan, 2009; Silwa & Alwi,
2006 and Wu, 2011). The aspects of brand evalu-
ation, brand experience, brand expectation and
brand strength significantly influence repurchase
intention. Still, the brand uniqueness and brand
perception have a very weak role and they are not
considered statistically influential. While brand
image, as a whole, has proven to affect the
passenger’s repurchase intention, the evidence sug-
gested that airline managers may consider the four
dimensions that an effective brand measures. Brand
evaluation should be preliminarily promoted due
to its greatest impact on a repurchase intention.
LCCs have to ensure that the customers interpret
and evaluate airline brand positively. To create
brand evaluation, brand experience, brand expec-
tation and brand strength, effective brand commu-
nication and brand promotion are necessary. This
stresses the importance of the design of LCCs’



brand media and marketing communication.

Overall, the findings suggested that there are
factors to promote airline service quality, its brand
image and repurchase intention. There is a critical
role for airline management to determine the cre-
dence factors and weigh them to suit the situation
and company’s strategies.

RECOMMENDATIONS FOR FUTURE RE-
SEARCH

Brand image’s framework and scale require fur-
ther development and refinement. Though brand
image has received profound attention, it lacks a
well-constructed framework and dimensionality.
There is little agreement on which models are stan-
dardized measures of brand image and repurchase
intention. An establishment of a reliable measure-
ment model for these two constructs by future re-
searchers would make future studies firmer and
more reliable.

It is essential to note that some travelers are
uncertain whether the airlines they flew with are
considered LCCs. Future airline researchers should
ensure accurate information regarding the airline
categories and ensure the correct target respon-
dents. While the studies in LCCs plead for more
academic attention, repetitive studies can
strengthen the knowledge or otherwise propose
reasonable debate and comparison. Other research-
ers may apply this conceptual framework on other
categories of carriers; for example, full service car-
rier and charter airline. The specific study on do-
mestics or international sectors, or short and long
haul routing will enlighten our understanding of
differentiated markets. Comparative studies would
be ideal for future research in the aviation indus-

try.
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THE INTENTION OF THAI CUSTOMERS TO ADOPT RESTAURANT WEBSITES IN
BANGKOK

Viphasiri Jantasri and Sawat Wannarat
Faculty of Business Administration, Kasetsart University

Abstract

This study aimed to investigate the intention of Thai customers to adopt restaurant websites in
Bangkok. Specifically, it aimed to examine the influence of the perception of innovation toward this
intention to adopt. The target population of this study was internet users in Bangkok with the sample
size totaling 407 respondents. The researcher chose nonprobability sampling method (purposive sam-
pling) in analyzing the data. The results indicate that only the unstandardized regression weights of
Trialability and Observability are significantly related to Intention to Adopt; P-values of the two con-
structs are less than 0.05 & 0.01, respectively. The relationships are positive. However, Relative Advan-
tage, Complexity and Compatibility are not significantly related to Intention to Adopt; their P-values are
greater than 0.05.

Key words: innovation, website, perception of innovation, online, adopter
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INTRODUCTION to visit the virtual restaurant and order food from
there in the convenience of their home. However,

The Institute for Small and Medium Enterprises  to attract consumers to visit the restaurant websites

Development (ISMED) reported that many of the  is not simple. The perception of innovation also

small medium enterprises (SMEs) are dealing with ~ plays an important role towards the intention of

insufficient resources in running their businesses ~ Thai customers to adopt restaurant websites in

such as the needed business knowledge, enough  Bangkok.

funding, manpower, technological skills and man-

agement skills ISMED, 2012). Thus, many in-

dustries try to cut down unnecessary expenses by ~LITERATURE REVIEW

looking for new alternative tools such as the

internet. It is undeniable that using websites in  Innovation

boosting up a business poses several advantages

to business operators. This is especially true in According to Grewal and Levy (2010) inno-

terms of its advertising, publicity and promotion.  vation is the process by which ideas are adapted

With attractive web design, customers are attracted  into new products and services that will help firms
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grow. If firms want to increase sales, they can ven-
ture into two possible choices, which are to con-
tinue to market current products to current cus-
tomers, technically called, market penetration or
they can take the same product to another market
with similar customer which is called market de-
velopment. This is where innovation can take place,
since the firms have to consider some changes to
the product to suit the needs of the new market
(Grewal & Levy, 2010).

Diffusion of Innovation

The process by which the use of an innova-
tion, whether for a product or for a service, spread
throughout a market over time and over various
categories of adopters, is referred to as diffusion
of innovation. The theory surrounding diffusion of
innovation helps marketers understand the rate at
which consumers are likely to adopt a new prod-
uct or service. It also gives them a means to iden-
tify potential markets for their new products or
services and predict their potential sales, even be-
fore they introduce the innovations. This theory
was first published by Everett M. Rogers in 1962.
These adopters can be divided into five groups
namely the innovators, early adopters, early ma-
jority, late majority and laggards (Grewal & Levy,
2010).

