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To all delegates participating, I wish you success, finding new friends and colleagues, 

developing and advancement your Scientifics thoughts and research for your future endeavor.  
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excellent opportunity to share their research experiences, practice their presentation skills in 

international environment with colleagues from various institutions on their subject interest. 
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conducted all submissions where total of 68 papers were accepted for presentation in the 

conference. Accepted papers were scheduled for presentation in 6 sections online. 

 

We would like to express our sincere gratitude to all reviewers, chairs, and various 

committee of ISCAMR 2022 for their precious time and expertise. Lastly, I would like to 

demonstrate our sincere appreciation to everyone involved in making the joint conference a 

success. Million thanks to go to the organizing committee, co-institutions, special welcome 

speaker, reviewers, and participants, and of course, to all professors, lecturers who advise 

students distributing valuable research. It is our great pleasure to have you with us at the 

ISCAMR 2022. I hope new ties will be made and existing ones renewed and strengthened. 
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Dear colleagues and students, this is the first international students is a meaningful 

crystallization of initiatives collaboration among institutions towards practical cooperation in 

interdisciplinary studies. This would contribute to the participants strengthening in research, 

presentation skills, and augmented educational system internationally. 

 

The characteristic of the education in the era of disruptive change at the speed of light, 

which led us to learn and develop our new generation in diverse disciplines to meet and discuss 

the phenomena, and recommend solutions. We should teach our students to be able to explore 

deeper by discussing problems across different disciplines as much as possible, and thence, 

grasping more profound suggestions and solutions.   

 

The motivation of this conference is to encourage students get through individual 

expertise and point of view based on their discipline. As we gather from multiple fields of 

studies. I believe that we should be able expand the scope of our efforts and aim more 

challenging global contributions. I hope all participants of this conference will enjoy and get 

opportunities to enhance relationships of knowledge exchange.  

 

 

Assoc. Prof. Dr. Tatiana Podolskaya 
Head of International Economic Relationships Department, 

South Institute of Management, Russian Presidential Academy  

of National Economy and Public Administration 
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students conference in the history of our College of Hospitality Industry Management in 

collaboration with South Russia Institute of Management; Russia Academy of National 

Economy and Public Administration; ILMA University; Russia Custom Academy Rostov 

Branch; Kuban State University; Adamas University; University of European Studies of Moldova; 

Woosung University; Kasetsart University; Kasem Bundit University; and Rangsit University 

which is completely conducted on a digital platform in line with social distancing norms due 

to the COVID- 19 pandemic.    

 

The theme of this interschool conference is the changing educational dynamics. There 

will be plenty of knowledge enhancing activities such as discussion, debates, public speaking 

for students and esteemed member of panelists will be the judges of these activities. The crux 

of this conference is to come up with the national and international knowledge for students and 

all delegates. I hope this conference would help students expand their mental horizon and adopt 

the best of knowledge sharing for their future education. Lastly, I request all students from 

across the country and international students to make use of the conference to the best of their 

abilities. 
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Abstract 

 This research examines the service standards of small hotels for tourists. in Bangkok 

After the epidemic situation of coronavirus 2019, the objective of this research is to study the 

service standards of small hotels for tourists. in Bangkok After the epidemic situation of the 

coronavirus 2019 which was a qualitative research collecting data from related academic 

documents, both in books and electronic publications, consisted of 14 people using a semi-

structured interview form to analyze the content. From the research results, it was found that 

the study of service standards of small hotels for tourists should study the reliability of service. 

response side Knowledge and service skills of employees in the organization service access the 

service provision is suitable communication for safety in service controlling employees within 

the organization concerning and giving importance to customers Preparation for service to 

guide the service standards of small hotels for tourists in Bangkok After the epidemic situation 

of the coronavirus 2019 

Introduction 

This now tourism industry business is related to many kind of businesses. Since all 

tourists arrive at the airport and stay at the hotel having dining, travel, shopping, health care, 

these are the segments that are directly affected positively and negatively by the growth of 

tourists. Thailand is the significant destination that is attracted by tourists from all over the 

world, especially those from China. There are many contributing factors that make Thailand to 

be a world-famous tourist and beautiful destination. whether it's about delicious food. The cost 

of living is not very high. smiling people beautiful sandy beach service provider humility and 

etc. (SCBS Wealth Research 2020) In year 2020, the tourism situation in the Thailand country 

was severely affected by the COVID-19 epidemic. During the first 6 months of 2020, it was 

considered a crisis of the tourism situation in the country due to the fact that in March-April, 

Thailand has to deal with the spread of the COVID-19 virus, lockdown measures, emergency 

decree, and curfew measures have been adopted including the cancellation of various tourism 

activities that it lead to all sectors of the Thailand's economy suddenly stopped. The business 

sector gradually closed down a large number of businesses. In May, the government announced 

mailto:s61123449003@ssru.ac.th
mailto:weera.we@ssru.ac.th
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easing measures to unlock areas and various activities/activities, including issuing measures to 

stimulate tourism to stimulate the circulation of the domestic economy can be a result, people 

gradually travel more and more. (Tourism Authority of Thailand, 2020)  

 However, both hotel and restaurant operators are concerned about the COVID-19 

situation that small hotels were the most concerned about the situation, followed by large hotels 

and medium sized hotels, it is noted that Medium-sized hotels (30-100 rooms) have the least 

concern. It impacts that they are more flexible and ready to deal with problems than large and 

small hotels. may come from having to be under competition all the time and has the advantage 

of being able to accommodate a more suitable number of tourists than hotel businesses, both 

large and small sizes. The hotel industry is affected by 3 dimensions as 56.3% business 

dimension, 37.3% tourist and macroeconomic dimension as 6.5% travel dimension. Moreover, 

it was found that small hotel businesses will face more severe problems than large and medium-

sized hotels. The restaurant business also faced problems that business must be adjusted. 

Anyway hotel businesses of all sizes are difficult to adapt that there are no different proportions 

as 34.1% large hotels, 37.5% as medium-sized hotels, 31.1% as small hotels, with large hotels 

adjusting by reducing their workforce. It is to result in the phenomenon of labor returning to 

many rural areas Meanwhile, restaurant businesses cut costs by reducing staff hours to retain 

employees. Covid-19 outbreak Affects the concerns of businesses in the epidemic and health 

and business aspects Most entrepreneurs are concerned about the health and safety of 

employees' lives. service to customers’ image of customer confidence about cleanliness and 

safety (Bangkokbiznews 2021)  

 There are various the problems and for the reasons mentioned above This made the 

researcher want to study the service standards of small hotels for tourists. in Bangkok After the 

epidemic situation of the coronavirus 2019. It is to know the services of a small hotel for tourists 

as a guideline for the development of service standards for small hotel business operators in 

Bangkok that the research can be used to plan business development and adapt to suit the 

organization or study to create service standards in the future which benefits obtained from this 

research is to apply knowledge gained from research to promote small hotel business operators 

in Bangkok It can be used as a guideline in service standards and can be effectively applied for 

future benefits. 

Research Objective 

 To study the service standards of small hotels for tourists in Bangkok After the 

epidemic situation of the covid19 
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Methodology 

 This research is a kind of qualitative research which the researcher conducts research 

on the following topics 

1) Population and sample those who involved in the implementation of the establishment of 

the service standard of small hotels for tourists are executives, hotel staff, tour guides, tourism 

teachers as totally 14 related persons 

2) Research tools 

 2.1 The researcher has studied the relevant research documents all academic paper 

books and electronic publications such as research results, thesis, academic writings. academic 

articles as well as newspapers, journals, magazines and various types of printed media to lead 

to development as a tool for conducting research as an in-depth interview. 

