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MESSAGE FROM THE EDITOR

Like our previous issues, the current one strives to address business perspectives,
emerging concepts and ideas, and topics of relevance to academics and practicing
managers. Scholars from several disciplines have pooled their insight, knowledge and
efforts in researching and understanding the wide variety of implications, benefits and
challenges that arise in the constantly changing world of business.

Our first author, Panjakajomsak, examines the relationships between patient satisfaction,
loyalty and hospital performance of four public hospitals in Bangkok. He argues that
understanding these issues is important in establishing positive relationships between
hospitals and customers in the rapidly changing healthcare industry.

Our second author, Nakhata, has conducted research on SME entrepreneurs in
Thailand. Her findings provide theoretical and empirical evidence for the crucial role
of human capital and entrepreneurial competencies in determining the career success
of these entrepreneurs.

In our third article, Gibbins, studies the impact of frequency programs on hotel diners’
loyalty in Thailand. Her findings show that social influence plays an important role in
developing loyalty among frequency program members.

Our fourth article, authored by Thananuraksakul, examines the factors influencing online
purchasing intention of Thai consumers in Bangkok. Positive attitude toward online
shopping and subjective norms were found to have the strongest influence on online
shopping behavior of consumers in Bangkok.

In our final article, D’souza and Tanchaisak, use the Big Five Personality Theory to
examine self-monitoring behavioral differences between Thai and foreign students at
Assumption University. Their findings offer important implications for administrators in
both academic and organizational settings.

I express my gratitude to all the contributors, any meaningful improvements in the
Journal are dependent upon submissions. I urge those of you who previously have
submitted manuscripts to the Au Journal of Management to continue to do so. I also
invite new contributors to send the Journal your very best.

Patricia Arttachariya, Ph.D.
Managing Editor
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BR. MARTIN’S COLLECTION

INVESTIGATING RELATIONSHIPS BETWEEN PATIENT
SATISFACTION, PATIENT LOYALTY AND HOSPITAL
PERFORMANCE IN THAILAND

Vinai Panjakajornsak
Faculty of Business Administration, Eastern Asia University

Abstract

This study attempts to investigate the relationships between patient satisfaction, patient loyalty,
and hospital performance in four public hospitals in Bangkok. They are listed on the Stock Exchange of
Thailand. The service profit chain was adapted to examine such relationships. The data of the four
hospitals were processed and analyzed using the simple bivariate correlation analysis. The overall
results of both methods reveal that the three hypotheses were to some extent supported, there were
some positive associations among patient satisfaction, patient loyalty, and hospital performance.

INTRODUCTION

The service sector has gained more significance
in the economy of Thailand. It contributed to 53 per
cent of GDP in 2003 (Bank of Thailand, 2004). De-
spite its growing importance in terms of revenue gen-
eration and workforce employment, relatively little
empirical research has been undertaken to examine
factors or variables that affect and improve the per-
formance of service firms in Thailand. This is particu-
larly the case with the private hospital business which
is one of the service segments that has become an
important contributor to the economy, since the gov-
ernment plans to promote Thailand as "the medical
hub of Asia". This study is an attempt to investigate
the relationships among three constructs (patient sat-
isfaction, patient loyalty, and hospital performance) in
four private hospitals in Bangkok.

LITERATURE REVIEW

The service profit chain (SPC) is a term coined
by the Service Management Interest Group at the
Harvard Business School (Loveman, 1998) to link
employee, customer and shareholder value relation-
ships. In 1994, Heskett et al. introduced the service
profit chain model in the Harvard Business Review
Journal. Its roots are derived from Reichheld and
Sasser’s work (1990) on various aspects of customer

satisfaction and loyalty and their impact on organiza-
tional profitability. The ideas underlying thismodeland
its subsequent developments are derived not only from
the research on value domains which explores link-
ages among customer value, employee value and
shareholder value, but also from early studies on the
organization of work and its impact on quality, pro-
ductivity and employee satisfaction (Payne ez al.,
2000). The model is an integration of research from
several academic fields, including services marketing,
human resources, and service operations (Lovelock
and Wirtz, 2004). After learning about problems from
frustrated managers in many service industries,
Heskett et al. (1997) conducted research on several
well-known service organizations in different indus-
tries to study the reasons for their success.

Concepts of the Service Profit Chain

Heskett et al. (1994, 1997) laid out a series of
hypothesized links in achieving success in service busi-
nesses and developed the service profit chain model
as shown in Figure 1. The service profit chain high-
lights the behaviors required of service organizations
in order to manage effectively. The links (Fitzsimmons
and Fitzsimmons, 2004), are explained as follows:



Figure 1: The Service Profit Chain
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Source: Adapted from Heskett e al. (1994, 1997, 2003)

1. Customer loyalty drives profitability and
growth.

2. Customer satisfaction drives customer loyalty.

3. Service value drives customer satisfaction.
Customer value is measured by comparing results re-
ceived to the total costs incurred in obtaining the ser-
vice.

4. Employee retention and productivity drives
service value.

5. Employee satisfaction drives retention and
productivity. In most service jobs, the real cost of em-
ployee turnover is the loss of productivity and de-
creased customer satisfaction.

6. Internal quality drives employee satisfaction.
Internal service quality describes the environment in
which employees work and includes employee se-
lection and development, rewards and recognition,
access to information to serve the customer, work-
place technology, and job design.

The central component of the model is customer
value, suggesting that the value of goods and services
delivered to customers is equivalent to the results cre-

ated for them as well as the quality of the processes
used to deliver the results, all in relation to the price of
the service to the customer and other costs incurred
by the customers in acquiring the service (Heskett e
al., 1997).

The Three Stakeholders

As pointed out by and Payne and Holt (2001),
the concept of value has received increasing interest
in the relationship marketing literature and is regarded
as a major source of competitive advantage. They
suggest that, among many stakeholders of an organi-
zation, three stakeholder groups (employees, custom-
ers and shareholders), are becoming the central fo-
cus for organizations. There has been much research
that has supported the relationships in the elements of
the SPC (e.g. Hallowell, 1996; Rucci et al.; 1998,
Bemhardt et al. 2000; Lau, 2000).

The Service Profit Chain in Thailand

After an extensive literature search of academic
work, relatively no research in Thailand has been found
to study all the elements in the SPC and the past re-



search so far has examined only one or two elements
in the SPC. It was found that there are around halfa
dozen books on services marketing and some books
and articles on customer relationship management
(Tonsorn, 2003, Chaoprasert, 2004), the Balanced
Scorecard (Decharin, 2003 and 2004), and Six Sigma
(Lertwatthanapongchai, 2002; Kaycharanan ez al.,
2004). Most of these Thai articles and books are trans-
lated or compiled from Western books or academic
articles. None of them deals specifically with linking
relationship between employees, customers and
shareholders.

Animportant factor that has been empirically found
to affect the same variables in different countries is
national culture. One significant study on national cul-
tures that is relevant to the Thai context is the research
of Hofstede (1980). He conducted a study between
1967 and 1973 among employees of subsidiaries of
a large US-based multinational corporation in 40
countries around the world to determine empirically
the main criteria by which their national cultures dif-
fered. He found four criteria which he labeled dimen-
sions; they are Power Distance, Uncertainty Avoid-
ance, Individualism-Collectivism, and Masculinity-

Two dimensions that are directly relevant to the
Thai society are the Individualist-Collectivist Dimen-
sion and the Power Distance Dimension. The Indi-
vidualism-Collectivism Dimension indicates the de-
gree to which individuals are integrated into groups
and the degree to which individuals are more inclined
to look after themselves, and where their ties to each
other are quite loose. Plotting the countries compara-
tively between these two dimensions, Thailand ranked
41%, indicating a strongly "collectivist" society char-
acterized by a tight social framework of strong, inte-
grated in-groups. The Power Distance Dimension in-
dicates the extent to which a society accepts the fact
that power in institutions and organizations is distrib-
- uted unequally. On this dimension, Thailand ranked
21*, implying that Thai people of both junior and se-
nior ranks expect to have greater hierarchical gaps
among levels of management.

HYPOTHESES DEVELOPMENT

Operationalization of the Constructs and
Hypotheses
Asdiscussed previously, the available studies only

deal with one or two elements of the SPC, mostly
customers. Relatively few studies have examined the
relationships of all elements in the SPC. Thisis due to
the fact that all data of measures of employee satis-
faction and loyalty, customer satisfaction and loyalty,
and financial performance, are needed at the same
unit of analysis of the firm. Very few firms collect all
the required data (Loveman, 1998, Kamakura et al.,
2002, Neely et al., 2002). Therefore, taking into ac-
count the past research and the concepts of the SPC,
this study’s objective is to investigate the relationships
between three key elements in four public hospitals in
Bangkok, particularly patient satisfaction, patient loy-
alty and shareholders (hospital financial performance).

Customer satisfaction

Customer satisfaction has long been recognized
as a central concept and an important goal of all busi-
nesses ((Bernhardt et al., 2000; Chan et al., 2003;
Gupta et al., 2003). Customer satisfaction is fre-
quently cited as a key of non-financial measure of a
firm and its management's performance (Gupta ez al.,
2003). For this research, patient satisfaction is rec-
ognized as a profitable competitive strategy and many
research studies on patient satisfaction have been
conducted and supported (Andaleeb, 1998).

Satisfaction is a customer’s post-purchase evalu-
ation and affective response to overall service expe-
rience (Oliver, 1992). Past research has indicated that
customer satisfaction is a reliable predictor and thus
an antecedent to repurchase intentions (Patterson and
Spreng, 1997). Customer satisfaction is considered
to be the most basic of customer concepts and is de-
fined as the customers' evaluation of a product or ser-
vice in terms of whether that product or service has
met their needs and expectations (Zeithaml and Bitner,
2000).

H I: Patient satisfaction is positively associated
with hospital performance.

Customer loyalty

Customer loyalty has been recognized by research-
ers as consisting of two components, attitudinal and
behavioral (Dick and Basu, 1994; Too et al., 2001;
Peppers and Rogers, 2004). Customer loyalty as an
attitude is defined as the different feelings a customer
has toward a product or service that lead to the cre-
ation of the overall attachment (Hallowell, 1996) and
is derived from a customer’s intent to repurchase (Lau,
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2000). As a behavior, customer loyalty, such as re-
peat purchase and recommendations or referrals, re-
sults from a customer's belief that the value received
from one supplier is greater than that from another
supplier (Hallowell, 1996) and is derived from cus-
tomer satisfaction (Lau, 2000).

H 2: Patient satisfaction is positively associated
with patient loyalty.

Organizational performance

Organizational performance is defined as the ac-
cumulated end results of all the organization's work
processes and activities (Robbins and Coulter, 2002).
The most used measures for organizational perfor-
mance include organizational productivity, organiza-
tional effectiveness, and industry rankings. It can be
classified into two major types; financial and non-fi-
nancial measures. In regard to the hospital perfor-

mance, several financial and non-financial indicators
have been used. In a study by Naidu et al. (1999), six
performance indicators were used to study their rela-
tionships with relationship marketing practices in US
hospitals; (1) occupancy rates, (2) admissions per bed,
(3) net income margin, gross patient revenue per pa-
tient day, total profit margin, and uncollectible ratio.
The key measures of hospital financial performance
used in another study included earnings before de-
preciation, interest, and taxes per bed, net revenue
per bed, and return on assets (Nelson ez al., 1992).

. H 3: Patient loyalty is positively associated with
hospital performance.

Based on the literature review on the service profit
chain, amodel of patient satisfaction, patient loyalty,
and hospital performance is thus proposed in Figure
2

Figure 2: The Proposed Model of Patient Satisfaction, Patient Loyalty, and Hospital Performance

f
H1 +
+
Service Patient | Patient H3 Hospital
Offerings »{ Satisfaction —p Loyalty » Performance
(Customer) i
» Providing value « Overall = Repeat visit « Revenue from
to target satisfaction = Referral services
customers with « Revenueper
services that patient visit
meet their » Operating profit
wants and s« Operating profit
needs per patient visit
= Operating profit
margin
= Retumon
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= Returnon equity
(ROE)

Source: Adapted from Heskett et al. (1994, 1997, 2003)
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RESEARCH METHODOLODY

Research Design

The purpose of the study is to examine the rela-
tionships between patient satisfaction, patient loyalty
and hospital performance. It is a cross-sectional study
using both personal interviews and secondary data
from the years 2001 to 2003 to test the hypotheses.
The correlation analysis was used to study the data of
the four hospitals. The three constructs in this study
are measured as shown in Table 1.

Sampling

The target population of the study was all 12 hos-
pitals listed on the Stock Exchange of Thailand (SET).
However, only eight hospitals were chosen as the
sample group because they are all located in Bangkok.
The other four hospitals are located in other prov-
inces and thus beyond the research resources avail-
able as the study used both personal interviews and
historical data of their patient surveys to investigate
and answer the research questions and hypotheses.
Thus, the sample group was the eight listed hospitals
in Bangkok. Listed hospitals in the SET were selected
as the sample group of this study because they usu-
ally conduct regular patient satisfaction surveys and
their financial data are publicly available and reliable.

Data Collection

The data collection for the study was divided into
two phases; 1) personal interviews and 2) obtaining
patient surveys and other relevant data of the four
participating hospitals.

Phase 1

The eight hospitals were first contacted in early
March 2004 by mailing them a formal letter that indi-
cated the purpose and significance of the study and
requesting their cooperation for an interview with one
of their senior managers and for their patient survey
data for the past three consecutive years (2001-2003).
If they agreed to participate in the research, their se-
nior managers would sign a consent letter and their
managers who were interviewees would sign a con-
sent form. A fter receiving their written approval to
conduct the research, only four hospitals agreed to
participate at the end of March 2004. Personal inter-
views were arranged with their senior managers to
ask them about how they conduct patient surveys and
to obtain samples of the questionnaires and survey
data which are in Thai.