Perception of Innovation

Rogers (1962) claimed that the rate of adop-
tion of an innovation categorically depends on how
its characteristics are perceived in terms of its rela-
tive advantage, compatibility, complexity,
trialability, and observability. Relative advantage
means that if a product is perceived to be better
than substitutes then the diffusion will be relatively
quick, while compatibility refers to the occasion
when the product or service closely matches the
individual’s needs, the innovation can be consid-
ered highly compatible with the consumer. On the
other hand, complexity means that if the innova-
tion has a high level of complexity, it will have a
lower level of adoption. Trialability occurs if cus-
tomers have a chance to try new product or ser-
vice before the actual buying the product adoption
rates will rise substantially. Finally, observability
means the more positive effects are observed, the
higher effects this will bring to the consumers
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(Grewal & Levy, 2010).

In the study conducted by Xu and Quaddus
(2010) as cited in Chaffey (2010), they found that
relative advantage is perceived to be a benefit if a
company decides to go through e-commerce adop-
tion. Compatibility on the other hand, is assumed
as the range of innovation that is perceived as con-
sequent with existing benefits, past experiences and
needs of potential adopters. Thus, they claimed that
business processes and adaptation of new technolo-
gies are compatible. Complexity is another tech-
nological factor which illustrates the degree to
which an innovation is perceived as comparatively
difficult to understand and use. As Xu and Quaddus
(2010) in Chaffey (2010) reiterated the perceived
complexity of e-commerce applications limit the
possibility of adoption.

However, Hsu et al. (2007) found that com-
patibility plays a role in Multimedia Messaging
Service (MMS) adoption for the early-majority and
late-majority groups but not for innovators and
early-adopters. The perceptions of trialability, mea-
sured for four groups, were also found to be not
meaningful predictors of adoption intention (Hsu
at al., 2007). But the relative advantage in MMS
use was found to be essential as innovators/early-
adopters, early-majority, and late majority groups
viewed that relative advantage highly affected their
intention to use MMS. However, there were no
important relationships found among laggards (Hsu
et al., 2007).

Li(2013) revealed that most people are famil-
iar with the advantages of digital television and
realize that it is an inevitable development in tech-
nology. This may explain why this study did not
find that relative advantage and compatibility
played a major role in the intention to adopt both
digital terrestrial television and digital cable.

Hill et al. (2011) commented that relative ad-
vantage is one of the strongest components to ex-
plain broadband adoption in rural Australia. One
special finding that drew attention was the con-
nection between the three internet usage factors,
namely, frequency, daily length of usage, and num-
ber of household users. Broadband users gener-
ally use the internet more frequently and longer
everyday than non-broadband users. The more
people within households use the internet, the more
likely are those households to have adopted broad-
band.

Martins et al. (2004) pointed that observability



and trialability were the ones that better support
the acceptance of the internet as an educational
tool in Brazilian language schools, while Joo (2011)
stated that trialability had a positive impact on its
adoption; the lack of examples and lower trialability
had a negative consequence on its adoption. Com-
plexity made users feel insecure about the result of
system adoption.

Kim et al. (2004) confirmed that a new
product’s performance, or its relative advantage,
help successful market penetration. Moreover, it
was observed that backward compatibility lowers
the level of resistance and thus facilitates success-
ful market entry. Unlike performance, however,
compatibility enhancement became more effective
when the customer base is quite small. Further-
more, when forward compatibility of the incum-
bent product increases, the probability of new
product’s successful entry drops, and the drop is
steeper as the number of customers is high.

Moore and Benbasat (1991) and Wei (2006)
found that relative advantage and compatibility
were not distinguishable from each other in em-
pirical studies of technology adoption and sug-
gested a revision of Rogers’ five attributes (Zhou,
2008).

HYPOTHESES

Hypothesis 1: Relative advantage influences the
intention to adopt restaurant websites.

Hypothesis 2: Complexity influences the inten-
tion to adopt restaurant websites.

Hypothesis 3: Compatibility influences the in-
tention to adopt restaurant websites.

Hypothesis 4: Trialability influences the inten-
tion to adopt restaurant websites.

Hypothesis 5: Observability influences the in-
tention to adopt restaurant websites.