 2.2 In-depth interview form the related people was conducted by asking 15 open 

questions that Interviews were conducted with executives, hotel staff, tour guides, and 

educational personnel teaching in hotel tourism. 

3) The process of creating and qualifying the tool is as follows. 

 3.1 The researcher will conduct an in-depth interview to analyze the data by using 

content analysis by bringing the all data to compile and classify systematically. 

 3.2 To bring interpretation to connect relationships and draw conclusions from the 

information gathered and document the group discussion after collecting the in-depth interview 

handouts. 

 3.3 To apply the guidelines for building confidence standards that the researcher 

prepared from interviews by using the three-segment examination method. (Triangulation 

method) organize a meeting of experts in the form of a focus group meeting. 

4) Data analysis as the researcher analyzed all the data by using Content Analysis from in-

depth interviews by conducting interviews with those who participated in the implementation 

of the building of the confidence standard in the service of a small size hotel as number of 14 

related people, after that, analyze the al conversations from the interviewee were taken and 

summarized to arrange a meeting of experts in the form of a focus group meeting of 3 people 

to verify the information. 

Research Result 

 From the interview results All 14 interviewees were able to summarize the service 

standards of small hotels for tourists. in Bangkok After the epidemic situation of coronavirus 

2019 with content analysis, the issues are as follows : 

 Reliability as the researcher did the interview, it can be concluded that hotels must 

continue to comply with safety measures to ensure that tourists are safe that organizations must 

ensure quality by having a logo that has been verified as having passed the various audits that 

the organization participates in activities of the Department of Tourism that establishes SHA 

and SHA+ standards and complies with the Center for Situational Management. The spread of 

the coronavirus 2019  
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 Responsiveness as the researcher did the interview, it can be concluded that in solving 

various problems that may arise from the epidemic situation of the COVID-19 virus that the 

hotel is the most flexible for tourists. If the cancellation of the room prevents the traveler from 

staying on the specified date which the hotel will resolve the issue with a refund if requested 

by the customer or if the customer does not request, the hotel will be able to postpone the date 

of stay. which depends on the policy of each hotel. 

 Competence as the researcher did the interview, it can be concluded that the 

organization should first survey the employees' lack of knowledge in any field. Then, there 

should be more training for employees and taking employees in the organization to study work 

to increase work efficiency. The employees should learn to live in the New Normal and follow 

the news all the time by providing employees with the same source of information. The 

employees should understand the purpose of the measures. understand the epidemic situation 

and understand the needs of guests for employees to fully and willingly comply with the 

measures 

 Access as the researcher did the interview, it can be concluded that the hotel has 

improved the service of the hotel after the epidemic of the Covid-19 virus which adding in the 

matter of measuring the temperature before staying exposure reduction Some small hotels are 

not very spacious. Hotels should have screens to prevent the spread of the virus and switch 

payments to online payments to access all payment channels to provide tourists with the fastest 

convenience QR Codes are registered through the “Thai Chana” platform, the above 

mentioned are part of the SHA standard and the SHA+ standard. 

 Courtesy as the researcher did the interview, it can be concluded that in the 

performance of work employees must be polite that the distancing with tourists is also required 

to show respect for customers amid the COVID-19 pandemic. However social distancing is 

very important, whether it is distance from tourists or employees. 

 communication as the researcher did the interview, it can be concluded that employees 

can communicate in a third or fourth language other than English that is very important. If staff 

can communicate in that language, they can explain to tourists how to prevent the spread of 

COVID-19. Moreover, in some hotels, if the hotel staff will be able to provide international 

language services to assist with translations to make better impression to the traveler. However, 

if staff in the organization are unable to communicate with tourists in that language, the hotel 

will provide documentation or placards in different languages as a step-by-step guide on how 

to behave in the epidemic of covid19 situation which will have a variety of languages supported 

by specifying various details. 

 Security as the researcher did the interview, it can be concluded that vaccination of 

employees is a practice that employees must have because it is a practice to obtain the SHA+ 

mark, and there may be publicity that all employees are vaccinated with at least 2 doses. which 

publicizes along with cleanliness which the hotels should have a certificate certifying that our 

staff are fully vaccinated. That is all so the employees are examined by the Antigen Test Kit or 

ATK, with checks every 3 days or weekly. 
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 Credibility as the researcher did the interview, it can be concluded that guidelines for 

controlling employees to increase efficiency and improve service by briefing work or 

summarizing customer needs and customer problems. If an employee is required to go to a 

high-risk area, self-quarantine and observation are required. The organization has guidelines 

that are intended for all employees to follow. That is, all employees must comply with 

cleanliness measures which customer service at a distance for employees to act in accordance 

with the policies laid down and the employees may need to have higher potential to work in a 

more diverse range that executives or managers should talk to employees to ensure that 

employees comply with government standards with sincerity and do not think that it is a burden 

to the business in order to control safety and hygiene that raising awareness is being careful in 

the performance of duties. 

 Understanding as the researcher did the interview, it can be concluded that care and 

attention should be given to all tourists in reducing the risks associated with the spread of 

COVID-19. Ask for cooperation with tourists not to use the common areas to reduce the risk. 

To give importance to tourists in communicating knowledge and advice in order to reduce the 

risk of infection. There are various notices that are information about living in the New Normal 

or spacing, for example, affixing signs in the elevator, bathroom, restaurant, lobby, etc., Then 

the staff can provide services as the tourists want as much as possible in order to better meet 

the needs of tourists. 

 Tangibility as the researcher did the interview, it can be concluded that preparation for 

cleanliness is very important that sufficient hand sanitizer should be provided in frequently 

touched areas such as elevators, restrooms, common areas, etc. there is using rubbing alcohol 

regularly and have a schedule to clean each spot by each point, cleaning is performed once an 

hour. There is should Clean throughout the hotel has been increased even more. These 

requirements are part of the SHA standard, the SHA Plus standard, and the SHA Extra Plus 

standard, which are pretty much the answer to how safe a hotel can be and to build trust among 

travelers. 

 

The standard of service of a 

small hotel for tourists in 

Bangkok After the epidemic 

situation of the coronavirus 

disease 2019 
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1. Senior Front Office 

Lemontea Hotel 

√ √ √ √ √ √ √ √ √ √ 

2. Owner of Baan Suan 

Sabaijai Hotel 

√ √ √ √ √ √ √ √ √ √ 

3. Admin and Secretary Of 

EAM Dusit Thani Bangkok 

Hotel 

√ √ √ √ √ √ √ √ √ √ 

4. Director Of Sales A-ONE 

Bangkok Hotel 

√ √ √ √ √ √ √ √ √ √ 
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5. Assistant Director of Sales 

TK. PALACE HOTEL & 

CONVENTION  

√ √ √ √ √ √ √ √ √ √ 

6. House Manajor Capella 

Bangkok 

√ √ √ √ √ √ √ √ √ √ 

7. head of department Tourism 

and Hospitality Industry 

Management Suan Sunandha 

Rajabhat University 

√ √ √ √ √ √ √ √ √ √ 

8. Professor in Hotel 

Management and 

Accommodation Business 

√ √ √ √ √ √ √ √ √ √ 

9. Guide 1 √ √ √ √ √ √ √ √ √ √ 

10 Guide 2 √ √ √ √ √ √ √ √ √ √ 

11. Guide 3 / Tour Leader √ √ √ √ √ √ √ √ √ √ 

12. Front Office Suan 

Sunandha Palace Hotel 

√ √ √ √ √ √ √ √ √ √ 

13. Front Office Manager 

Waldorf Astoria Bangkok 

√ √ √ √ √ √ √ √ √ √ 

14. Senior Sales Manager 

DoubleTree by Hilton Bangkok 

Ploenchit 

√ √ √ √ √ √ √ √ √ √ 

 

 
picture 1 Lemontea Hotel ( Weera Weerasophon 2022) 
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picture 2 Lemontea Hotel (Weera Weerasophon 2022) 

 

 
picture 3 Lemontea Hotel (Weera Weerasophon 2022) 
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picture 4 Interview (Pimchanok Somkhuan 2022) 

Discussion 

 From the objectives, results can be discussed in the following important issues. The 

standard of service of a small hotel for tourists in Bangkok After the epidemic situation of the 

coronavirus 2019 as the measures outlined in 10 main points should be followed. 