The type of interviews used in this study was face-
to-face interviews. The semi-structured interview
method was selected to ask the four senior managers
prepared questions about their experience and views

Table 1: Constructs and measures used in the study

Measures used

Constructs
Patient satisfaction Overall satisfaction scores
Patient loyalty 1) Referrals (willingness to recommend to others)
2) Repeat visits (intention to return)
Hospital performance 1) Operating profitsOperating profit per patient

2) Operatingprofit per patient visit

3) Revenue from services

4) Revenue from services per patient visit
5) Operating profit margin

6) Returnon asset (ROA)

7) Return on equity (ROE)

Source: Developed for this study



because it was already known at the beginning of the
study what information was needed. A list of pre-de-
termined questions was posed to the four respondents.
As theyrevealed their views and comments, the an-
swers were noted down as tape-recording was not
allowed. The same questions were asked of the four
respondents in the same manner. The interviews lasted
about 30-45 minutes and ended by thanking them and
reassuring them that what they had said would be
treated as confidential. After that, appointments were
made to collect results of survey data and other rel-
evant data.

Phase 11

After their patient surveys of the past three con-
secutive years (2001-2003) were obtained inmid April
2004, they were checked for relevance for the study
and how they could be processed and analyzed. The
patient satisfaction and patient loyalty scores were
derived from responses to two questions in the ques-
tionnaires. As regards the quarterly data of the hospi-
tal performance in the past three years (2001-2003)
and the first quarter of 2004, it was accessed through
the Stock Exchange of Thailand's online database.
Other data such as numbers of patients, employees
and beds were given by the hospitals. It was found
that the survey data were usable and appropriate for
the research purpose.

As the patient survey data were already collected
by the four hospitals, the secondary data analysis
method was used for this study. Contrary to primary
research, the focus of secondary analysis is on ana-
lyzing existing data. It was found that the patient sur-
veys were usable because their research designs, data
collection, and data processing were appropriately
conducted. The validity and reliability problems for
this research do not develop and the survey data are
suitable for the research objective and testing the three
hypotheses and the four hospitals' data collection
methods have not changed over time.

Data Analysis

The qualitative data derived from personal inter-
views of senior hospital managers were discussed and
analyzed in the descriptive form. The patient survey
data of the four sample hospitals were processed and
analyzed using the Pearson bivariate correlation analy-
sis method to investigate the relationships among pa-
tient satisfaction, patient loyalty, and hospital perfor-

mance. This correlation analysis of this study follows
the same method used in previous research (Hallowell,
1996; Loveman, 1998; Silvestro and Cross, 2000).
The data were analyzed using two methods. In Method
I, the data of all four hospitals were processed and
analyzed together as one aggregate. As for Method
11, the data of each hospital were processed and thus
analyzed separately in order to compare the results
from this method with those of the first method. The
objective of using two different methods is to ascer-
tain whether there are any similarities and/or differ-
ences in both results.

FINDINGS AND DATAANALYSIS

The sampling frame of the study was the eight listed
hospitals located in Bangkok. They were contacted
in March 2004 and four hospitals agreed to partici-
pate in the study, accounting for 50 percent of the
sampling group. In addition to their different locations,
the four hospitals differ in size and target patient groups.
As they requested not to be identified, the hospitals
were named Hospitals A, B, C and D, respectively,
for anonymity purposes. Tables 2 shows the aggre-
gate characteristics of all the four hospitals, including
the customer value (patient satisfaction and loyalty)
and shareholder value (seven measures of hospital
performance measures) as a whole.



Table 2: Aggregate characteristics of the sample hospitals

Data 2001 2002 2003 Average
per year

Number of employees 3,077 3,521 3,305 3,301
Number of patients 1,039,451 1,082,417 1,078,472 1,066,780
Number of beds 1,235 1,325 1,285 1,282
Overall satisfaction (%) 72.62 79.77 88.31 80.23
Referrals (%) - 81.77 92.02 86.9
Repeat visits (%) - 94.68 97.33 96
Revenue from services (baht) 1,969,836,538 2,312,538,462 2,537,283,018 | 2,273,219,339
Revenue from services
per patient visit (baht) 23,969 99,555 94,125 72,549
Operating profit (baht) -123,259,616 157,038,461 149,669,811 61,149,552
35??32?1% e -1,167 3.451 3.611 1,965
Operating profit margin (%) 0.39 10.73 9.1 6.74
ROA (%) 4.61 0.94 0.6 2.05
ROE (%) 15.30 0.88 0.65 5.61

Source: Developed for this study

The data of the sample hospitals were processed
using the SPSS for Windows, version 11. Pearson
bivariate correlation analysis was used to study rela-
tionships between all measures of the three constructs.

FINDINGS

Results of Personal Interviews

Personal interviews were conducted with senior
managers of the four sample hospitals to obtain rel-
evant qualitative data. The objectives of the interviews
were as follows:

1. To ascertain whether their available data of
patient surveys were relevant and appropriate for the
purpose of this study.

2. To get their comments on the concepts of the
service profit chain.

3. To obtain their personal opinions about the
listed hospitals in Thailand.

The results of interviews can be summarized be-
low:

1) The four managers were responsible for con-
ducting patient satisfaction surveys and reporting the

results to top management and departments con-
cerned to improve the hospitals' service quality. They
had working experience in this position for more than
3 years on average.

2) The four hospitals conducted patient surveys
on a monthly or quarterly basis. The questionnaires
used were designed and processed by their staff and
those of three hospitals (A, C and D) had similar for-
mat and wording. The fourth one (B)'s questionnaire
was more simple than the other three and did not in-
clude any questions to measure patient loyalty, but
they planned to adjust it to include more relevant ques-
tions in the next questionnaire. All the four hospitals
conducted monthly or quarterly patient surveys and
reported the survey results to senior executives every
month.

3) The interviewees generally agreed with the
concepts of the proposed model that patient satisfac-
tion, patient loyalty, and hospital performance should
be related. However, the extent of the links between
the elements in the model was not clear. Given the
fact that they made changes and improvement based
on the patient survey results, it was, thus, assumed in
this study that the patient satisfaction in the following



months should improve or at least remain stable. How-
ever, they had never conducted employee surveys on
their satisfaction and loyalty to the organizations and
employee satisfaction with services they render to
patients.

4) Asregards their opinion about the listed hos-
pitals in general, the health care services they pro-
vided were similar to those of other hospitals. The
services could be divided into two types: general treat-
ment and specialized treatment. It was revealed that
the listed hospitals in Thailand adopt a "follower” strat-
egy, meaning that they normally begin to offer new
services after other hospitals have done.

DATAANALYSIS

This part is divided into two methods of analysis.
First, data of all sample hospitals were standardized,
processed and analyzed collectively (Method I). The
proposition is that there is a relationship between vari-
ables and is based on the assumption that the prin-
ciples of the service profit chain model should apply
across subjects, the four sample hospitals in this case.
Second, the data of each hospital were processed
and analyzed separately because their questionnaire
designs were different and the data of each hospital
were not complete (Method II). That is, of the four
sample hospitals, the survey data of three hospitals
(A, C and D) could be analyzed to test the relation-
ships of patient loyalty construct with satisfaction and
hospital performance constructs. In addition, the data
on the loyalty construct of the two hospitals (A and
C) were available for only two years (2002-2003)
and one year (2003) for Hospital D. Quarterly satis-
faction scores of each hospital were derived from
combining the monthly data and dividing it by 3.

The three-year patient survey data of each hospi-
tal were processed with the SPSS for Windows, ver-
sion 11. The level of statistical significance was set at
0.05. The values of relationships above 0.05 (p> 0.05)
are considered statistically significant.

The variables used in the study are now explained.

1. Patient satisfaction (SAT) refers to the over-
all satisfaction scores derived from each hospital's pa-
tient surveys in the past three years, 2001-2003.

2. Referral (REF) refers to the scores derived
from the answer to a question in the patient survey
questionnaire that asks whether the patient respon-
dent would recommend others to use the hospital's

services.

3. Retumn visit (RET/V) refers to the scores de-
rived from the answer of a question in the patient sur-
vey questionnaire whether the respondents would re-
turn to the hospital if they felt unwell.

4. Operating profit (OP) is derived from the op-
erating profit in each quarter from the years 2001 to
2003.

5. Operating profit per patient (OP/P) is derived
from the operating profit divided by the number of all
patients in each quarter.

6. Revenue (REV)is the net revenue from pro-
viding medical services.

7. Revenue per patient (REV/P) is the net rev-
enue from services divided by the number of all pa-
tients in each quarter.

8. Operating profit margin (OPM) is calculated
by dividing operating profit by total revenue.

9. Return on assets (ROA) is calculated by di-
viding net revenue by total assets of each quarter.

10. Return on equity (ROE) is calculated by div-
ing net income by shareholders' equity in each quar-
ter.

* Patient satisfaction represents the customer sat-
isfaction construct.

* Referrals and return visits represent the customer
loyalty construct.

* The seven measures of financial performance
(4-10) represent the organizational or hospital per-
formance.

It should be mentioned here that the numerical
data in the descriptive statistics for both methods of
analysis are expressed in many digits because there
were not as many data points. In addition, "N" repre-
sents the number of variables used in each set of the
computations. Results from both methods are now
discussed.

Method I

This method is based on the assumption that rela-
tionships between the variables in the service profit
chain should hold for all service firms, so all variables
of the four sample hospitals were standardized and
analyzed in the aggregate.

Table 3 shows the interrelationships of variables
for all hospitals. The available data of patient surveys
were used to test the relationships of both measures
of the patient loyalty construct, referrals and repeat
visits.



Table 3: Pearson Correlation Matrix of Variables for All Sample Hospitals

SAT |REF |REP/V|OP | OP/P | REV |REV/P| OPM | ROA | ROE
SAT 1 527 |.089™ | .103 058 | -054 |.001 120 | -.260 | -.273
REF 1 998* | -.149 018 330 324 -337 | -.271 | -.265
REP/V 1 -028 | -010 | -407 |-.353 -012 | -287 | -.150
* Correlation is significant at the 0.05 level (2-tailed).
** Correlation is significant at the 0.01 level (2-tailed).
Source: Developed for this study
Table 4 summarizes the results of hypotheses testing for all hospitals
Table 4: Research Question, Hypotheses, and Results of All Samples
Research Question Related Hypotheses Results
Are there any Irella- H 1: Patient sa{isfaétit_n;'l is positively associ-
tionships between ated with seven measures of hospital per-
patient satisfaction formance:
patient loyalty and (1) Operating profit (1) Not Supported
hospital perfor- (2) Operating profit per patient visit (2) Not Supported
mance? (3) Revenue (3) NotSupported
(4) Revenue per patient visit (4) Not Supported
(5) Operating profit margin (5) Not Supported
(6) Return on assets (6) NotSupported
(7) Returnonequity (7) Not Supported
H 2:Patient satisfaction is positively associ-
ated with two measures of patient loy-
alty:
(1) Referrals (1) Supported
(2) Repeat visits (2) Supported
H 3: Patient Io-yalty (referra'lé and return vis-
its) is positively associated with seven
hospital performance measures:
(@) Referrals
(1) Operating profit (1) Not Supported
(2) Operating profit per patient visit (2) Not Supported
(3) Revenue (3) Not Supported
(4) Revenue per patient w5|t (4) Not Supported
(5) Operating profit margin (5) Not Supported
(6) Returnon assets (6) Not Supported
(7) Return on equity (7) Not Supported
(b) Repeat visits
(1) Operating profit (1) Not Supported
(2) Operating profit per patient visit (2) Not Supported
(3) Revenue (3) Not Supported
(4) Revenue per patient visit (4) Not Supported
(5) Operating profit margin (5) Not Supported
(6) Return on assets (6) Not Supported
(7) Return on equity (7) Not Supported

Source: Developed for this study




The overall results of all hospitals indicate that
patient satisfaction was positively associated with the
two measures of patient loyalty only.

Method II

The output of data in Method Il was derived from
processing the data of each hospital separately for
the academic purpose. Thus, the results of each hos-
pital are explained next.

Hospital A

Table 5 shows the interrelationships of variables
for Hospital A. The available data of patient surveys
of this hospital were used to test the relationships of
both measures of the patient loyalty construct, refer-
rals and repeat visits.

Table 6 summarizes the results of hypotheses test-
ing for Hospital A.

Table 5: Pearson Correlation Matrix of Variables for Hospital A

SAT | REF |REP/V| OP OP/P | REV |REV/P| OPM | ROA | ROE

SAT 1 224 | 475 408 | .386 | .332 |.186 042 | 368 | .624*
REF 1 .782* | -065 | -.087 | .352 |.251 -.262 | -.005 | .118
REP/V 1 364 | 343 | .398 |.331 163 | .305 |.502

* Correlation is significant at the 0.05 level (2-tailed).

** Correlation is significant at the 0.01 level (2-tailed).

Source: Developed for this study

Table 6: Research Question, Hypotheses and Results of Hospital A
Research Question Related Hypotheses Results

Are there any rela-
tionships between
patient satisfaction
patient loyaity and
hospital perfor-
mance?