Study Design

Exploratory research was done to gain back-
ground information about the topic at hand and to
clearly define the term innovation and diffusion of
innovation. A secondary data analysis was also per-
formed to clarify the research problem and to de-
velop the research hypotheses. A questionnaire was
used as a research instrument to gather relevant
data. Descriptive statistics were utilized to ana-
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lyze the data.
Population and Sample Size

The researchers chose nonprobability sampling
method (purposive sampling). Since the purpose
of the study is to analyze how perception of inno-
vation of consumers plays a role on the intention
to adopt restaurant website in Bangkok, respon-
dents must be internet users, who are familiar with
websites. According to Yamane’s formula (Yamane,
1973), the minimum sample size which can be con-
sidered acceptable to represent the minimum
sample size of populations is equal to 400. The
data was gathered using an online questionnaire
from 106 respondents and paper questionnaires
from 301 respondents who are consumers in
Bangkok with the sample size totaling 407 respon-
dents.

Study Instrument

The instrument used in this study is a 7-point
Likert scale questionnaire, on a scale of 1- 7 (1
being strongly disagree and 7 being strongly agree)
which was developed to attain the research objec-
tives and is based upon the conceptual framework
that presents how perception of innovation plays a
role on the intention to adopt restaurant website
in Bangkok. Developing the questionnaire was
made possible by collecting data from the respon-
dents who live in Bangkok to measure the level of
agreement towards the research questions. Modi-
fication to the questionnaire was then made fol-
lowing theories on adoption and innovation, with
referrals to some dissertations, academic articles
and books.

Statistical Treatment

The research framework was analyzed prima-
rily using Structural Equation Model (SEM), sup-
ported by AMOS 21.0 software.

FINDINGS

Name of the favorite restaurant websites. Most
of visitors cannot remember the exact domain name
of their favorite restaurant websites. Therefore,
they type what they can remember in search en-



gine to find out. Usually internet users visit restau-
rant website through search engines such as
google.com and pantip.com. Meanwhile people
who search for special offers always visit famous
websites that offer best-deals such as aroi.com,
tripadvisor.com, wongnai.com, EDTguide.com,
aroihere.com, BKKmenu.com and Teenee.com.
They also look through social networking sites such
as facebook.com.

Reasons for liking the favorite restaurant
websites. Twenty-four percent of respondents pre-
fer their favorite restaurant websites because the
sites can fulfill their information needs, while 22
percent of them said that they prefer the website
because of the reputation of the restaurants. Nine-
teen percent of the people click on the website
because of special deals, while 14 percent of visi-
tors are convinced by beautiful pictures. Eleven
percent of respondents click on the website be-
cause of its attractive design, among other reasons
such as online reservation and combo set special
offer.

Reasons for visiting favorite restaurant
websites. Thirty-seven percent of respondents who
visit their favorite restaurant websites do so to
search for information and privileges, while 34
percent want to view the menu. Fifteen percent
want to place an order and 8 percent want to re-
serve the table. In addition, 4 percent have other
reasons to visit such as to look for maps, phone
numbers, locations and other details. Only 2 per-
cent of them want to share their comments.

Recommendations. The research found that
most people want to see updated information with
full details of price and food. The design of website
should then be well organized, and the needed in-
formation easy to find. The customers also want
to view beautiful pictures of special dishes and res-
taurant scenery. Some of them who are not regu-
lar customers want to get contact numbers, maps
and read reviews of other guests. Exclusive spe-
cial promotion online, application on smart phone
and the link with social networking sites could be
good way to get attention of people. Finally they
request that the restaurant should be ready for ad-
vance reservations and food order.

The result of the study from Structural Equa-
tion Model

The intention of Thai customers to adopt res-
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taurant websites in Bangkok

Absolute Fit Measure Chi-square = 359.596
Degrees of freedom = 120 Probability level =.000
The result indicates that the hypothesized model
did not fit the data well by the Chi-Square because
the null hypothesis is rejected i.e., there is a sig-
nificant difference between the actual and predicted
variance-covariance matrices. However, the Chi-
Square is sensitive to sample size. The use of Chi-
Square index provides insignificant support in de-
termining the extent to which the model does not
fit.

Baseline comparisons

Although the hypothesized model did not fit
the observed variance-covariance matrices well by
the Chi-Square test, the Baseline comparisons fit
indices of NFI, RFL, IFI, TLI, and CFI are all above
0.9. A widely applied guideline for a good fit of
these incremental fit indices is 0.09; therefore, it
can be concluded that the possible improvement
in fit for the hypothesized model is less than 0.1
which is too small to be practically significant.

Regression Weights: (Group number 1 - De-
fault model) - unstandardized

The result indicates that only the
unstandardized regression weights of Trialability
and Observability are significantly related to In-
tention to Adopt, P-Valuesof the two constructs
are less than 0.05 and 0.01, respectively. The rela-
tionships are positive. Therefore, it can be con-
cluded that Trialability and Observability positively
influence the intention of Thai customers to adopt
restaurant websites in Bangkok.

Standardized Regression Weights: (Group
number 1 - Default model)

Thus, it implies that the greater the Trialability
and Observability, the more Intention to adopt the
restaurant website.