 In terms of reliability in service the service provision is suitable for safety in service 

consistent with the research of Krissamaporn and Sawat  )2010) The results of the study found 

that The factors influencing expectations that deserve the most attention are: 1. The concrete 

aspect of the service, including the safety environment clean and beautiful Equipment and 

furniture suitable for use 2. Reliability including employees who are able to perform their duties 

very well serve properly create trust 3. Confidence, including courteous service staff good-

natured comprehensive security. Additionally, Weera, Chantouch, Boontha  )2021) studied in 

the section Guidelines for developing management and service quality of boutique hotels in 

Bangkok by taking the feedback from guests as part of the improvement or development of the 

hotel to be the most effective, there must be a factor in maintaining the standard of service 

quality as Reliability Tangibility Responsiveness Understanding. In addition, executives must 

have knowledge and ability to manage. to create a good and efficient organization Consistent 

in terms of access to services concerning and giving importance to customers’ preparation for 

service response side communication. And Wannapa   ) 2014) has studied and researched on the 

topic The Leader Role in Employee Participation has said that creating long-term employee 

engagement management may involve employees directly in activities. It empowers workload-
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related decisions and provides non-monetary rewards such as commendation. The findings can 

be used to improve employee service knowledge and skills and internal employee control. 

Organization however Nuanprang  )2019) has said that Marketing Strategies Influencing 

Decision Making in Using Hotel Services in Ubon Ratchathani. The results showed that tourist 

groups have opinions on marketing strategies that influence their decision to use hotels in Ubon 

Ratchathani. can explain to the variables influencing the decision to travel, there were 7 

variables, consisting of 1. Physical environment. 2.Product side 3. Process 4. Personnel 5. 

Distribution Channels 6. Marketing promotion and 7. Price. However the researcher can result 

as 10 principle points Kawinpob  )2 0 2 1 ) the summary of the impact of the coronavirus-2019 

crisis can create opportunities for economic adjustment of Thailand's hotel industry in various 

resolutions after the coronavirus crisis 2019 (Covid-19) is over, it is expected that most of the 

hotel industry, both internationally (International) or local (Local) may develop the hotel to 

become more Hotel Industry 4.0 (Hotel 4.0) because many services of the hotel industry must 

be adjusted to be in line with the new normal life (New Normal). That is the small hotels can 

take all the conclusions from the measures and apply them as a service standard for small hotels 

for tourists. in Bangkok After the epidemic situation of the coronavirus 2019. 

Research Recommendations / Conclusion 

 In the point of view this research on the service standards of small hotels for tourists in 

Bangkok after the epidemic situation of coronavirus disease 2019, the objective of this research 

is to study the service standards of small hotels for tourists. in Bangkok After the epidemic 

situation of the coronavirus 2019. The results showed that the 10 measures the researchers 

concluded and confirmed their validity. There should be a change in the service model with 

strict adherence to government measures. be safe have access to appropriate services There is 

cleanliness and hygiene in the service which are SHA standards, SHA Plus standards, and SHA 

Extra Plus standards through various online channels to assure customers of the safety of 

service in the situation of COVID-19. Therefore, the researchers hope that small hotels or hotel 

businesses Such measures can be applied appropriately within the organization in the future. 

Suggestions for further research should be to study the attitudes of tourists who directly use 

small hotels, both Thais and foreigners. to bring the results to further analyze the confidence 

of the measures and there should be research studies in hotels of other sizes. or compare with 

foreign measures This may be a new, more effective measure. 
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Abstract 

This study aims to observe the satisfaction of the consumers at Cafe Amazon in PTT’s 

service stations in Chonburi. The variables of statistics used as a research tool are derived from 

well-established literature to develop a clearly defined measurement of variables. This study 

uses the quantitative method of analysis by distributing a questionnaire to 400 respondents 

(Accidental Sampling). The result of the study showed that the majority of the consumer was 

female aged 21-30, working in a corporate profession with an income range of 10,001-15,000 

baht per month. Average spending was 1-2 times/month, mostly on the weekend around 12:00-

15:00 with the average spending of 101-200 baht on coffee/drinks, mainly coffee. The finding 

mailto:s61123449026@ssru.ac.th
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also suggested that the consumer’s overall satisfaction level from 4 main parts (Experience, 

Exchange, Everywhere, and Evangelism) was very satisfactory. 

Keyword: Satisfaction, Consumer, Cafe Amazon 

Introduction 

Despite the increasing coffee consumption trend in Thailand, the coffee consumption 

trend in Europe and Japan is still higher. It was found that Thailand's coffee consumption per 

person per year is 1.2 kilograms, an average of 300 cups, unlike in Europe where the 

consumption per person per year is approximately 4-5 kilograms, an average of 600 cups. 

Meanwhile, Japanese coffee consumption is found to be at 3 kilograms or 400 cups per person 

per year. Although coffee consumption in Thailand is relatively low, the coffee business 

revenue in Thailand has soared to 30,000 million baht. Nestle (2020) found that coffee 

consumption all over the world before Covid-19 was as high as 9.5 million tons despite the 

amount of coffee exported from the manufacturer, only 2.9 million tons. 

The covid-19 situation has affected the coffee business in Thailand, in which the 

business has no growth at all or decrease in sales, found in the coffee market report in 2020. It 

was reported that there were two types of the coffee business. Firstly, the growth of coffee in 

the household is 33,000 million baht, resulting from Covid-19. Secondly, coffee shop business 

like Cafe Amazon has taken 40% of the market share, becoming the first-leading coffee shop 

brand in Thailand (source: Euromonitor, 2018). Cafe Amazon now has 3,400 branches in 

Thailand and overseas, is one of PTT Oil and Retail Business Public Company Limited’s 

leading brands, to which the brand is hoping to expand to 5,800 more branches from this year 

until 2025. The origin of the in-gas station-coffee shop is from the goal to make a gas station 

operate as a shopping center at the same time. It is said to be the risk management of a business 

to obtain the profit not only from the gas, which results in the sales revenues of 10,000 million 

baht in 2560 made from PTT’s Cafe Amazon in the gas station.  

Due to the said factors, Cafe Amazon has been quite popular among the consumer that 

it generated a huge part of the sales, and also quite popular among the standalone coffee shop 

(a store where the owner can design on their own) and in-station coffee shop. However, there 

are several issues regarding the services provided, therefore, this study was motivated to 

observe the satisfaction level of the consumer who chooses Café Amazon in the PTT service 

station in Chonburi.  