()
(6)
@

(1)
@)

(@)

(b)

H1: Patient éﬁtls!acﬁon is positively associ-
ated with seven measures of hospital per-

formance:

(1) Operating profit

(2) Operating profit per patient visit
(3) Revenue

(4) Revenue per patient visit

Operating profit margin
Return on assels
Return en equity

H 2:Patient satisfaction is positively associ-
ated with two measures of patient loy-

alty:
Referrals
Repeat visits

H 3: Patient loyalty (referrals and return vis-
its) is positively associated with seven

hospital performance measures:
Referrals

(1) Operating profit

(2) Operating profit per patient visit
(3) Revenue

(4) Revenue per patient visit

(5) Operating profit margin

(8) Return on assets

(7) Return on equity

Repeat visils

(1) Operating profit

{2) Operating profit per patient visit
(3) Revenue

(4) Revenue per patient visit

(5) Operating profit margin

(6) Return on assets

(7) Return on equity

(1) Not Supported
(2) Not Supported
(3) Not Supported
(4) Not Supported
{5) Nol Supported
(6) Not Supported
(7) Not Supported

(1) Supported
(2) Supported

(1) Not Supported
(2) Not Supported
(3) Not Supported
{4) Not Supported
(5) Not Supported
(6) Not Supported
(7) Not Supported

(1) Not Supported
(2) Not Supported
(3) Not Supported
(4) Not Supported
(5) Not Supported
(6) Not Supported
(7) Not Supported

Source: Developed for this study
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Hospital B

The available patient survey data of Hospital B
could be tested for only Hypothesis 1. Table 7 dem-
onstrates the interrelationships between patient satis-
faction and seven measures of hospital performance
of this hospital.

Table 8 illustrates the results for patient satisfac-
tion and each measure of hospital performance.

Hospital C

The overall findings of Hospital C support only
the first hypothesis.

The patient survey data of this hospital were used
to test one measure of patient loyalty, referrals, in 2002
and 2003. Table 9 illustrates the interrelationships
between patient satisfaction, patient loyalty and hos-
pital performance of Hospital C.

Table 7: Pearson Correlation Matrix of Variables for Hospital B

SAT OP OP/P

REV

REV/P | OPM ROA ROE

SAT 1 -.001 -.057

313

.018 -.009 -.098 ~.268

* Correlation is significant at the 0.05 level (2-tailed).
** Correlation is significant at the 0.01 level (2-tailed).

Source: Developed for this study

Table 8: Research Question, Hypotheses and Results of Hospital B

Research Question

Related Hypotheses

Results

Are there any rela-
tionships between

(6) Return on assets
(7) Return on equity

H 1: Patient satisfaction is positively associ-
ated with seven measures of hospital per-

patient satisfaction formance:

patient loyalty and (1) Operating profit (1) Not Supported
hospital perfor- (2) Operating profit per patient visit (2) Not Supported
mance? (3) Revenue (3) Not Supported

(4) Revenue per patient visit
(5) Operating profit margin (5)

(4) Not Supported
Not Supported
(6) Not Supported
(7) Not Supported

Source: Developed for this study

Table 9: Pearson Correlation Matrix of Variables for Hospital C

SAT | REF | OP OP/P | REV | REV/IP| OPM | ROA ROE
SAT 1 160 | .630 637* | .849* | .885* | .685* | -.754* | -758"
REF 1 -.205 -211 | .309 295 ~237 | =170 -176

* Correlation is significant at the 0.05 level (2-tailed).
** Correlation is significant at the 0.01 level (2-tailed).
Source: Developed for this study




Table 10 illustrates the results of hypothesis test-

ing for Hospital C

Hospital D

The overall results of this hospital imply that pa-
tient satisfaction was positively associated with only

Table 10: Research Question, Hypotheses and Results of Hospital C

one measure of hospital performance, that is, revenue.

The patient survey data of this hospital were used
to test one measure of patient loyalty, referrals, in the
year 2003 only. Table 11 reveals the interrelationships
between patient satisfaction, patient loyalty and hos-
pital performance of Hospital D.

Research Question

Related Hypotheses

Results

Are there any rela-
tionships between
patient satisfaction,
patient loyalty and
hospital perfor-
mance?

H 1: Patient satisfaction is positively associ-
ated with seven measures of hospital per-
formance:

(1) Operating profit

(2) Operating profit per patient visit

(3) Revenue

(4) Revenue per patient visit

(5) Operating profit margin

(6) Return on assets

(7) Return on equity

H 2: Patient satisfaction is positively associ-
ated with one measure of patient loyalty:

(1) Not Supported

(2) Supported
(3) Supported
(4) Supported
(5) Supported
(6) Supported
(7) Supported

(1) Referrals (1) Not Supported

H 3: Patient loyalty (Referrals) is positively

associated with hospital performance

measures:
(1) Operating profit (1) Not Supported
(2) Operating profit per patient visit (2) Not Supported
(3) Revenue (3) Not Supported
(4) Revenue per patient visit (4) Not Supported
(5) Operating profit margin (5) Not Supported
(6) Returnon assets (6) Not Supported
(7) Return on equity (7) Not Supported
Source: Developed for this study
Table 11: Pearson Correlation Matrix of Variables for Hospital D

SAT REF OoP OP/P | REV REV/P| OPM ROA | ROE
SAT 1 908 343 212 .700* -.175; .260 -496 | -502
REF 1 .639 551 940 -.538 603 716 705

* Correlation is significant at the 0.05 level (2-tailed).
** Correlation is significant at the 0.01 level (2-tailed).
Source: Developed for this study
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Table 12 illustrates the results of hypothesis test-
ing for Hospital D.

Analytical Comparison of Results from Meth-
odsIandII

The results obtained from both methods of analy-
sis reveal that there are some noteworthy differences.
First of all, in Method I, patient satisfaction was posi-
tively related to only the two measures of patient loy-
alty, referral and return visit, but not related to any of
the seven measures of hospital performance. On the
contrary, in Method II, patient satisfaction was cor-
related with almost all the seven measures of hospital
performance (except for Hospital B in which no rela-
tionships were found), but had no correlation with the
two measures of patient loyalty. Nevertheless, in the
case of Hospital B, although no associations between
patient satisfaction and hospital performance measures
were found, the relationships between patient satis-
faction and patient loyalty and between patient loy-
alty and hospital performance measures cannot be
tested because this hospital did not have any data that
could be used to represent patient loyalty measures

of referrals and return visits.

The findings imply that the hypotheses stating that
there are relationships between three elements of the
service profit chain model (SPC), customer satisfac-
tion/loyalty and organizational performance, are sup-
ported to some extent in this study. This may be due
to the fact that the samples used in the study were too
small, that is only four hospitals. In addition, the data
on patient loyalty of each hospital were not complete
in all four quarters of the three-year period between
2001 to 2003. Therefore, the results can be concluded
on a limited extent to only the sample hospitals in the
study. More empirical research is warranted to repli-
cate this study to get more conclusive results.

CONCLUSIONS

This study is probably the first that attempted to
empirically examine three key elements of the service
profit chain (SPC), that is, patient satisfaction, patient
loyalty, and hospital performance. The purpose of the
study was to test whether these three variables were

Table 12: Research Question, Hypotheses and Results of Hospital D

Research Question

Related Hypotheses

Results

Are there any rela-
tionships between
patient satisfaction,
patient loyalty and
hospital perfor-
mance?

H1: Patient satisfaction is positively associ-
ated with seven measures of hospital per-
formance:

(1) Operating profit

(2) Operating profit per patient visit

(3) Revenue

(4) Revenue per patient visit

(5) Operating profit margin

(6) Returnon assels

(7) Return on equity

H2: Patient satisfaction is positively associ-
ated with one measure of patient loyalty:
(1) Referrals

H 3: Patient loyalty (Referrals) is positively
associated with seven measures of hos-
pital performance:

(1) Operating profit

(2) Operating profit per patient visit

(3) Revenue

(4) Revenue per patient visit

(5) Operating profit margin

(6) Returnon assets

(7) Return on equity

(1) Not Supported
(2) Not Supported
(3) Supported

(4) Not Supported
(5) Not Supported
(6) Not Supported
(7) Not Supported

(1) Not Supported

(1) Not Supported
(2) Not Supported
(3) NotSupported
(4) NotSupported
(5) Not Supported
(6) Not Supported
(7) Not Supporied

Source: Developed for this study
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associated in any significant way. The units of analysis
were four hospitals listed on the Stock Exchange of
Thailand. It started with an overview of the Thai ser-
vice sector of the economy and followed with a re-
view of the health care and Thai hospital industry. After
that, it reviewed past literature related to the SPC
model and its key components, explained the intel-
lectual roots, and proposed the adapted version of
the SPC to investigate patient satisfaction, patient loy-
alty and hospital performance. It then described how
the three constructs were operationalized and some
limitations of the study. Next, the design of the re-
search, sampling, data collection, data management,
and data analysis were described. Finally, the find-
ings of this study were presented and analyzed.

The analysis of the relationships between variables
was divided into two methods. Method I standard-
ized and analyzed the data of all four hospitals. As for
Method I1, the data of each hospital were processed
and analyzed separately. The overall results of both
methods reveal that the three hypotheses were to some
extent supported that there were some positive asso-
ciations among patient satisfaction, patient loyalty, and
hospital performance.

Implications for Practice and Theory

Implications for Marketing Practitioners and Se-
nior Executives

1) In the introduction of new services or im-
provement of existing services, service firms should
consider first the value that target customers will re-
ceive from paying for the services before the services
are created. This can be done by conducting focus
groups of existing and potential patients. After the new
service is launched, top management and senior ex-
ecutives of listed hospitals need to pay special atten-
tion and get involved in the service delivery process.
As pointed out in many studies (Heskett et al., 1997;
Reichheld, 2003), top management in outstanding
service firms are committed to the importance of em-
ployee and customer loyalty by treating their employ-
ees right to deliver superior value to customers.

2) Given the fact that Thai people are highly re-
lationship-oriented, service firms should attempt to
implement relationship marketing programs which
enhance customer satisfaction and loyalty, which in
turn can lead to growth and profitability on a long-
term basis. The internal marketing within firms is also
required to make all departments in the firms function
effectively to support the marketing concept that the
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purpose of any business is to create satisfied custom-
ers. However, most researchers emphasize that long-
term relationships between customers and firms must
be reciprocal. That is, a relationship still continues as
long as both the customers and firms can benefit from
it

3) As Leisen and Hyman (2004) suggest, pa-
tient satisfaction is a subjective evaluation of services
received from health care providers. Patients are sat-
isfied when performance meets or exceeds their ex-
pectation. As patient expectations become latent over
time, they suggest that a performance-only appraisal
is most appropriate in a health care context. Patient
satisfaction is, therefore, an attitude that reflects pa-
tients' post-exposure likes and dislikes of medical
services. They indicate that patient satisfaction can
change rapidly because healthcare-related expecta-
tions shift over time. Thus, it is recommended that
hospitals should make regular surveys of patient sat-
isfaction and loyalty.

4) Hospitals' executives need to monitor that the
values or benefits that their key stakeholders (em-
ployees, patients and shareholders) receive are prof-
itably and appropriately balanced in the long run.

5) Lastbutnot least, hospitals are recommended
to conduct regular patient surveys monthly or quar-
terly, with questions that can measure patient loyalty
such as referrals, intention to return, included in their
questionnaires. Moreover, they should also undertake
employee surveys to measure their satisfaction and
loyalty in order to link the results with patient satis-
faction/loyalty and company performance measures.

Implications for Academics

First, more empirical research needs to be con-
ducted to examine the key elements in the proposed
model, patient satisfaction/loyalty and hospital per-
formance, in the healthcare market. Moreover, at-
tempts should be made to investigate all the elements
in the SPC model, from employees to customers to
firm performance in the listed hospitals. This requires
complete data on employee satisfaction and loyalty,
patient satisfaction and loyalty, and measures of hos-
pital performance. More samples of hospitals are
needed to obtain more satisfactory conclusions. It will
certainly take some time before all necessary data is
available.

Second, research in other service industries, such
as banks, hotels, life insurance firms, and retailers, is
recommended to investigate all elements in the SPC



model or at least the three elements in this study to
determine whether the concepts are applicable to ser-
vice firms in Thailand.

Third, causal models should to be developed and
tested in service firms, provided that all relevant data
is available. It is noted that relationships between vari-
ables in the service profit chain model may not neces-
sarily be linear as pointed out by some academics
(Dean, 2004). Lastly, the proposed model of patient
satisfaction, patient loyalty, and hospital performance
was rather simple. Subsequent studies should investi-
gate by integrating other moderating or intervening
variables such as trust, customer commitment, and
length of relationship, which have been found in pre-
vious empirical research to affect relationship out-
comes.
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Abstract

In order to survive and compete in the new knowledge-based economy, Thai SME entrepreneurs
must enhance their human capital and entrepreneurial competencies. Thus, this study aims to provide a
better understanding of the relationships between human capital and entrepreneurial competencies,
and the career success of Thai SME entrepreneurs. The hypothesis testing from 388 questionnaires
completed by Thai SME entrepreneurs showed that all three human capital and ten entrepreneurial
competency factors evinced positive relationships with both objective and subjective career success.
This implies that successful SME entrepreneurs are people who have relatively high levels of human

capital and entrepreneurial competencies.

INTRODUCTION

Small and Medium Enterprises (SMEs) provide
the solid foundation for Thailand's industrial develop-
ment, their products being utilized in larger industries
as semi-products or raw materials (Tapaneeyangkul,
2001). In addition to their industrial role, SMEs con-
stitute the key element in gauging and linking all cru-
cial units of industry together and in filling the small
gaps in industrial clusters (Simachokedee, 1999).
SME:s also compensate for the limited success that
large enterprises in Thailand have had in generating
jobs. The concentration of economic power and the
financial and physical-capital-intensive nature of large
enterprises are, in many instances, in direct conflict
with the goals of the Thai government's social and
economic development plan. In contrast SMEs em-
ploy a large proportion of the human capital, provide
aproductive outlet for expressing the entrepreneurial
spirit of individuals, and assist in dispersing economic
activity throughout the country. This makes SMEs
more effective job creators than large enterprises;
therefore, SMEs promote free enterprise and a suffi-
ciency economy by creating wealth and spreading it
out to the grassroots level, which stimulates the eco-
nomic and social development of Thailand
(Wasuntiwongse, 1999).