Squared Multiple Correlations: (Group
number 1 - Default model)

The squared multiple correlations, which is
similar to R?, show that 81.9% of the variance of
intention to adopt the restaurant website is ac-
counted for by the variance of the 5 latent con-
structs i.e. Relative advantage, Complexity, Com-
patibility, Trialability, Observability. It can be con-
cluded that the model can explain 81.9% of the
variance of Intention to adopt the restaurant



website. The remaining 18.1% of the variance of
Intention to adopt the restaurant website cannot
be explained by the hypothesized model, and is thus
attributed to the residual (error term).

DISCUSSION

The results show that Trialabilty and
Observability influence the intention of Thai cus-
tomers to adopt a restaurant website. This is in
contrast to what Rogers (1962) claimed that the
perception of innovation: relative advantage, com-
plexity, compatibility, trialability, and observability
all play important roles in the intention to adopt
(Rogers, 1962). Xu and Quaddus (2010) in Chaffey
(2010) found that relative advantage, compatibil-
ity and complexity are more important than the
rest of the group. Hill et al. (2011) commented
that relative advantage is one of the strongest com-
ponents to explain broadband adoption in rural
Australia. Hsu et al. (2007) stated that relative
advantage and compatibility influence MMS adop-
tion but trialability has no influence. Kim et al.
(2004) mentioned that the relative advantage is
important clue to penetrate the market and com-
patibility increases the chances of successful mar-
ket entry.

However, there are some researchers that found
different aspects. Moore and Benbasat (1991) and
Wei and Lo (2006) as cited in Zhou (2008) found
that relative advantage and compatibility were not
distinguishable according to their studies of tech-
nology adoption. Martins et al. (2004) pointed that
observability and trialability were the ones that
better support the acceptance of the internet as an
educational tool in Brazilian language schools. This
is supported by the study of Joo (2011) who stated
that trialability had a positive impact on adoption.
Moreover, Li (2013) revealed that when people
are familiar with the advantages of digital televi-
sion and its technology, they do not find that rela-
tive advantage, and compatibility played a major
role in their intention to adopt. This study may
explain why the findings show only trialabilty and
observability as the influencing factors on inten-
tion to adopt. Nowadays, people are familiar with
the benefits of the internet and it has become part
of their daily lives therefore they perceive that
trialabilty and observability are more important than
other characteristics.
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Recommendations

This study has the following recommendations
for practitioners running a restaurant business.
Firstly, according to the result of the study,
trialability is an important factor in stimulating
customer intentions to adopt restaurant website,
therefore restaurants should give their customers
the opportunity to access them by linking their
websites to famous search engines. It is the sim-
plest way to let customers click on to their websites,
and check what is in there. This process will help
increase the number of visitors later on. The re-
sults of the study also showed that only few people
could remember the exact domain name of their
favorite restaurants therefore famous search en-
gines are important tools in order to find restau-
rants easily. Secondly, observability is an essential
variable for the customers’ intention to adopt a res-
taurant website, thus many customers will adopt
when they observe that the websites show attrac-
tive pages. Restaurant websites are found to be
attractive if they provide more information about
restaurants such as details of food, locations and
special deals. Therefore, the owners need to present
important information about the website, keeping
them up-to-date, and offer privileges to attract
customers’ attention. Thirdly, because trialability
and observability are vital for the intention to adopt,
it is strongly recommended that restaurants find
the space to show their websites on tourism pro-
motional web sites such as Bangkok travel guide
websites. This can help visitors to find easily the
restaurant website they like because those travel
guide websites are well-known, and some of them
even provide reviews from the visitors. Fourthly,
internet users mainly spend time online because of
social contact and information, some of them spend
long time on social networking sites, hence,
facebook.com is a good place where restaurants
can connect to people. If restaurants pay more at-
tention to social network sites, trialability and
observability can be more applied in their lifestyles.
This is especially significant as smart phones have
become an important tool for communication.
Thus, entrepreneurs should apply mobile applica-
tions to make it easy for customers to directly track
restaurant sites. Finally, some websites need to
undergo further redesigning as people criticize
some websites which are hard to understand, diffi-
cult to navigate and are not up-to-date.



FUTURE RESEARCH

Firstly, future research can use different meth-
odologies, such as focus groups and interviews to
examine the influences on customers’ intention to
adopt a website. Secondly, the growth of the
internet and online shopping will continue, and
future researches can be replicated that deal with
online shoppers, measuring actual purchase behav-
iors instead of intentions. This procedure is de-
signed to understand if there are any significant
difference in the perceptions of innovation of
internet users and internet purchasers. Thirdly, re-
searchers might consider developing more elabo-
rate scales to measure the agreement of the inten-
tion to improve quality scales. Finally, findings of
the intention to adopt restaurant website may dif-
fer across cultures. Thus, the study can be explored
in different cultures to view cross-cultural com-
parisons.
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