Objectives 

1. To observe the population and consumer’s behavior on Cafe Amazon in PTT’s 

station in Chonburi  

2. To study the satisfaction of the consumer on Cafe Amazon in PTT’s service 

station in Chonburi  
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Literature review 

Previous studies were reviewed to observe the consumer’s satisfaction and behavior at 

Cafe Amazon in PTT’s service station in Chonburi. Jerome McCarthy (1960) proposed 4Ps: 

Product, Price, Place, and Promotion 1960, which many marketing experts have adopted. It is 

obvious that the business nowadays has been digitized, for the most part, therefore, the 4Ps, 

although still a base for business plans with the adaptation, have become less crucial. As time 

changed, Brian Fetherstonhaugh, board of Ogilvy One Worldwide, was one of the leading 

businesses who suggested 4Es replace 4Ps. There are 4 types of 4Es strategy: 

1. Product to Experience; In the past, a business usually emphasizes how the product 

should fit the customer’s expectation, and focuses on putting a product on the market, which is 

found to be ineffective since the consumer nowadays has more control over what they want to 

buy, therefore, this idea suggested that it is better to change the emphasis from products to the 

customer’s experience throughout the Customer Journey 

2. Price to Exchange; It was suggested that if the price of a service or a product is lower, 

a business should gain more advantage in the market. This used to be a popular idea to do 

business in the past, however, the Exchange has played a more crucial role in the business for 

the consumer in the present. 

3. Place to Everyplace; Business in the present, if not all, has been digitized to create 

more selling platforms, unlike in the past where there was only an offline platform, aiming to 

be reachable to the consumer while not interrupting, learning the behavior of the consumer to 

fulfill their needs as much as possible. 

4. Promotion to Evangelism; It is stated that a promotion would get only short-term 

attention from the consumer. Therefore, it was suggested that building an Evangelism is a better 

way to stay relatable to the consumer. 

Methodology 

  The data for this study was gathered by a questionnaire. This study is quantitative 

research with surveys, which was motivated by Oeusoonthornwattana (2019) to design the 

questionnaire according to the Mix Marketing idea. Yamane’s method of Accidental Sampling 

was applied to the total population in Chonburi of 1,583,633 (Civil Registration Section, 2021), 

which provided this study of 400 participants (Accidental Sampling). 

1. Data Collection 

 The data for this study was gathered by providing the sample group with a close-ended 

questionnaire, which was created according to this study’s objective containing 4 main 

sections: personal information of the participant, consumer’s behavior in choosing Cafe 

Amazon in PTT service station in Chonburi, and Mix Marketing’s influence on consumer’s 

choice of choosing Cafe Amazon in PTT service station in Chonburi, which are divided into 4 

parts: Experience, Exchange, Everywhere, and Evangelism. 

2. Data Analysis 

 A utility program SPSS was adopted to analyze the statistical result of the gathered 

questionnaire answers as per the below methods: 
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1.) The questionnaires gathered were verified and analyzed. 

2.) Descriptive statistics were used to analyze and explain the demographic of the 

participants: gender, age, marital status, salary, and present location. The mean and the standard 

deviation were used to determine the satisfaction of the Café Amazon in PTT service station’s 

customers, using the interpretation method of Kannasoot (1999). 

Result 

Section 1: Personal information of Café Amazon in Chonburi PTT service station 

consumers on  

The majority of the 403 participants are female (85.4%) aged 21-30. The majority are 

public company employees (33%), single 66.3%. 28.8% of the participants have an income 

range of 10,001-15,000 baht/month. 57.6% of the participants are traveling from Bangkok. 

Section 2: Behavior of the consumer at Café Amazon in Chonburi PTT service station 

The majority of the participants have used Café Amazon’s service before (58.3%). 

59.1% of the answers stated that the frequency of purchasing is at 1-2 times/month, mostly on 

the weekend (45.4%). The leading motivation to choose Cafe Amazon was found to be the 

taste and quality of the coffee at 61.3% of the participants. 85.4% of the sample orders 

takeaway. The average time spent at Cafe Amazon was found to be less than 30 minutes 

(66.7%), 37% said they spend their time at 12.01 – 15.00. 60.8% said their average spending 

at Cafe Amazon is found to be at 101 - 200 baht/time. The most frequently purchased product 

from Cafe Amazon was found to be its coffee and drinks ( 67.9%), 65.3% of the participants 

stated that the most frequent order was Espresso, Amazon, Amazon Extra, Black Coffee, 

Cappuccino, Latte Amazon, etc. 

 

Section 3: Satisfaction level of the consumers at Café Amazon in Chonburi PTT service 

station (N=403) 

Satisfaction factor 𝒙 S.D. Satisfaction   

Level 

 Experience    

 The staff’s knowledge of the products and 

suggestion 

 4.22  0.77  Very Satisfied 

 Speed of the service  4.29  0.72  Very Satisfied 

 Staff’s demeanor  4.19  0.80  Very Satisfied 

 The accuracy or the order or product  4.36  0.70  Very Satisfied 

 Adequate seating and space  4.26  0.75  Very Satisfied 

 Quality of the products is stimulating the  4.39  0.70  Very Satisfied 
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tendency to recommend 

 Points collecting program  4.32  0.87  Very Satisfied 

 Total  4.29  0.61  Very Satisfied 

 Exchange    

 Is the product worth the price?  4.34  0.71  Very Satisfied 

 Price of the products is reasonable  4.37  0.71  Very Satisfied 

Price and quantity is justified  4.37  0.71  Very Satisfied 

 Services given was worth the trip to the store  4.35  0.73  Very Satisfied 

 Total  4.35  0.66  Very Satisfied 

 

 Everywhere    

 Products availability on online platforms i.e. 

instant drinks to make at home 

 4.15  0.91  Very Satisfied 

 Brand’s advertisement on various platform 

i.e. Television 

 4.22  0.91  Very Satisfied 

 Products delivery availability on various 

platform such as Grab and LINE MAN 

 4.38  0.73  Very Satisfied 

 Total  4.24  0.71  Very Satisfied 

 Evangelism    

 Remarkability of the brand’s symbol on the 

drinks and products 

 4.58  0.59  Most satisfied 

  Interior design of the store is unique  4.56  0.59  Most satisfied 

 Store sign is clear and visible  4.58  0.59  Most satisfied 

 Staff’s uniform is distinctive and 

recognizable 

 4.50  0.65  Most satisfied 

 Total  4.55  0.65  Most satisfied 

 

Conclusion 

1. Personal information of the consumer who chooses Cafe Amazon in PTT’s service 

station in Chonburi 

The majority of the consumer was female, aged between 21 and 30 years old (41.7%), 

33% of this group are employees of a public company, 20% is an entrepreneur, 28% of this 

group has income ranging from 10,001 – 15,000 baht per month. 66.3% of the participant’s 

marital status is single. Lastly, 57.6% of the participant is traveling from the central region of 

Thailand.  

2. Behavior of the consumer at Cafe Amazon in PTT’s service station in Chonburi 

The finding showed that the majority of the consumer has purchased at Cafe Amazon 

in PTT’s service station in Chonburi before (58.3%), with the average time spent at 1-2 

(59.1%). The weekend was the most days that the consumer chose to come in (45.4%). 61.3% 
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of the participants’ main factor in choosing Cafe Amazon in PTT’s service station in Chonburi 

was the taste and quality of the products/drinks. 85.4% of the participants ordered takeaway 

with the average time spent at the store of 30 minutes (66.7%). 12.01- 15:00 was the time of 

the day that 37% of the consumer choose to come in, with the average spending at 101-200 

(60.8%). 67.9% said the most purchased products/drinks were coffee and drinks, and 65.3% of 

the consumer usually order coffee such as Espresso, Amazon, Amazon Extra, Black Coffee, 

Cappuccino, Latta Amazon, etc.  