Entrepreneurs around the world can be divided
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into two types: opportunity-based and necessity-based
(GEM, 2002; 2005). Opportunity-based entrepre-
neurs are entrepreneurs with high levels ofhuman capi-
tal and entrepreneurial competencies. They choose
to become SME entrepreneurs when they perceive
business opportunities; thus, pursuing an entrepreneur-
ial career is their choice. Necessity-based entrepre-
neurs, on the other hand, are entrepreneurs with low
levels of human capital and entrepreneurial compe-
tencies. They generally lack other viable options for
eaming a living; thus, pursuing an entrepreneurial ca-
reer is not their choice but a compulsion. As in other
developing countries, a majority of SME entrepre-
neurs in Thailand have been identified as necessity-
based entrepreneurs (GEM, 2004).

As human capital and entrepreneurial competen-
cies can be improved through education and training
(Parry, 1998), and as the career success of SME
implies an improvement in SME entrepreneurs' quan-
tity and quality of life (Lau, 2002), it is incumbent on
potential and practicing SME entrepreneurs, consult-
ants, educational-training program developers, aca-
demic researchers, and policy makers to improve their
understanding of the effects of human capital and en-
trepreneurial competencies on the career success of
SME entrepreneurs in Thailand. In other words, there
is a need to gain a better understanding of the effects
of human capital and entrepreneurial competencies



on the career success of SME entrepreneurs in Thai-
land. This study then addresses the research ques-
tion: To what extent are human capital and entre-
preneurial competencie related to the career suc-
cess of SME entrepreneurs in Thailand?

LITERATURE REVIEW

The Oxford English Dictionary (2002) defines
entrepreneurs as individuals who start or organize com-
mercial enterprises. Schumpter (1934) states that en-
trepreneurs are the decision makers in a particular
cultural context who command a range of behaviors
that exploit certain opportunities. The idea that entre-
preneurs function primarily as creators of innovation
in the production process has influenced much of the
literature on entrepreneurship in developed econo-
mies where entrepreneurs are commonly associated
with the founding of business ventures (Chusimir, 1988,
and Kirzner, 1979). However, in recent years, there
has been an altemnative explanation of entrepreneurial
roles that focus more on the entrepreneurs' abilities to
organize rather than to create, which has resulted in
the interchangeable use of the terms entrepreneurs
and small business owners (Spring & MacDade,
1998).

In Thailand, a majority of the SME entrepreneurs
in the past had relatively little formal education. For
example, Tambunlertchai (1986) found that 58.5%
of SME entrepreneurs received only primary or sec-
ondary educations, while university graduates com-
prised only 14.5%. They were also unlikely to de-
velop their performance through formal training pro-
grams, as they perceived that operational issues were
more important than acquiring and developing new
knowledge and skills. However, due to the knowl-
edge-based economy that has been evolving since the
late 1990s, the new generation of SME entrepreneurs

- istending to pay more attention to the pursuit of higher
education. Due to the characteristics of financial and
SME development-service centers that are not fully
developed, SME entrepreneurs in Thailand have rela-
tively low level of entrepreneurial competencies com-
pared to their counterparts in developed countries
(Phagaphasvivat, 2002; and Wasuntiwongse, 1999).

Human Capital theory (Becker, 1964; 1993)
posits that individuals with more or higher-quality hu-
man capital perform better at executing relevant tasks,
so human capital pertains to individual knowledge and
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abilities that allow for changes in action and economic
growth. Human capital may be developed through
formal training and education aimed at updating and
renewing an individual's capabilities in order to do well
in society. Applying this theory to SME entrepreneurs,
one expects a positive association between SME en-
trepreneurs' human capital and their performance and,
subsequently, between their performance and their
career success.

The concept of entrepreneurial competencies re-
lates to entrepreneurs' performance (Draganidis and
Mentaz, 2006). As entrepreneurs perform the roles
of both owners and managers, it is believed that the
areas of entrepreneurial competencies are broader
than managerial competencies (Johnson and
Winterton, 1999). Johnson and Winterton (1999) also
argue that, as it is difficult to analyze the activities per-
formed by entrepreneurs when they are either pure
managerial-administrative activities or pure entrepre-
neurial activities, the term entrepreneurial compe-
tencies should refer to managerial-entrepreneurial
competencies. While there is no universally accepted
list of entrepreneurial competencies, this study follows
Man's (2001) entrepreneurial competencies as a theo-
retical framework. Man (2001) defines entrepreneur-
ial competencies as individual characteristics, includ-
ing personality traits, knowledge, and skill, that lead
to effective or higher entrepreneurial job performance,
which can be assessed through the behaviors of en-
trepreneurs. His framework was developed in a quali-
tative study by interviewing 19 successful SME en-
trepreneurs in Hong Kong and then empirically test-
ing his framework through a mail survey. The 10 clus-
ters of entrepreneurial competencies identified in his
framework consist of 1) opportunity, 2) relationship,
3) analytical, 4) innovative, 5) operational, 6) human,
7) strategic, 8) commitment, 9) learning, and 10) per-
sonal strength competencies.

The generic term career success can be distin-
guished into objective and subjective forms (Judged
et al., 1995; Melamed, 1996; and Nabi, 1999). Ob-

Jective career success has been measured in terms
of society’s evaluation of achievement with reference
to extrinsic measures, such as salary and managerial
level (Melamed, 1996). In contrast, subjective ca-
reer success has been defined as a conceptually dis-
tinct construct referring to individuals' judgments of
their own success evaluated against personal stan-
dards, age, aspirations, and views of significant oth-
ers (Gattiker and Larwood, 1988, 1989). A number



of researchers have suggested investigating both ob-
jective and subjective aspects of the career success
of SME entrepreneurs (Greenbank, 2001; Lau, 2002;
and Parasuraman et al., 1996). Thus, in this study the
career success of SME entrepreneurs in Thailand will
be measured by income (objective career success)
and career satisfaction (subjective career success) as
they are indicators of entrepreneurial career success
that have been widely used in previous studies
(Gattiker and Larwood, 1988; Judge et al., 1995;
and Lau, 2002).

CONCEPTUAL FRAMEWORK

As this study aims to investigate the effects of
human capital and entrepreneurial competencies on

the career success of SME entrepreneurs in Thailand,
the conceptual model for this study consists of two
main independent variables (human capital and en-
trepreneurial competencies) and one main dependent
variable (career success). There are three sub-inde-
pendent variables under human capital: years of for-
mal education, years of prior industry experience, and
years of entrepreneurial experience; 10 sub-indepen-
dent variables under entrepreneurial competencies:
opportunity, relationship, analytical, innovative, op-
erational, human, strategic, commitment, leaming, and
personal strength competencies. The dependent vari-
able, career success, consists of two sub-dependent
variables: objective career success (income), and sub-
jective career success (career satisfaction).

Figure 1: The Career Success of SME Entrepreneurs Conceptual Model

Independent Variable

Human Capital

Years of formal education

Years of prior industry experience
Years of entrepreneurial experience

Entrepreneurial Competencies
Opportunity competencies
Relationship competencies
Analytical competencies
Innovative competencies
Operational competencies . .
Human competencies
Strategic competencies
Commitment competencies
Learning competencies
Personal strength competencies

he
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Dependent Variable

Career Success
Objective career success
Subjective career success




RESEARCH HYPOTHESES

H1: There is no relationship between human capi-
tal and a) objective career success; b) subjective ca-
Teer Success.

H2: There is no relationship between entrepre-
neurial competencies and a) objective career success;
b) subjective career success.

METHODS
This study has entailed gathering descriptive in-

formation about the human capital, the entrepreneur-
ial competencies, and the career success of SME en-

ship between the selected independent variables (hu-
man capital and entrepreneurial competencies) and
the dependent variables (objective and subjective
career success).

The survey instrument used in this study is a self-
administered questionnaire and the questionnaire-de-
livering/collecting period occurred during 7 April-5
July 2006. The Statistical Package for Social Science
(SPSS) for Windows, version 11.5, was used to ana-
lyze the data from the 388 completed questionnaires.
Two types of data analysis, descriptive analysis and
hypothesis testing (correlation analysis), were em-
ployed.

trepreneurs in Thailand. It has also involved correla-  RESULTS
tion analysis to determine the degree of the relation-
Table 1: General Information of the Respondents
Frequency Percentage
Gender Male 201 51.80
Female 187 48.2
Total 388 100.00
Marital status Single 202 52.06
Married 162 41.76
Divorced 74 1.80
Widowed 17 4.38
Total 388 100.00
Age Under 20 6 1.55
21-30 95 24 .49
31-40 1 30.41
41-50 91 23.45
51—60 66 17.0
Over 60 12 3.08
Total 388 100.00
Entrepreneurial Yes 98 25.26
training No 290 7474
Total 388 100.00
Type of business Manufacturing 83 213
Service 125 32.22
Wholesale 42 10.82
Retail 138 35.57
Total 388 100.00
Way of becoming Start-up 237 61.09
a business owner Succession 99 25.51
Joining as partners 38 10.05
Takeover 7 1.80
Others 6 1.55
Total 388 100.00
Number of employees 1-5 197 50.77
6-10 101 26.04
11-156 33 8.50
16-25 39 10.056
26-50 18 4.64
Total 388 100.00
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Table 2: Summary of the Human Capital

Variable Mean SD Max Min
Years of Formal Education 15.02 3.81 22 6
Years of Prior Industry Experience - 5.69 4.58 27 0
Years of Entrepreneurial Experience 7.51 11.23 52 2
Table 3: Arbitrary Level Used for Entrepreneurial Competencies
Arbitrary Level Descriptive Rating
6.16-7.00 Strongly Agree (SA)
5.30-6.15 Moderately Agree (MA)
4.44-5.29 Agree (A)
3.584.43 Undecided/ Neutral (UND)
2.72-3.57 Disagree (D)
1.86-2.71 Moderately Disagree (MD)
Table 4: Summary of Entrepreneurial Competencies
Rank Entrepreneurial Competencies Mean SD
1 Commitment competencies 5.45 0.77
2 Relationship competencies 5.32 0.82
3 Personal strength competencies 5.19 0.93
4 Learning competencies 5.1 0.88
5 Operational competencies 5.03 0.91
6 Human competencies 4.76 0.94
7 Strategic competencies 4.45 0.85
8 Opportunity competencies 4.34 092
] Analytical competencies 4.29 0.95
10 Innovative competencies 4.27 0.89
Table 5: Objective Career Success (Income)
Objective Career Success Mean SD Min Max
Personal average monthly income 26,917.53 | 33,234.09 7,800 350,000
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Table 6: Arbitrary Level Used for Subjective Career Success

Arbitrary Level Descriptive Rating
4.20-5.00 StronglyAgree (SA)
3.40-4.19 Agree (A)
2.60-3.39 Undecided/ Neutral (UND)
1.80-2.59 Disagree (D)
1.00-1.79 Strongly Disagree (SD)

Table 7: Subjective Career Success (Career Satisfaction)

Career Satisfaction Mean SD Rating

| am satisfied with the success | have achieved in my career. 343 1.14 A
| am satisfied with my progress toward meeting my overall ca- 32 1.1 UND
reer goals.
| am satisfied with my progress toward meeting my goals for 3.01 1.07 UND
income.,
| am satisfied with my progress toward meeting my goals for 3.35 1.10 UND
advancement.
| am satisfied with my progress toward meeting my goals for 3.36 1.05 UND
the development on new skiils.

Total 3.27 0.94 UND
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Table 8: Summary of the Hypothesis Testing Results

Hypothesis

Objective Career
Success (a)

Subjective Career
Success (b)

Ho1: There is no relationship between years of Moderate positive Weak positive
formal education and career success. correlation correlation
Ho Rejected Ho Rejected
Ho2: There is no relationship between years of Moderate positive Weak positive
industry experience and career success. correlation correlation
Ho Rejected Ho Rejected
He3: There is no relationship between years of Weak positive Weak positive
entrepreneurial experience and career suc- correlation correlation
cess. Ho Rejected Ho Rejected
Ho4: There is no relationship between opportu- Weak positive Weak positive
nity competencies and career success. correlation correlation
Ho Rejected Ho Rejected
Ho5: There is no relationship between relation- Weak positive Weak pbsitive
ship competencies and career success. correlation correlation
Ho Rejected Ho Rejected
HoB: There is no relaticnship between analyti- Moderate positive Weak positive
cal competencies and career success. correlation correlation
Ho Rejected Ho Rejected
Ho7: There is no relationship between innova- Moderate positive Weak positive
tive competencies and career success. correlation correlation
Ho Rejected Ho Rejected
Ho8: There is no relationship between opera- Maderate positive Weak positive
tional competencies and career success. correlation correlation
Ho Rejected Ho Rejected
Ho9: There is no relationship between human Weak positive Weak positive
competencies and career success. correlation correlation
Ho Rejected Ho Rejected
Ho10: There is no relationship between strategic Weak positive Weak positive
competencies and career success. correlation correlation
Ho Rejected Ho Rejected
Ho11: There is no relationship between commit- Weazk positive Weak positive
ment competencies and career success. correlation correlation
Ho Rejected Ho Rejected
Ho12: There is no relationship between learning Moderate positive Moderate positive
competencies and career success. correlation correlation
Ho Rejected Ho Rejected
Ho13: There is no relationship between personal Moderate positive Moderate positive
strength competencies and career suc- correlation correlation
cess. Ho Rejected Ho Rejected
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It was found that SME entrepreneurs have an av-
erage personal monthly income (objective career suc-
cess) of 27,000 baht, which lies in the same range as
the 25,000 - 35,000 per month reported as the aver-
age salary of managers with a tertiary education and
5 - 10 years of work experience who are employed
in large organizations in Thailand. It was found that
SME entrepreneurs generally have moderate levels
of satisfaction towards their career success (subjec-
tive career success).