 

3. Mix Marketing influence on the consumer’s satisfaction of choosing Cafe Amazon in 

PTT’s service station in Chonburi  

Can be explained in 4 aspects. Regarding Experience, the finding showed that the 

consumer was most satisfied when the price of the products is reasonable and when the quality 

of the products is stimulating the tendency to recommend, with a total average of 4.39. On 

Exchange, the consumer was very satisfied when the price of the products was reasonable, and 

when the price and quantity were justified, with a total average of 4.37. In regards to 

Everywhere, the consumer was very satisfied when the products were available on the delivery 

platforms such as Grab or LINEMAN, with an average of 4.38. Lastly, regarding Evangelism, 

the consumer was most satisfied with the remarkability of the brand’s symbol on the drinks 

and products when the symbol of the drink and clear/visible store sign, with an average of 4.58. 

Discussion 

According to the findings, the 4Es Mix Marketing factors may affect the consumer’s 

decision on choosing Cafe Amazon in PTT’s service station in Chonburi in 4 aspects. 

           Firstly, the findings showed that the Experience (Mix Marketing) factor was positively 

received by the consumer at Cafe Amazon in PTT’s service station in Chonburi. Therefore, it 

is possible to conclude that the consumer is satisfied with a brand, and tend to recommend 

when the drink tastes good, the quality is good, ingredients quality is decent, and taste is 

distinctive, which is in line with previous findings of Mueanchoo (2022) on the Mix Marketing 

factors influence on consumer’s choice of choosing Cafe Amazon in PTT’s service station in 

Kanchanaburi. The result showed that the consumer was most satisfied with the taste of the 

coffee and other drinks, therefore, Cafe Amazon can continue to keep this standard or improve 

the taste of the coffee or other drinks. 

           Secondly, the consumer was very satisfied with Exchange (Mix Marketing) factor. The 

findings seem to indicate that the consumer’s high satisfaction was because the products and 

the price were justified. Since Cafe Amazon is widely known as affordable and decent quality, 

hence the consumer is pleased with Exchange, which is in line with Lamun’s finding in 2016 

on the factors influencing consumers to choose cafe Amazon, in which the price was highly 

influenced as well. 

           On Everywhere aspect, the consumer was very satisfied with the factors regarding 

Everywhere marketing method, therefore suggesting that the product's availability on delivery 
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platforms is crucial since there will always be the consumers who cannot come to offline stores 

themselves. This finding is also similar to Oeusoonthornwattana’s study in 2019 on Marketing 

mix 4Es and motivation affecting the decision of Thai tourists on traveling in the Bangkok The 

aspect of the marketing mix 4Es of Everywhere highly influenced the decisions of Thai tourists. 

The tourists prefer the convenient communication when traveling, so the consumer of Cafe 

Amazon may prefer the convenience provided from the delivery platform, along with the 

Covid-19 situation that also made the delivery applications play a more crucial role.        

Lastly, on Evangelism aspect of Mix Marketing, the result showed that the consumers 

were most satisfied with this aspect. It is safe to assume that the symbol of the brand and the 

store sign at the storefront is remarkable, which is in line with Lamun’s finding in 2016 on 

Factors affecting consumer's buying decisions of cafe' Amazon, which also showed that the 

marketing platform was most satisfied when the store location is accessible and easy to find. 

Therefore, the findings seem to suggest that the consumer is satisfied because of Café 

Amazon’s remarkable store decoration and store sign. 

Suggestion & Limitation 

1. According to the result, the Experience Mix Marketing aspect affected the satisfaction of the 

consumer the most, stating that the staff prioritized the customers and were quite polite. 

Therefore, the operator of Cafe Amazon in the service station in Chonburi might be interested 

in holding a training session on the services regularly to create a pleasant experience and good 

image of the brand. 

2. This study focuses on the Cafe Amazon in PTT’s service station in the location of Chonburi 

only. Therefore, the results of this study call for more study regarding the Cafe Amazon in the 

service station located in other regions. 
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Abstract 

The beginning of 2020 was the starting point in the reformatting of the global economy, 

and one of the most vulnerable during this period was the agro-industrial sector. After 2 years, 

https://mgronline.com/daily/detail/9630000112832


ISCAMR 2022 
 

18 

 

 

we can evaluate the measures to protect the agro-industrial complex from the shock wave of 

the pandemic, which were developed by the government of the Russian Federation referring to 

the proposed data sets. In this article, the author provides an analysis of measures to support 

the agro-industrial complex of the Russian Federation, as well as their effectiveness; to 

consider the ways of development of the industry.  

Keywords: agro-industrial complex, world economy, COVID-19, support measures, efficiency 

assessment, agriculture. 

Introduction 

Coronavirus restrictions, self-isolation, breaks in logistics chains in international trade, 

and as a result, the introduction of measures to counteract the new coronavirus infection SARS-

COV-2 throughout the Russian Federation immediately required a response from regional 

business in the agro-industrial complex. Lightning speed, and as a result, the difficulty in 

adapting to the "new life", without taking into account other factors, led to the destabilization 

of production, business processes, as well as to the impossibility of carrying out business 

planning not only in the medium term, but even in the short term. [1] 

Undoubtedly, looking back and having huge amounts of statistical data, 2 years after the 

beginning of a new era in the world economy, we can already draw conclusions about the 

effectiveness of measures taken by governments of various countries in mitigating the impact 

of the pandemic on various sectors of the national economy, and in particular on the agro-

industrial complex of the country. 

The purpose of this work is to evaluate measures to support small and medium-sized 

businesses in the agro-industrial sector, as well as to analyse the ways of enterprise 

development in a pandemic. 

Due to the pandemic, entrepreneurs had to survive without revenue, pay salaries even 

without income, pay off credit obligations despite the shutdown of work and maintain staff 

without understanding further prospects. 

The state has been introducing various support measures for all industries for the second 

year, trying to help those who have suffered the most, and provides separate benefits for small 

businesses. Hundreds of billions of rubles are spent on all this. Let's take a closer look at the 

main ones. 

1. Deferred payment of tax payments. 

The government, together with the Tax Service of the Russian Federation, granted a 

deferral on payment of all types of taxes, except VAT, for 6 months. For the most affected 

industries (including the agro-industrial complex) up to 1 year. [4] 

This measure is the main one in the package of assistance to enterprises, but it would also 

be necessary to include a list of taxes and VAT, since most companies are in an extremely 

difficult situation with the payment of this type of tax, which would help minimize the number 

of closed enterprises at the time of 2022. But on the other hand, there is a balance between 

business support and smooth replenishment of the country's budget. 

2. Restructuring of loans and loans of citizens and businesses 
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In 2020-2021, following the recommendations of the Bank of Russia (first given in March 

2020, repeatedly extended), banks restructured more than 2.2 million loan agreements of 

citizens totaling 1047.9 billion rubles, as well as 110.1 thousand loan agreements of small and 

medium-sized businesses. The total loan debt on restructured loans of SMEs at the end of 2021 

amounted to 1045.8 billion rubles. [3] 

The implementation of restructuring programs has made it possible to reduce the risks of 

borrowers' default, to provide many citizens in a difficult situation with the opportunity to 

restore their solvency and continue fulfilling their obligations to creditors. 

3. Moratorium on bankruptcy 

A six-month moratorium on filing creditors' bankruptcy applications and collecting debts 

and fines from companies. [2] Indeed, this measure had a positive impact on the dynamics of 

agro-industrial enterprises in 2020, but many investors had many questions about this 

assistance. Namely, if the investor had ordinary shares of the company in his investment 

portfolio, then there were huge risks in the future efficiency of these enterprises, as well as in 

the possible extension of the moratorium on bankruptcy, which would slow down the 

withdrawal of investors' capital in the future.  

4. Stopping business inspections  

Also, one of the most effective support measures is to highlight the support of the 

Government of the Russian Federation in the form of a moratorium on inspections of medium 

and small businesses until the end of 2022. Undoubtedly, this measure helped to minimize the 

losses of enterprises for conducting inspections, as well as the payment of possible fines. As a 

result, the moratorium helped to save jobs and stop the growth of unemployment not only in 

the agro-industrial sector of the Russian economy, but also in all others. [3] 

5. Reduction of the insurance premium rate to 15% instead of earlier 30% 

Since in the agro-industrial sector, most enterprises are concentrated in small and medium-

sized businesses, the proposed measure was addressed specifically to them. All small and 

medium-sized businesses can pay insurance premiums at a reduced rate: 15% instead of 30%. 

But this reduction applies only to the part of the salary that exceeds the minimum wage. The 

reduction will affect accruals from salaries of 20 million people. 

 

Table 1. Change in % rates taking into account support measures [3] 

Types of insurance The rate within the 

minimum wage 

Bid when exceeded 

Pension 22 % 10 % 

Medical 5,1 % 5 % 

Social 2,9 % 0 % 

For each specific business, the savings depend on the size of salaries and the number of 

employees. For example, for every 10,000 rubles of the salary of one employee over the 

minimum wage, you can save on contributions of 1,500 rubles. 

With a salary of 50,000 rubles, the savings will amount to 4950 Rubles, and if there are 
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100 such employees - 495,000 rubles per month. At the same time, total expenses decrease and 

profit increases, which means tax. Therefore, the real savings may be less, but it will still be 

tangible. 

Results 

Assessing the effectiveness of measures to support companies, we can refer to the trends 

in the liquidation of enterprises for 2017-2022. And indeed, having built an exponential trend 

line in Figure 1. [6], it can be noted that the number of liquidated enterprises at the beginning 

of 2022 decreased rapidly. I would also like to note that the measures presented helped not only 

to contain the level of closure of enterprises, but also prevented the growth of bankruptcy of 

companies in the agro-industrial complex. Comparing real statistical data with the forecasts of 

experts published in 2020, it can be concluded that the Government and the Central Bank of 

the Russian Federation were able to resist the threats that arose and tried to minimize the costs 

of enterprises associated with restrictions, which is demonstrated by data not only on the 

liquidation of enterprises in the agro-industrial complex, but also on the minimal growth in the 

number of companies. 

Figure 1. Number of legal entities liquidated from 2017 to 2022 [6] 

 
 

 

 

Also, the positive effect of support measures is indicated by the figures of agricultural 

exports for 2021 – $ 37,122 million. [5] If we follow the dynamics, the pandemic not only 

suspended exports, but also spurred the companies of the agro-industrial complex to search for 

new solutions and, accordingly, their development in the market. Figure 2. allows you to 

estimate the increase in exports from Russia of products produced by the agro-industrial sector 

of the Russian Federation. 
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Figure 2. Export of products of the agro-industrial complex of the 

Russian Federation 2018-2021 [5] 

 
 

 

Conclusion 

The agro-industrial complex of the Russian Federation, in comparison with other sectors 

of the economy, has relatively successfully endured the impact of negative factors from the 

COVID-19 pandemic. The industry is experiencing an increase in both production and 

economic indicators. After analysing the effectiveness of measures that contributed to the 

support of agro-industrial companies during the pandemic, we conclude that the measures 

declared by the state to support companies during the pandemic worked, but unfortunately not 

in full. 
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Abstract 

In this article, the authors analyze borrowings from English into Russian, and how they 

affect the language in general. This problem is extremely relevant in the modern world, because 

currently intercultural communication is conducted more and more unconsciously: there is a 

constant mixture of cultures, languages, and peoples. To conduct communication, people 

borrow words from any language and use them in their speech, expanding the semantic fields 

of languages. The authors also analyze the different types of borrowings in languages and the 

way of how these borrowings expand the vocabulary of their native language. The article deals 

with the features of the use of borrowings, especially anglicisms. Research objective: the study 

of the reception and transmission of words from one language to another and the study of their 

semantic meanings in Russian and English. Research methodology: the method of general 

analysis, statistical method, methods of synthesis and comparison. Conclusion: borrowings are 

an integral part of any language because they bring cultural characteristics, semantics and 

uniqueness into it. This means constant development of the language and its vocabulary 

enrichment.  

Keywords: borrowings, lexico-semantic features, anglicisms, the Russian language. 
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Introduction 

Language is a system of signs, which, during its development, is constantly changing it is 

supplemented with new words, expressions, concepts, or, conversely, it is gradually fading 

away when fewer people use it in their daily lives. In the first case, it can become one of the 

leading languages of the world, while in the second case, it eventually becomes a dead 

language. A striking and well-known example of a ‘dead’ language is Latin. It was spoken by 

the Great Roman Empire, which considered itself the center of the world: “All roads lead to 

Rome”. The Romans had a strong influence on the rest of the world, they spoke only Latin, so 

other nations had to learn their language, borrow many words. Based on Latin, other languages 

of the future world powers were formed: the UK, France, Germany, Italy, and others. Let us 

analyze in more details the language of world significance, which is used in the modern world 

at the level of intercultural communication and diplomatic relations. The English language is 

extremely relevant nowadays. It is also known as “Latin of the XXth century” [1]. 

This universal international language began to dominate the world at the end of the XXth 

century. The reason for it goes back to “the Golden Age of England” (second half of the 16th 

century) during the reign of Elizabeth Tudor [2]. During her reign, a strong English fleet was 

created, thanks to which the British won the war with Spain. The British created many colonies 

in North America, Africa, Asia, Australia and India, successfully developed trade with a large 

number of countries, therefore, subjects of the British crown had to constantly be in contact 

with all the peoples with whom they developed international relations. Based on this, 

communication with many countries gave a big impetus to the development of other languages, 

because it was difficult to resist the strongest power at that time and the owner of the best fleet, 

and the inhabitants of countries that were in contact with Great Britain adopted their language. 

Many English lexical units, their adaptation and assimilation in the languages were borrowed 

by the colonized countries. 

The Language presents researchers with an extensive field for its study, since it undergoes 

constant changes under the pressure of various extralinguistic factors, such as the number of 

people who speak a particular language or dialect; location of the country relative to other 

states; the social structure of society; cultural and linguistic traditions and so on. But, in our 

opinion, borrowing is the most powerful factor in the transformation of any language. It is 

closely related to the location of the country and its influence on the rest of the world. 

The Russian language, according to the statistics, is now in 5th place in the world ranking 

of about 6000-7000 languages in the world [3]. This suggests that, despite its position in the 

ranking of world languages, it is also the subject of influence from other languages, and 

especially English as the leading world language, due to intercultural communication. An 

intense influx of foreign words can be observed in a certain period of Russian history: this is 

the era of Peter the Great, when the most important economic and social changes, scientific 

and technological revolutions took place [4]. In recent decades, an intensive filling of our native 

language with various Anglicisms and Americanisms can be observed which has a double 

meaning. On the one hand, borrowings are progressive in nature: they enrich the language and 
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expand its vocabulary. Otherwise, borrowing is seen as a deformation of the established lexical 

and structural norms of the language. 

There are many classifications of borrowings: direct borrowing; terms; hybrids; industry 

words; exoticisms. Let us consider each of them in more detail. 

In our opinion, direct borrowings are more common than other types. They are already 

firmly rooted in the language and can be distinguished only by careful study of the borrowed 

word. For example, such words as sport (спорт), club (клуб) and many other lexical units 

semantically merged with other units in the Russian language. They are not perceived as 

foreign, and many people doing research in the field of a language are surprised to find how 

large the number of rooted borrowings in each language is. 