When compared to previous surveys of SME en-
trepreneurs in Thailand (Viriyavidhayavongs, 1990;
Wasuntiwongse, 1999), this study reveals a clear in-
crease in the respondents’ number of years of formal
education. Most of SME entrepreneurs have had
some relevant work experience prior to becoming
business owners and have, likewise, had experience
as business owners. It is found in this study that on
average, they have 5.69 years of prior industry expe-
rience and 7.51 years of entrepreneurial experience;
while only 25% of them have experience in formal
entrepreneurial training. This implies that the skills and
knowledge of these SME entrepreneurs have gener-
ally been accumulated through prior industry experi-
ence and entrepreneurial experience rather than
through formal management and/or technical training.
Of the ten total entrepreneurial competencies, four
competencies, consisting of commitment competen-
cies, relationship competencies, personal strength
competencies, and leaming competencies, receive the
highest ratings; three competencies, consisting of op-
erational competencies, human competencies, and
strategic competencies, lie in the middle range; and
the other three competencies, consisting of opportu-
nity competencies, analytical competencies and inno-
vative competencies, are at the lower end (See Table
4).

The results of the hypotheses testing show that all
three human capital and ten entrepreneurial compe-
tencies factors have positive relationships with ob-
jective and subjective career success (See Table 8).
This implies that achieving high levels of these factors
provides reasonable assurance of the attainment of
both objective and subjective career success.

CONCLUSIONS AND RECOMMENDA-
TIONS

The findings of this study contribute to the con-
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textual understandings of SME entrepreneurs in Thai-
land particularly in terms of human capital, entrepre-
neurial competencies, and career success as well as
to the theoretical explanation of the effects of human
capital and entrepreneurial competencies on career
success. The results from the hypotheses testing sup-
port a theoretical model of the career success of SME
entrepreneurs. As all of the human capital and entre-
preneurial competencies have positive relationships
with both objective and subjective career success,
this study provides both theoretical and empirical evi-
dence for the crucial role of these factors in determin-
ing the career success of SME entrepreneurs and
corresponds to earlier research efforts to re-empha-
size the individual perspective in entrepreneurship and
career research.

In particular, learning competencies and personal
strength competencies had moderate positive relation-
ships with both objective and subjective career suc-
cess and years of formal education had a moderate
positive relationship with objective career success and
a weak positive relationship with subjective career
success. This suggests that SME entrepreneurs need
to emphasize the importance of higher education (ter-
tiary level) due to the fact that lower education levels
generallyresult in lower management competencies
and in being unqualified to participate in some mana-
gerial training courses. Furthermore, SME entrepre-
neurs should emphasize 'life-long learning’ and need
to pay more attention not only on to participating in
relevant formal entrepreneurial training but also to
continuously creating their own 'in-house entrepre-
neurial training’.

LIMITATIONS AND FURTHER RESEARCH

The sample of this study was chosen from among
the SME entrepreneurs in Bangkok, Thailand. Fur-
ther comparative works may be conducted across
different industries, regions in Thailand, and countries/
cultures. In addition, as this study is a cross-sectional
quantitative study, which employs only correlation
analysis for hypotheses testing, our understanding of
the phenomenon under examination could be improved
by engaging a longitudinal qualitative-quantitative re-
search employing more sophisticated statistical tech-
niques. The more recent generation of SME entre-
preneurs in Thailand might have some unique entre-
preneurial behaviors and characteristics. Furthermore,



classifications of SME entrepreneurs in previous stud-
ies have been made with reference to personal char-
acteristics such as personality traits, motivations, be-
haviors, education attainment, work experience, and
family background. As entrepreneurial competencies
are identified as a higher characteristic level, which
are closely linked with SME entrepreneur perfor-
mance, this suggests using entrepreneurial competen-
cies as a basis for classifying SME entrepreneurs for
research concerning entrepreneurial education and

framing.
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Abstract

This study adopts Dick and Basu's (1994) customer loyalty conceptual model as a research
framework. It is a comprehensive model of customer loyalty that presents a relationship of two con-
structs: repeat patronage and relative attitude. The specific aims of this study are to identify a classifi-
catory scheme of loyalty conditions and investigate how a frequency program can shift the attitudinal
dimension of members in order to improve loyalty and to gain a deeper understanding of the effective-
ness of frequency programs used in the hotel industry in Thailand. A multi-scale items of loyalty mea-
surement from member's perspective was used in accordance with the two dimensional loyalty model

developed by Dick and Basu (1994).

INTRODUCTION

The widespread use of customer loyalty and fre-
quency programs by all manner of companies would
suggest that they are proven effective tools (Duffy,
1998; Noordhoff et al., 2004). However, this is not
a convincing point to foster a belief in the efficacy of
frequency programs on customer loyalty. There are
deeper issues raised by managers about the cost ben-
efit of frequency programs.

Most customer loyalty programs available across
the service industry have largely focused on building
repeat patronage. There is now a combined approach
through a theoretical framework of customer loyalty,
that uses both repeat patronage and relative attitude
constructs in measuring loyalty (Dick and Basu, 1994).

Two different kinds of frequency programs are
employed by hotels: frequent stay and frequent diner.
A frequent stay program requires no membership fee,
while a frequent diner program charges an annual
membership fee for privileged services and benefits.

The frequency program examined in this study is
a structured fee-based frequency program. Loyalty
conditions of members with different lengths of mem-
bership are measured using a combined approach,
focusing particularly on motives of repeat patronage
and level of relative attitude. In addition, the impact
of Social Influences on loyalty development is also
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tested.

The repeat patronage construct focuses on cus-
tomer behavior. Its inclusion provides a basis for
measuring and evaluating what customers do. The
relative attitude construct focuses on how customers
evaluate services they use, and provides a basis for
understanding the reasons behind the behavior.

LITERATURE REVIEW

An increase in customer loyalty from both be-
havioral and attitudinal dimensions is the anticipated
outcome among hotel managers, and the importance
of customer loyalty is recognized as akey to profit-
ability in service business (Andreassen and Lindstad,
1998; Bowen and Chen, 2001; Dick and Basu, 1994;
Gwinner et al., 1998; Javalgi and Moberg, 1997;
Pritchard and Howard, 1997; Uncle et al., 2003).

Dick and Basu (1994) developed a comprehen-
sive customer loyalty conceptual model, which then
became a springboard for researchers to investigate
the level of customer loyalty in various businesses.
The model describes four different types of customer
loyalty conditions through the relationship matrix of
repeat patronage dimension and relative attitude di-
mension, namely: no loyalty, latent loyalty, spurious
loyalty and sustainable loyalty. It offers a wider view



in understanding customer loyalty. The model sug-
gests that in order to increase the degree of customer
loyalty from spurious loyalty to true loyalty, relative
attitude dimension needs to be reinforced while main-
taining motives that drive repeat patronage (Dick and
Basu, 1994). This consensus was referred similarly in
many relevant studies, namely Berry and Parasuraman
(1991), Gwinner et al. (1998), Javalgi and Moberg
(1997), Patterson and Smith (2001).

It is therefore crucial to measure customer loyalty
in both the repeat patronage dimension and the rela-
tive attitudinal dimension in order to define the level
of member loyalty. The result from the combined ap-
proach of Dick and Basu (1994) offers a more in-
depth view of customer loyalty in addition to the as-
sessment of Social Influences variables and loyalty
development among frequency program members.

In the literature reviewed, the impact of the fre-
quency programs on customer loyalty in the area of
service businesses remains to be discovered, particu-
larly those programs with annual membership fee.
Moreover, among the structured membership pro-
grams, there is a profound lack of understanding about
the level of customer loyalty from both the repeat
patronage and the relative attitude.

Repeat patronage intention seemed to be a widely
used construct in measuring customer loyalty (Evans,
1999; Hellier et al., 2003). This suggests that the de-
gree of loyalty tends to be measured more by the cus-
tomers' repeat patronage level - or behavioral level -
than by the customer’s attitudinal level. However, at-
titudinal or emotional attachments have increasingly
gained attention as important factors leading to cus-
tomer loyalty (Butcher et al., 2001).

Measuring and recognizing members' attitudinal
loyalty condition consequently allows managers to op-
timize the effect of non-financial benefits and to capi-
talize on them as a competitive advantage to the firm.
For this reason, there is a clear tendency within the
literature to adopt a combined approach in studying
frequency programs.

The combined approach facilitates not only the
design of a financial benefit based programs, but also
the design of effective frequency programs. If the ser-
vice providers can identify the levels of customers'
attitude, they will be more aware of their customers'
inclination to switch or become less loyal. They can
then design programs that accommodate the attitude
of their customers so as to retain them (Blattberg et
al.,2001).
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In the service businesses with high contact envi-
ronment between customers and service employees
for example, the fine dining restaurant business envi-
ronment, the interpersonal bond between customers
and service employees was found to be one of the
factors that influence loyalty continuance (Butcher et
al.,2001). Therefore, when measuring customer loy-
alty in this particular service business, it is necessary
to combine the customers' attitude measurement with
their behavior measurement. This is in contrast to the
retail businesses environment which usually offers
price-incentive to motivate repeat visits or to increase
behavioral loyalty.

Social Influences are reflected through non-finan-
cial benefits such as customer recognition, social sup-
port, the interpersonal relationship between custom-
ers as well as between customers and employees of
the service provider (Berry and Parasuraman, 1991,
Butcher et al., 2002; Gwinner et al., 1998; Patterson
and Smith, 2001).

Gwinner et al. (1998) and Javalgi and Moberg
(1997) stated that if businesses gained only high be-
havioral loyalty (repurchase) from their customers, but
low attitudinal loyalty (no strong perceived differen-
tiation or preference towards product or service), they
would more likely encounter switching behavior to
competitors. Because the low attitudinal loyalty rep-
resents the weak level of desire or commitment to the
product or service, once the competitor offers lower
prices they are more likely to switch.

Frequency programs with mere economic ben-
efits or rewards can be replicated easily and rapidly
(Palmer et al., 2000). This disadvantage becomes
more serious when new competitors with similar pro-
grams crop up. The customers' switching behavior
might occur as soon as they have reached beyond the
breakeven point of their initial investment in entrance
membership fee.

The significant and common arguments in the lit-
erature reviewed so far can be summed up as follow:
most frequency program members appear to express
spurious loyalty; the financial benefits are key moti-
vations for repeat purchase; and membership fees
promote immediate attitudinal loyalty. Nevertheless,
these points could prove to be right or wrong in dif-
ferent business situations.
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Research questions and the proposition devel-
opment

Based on the conceptual framework of this study
shown in Figure 1 the research questions are formed
below.

Question 1: To what extent can frequent diner pro-
grams build customer loyalty?

Question 2: What is the difference in the level of
loyalty between renewed and new members of the
hotel frequent diner program?

Question 3: How do Social Influences impact on
the development of customer loyalty among members?

This generates the following research propositions:

P1.Members ofhotel frequent diner programs ex-
pressed a high level of perceived importance of mo-
tives that drive repeat patronage but a low level of
relative attitude.

P2.New members and renewed members of ho-
tel frequent diner programs differ in their perceived
importance of motives that drive repeat patronage.

P3.New members and renewed members of ho-
tel frequent diner programs differ in their level of rela-

. tive attitude.

P4.Social Influences are positively related to the
decision to renew membership or to maintain loyalty
with the program.

P5.New members and renewed members of ho-
tel frequent diner programs differ in their preference
of Social Influences.

The first proposition above is devised under the
establishment of research question 1: To what extent
can frequent diner programs build customer loyalty?

Propositions 2 and 3 above are set to serve the
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research question 2: What is the difference in level of
loyalty between renewed and new members of the
hotel frequent diner program?

Lastly, propositions 4 and 5 are developed to
serve the onset of the research question 3: How do
Social Influences impact on the development of cus-
tomer loyalty among members?

Research methodology

This study utilized a self-administered question-
naire to measure the degree of customer loyalty. It
was designed to examine the level of relative attitude
and the level of perceived importance of motives that
drive repeat patronage. Furthermore, it also measured
the level of perceived importance of Social Influences
variables among members with different lengths of

membership.

Sample selection

Respondents were selected from a database of
new and renewed members of the participating hotel.
The researcher gained permission to access the mem-
ber list of one hotel that is currently implementing a
frequent diner program. The hotel selected is one of
the top five star hotels located in the central district of
Bangkok, Thailand. The hotel targets executive-level
business travelers as well as local residents with high
social and economic status. Selecting one hotel avoids
list duplication because members may belong to more
than one hotel frequent diner program. Respondents
were recruited through a mail survey. A stratified ran-
dom sampling technique based on length of member-
ship was utilized prior to mailing out. The member



database was separated by length of membership
before random selection. New members are those
who are the first time members of any frequent diner
program or have been members for less than 12
months.

In response to the research questions of this study,
the sample in total, comprising both new and renewed
members, were selected. Names were selected from
the total member list 0of 2,000. Among the total num-
ber, there were 1,500 renewed members and 500
were new members. Five hundred questionnaires
were sent to the entire population of new members.
Three hundred questionnaires were sent to renewed
members using a systematic sampling design. Every
5% renewed member was chosen from the entire
population of renewed members. This is to ensure
that the whole range of membership was covered.

Research instrument

The questionnaire was comprised of four sections
in order to cover the measurement of customer loy-
alty constructs in this study and to search for the an-
swers to the research questions Section One con-
cems membership data - entering, engaging and leav-
ing the program. Section Two covers the perceived
importance toward motives that drive repeat patron-
age. Section Three deals with the relative attitude, and
Section Four covers the assessment of Social Influ-
ences variables and their impact on maintaining loy-
alty. At the end, participants were asked to provide
their demographic data.