A term is a word and a phrase that accurately denotes any concept used in science, 

technology, art [5]. Very often you can find such words as parliament (парламент), speaker 

(спикер), summit (саммит), briefing (брифинг) and many others in the political sphere. In 

everyday life we operate with such terms as thriller (триллер), horror (хоррор), single (сингл), 

trailer (трейлер), hit (хит) in the field of culture; and such words as scanner (сканер), mixer 

(миксер), printer (принтер), combine (комбайн), telephone (телефон) are used in the 

technical field. 

Hybrids are formed by adding Russian morphemes, such as a prefix, ending or suffix, to 

the stem of a foreign word. Borrowings are assimilated by the Russian language in their original 

form not so often, therefore, differences in the phonetic structure of our language and the 

language - the source of borrowing led to the fact that a foreign word changed in our 

environment. During the adaptation period, sounds unusual for the Russian language 

disappeared from borrowings. An example is such lexical units as “creative” 

(креативный/творческий). 

Industry words are words that people of a particular profession use in their speech, or 

lexical units related to a particular specialization. But, unlike terms, they are not acceptable as 

official concepts and are not used in scientific activity. Usually, these are all sorts of turns of 

speech and jargon. The most frequent use of anglicisms-professionalisms in the Russian 

language occurs in the field of economics. For example, offshore (офшор), business (бизнес), 

holding (холдинг), sponsor (спонсор), investor (инвестор). 

Exoticisms or exotic words are words that are unusual for our native language, used in 

speech to describe the speech, traditions, and customs of the inhabitants of a particular country 

more accurately. They do not have Russian synonyms and are most often used in fiction, as 

they carry a stylistic colouring and a more precise lexical meaning. A striking example of this 

is the word “jazz” (джаз). 

Results 

The language does not always need many borrowings, since this process “harms” the 

language to a greater extent, replacing existing words and concepts with analogues from other 

languages. But it must be remembered that there are borrowings that are necessary for the 

language, they play a crucial role in developing the language.  
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The process of enriching the vocabulary of a language is a rather long-time process, during 

which one or another lexeme root firmly in the language, and now we no longer see the 

difference between a native Russian word and borrowing. Brand (бренд), elite (элита), image 

(имидж), list (лист/список), manager (менеджер), mayor (мэр), screen (скрин) – they are all 

anglicisms. 

It is impossible to replace scientific terms or phenomena (atom, polymer, isotope), they 

are used in speech to avoid confusion in the scientific field, for this very reason they do not 

need translation or synonyms. Special terminology fully covers the scientific and technical 

spheres of human activity. These terms are purposefully created for specialists in various fields. 

A terminological system arises that establishes strict boundaries for each term and its 

relationship with other units.  

With the development of cinematography and the emergence of genres such as science 

fiction and fantasy, there are many terms associated with this area (special effects 

(спецэффекты), popcorn (попкорн), remake (римейк), spiderman (спайдермен), batman 

(бэтмен)). 

The cosmetic industry, including plastic surgery, needs certain terms that the British and 

the Americans have already introduced before us, and we just have to adopt them and use them 

in everyday speech: makeup (мейк-ап), concealer (консилер), highlighter (хайлайтер), 

corrector (корректор), lifting effect (лифтинг эффект). 

Conclusion 

In conclusion, we would like to quote the greatest Russian linguist of the XIXth century, 

A. A. Potrebnya, who drew attention to the creative element in the process of borrowing. “To 

borrow,” he said, “means to take in order, perhaps, to contribute more to the treasury of human 

culture than you receive.” 

A common reason for borrowing words is the lack of such in their language. That is why 

borrowing most often enriches the language and provides an opportunity for intercultural 

communication. This is an inevitable process for a language to remain alive. 
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Abstract 

The article pays special attention to the prospects of the IT industry that have opened 

because of the pandemic. The main conclusions of the study are the following: the pandemic 

has had a negative impact on the serious disruption of supply chains and the production of 

high-tech products, as well as on the reduction or complete cancellation of international events 

on the exchange of experience between IT industry specialists. 

Keywords: IT industry, world economy, COVID-19, pandemic. 

Introduction 

During 2020, IT companies, as well as the entire global economy, had to face challenges 

and the impact of negative macroeconomic factors associated with the consequences of the 

COVID-19 coronavirus pandemic. 

The most obvious and most immediate impact of the coronavirus pandemic on the IT business 

has been a serious disruption of supply chains. This was because most of the lines to produce 

components are in China, which was the first to encounter coronavirus on a massive scale in 

December 2019 - January 2020 (to date, there is evidence that single infections took place in 

various countries of the world earlier but did not develop into an epidemic). 
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As a result, the production of IT components and assembly plants in China suffered greatly, as 

a significant number of citizens contracted a new disease, and many were forced to be 

quarantined. This led to a partial or complete shutdown of production lines, many of which 

were used by well-known global technology companies to produce their goods and products. 

So, Apple faced a shortage of iPhone supplies because the main manufacturer, Foxconn, closed 

most of its production facilities in China. As a result, according to Apple analyst Ming-Chi 

Kuo, this led to a significant decrease in the forecast of iPhone shipments in the first quarter of 

2020 - by as much as 10%. [1] 

And while Apple always has contingency plans for ramping up product production in a region 

that has not been affected, the rapid spread of coronavirus around the world has made it difficult 

to pinpoint those regions that may be least affected. In addition, it is extremely difficult to 

replace the volumes of Chinese production with the help of capacities in other countries and 

regions of the world - according to the phased implementation of the government's "Made in 

China" initiative, significant funds were invested in advanced sectors of the economy, 

including the production of telecommunications equipment and semiconductors — which led 

to the creation of a powerful production base, alternatives to which there are simply no 

alternatives in the world today. 

Another serious problem was the cancellation of most of the most important technology 

conferences on a global scale because of the spread of the coronavirus, which led to numerous 

missed opportunities for partnership and cooperation in the IT field. 

For example, the Mobile World Congress (MWC) international forum, which was supposed to 

take place on February 24-27 in Barcelona (Spain), was cancelled. MWC is the most important 

global event in the communications and telecommunications industry, as it is attended by the 

most famous companies in this field to interact, exchange innovations and establish new 

business partnerships. Several companies postponed planned events for MWC, but the further 

development of the coronavirus pandemic forced other companies to cancel them completely. 

In addition to MWC, Facebook cancelled the F8 developer conference and the global marketing 

summit, Google moved its Google Cloud Next event to online mode, IBM similarly had to 

broadcast a live developer conference, which earlier in 2019 gathered more than 30 thousand 

participants. In general, the cancellation of major events in the IT sphere brought direct 

economic losses in the amount of more than $ 1 billion. [3] 

Undoubtedly, the use of online interaction has helped to limit the negative consequences of the 

cancellation of international conferences and symposiums, but it should be assumed that 

temporary losses in the innovation process will be felt in the IT industry due to missed 

opportunities in the field of personal business contacts. The participants of the online 

conference do not have the same opportunities for communication that they would have if they 

attended the events in person. It would be easier for marketers to share best practices, for 

example, during the global marketing summit on Facebook, if this event really took place. 

Although, of course, it is difficult to quantify the value of certain direct meetings or informal 

networking sessions, but their impact will undoubtedly be felt in the future. 
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Results 

At the same time, experts note a few positive effects that were clearly manifested during 

the pandemic. For example, experts attribute to such a growing need to accelerate the 

introduction of 5G technology, which became clear during the rapidly increased volume of 

remote interactions in the context of the coronavirus pandemic. The advantages of 5G make 

this technology particularly applicable to remote interaction, which has become a top priority 

for many government organizations and private companies due to the spread of the coronavirus. 

Teleconferences and collective remote work are becoming key areas of critical importance for 

the work of organizations in the context of a pandemic, which contributes to the attractiveness 

of 5G. 