THE RESULTS

Table 1: Respondents' profile by length of membership

Percent of
Frequency Percent Population
Valid <1 year 28 18.3 25.0
1-3 years 46 N7 75.0"
>3-5 years 33 228
>5 years 38 26.2
Total 145 100 100.0

*75% of population represents members whose length of membership is 1 or more years

Table 2: Reasons for joining a hotel's frequent diner program

=
n

Sum

Mean

Std. Deviation

Value for money

Satisfaction with the quality of food

Satisfaction with the variety of menu
Convenient location

Satisfaction with the quality of service
Satisfaction with the restaurant ambiance
Hotel's repulation and image

Convenient parking

For business use

Having relatively high frequency of dining out
Hote! sales' persuasion

Recommend by friend who has been & member
The popularity of restaurants

Membership fee waived

The program represents a symbol of high social status

145
145
145
145
145
145
145
145
145
145
145
145
145
145
145

113
76

88832

48

»~e288LRS

.78
52
A9
A3

F88bR8ReR 3

.03

418
501
502
497
492
475
AT2
AB7

441
A21
.266
242
215
164

30




Table 3: Reasons for leaving a hotel's frequent diner program

n Sum Mean Std. Deviation

Hardly use the card and feit not worth to renewing it 145 72 50 .502
Annual membership fee is too expensive compared to other frequent diner program 145 27 A8 391
Found and applied for another better frequent diner program 145 26 18 .385
Encounter a bad experience about product and/or service of this hote! 145 26 18 .385
Move office or residence and the hotel location becomes inconvenient 145 8 .06 229
Nc one contacts me regarding renewing my membership 145 6 04 .200
Attain free membership for the first year only 145 3 02 143
Do not want (o spend my own money on membership fee 145 1 01 .083
= T T T e T T T T T T S S

Table 4: Mean score of the perceived importance of motives that drive repeat patronage and Chi-
square test

_--————— =

Length of membership

New Renewed

member member
(n=28) (n=117) Total
Do not want to waste the membarship fee without enjoying any benefits Mean 3.88 as0 389
Std. Deviation 1.208 1.302 1.288
| can use complimentary rewards, free voucher Mean 421 380 3.96
Std. Deviation 957 1170 1.138
| can use the discount vouchers Mean 407 351 3.62
Std, Deviation 1.086 1.2 1.198
This program provides me more value for money than other frequent Mean 343 379 372
diner pOgrm Std. Devistion 1.103 1.141 1.138
Special deal / discount given by this frequent diner program Mean 404 395 397
Std. Deviation 793 1.057 1.010
The more | dine the more poirts | can earn through this program Mean 254 255 254
; Std. Deviation 1.232 1.256 1,247

Note: 1= Not important at all; 5 = very important

Test Statistics &b

Chi-Square df Asymp. Sig.

Do not want to waste the membership fee without enjoying any benefils .182 1 669

| can use complimentary rewards, free voucher 1.627 1 .202

| can use the discount vouchers 5.751 1 016

This program provides me more value for money than other frequent diner program 2.849 1 .091

Special deal / discount given by this frequent diner program 001 1 .981
1 :

The more | dine the more points | can earn throug

a. Kruskai Wallis Test
b. Grouping Variable; length of membership
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Table 5: Factor loading of motives that drive repeat patronage

Component Matrix 2

Component
1

Special deal / discount given 779
by this frequent diner program i
| can use the discount vouchers .746
| can use complimentary

741
rewards, free voucher
Do not want to waste the
membership fee without 660
enjoying any benefits
This program provides me
more value for money than 543
other frequent diner program
The more | dine the more
points | can earn through this .466

program
_—

Extraction Method: Principal Component Analysis.
2. 1 components exiracted.
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Table 6: Mean score of relative attitude and Chi-square test

New Renewed

member member
{n=28) (n=117) Total
| recommend others to apply for membership Mean 2.96 298 2.98
Std, Deviation 1.071 1.122 1.108
| tell others about the good benefits Mean 3.36 3.22 3.256
Std. Deviation 951 1.060 1.038
| have no intention to switch to other better program Mean 2.36 275 2,68
Std. Deviation 1.283 1.033 1.092
| never search for better programs Mean 264 2.04 2.88
Std. Deviation 1.311 1.234° 1.250
| gave or | will give any comments/ recommendations ~ Mean 3.00 3.34 3.28
Std. Deviation 1.305 1.138 1.175
I would remain a customer of this holel even if there Mean 261 279 2.76
would be no Frequent Diner Program offering Std. Deviation  1.397 1.200 1.238

Note: 1= Totally unlikely; 5 = Totally likely

Test Statistics 2P

Chi-Square df Asymp. Sig
| recommend others to apply for membership 007 1 034
I tell others about the good benefits 532 1 ABB
| have no intention to switch to other better program 3.786 1 052
| never search for better programs 1.601 1 208
| gave or | will give any comments/ recommendations 1.578 1 209

8. Kruskal Wallis Test
b. Grouping Variable: Length of membership
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Table 7: Factor loading of relative attitude variables

Rotated Component Matrik
Component

1 2
| tell others about the good benefits 912 036
| recommend others to apply for membership .898 -.037
1 gave or | will give any comments/ recommendations 560 P fr o d
| never search for better programs -011 .853
| have no intention to swilch to other better program .066 812
| would remain 2 wstomr of thls hotel even if there would be no Frequent Diner Program oﬁenn 137 .692

cl:on Me F'nnctpal nt nalys:s
Rotation Method: Varimax with Kaiser Normalization.
2. Rotation converged in 3 iterations.
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Table 8: Mean score of perceived importance toward Social Influences and Chi-square test

W

Length of membership
New Renewed
mamber member

(n=28) {n=117) Total

Recognizing me and greet me personally Mean 293 344 334
Std. Deviation 1.464 1.309 1.350

Remembering my seating preference Mean 2.64 .18 3.08
Std. Deviation 1.445 1.400 1.420

Sending me relevent communication regularty Mean 384 3.68 387
Std. Deviation 1.420 1.087 1.181

Offering me a customised sarvice Mean 3.14 3.50 3.43
Std. Deviation 1.433 1.317 1.343

F&B outlet manager or senior staff is friendly Maean 3.18 3.39 3.38
Std. Deviation 1.335 1.358 1.352

Offering a dedicated holline service Mean 3.04 3.08 208
CRIS T S $td. Deviation 1.319 1.33 1,320
Providing me a personal customer relfationship Mean 2.57 283 2.78
officer Std. Deviation 1.200 1.288 1.272
Offering exclusive community activities Mean 2.89 297 2.96
Std. Deviation 1.343 1.323 1.322

Providing superior treatment apart from giving Mean 338 3.61 357
e Std. Deviation 1,397 1318 1332

W
Note: 1 = Not important at all; 5 =Very important

Test Statistics 35

—

Chi-Square df Asymp. Sig.
Recognizing me and greet me personally 2930 1 087
Ramembaring my seating prefersnce 3.194 ' ] 074
Sending me rel t icab Quiarty 200 1 655
Offering me a cuslomised service 1.491 1 222
F&B outlet manager or senior staff is friendly 719 1 396
Offering a dedicated hotline service exclusively for 058 1 808
mambars
Providing me a personal customer relationship officer a1 1 340
Offering exclusive community activities 098 1 754
Providing superior ireatment apart from giving discount 52

A 1 418

banafits
e e — ]

8. Kruskal Walts Test
b. Grouping Variabie: Lengtn of membership
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Table 9: Factor loading of Social Influences variables

Rotated Component Matrix ?

Component
1 2

SHSQINEEE 1 Bt Graas g 879  4701E-02
personally
Remembering my seating 837 241
preference
F&B outlet manager or senior
staff is friend 732 252
Oﬁepng me a customised 77 75
service
Sending ‘rne.reievant 511 224
communication regularly
Providing me a personal

; a7
customer relationship officer 7 it
Offering exclusive community

A 77
activities 5 .
Providing superior treatment
apart from giving discount 310 740
benefits
Offering a dedicated hotline 199 738

service exclusively for members

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kalser Normalization.

2. Rotation converged in 3 iterations.
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Regression analysis is used to determine the
strength of association between dependent variables,
thereby revealing the strength of the two factors de-
rived from factor loadings. The purpose is to find out
what the key factor of non-financial benefits (Social
Influences) is for frequent diner program to create
greater impact on loyalty development. Table 10
shows the result of regression analysis. A regression
model includes two factors derived from factor load-
ings. The independent variable is the mean score of
Social Influences measurement, the dependent vari-
able is the loyalty continuance (y) and the equation is:
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Where: b0 is a constant; b1 is Factor 1-an Im-
plicit Concern; and b2 is Factor 2 - an Explicit Con-
cern. The estimated model is: . Both factors were
significant at p<0.05. The result indicates that Implicit
Concern (b1 =.918) has a higher influence than Ex-
plicit Concern (b2 = .00365) in encouraging mem-
bers to stay loyal and maintain their membership with
the program.

R square is 1 as the regression is run using the
measurement of mean score of Social Influences (con-
stant) which is the key construct that predicts the prob-
ability of customer loyalty continuance. (Mean score
of Social Influences is 3.25 which equal to the prob-
ability of loyalty continuance among member of fre- -

quency program).



Table 10: Results of Regression Analysis Loyalty Continuance

Model Summary

Adjusted R Std. Error of the

Model R R Square Square Estimate
1 1.000° 1.000 1.000 01763
2. Predictors: (Constant), REGR factor score 2 for analysis 1, REGR factor score 1 for
analysis 1
ANOVAP
— e e e e T T T
Model Sum of Squares df Mean Square F Sig.
1 Regression 121.450 2 60.725  195417.368 .000°
Residual 044 142 .000
Total 121.495 144

8. Prediciors: (Constant), REGR factor score 2 for analysis 1, REGR faclor score 1 for analysis 1
b. Dependent VVariable: Mean of SI

Coefficients 2

Unstandardized
Coefficients
Model B ! .
1 (Constant) 3.250 2219.927 .000
REGR factqr score 918 625.163 .000
1 for analysis 1
REGR factor score 3.653E-03 2.486 014

2 for analysis 1

2. Dependent Variable: Mean of Si

Loyatty Continuance Y = 3.25 + 0.91 8(Fac1_1) Implicit Concern + 0.00365(Fac2_1) Explicit Concern
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CONCLUSION

The findings revealed that loyalty continuance for
each year is more likely to depend upon the economic
benefits given at the renewal stage, upon the knowl-
edge of what the competitors are offering through their
programs, and upon the monitoring of the frequency
of the members' return visits.

The findings showed that Social Influences, pro-
vided by fulfilling the Implicit Concern function, could
become a competitive advantage and a powerful tool
for loyalty development among frequency program
members. This outcome is consistent with the find-
ings from Butcher et al.'s (2002) study. In conclu-
sion, this initial analysis shows:

Proposition 1 (P1) - that members of hotel fre-
quent diner programs express a high level of perceived
importance of the motives that drive repeat patron-
agebut a low level of relative attitude - is verified by
the test results.

Proposition 2 (P2) - that the new members and
renewed members of hotel frequent diner programs
differ in their perceived importance of motives that
drive repeat patronage - received rather weak sup-
port from the test.

Proposition 3 (P3) - that the new members and
renewed members of hotel frequent diner programs
differ in their level of relative attitude - is rejected as
false.

Proposition 4 (P4) - that Social Influences are
positively related to the decision to renew member-
ship or to maintain loyalty with the program - was
analyzed and found positive by the test result.

Proposition 5 (P5) - that the new members and
renewed members of hotel frequent diner programs
differ in their preference of Social Influences - is tested
and rejected as false.

FUTURE RESEARCH

In terms of future research, the results suggest the
need to examine the impact of the frequency program
through the comparative degree of loyalty between
members and non-members of the hotels' frequent
diner programs. Furthermore, extending the work
by using the factors underlying repeat patronage among
non-members as compared with members could pos-
sibly help to discover what may diminish churn.
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As this study has confirmed, monetary benefits are
inevitable factors in attracting new members. A fur-
ther research topic could also be geared towards the
issue of member valuation, finding out the optimal
amount for the value of financial benefits given in ex-
change for the membership fee. Future research could
also involve the examination of the weaknesses and
strengths of charging a membership fee for the fre-

quency program.
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FACTORS INFLUENCING ONLINE SHOPPING BEHAVIOR
INTENTION: A STUDY OF THAI CONSUMERS

by
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Abstract

This research is aimed at contributing to the literature on factors influencing Thai online shop-
pers' purchasing intention, particularly on shoppers in Bangkok. The Theory of Planned Behavior is
adapted as the theoretical foundation for the conceptual model used in the research. Descriptive re-
search and an anonymous questionnaire are designed as the data collection methodology and are used
in the survey fieldwork conducted at central shopping malls in Bangkok during November and Decem-
ber, 2005 covering 384 sample participants aged 25 years old and older, with Internet competency. The
One-way analysis of variance (ANOVA) and Multiple Regression are used for inferential statistics. The
findings show that the most important factor is positive attitude toward online shopping followed by

trust and subjective norm.

INTRODUCTION

Electronic Commerce is arelatively new business
channel, which entails selling and buying goods and
services using a technology channel, namely, the World
Wide Web or Internet. It is a state-of-art technology
that is comprised of hardware, software and network
equipment whereby each of the components work as
asingle system bringing people closer together. This
new technology has been used and implemented
worldwide so that people can be connected to each
other, in both personal and business matters, by just
clicking amouse anywhere and at any time. Being
easy to use and inexpensive, Electronic Commerce
has been rapidly growing each year (Chang, Cheung,
& Lai, 2004, and Yang & Lester, 2004) and is cur-
rently utilized for shopping, information search, bills

. payment, news, weather reports, and online games.

The use of the Internet has been growing tremen-
dously in Thailand since 1998. There were 1.1 mil-
lion, 2.4 million, 3.7 million, 5.6 million, 7.7 million,
10.4 million, and 11.9 million users in 1998, 1999,
2000, 2001, 2002, 2003, and 2004, respectively
(National Electronics and Computer Technology Cen-
ter, 2005). The numbers of Internet users are rel-
evant to the numbers of online shoppers advised by
So, Wong, and Sculli (2005), in that the Internet us-
ers are likely to also become online buyers. This also
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indicates that any business that is conducted via the
Internet channel, such as Electronic Commerce, and
online games tend to have a good opportunity for
business success since potential consumers are al-
ready there, In addition, there are approximately 11.9
million Thai users at present who use the Internet, 20
percent of whom have had experience of buying online
(National Electronics and Computer Technology Cen-
ter, 2005). Given that the large majority of Thais have
not yet made any actual purchase on the Internet,
Gunawardana and Avatchanakorn (2000); Yawai
(2004) argue that Thai online businesses have not
been successful in boosting their selling volumes so
far whereas other foreign online businesses have. In
contrast, the number of Thai Internet users has grown
tremendously since 1998 and continues to do so (Na-
tional Electronics and Computer Technology Center,
2005). For these reasons, there needs to be research
on what factors drive Thai consumers toward online
shopping.

The major objective of this research is to exam-
ine Thai consumers'behavioral intentions toward online
shopping. The study also surveys the factors that in-
fluence them to shop online. As suggested by the
National Statistical Office report (2004) the majority
of Internet users are located in Bangkok; therefore,
the target survey location was in Bangkok. The
Theory of Planned Behavior (TPB) was adapted and



used as the conceptual model throughout the study.
The TPB was selected as the theoretical base be-
cause it has been validated by prior studies (Cook,
Kerr, and Moore, 2002; George, 2004; Hansen,
Jensen, and Solgaard, 2004; Limayem, Khalifa., and
Frini 2000; Zhang, Chan, and Fang, 2004) as being
suited for predicting consumers' behavioral intention,
especially in terms of adoption of technology.

LITERATURE REVIEW

The most influential factors for online shopping
from prior studies are convenience, and time saving
(Bellman, Lohse, and Johnson, 1999; Bhatnagar,
Misra, and Rao, 2000; Chang et al, 2004; Limayem
et al, 2000; Sim and Koi, 2002) for online shoppers.
Moreover, online technology is simple to operate
(Ahn, Ryu, and Han, 2004; Chang et al, 2004; Liu
and Wei, 2003; O'Cass and Fenech, 2003). Some
specific products, such as books, CDs, and computer
software (Bhatnagar et al, 2000; Chang et al, 2004;
Sim and Koi, 2002) are usually cheaper than at other

stores. That is, they can offer a competitive price to
the shoppers. Trust in the online shop is another fac-
tor which directly affects the online business as re-
vealed in the literature (Bhatnagar et al, 2000; Chang
et al, 2004; Hoffman, Novak, and Peralta, 1999;
Limayem et al, 2000; Martinez-Lopez, Luna, and
Martinez, 2005). Bhatnagar et al (2000); Chang et
al, 2004; Corbitt, Thanasankit, and Yi (2003);
Mahmood, Bagchi, and Ford (2004); Monsuwe,
Dellaert, and Ruyter (2004). Wu (2003) found that
not only will those factors influence online shoppers
but demographic data also do. Thus, the influencing
factors advised by previous studies in online shop-
ping are convenience, time saving, pricing, trust, and
consumer demographics. These additional factors are
added into the model as the variables of this research
to test whether they are factors influencing Thai online
shoppers' purchasing intentions.

Conceptual Model
The conceptual model is adapted from the Theory
of Planned Behavior (Ajzen, 1991), see Figure 1.

Figure 1: The Conceptual Model: Factors Affecting Online Shopping Behavior

Desired
Consequences

Attitude
towards online shopping

Intention
to shop online

Subjective
Norm

Perceived

Behavioral Control

Source: adopted from Ajzen (1991)
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For all of the five constructs indicated in the con-
ceptual model, each independent variable (Consumer
Demographics, Desired Consequences, Attitude to-
wards online shopping, Subjective Norm, Perceived
Behavioral Control) has influence on the dependent
variable (Intention to shop online) which indicates
whether shoppers are more likely to buy products
online or not. There is no behavioral construct in the
framework since this research intends to find the in-
tention to shop online, not the actual shopping behav-
ior.

Hypotheses

H1 Men will have a higher online buying intention
than women.

H2 Those with a higher level of education will have
ahigher online buying intention than those with a lower
level of education.

H3 Those with a higher income will have a higher
online buying intention than those with a lower income.

H4 Those who are older will have a higher online
buying intention than those who are younger.

H5 Those who have a career in a computer-re-
lated field will have a higher online buying intention
than those who have not.

H6 Those who have previously shopped online
will have a higher online buying intention than those
who have not.

H?7 Convenience of purchase significantly predicts
online buying intentions.

HS8 Time saving significantly predicts online buy-
ing intentions,

H9 Price significantly predicts online buying in-
tentions.

H10 Trust significantly predicts online buying in-
tentions.

H11 Attitude towards online shopping significantly
predicts online buying intentions.

H12 Subjective Norm significantly predicts online
buying intentions.

H13 Perceived Behavioral Control significantly
predicts online buying intentions.

RESEARCH METHODOLOGY
This cross-sectional study was conducted using

self-administered questionnaries, and convenient sam-
pling method.
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Target population

As there was evidence that working adults aged
25 years old and older were recorded in the National
Statistical Office (2004) as those who were the greatest
users of the Internet in Bangkok, therefore, the target
respondents in this research were Thai citizens, working
adults aged 25 years and older, who had access and
were capable of using the Internet and who visited
the shopping malls in the central Bangkok area
(Bangkok.com, 2005; Wikitravel, 2005), for example,
the Emporium, Siam Square Center, Gasorn Plaza,
Siam Discovery, The Mall Department Stores, and
Central Department Stores, during the month of No-
vember and December, 2005. These were selected
as the data collection venues. The sample size for
this research was determined at 384. A total of 462
questionnaires were distributed and 384 were col-
lected during the survey time. The response rate was
83 percent.

Questionnaire

There were two sections in the survey question-
naire. The questions in section 1 were to classify the
demographic data related to age, gender, education
level, income level, occupation level, and whether the
sample had purchased goods online in a multiple-
choice format. Questions in section 2 were to ascer-
tain whether convenience, time saving, price, trust,
attitude towards online shopping, opinion leader/in-
fluential persons (Subjective Norm), and Perceived
Behavioural Control influenced the online shoppers'
purchasing intent in Bangkok which used a Likert type
scale with 7 levels.

Method of Analysis

The One-way analysis of variance (ANOVA)
method was used to examine whether there is a sig-
nificant mean difference in anominal independent vari-
able (Convenience, Time saving, Price, Trust, Sub-
jective Norm, attitude, and Perceived Behavioral
Control) on a single interval dependent variable (in-
tention to shop online). Multiple Regression method
was used to analyze the variance in the interval de-
pendent variable (intention to shop online) when the
interval independent variables (Convenience, Time
saving, Price, Trust, Subjective Norm, attitude, and
Perceived Behavioral Control) are used.



RESULTS

Table 1: Respondents’ Demographic Profile

Demographics’ Profile Frequency Percentage
Gender
Male 188 49.0
Female 196 51.0
Total 384 100.0
Education level.
High school or below 29 7.6
Diploma 48 125
Bachelor degree 251 65.4
Master degree or higher 56 14.6
Total : : 384 100.0
Salary
less than 10,000 Baht 89 232
10,000 - 29,899.99 Baht 204 63.1
30,000 - 49,999.99 Baht 62 16.1
more than 49,999.99 Baht 29 7.6
Total 384 100.0
Age
25 - 28 year 187 48.7
over 28 - 35 year 133 34.6
over 35 -45 year 47 12.2
over 45 year 17 44
Total 384 100.0
Occupation
Accounting related 41 10.7
Computer related 44 11.5
Education related 19 49
Engineering related 33 8.6
Management related 42 10.9
Marketing related 59 15.4
Other 146 38.0
Total 384 100.0




Consequently, five out of thirteen hypotheses are
supported. They are as follows:

a. H1:Men will have a higher online buying in-
tention than women.

b. H6: Experienced online shoppers will tend to
have a higher online buying intention than non-experi-
enced ones.

c. HI10: Trust significantly predicts online buy-
ing intentions.

d. HI11:Attitude towards online shopping sig-
nificantly predicts online buying intentions.

e. HI12: Subjective Norm significantly predicts
online buying intentions.

H2, H3, H4, H5, H7, H8, H9, and H13 are re-
jected,; all of these variables have a relatively weak
influence on online shoppers' intentions. From these
findings, men tend to have a stronger purchasing in-
tention than women. Also, the more experience with
online shopping, the more likely were shoppers to
shop online. Attitude towards online shopping s found
to be the most influential factor in online buying inten-
tions from the findings. Subjective Norm and Trust
follow.

CONCLUSIONS

This research examined the factors influencing Thai
online shoppers' purchasing intentions. The findings
will be valuable in providing new knowledge to busi-
ness-to-consumer investors in the following areas: im-
proving their businesses and setting their marketing
strategies by analyzing online shoppers' behavior, stay-
ing competitive in the market and increasing business
value. By utilizing these findings, marketers can also
offer online shoppers a greater variety of products,
better price offerings, and the opportunities to buy
things whenever they are available since the online
shop will be open 24 hours every day. These are
obviously significant benefits to both online sellers and
shoppers. Online sellers may increase their sales,
expand their customer bases through the Internet
channel, and make their customers feel more satisfied
with having an alternative way of buying products.
Other parties, such as corporate management, mar-
keting executives, web developers, web designers,
and govemment agencies, can also obtain benefits from
the findings of this research.
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LIMITATIONS

There are three limitations. First, the limitation on
research timing, this research was a cross-sectional
study. It was a one time study from November to
December 2005; the results might change as respon-
dents' evaluative criteria change. Second, thereisa
possibility of having biased answers since most re-
spondents were not alone; they came with friends,
families, or spouses. Finally, the results only offer a
partial contribution to knowledge of the actual shop-
ping behavior since the research focused on the pur-
chasing intentions of Thai online shoppers rather than
their actual purchasing behavior.

FUTURE RESEARCH

Future research can be in three areas of shopper
behavior. First, future research should study what
products are most frequently purchased in the Thai
online market in order to identify these along with
shoppers' behavior which will be beneficial to online
businesspersons, and other interested parties. Sec-
ond, this study focused on online consumers in
Bangkok, future research could expand the study to
Thai people in other provinces. Studies should also
be repeated at regular intervals to monitor changes in
online shopping behavior. Lastly, most studies on online
shopping behavior have been quantitative. In order
to gain a deeper understanding, there is a need for
qualitative research studies that will provide richer
details on perception, attitude and online purchasing
behavior in the Thai context.
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Abstract

This study examined if differences in self-monitoring which is a specific dispositional trait are
related to differences in the big five general dispositional traits of personality for both Thai and Foreign
BBA students at Assumption University. Out of a sample of 321 students, 151 were low and 170 were
high self-monitors. The only trait that students differed on was extraversion with low self-monitors
having higher scores on extraversion. The Thai and Foreign students were further divided into high and
low self-monitors. Results indicated that both groups, high and low self-monitors for both Thai and
Foreign students have differences in extraversion, emotional stability and conscientiousness traits.

INTRODUCTION

Some people readily change their behavior to
match each situation they encounter, and they strive
to make the best possible impressions on others. As
aresult they adopt one style when dealing with their
subordinates and another-perhaps more respectful
style when dealing with their boss. This aspect of per-
sonality is referred to as "Social Chameleons" or
"High Self-Monitors". In contrast, other individuals
are less willing to change their personal style in this
manner; with them, "what you see is what you get"
across a wide range of contexts. Such people are
unlikely to behave differently toward members of dif-
ferent groups with whom they interact. This aspect of
personality is referred to as "Devil's Advocates" or
"Low Self-Monitors".

"Personality is the combination of stable physical
and mental characteristics that give the individual his
or her identity". (McCrae, 1993). These characteris-
tics or traits are a product of genetic and environ-
mental influences. Personality psychologists Gordon
Allport, Raymond Cattell and Hans Eyesenck tried
to extract adjectives that they believed described ob-
servable and relatively permanent traits. Today, most
researchers use the Big Five as a common basis for
making comparisons between persons. Each of the
Big Five, which include extraversion, emotional sta-
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bility, conscientiousness, agreeableness and openness
to experience can be called "Super Traits" because
each of these broad dimensions comprises smaller
number of narrow traits. Because support for the Big
five can be found in many different countries research-
ers conclude that the basic structure of human per-
sonality arises from some universal living experience
rather than being shaped by individual cultures.
(McCrae & Costa, 1999; Katigbak et al, 2002).

The purpose of this study is to examine the differ-
ences between high and low self- monitors with re-
gard to the big five dimensions of personality because
this can lead to important differences between high
and low self-monitors regarding important factors such
as task performance, career success and relations with
others.

RELATED LITERATURE

Previous research has found that that high self-
monitors, compared with low self-monitors, perform
better in boundary spanning positions (Caldwell &
O'Reilly, 1982). High self-monitors have also been
found to emerge as group leaders (Dobbins, Long &
Dedrick, 1990; Zaccaro, Foti, & Kenny, 1991). High

self-monitors are likely to resolve conflict through

collaboration and compromise rather than through



ey

avoidance and competition (Baron, 1989). High self-
monitors are likely to be promoted (Kilduff & Day,
1994). High self-monitors are also more likely to
perform organizational citizenship behaviors (Blakely,
Fuller & Smith, 1996). High self-monitors also per-
form better in jobs which require good communica-
tion skills (Larkin, 1987) So far, one research has
examined self-monitoring as amoderator of the rela-
tionship between personality traits and performance
(Barrick, Parks & Mount, 2005). The preceding sug-
gests that self- monitoring could be related to dimen-
sions of personality.

The Big Five personality traits of conscientious-
ness, emotional stability, extroversion, agrecableness,
and openness to experience have been shown to
strongly relate to performance (Barrick & Mount,
1991). In addition, conscientiousness has been found
to be the strongest and most generalizable predictor
of these personality traits (Mount & Barrick, 1995).
The Big Five traits have been found to be related to
individual-level outcomes such as happiness, physi-
cal and psychological health, spirituality, and identity;
interpersonal-level outcomes such as quality of rela-
tionships with peers, family, and romantic others; and
organizational- or social-level outcomes such as oc-
cupational choice, satisfaction, performance, commu-
nity involvement, criminal activity, and political ideol-
ogy (Ozer & Benet-Martfnez, 2006). These person-
ality traits have also been found to be positively re-
lated to entrepreneurship (Zhao & Seibert, 2006),
cultural intelligence (Ang, Van Dyne, & Koh, 2006),
and satisfaction with teams (Peeters, Rutte, van Tuijl,
& Reymen, 2006) and negatively associated with un-
desirable outcomes such as burnout (Bakker, vander
Zee, Lewig, & Dollard, 2006). Further contribution
to the prediction of job performance beyond each of
the global Big Five personality traits has recently been
attributed to the "narrow traits" that constitute those
traits (Dudley, Orvis, Lebiecki, & Cortina, 2006). A
recent promising trend in personality research has also
been to study the interactions between the Big Five
personality traits and more transient states or situ-
ational factors that can enhance or dampen their im-
pact on various work-related outcomes (Ilies, Scott,
& Judge, 2006; Stewart & Nandkeolyar, 2006).

CONCEPTUAL FRAMEWORK

The two major variables of this study were self-
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monitoring and the big five personality traits. Self-
monitoring which is the dependent variable, can be
either high or low. In the present study the research-
ers examined two groups namely Thai and Foreign
students who were either high and low self-monitors.
The big five personality traits which was the indepen-
dent variable consists of five dimensions (Burger 2004)
namely:

1. Extraversion (E) consists of traits such as
outgoing, gregarious, optimistic and sociable.

2. Neuroticism (N) or (inversely) Emotional
Stability (ES) consists of traits such as anxiety, an-
ger and depression.

3. Agreeableness (A) consists of traits such
as trust, tender-mindedness and cooperation.

4. Conscientiousness (C) consists of traits
such as reliable, hardworking, competence, order and
self-discipline.

5. Openness to Experience (OP) consists of
traits such as imagination, creativity, originality, and
fantasy.

HYPOTHESES

Six Null hypotheses were formulated:

1) There is no significant difference in the de-
gree of extraversion between low and high self-moni-
tors.

2) There is no significant difference in the de-
gree of emotional stability between low and high self-
monitors.

3) Thereis no significant difference in the de-
gree of agreeableness between low and high self-
monitors.

4) There is no significant difference in the de-
gree of conscientiousness between low and high self-
monitors.

5) Thereis no significant difference in the de-
gree of openness to experience between low and high
self-monitors.

6) Thereisnosignificant difference between Thai
and foreign students regarding the level of self-moni-
toring and personality traits.

METHODOLOGY:

The random sampling technique was used to
collect data from 321 students, of which 151 were
Foreign and 170 were Thais from the BBA faculty at
Assumption University, Bang-na campus only.
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MEASURES:

a) Self-monitoring was measured with the 25
item true-false scale developed by Snyder (1974) in
which the responses are coded 0 and 1, with a 1 indi-
cating high self-monitor. The Cronbach's Alpha for
the present study was .72.

b) TheBigFive Traits scale containing 41 items,
19 positively and 22 negatively worded, using a 5
point Likert-type response was developed by the re-
searchers themselves. The Cronbach's Alpha for the
present study was .82.

DATAANALYSIS
In the descriptive analysis the mean and the stan-

dard deviation was calculated in order to find out the
differences between low and high self-monitors with

regard to each of the big five traits. In the inferential
analysis one-way ANOVA was used to test hypoth-
eses 1 to 5 and students were grouped based on their
nationality and level of self-monitoring into 4 groups,
then a one-way ANOVA procedure was performed
to test hypothesis 6.

FINDINGS AND CONCLUSIONS

Hypothesis 1 was rejected since there was a sig-
nificant difference between low and high self-moni-
tors on extraversion trait (F=17.989, p<.01). The
mean extraversion score for students with high self-
monitoring score was 2.57 and the mean extraver-
sion score for students with low self-monitoring score
was 2.88.

ANOVA
Sum of
Squares df Mean Square F Sig.
Dpenpessto new Between Groups 445 1 445 1.191 276
axperience Within Groups 119.077 318 373
. Total 119.522 320
Emotional Stability Between Groups 461 1 461 1.192 276
Within Groups 123.255 319 386
Total 123.716 320
Extraversion Between Groups v-721 1 7.721 17 989 .000
Within Groups 136.929 319 429
Total 144.645 320
Conscientiousness Between Groups 030 1 030 092 762
Within Groups 104.760 310 328
Total 104.780 320
Agreeableness Between Groups 340 1 348 761 384
Within Groups 146.367 319 459
Total 148.716 320
Hypotheses 2, 3,4, and 5 failed to be rejected.
Descriptives
85% Confidence Interval for
Std. Mean
N Mean Deviation | Std. Emor [ Lower Bound | Upper Bound | Mnimum |Maximum
nness to new  Low 151 | 2.5356 50200 | 04818 7.4404 78 1.00 4.50 |
experience High 170 2.4610 82732 04811 2.3660 2.5560 1.26 5.00
= Total 321 |  2.4081 81115 03411 2.4200 25632 1.00 5.00 |
Emotional Stability Low 151 2.9561 63508 05168 2.8540 3.0582 1.33 4.67
High 170 3.0320 60938 04674 29307 3.1242 1.00 483
Total 321 2.9963 82178 03470 2.9280 3.0646 __1.00 4.83
Bxdraversion Low 151 2.8805 84500 05240 2.7768 2.9842 1.25 4.57
High 170 2.6697 66404 05093 2.4892 2.6703 1.00 4,29
Total 321 2.7159 67232 03753 2.6421 2.7897 1.00 4.57
Conscientiousness Low 151 2.8368 62588 05093 2.7361 29374 1.20 5.00
High 170 2.8562 52172 04001 27772 2.9352 1.40 4.40
Total krdl 2.8470 57225 03194 2.7842 2.9099 1.20 5.00
Agreeableness Low 151 2.2437 05851 05343 2.1381 2.3403 1.20 4.80
High 170 2.1776 69536 05333 20724 2.2829 1.00 4.80
Total 321 2.2087 B7712 03779 2.1344 2.2831 1.00 4.80
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For hypothesis 6, the ANOVA test with national-
ity and level of self-monitoring as grouping variables
revealed asignificant difference only in the degree of
extraversion among Thai and foreign students who
have low and high self-monitoring
levels (F=6.43, p<.01).

ANOVA could not detect differences among
overall scores for emotional stability and conscien-
tiousness but an LSD post-hoc analysis revealed a
significant difference in emotional stability scores be-
tween high self-monitoring foreign students and low
self-monitoring Thai students with a mean difference
of .23482 (p<.05). There is asignificant difference in

conscientiousness scores between high self-monitor-
ing Thai and foreign students (mean difference of
19167, p<.05).

Regarding extraversion scores, there are signifi-
cant differences between high self-monitoring and low
self-monitoring foreign students (mean difference of -
.39765, p<.05), high self-monitoring foreign students
and low-self monitoring Thai students (mean differ-
ence of -.35885, p<.05), low self-monitoring foreign
students and high self-monitoring Thai students (mean
difference of .28490, p<.05), high self-monitoring and
low-self-monitoring Thai students (mean difference of
-.24611, p<.05).

ANDVA
Sum of
Squares df Mean Square F Sig.
Openness to new Between Groups 1.501 3 500 1.344 260
experience Within Groups 118.020 317 372
Total 119.522 320
Emotional Stability Between Groups 2.152 3 717 1.871 134
Within Groups 121.563 317 383
Total 123.716 320
Extraversion Between Groups 8.297 3 2.766 6.430 000
Within Groups 136.348 317 430
Total 144.645 320
Conscientiousness Between Groups 1.553 3 518 1.590 192
Within Groups 103.236 317 326
Total 104.790 320
Agreeableness Between Groups 615 3 205 445 721
Within Groups 146.100 317 461
Total 146.716 320
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Multiple Comparisons

LSD
Mean
Difference
Dependent ‘ariable (1) fourgroup  (J) fourgroup (-J) Std. Emor Sig.
Openness to new F-low F-high 01093 10185 915
experience T-low -.16430 09931 099
T-high -.01009 09248 837
F-high F-low -.01003 10185 915
T-low - 17632 10217 087
T-high -.03002 09553 753
T-low F-low ,16439 09931 099
F-high 17532 10217 087
2 T-high .14529 00281 118
T-high F-low 01009 09246 837
F-high 03002 09553 753
T-low -.14629 09281 118
Emotional Stability  F-low F-high .. 06680 10337 518
T-low 16792 10079 097
T-high 05712 09384 543
F-high F-low 06690 10337 518
T-low 23482% .10369 024
T-high .12402 09695 202
T-low F-low -.16792 10079 097
F-high -.23482* 10369 024
T-high -.11080 09419 240
T-high F-low - 05712 09384 543
F-high -.12402 09895 202
T-low 11080 09419 240
Extraversion F-low F-high 30765" 10048 000
T-low 03880 10674 17,
T-high .28400% 09938 004
F-high F-low -30765% | .10948 00D
T-low -.35885% .10082 001
T-high -.11275 10268 273
T-low F-low -.03880 10674 17
F-high 358867 10082 001
T-high 24611% 09976 014
T-high F-low -.28400% 09938 004
F-high 11275 10268 273
T-low -24811%| 09976 014
Conscientiousness  F-low F-high 10817 00526 257
T-low 02534 09288 785
T-high -.08350 08647 335
F-high F-low - 10817 00526 257
T-low - 08282 00556 387
il T-high - 19167 08934 033
T-low F-low - 02534 00288 785
F-high 08282 09556 387
T-high -.10884 08680 21
T-high F-low 08350 08647 235
F-high .19167% 08034 033
T-low 10884 08680 21
Agreeableness F-low F-high 04644 11332 682
T-low -07740 11050 484
T-high 01507 10287 884
F-high F-low - 04844 11332 882
T-low -.12384 11368 277
T-high - 03137 10628 768
T-low F-low 07740 .11050 484
F-high 12384 11368 277
T-high 09247 10326 A7
T-high F-low - 01507 10287 884
F-high 03137 .10628 768
T-low - 09247 10326 a7

= The mean difference is significant at the .05 level.
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DISCUSSION

Analyses of the results indicate that Thai and For-
eign students who are low self-monitors achieved
higher scores for extraversion, the reason being that
low self-monitors tend to form fewer but deeper and
more sincere relationships with others compared to
high self-monitors who are preoccupied with trying
to make an impression on others. Low self-monitors
tend to be more reliable, consistent and less manipu-
lative compared to high self-monitors who tailor their
behavior to fit a given situation. In addition high self-
monitors generally seek different friends for different
settings and tend to change their behavior across situ-
ations. Low self-monitors could be less sensitive and
less concerned with their impact on others since they
are guided more by their internal feelings and attitudes
rather than by situational cues and hardly pay atten-
tion to verbal and non-verbal cues which makes them
form more stable and less shallow relationships with
others compared to high self-monitors.

Further analysis revealed that high self-monitors
foreign students are more emotionally stable- that is
they tend to control their emotions compared to low
self-monitor Thai students because it could be that
high self-monitors try hard to make an impression and
often learn to emphatize with others-that is to ‘walk in
their shoes' and adjust behavior according to what
the situation demands.

Finally, high self-monitor Thai students are more
conscientiousness than high-self monitor foreign stu-
dents. This could be associated with high Power Dis-
tance - that is the degree to which the less powerful
members of organizations and institutions accept and
expect that power is distributed unequally (Hofstede,
1980; 2001). In Thai culture children are socialized
towards obedience and initiative and dutifully obey
the orders they receive from parents and teachers.
Thai society would be described as a developing
economy and it could be that people from these
economies tend to be more conscientious than people
from wealthier countries. Prosperity allows people to
behave less conscientiously or more wasteful (Smith
and Bond, 1993).

PRACTICAL SUGGESTIONS AND FUR-
THER RESEARCH

Although one study of self-monitoring with the big
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five personality traits provides limited evidence about
the nature of the differences between high and low
self-monitors there are potential implications for man-
agement. Managers might use such knowledge when
considering an applicant for particular assignments.
For example one may take into consideration self-
monitoring when making assignments into teams,
which require a great deal of collaboration and coop-
eration or when boundary-spanning activities have to
be performed. High self-monitors may have higher
ability to empathize with colleagues-that is to see the
world through their eyes compared to low self-moni-
tors. On the other hand when putting together a deci-
sion group, perhaps too many high self-monitors might
suffer from group think compared to low self-moni-
tors.

Further research can be conducted to study the
relationship between high self-monitoring and job sat-
isfaction, leadership, organizational commitment and
organizational citizenship behaviors of both teachers
and students in Thai culture since there are individual
differences in the traits of the Five Factor Model. Stud-
ies could be conducted on the dimensions of culture
and personality traits. It would be possible to con-
duct experimental studies of the effects of personality
on organizational culture.
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