Today, many world-famous employers, such as Microsoft Teams, Google Hangouts and 

Zoom, have become more reliant on corporate teleconference tools, as their employees switch 

to remote work due to health problems and restrictions imposed in their countries. It should be 

expected that employers' dependence on such tools during the coronavirus pandemic will 

strengthen the arguments in favour of 5G connectivity both at home and in offices, as 

companies recognize the value that teleconferencing tools offer today. Communication in 5G 

format will be able to provide uninterrupted interaction in real time, which is impossible today 

with most wired connections. [2] 

Another major area of application of 5G is telemedicine: the technical superiority of the 

new standard gives doctors the opportunity to diagnose, treat and even operate on patients 

without the need for physical presence next to them. Such options for using 5G to combat 

coronavirus were demonstrated in China as early as January 2020, when the 

telecommunications companies ZTE and China Telecom developed a system based on 5G 

technology that allows remote consultations and diagnostics by connecting doctors from 

Western China to 27 hospitals in other regions, which made it possible to remotely treat 

infected patients. Given the ability of 5G to expand the range and volume of information 

transmitted in an environment where doctors in hospitals need more knowledge and up-to-date 

data, it should be expected that more and more medical institutions will seek to use 5G to take 

full advantage of the benefits offered by the new communication standard.  

Another opportunity that emerged during the pandemic is the expansion of options for 

companies to use virtual reality technology. 

Coronavirus outbreaks have forced major IT companies such as Apple, Google, and 

Microsoft to recommend or oblige employees to work remotely from home. As these 

shortcomings become more apparent, businesses will look for ways to smooth out employee 

disruptions, and one way is likely to be virtual reality. Many Western companies are already 

using virtual reality as a tool to improve employee training, but the coronavirus pandemic may 

prove to be an additional incentive for the introduction of this technology in some workplaces.  

In this case, even if employees work from home, they will be able to maintain their skills 

with the help of practical manuals that previously could only be available at the workplace. For 

example, using virtual reality technologies, you can repair industrial equipment without leaving 

home. In addition, a wider range of corporate communication can be carried out through virtual 
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reality tools, since employees can better study information and exchange complex ideas, for 

example, such as prototype projects. 

Another growth prospect in the IT sector is associated with the trend to increase 

investments in applied solutions for the implementation of "smart technologies", which have 

proven that they are a valuable tool for crisis management. 

During the pandemic, "smart technologies" were actively used in many major cities 

around the world to mitigate the negative impact of the consequences of the coronavirus. For 

example, the Chinese police used drones with thermal sensors to detect sick people in public 

places. By order of the South Korean Government, a smartphone application has been 

developed that allows people in quarantine to communicate with social workers, allowing them 

to report their condition and ask any questions that arise. By decision of the Australian 

Government, a chatbot was launched to answer citizens' questions and curb the spread of 

misinformation. [4] 

Even though these decisions have far-reaching consequences, they all relate to the field of 

"smart city" technology, proving today that there is a need to invest in them even during a 

crisis. Most smart city solutions are designed to support the daily activities of urban 

settlements. But its basic infrastructure - be it citywide communications, video surveillance 

systems, or social platforms for communicating with citizens - can be adapted to meet the needs 

of city authorities during a crisis, as the coronavirus pandemic has shown. 

Conclusion 

Thus, based on the results of the study, the following conclusions can be drawn: 

• During 2020, under the conditions of the coronavirus pandemic, the IT industry 

experienced the effects of negative macroeconomic factors, which affected the serious 

disruption of supply chains, and, accordingly, the production of high-tech products. 

• Negative trends were also reflected in the reduction or complete cancellation of 

international events on the exchange of experience between IT industry specialists, 

which had a restraining effect on the implementation of joint projects and led to 

numerous missed opportunities for partnership and cooperation. 

• At the same time, the coronavirus pandemic has shown that the market is in demand for 

the speedy mass introduction of 5G, virtual reality and smart city technologies. It should 

be expected that these technologies have a strategic development perspective, which 

will entail an increase in investments in these areas of the IT industry in a situation of 

quarantine that is constantly being extended in many countries, as well as in the post-

crisis period. 
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Abstract 

 The article is devoted to the translation of proper names in two English versions of 

A.P. Chekhov's book Sakhalin Island. A proper name is a noun, word or phrase that 

distinguishes an object from a number of others and often has no analogues in a foreign 

language. Therefore, translation of such unique units for each language is a complicated issue. 

We will consider the variants of proper name translations in the version of Brian Reeve and 

compare it with the earlier translation version by Luba and Michael Terpak. 

Keywords: A.P. Chekhov, Sakhalin Island, Luba and Michael Terpak, Brian Reeve, 

translation. 

Introduction 

Anton Pavlovich Chekhov is one of the great classics of Russian literature, who has 

found popularity abroad. He is known primarily as a playwright and a master of short stories, 

small in volume, but huge in content. As L. N. Tolstoy wrote: "the dignity of his work is that 

it is understandable and akin not only to every Russian, but to every person in general..." But 

the whole meaning of these short stories, plays, and essays can be distorted by incorrect 

translation. 
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Sakhalin Island, is a collection of travel essays, a documentary work, the distinctive 

feature of which is the absence of artistic fiction, means of expression and typical images. Its 

translation is complicated by a huge number of cultural and historical realia, as well as proper 

names that have no analogues in a foreign language. The graduates of Columbia University, 

Luba and Michael Terpak, were the first to undertake this difficult work, and 25 years later a 

second version of the book appeared in English, created by Brian Reeve, a British scholar and 

translator, a specialist in the field of Slavic studies. His book contains additional materials 

about the life and work of A.P. Chekhov, a bibliography, a selection of Chekhov's letters and 

a chapter from Sakhalin Island in Russian [3]. 

Earlier we have already considered the translation of L. and M. Terpak from the point of view 

of the translation of proper names. In this article we analyze B. Reeve’s translation version of 

Sakhalin Island onomasticon.  

Results 

In the course of our work, we selected all non–repeating proper names from the 

original Sakhalin Island, as well as its translation Sakhalin Island (translated by B. Reeve) 

and distributed them according to translation methods: transcription, transliteration, 

calcification, transposition, as well as the mixed method (by the mixed method we mean the 

way in which parts of the names the words were translated in various ways (mainly calculus 

and transliteration)). 

Both in the translation of L. and M. Terpak, in the version of B. Reeve, a large number 

of proper names were translated by transliteration or in a mixed way. The method of 

transposition, used most rarely [1], is also not found in this book. The more common 

transcription method was also not used in this translation. Calque, which is more common in 

the first version of the translation, is used mainly when translating hydronyms (names of books, 

magazines, newspapers, games, etc.) and pareionyms (names of transport). Let's look at some 

examples. 

Good examples of the so–called mixed method are translations of toponyms and 

anthroponyms (in particular nicknames): Nikolayevsk–on–amur – Николаевск–на–Амуре, 

First, Second, Third Arkovo – Первое, Второе и Третье Арково, Pervaya, Vtoraya and Tretya 

Pad (First, Second, Third Chasm) – Первая, Вторая и Третья Падь , Ivan “Don’t–remember” 

– Иван Непомнящий, Mustapha don't–remember – Мустафа Непомнящий, Vasily 

Countryless – Василий Безотечества, Frantz Don't–remember – Франц Непомнящий, Yakov 

Without–a–nickname – Яков Беспрозвания. Just like Lyuba and Mikhail Terpak, Brian 

Reeve, for example, has managed to convey the meaning of  “city–on–the–river” by calque of 

the preposition “on” for the name of the river, that is, instead of the usual transliteration 

"Nikolaevsk–na–Amure", translated in a mixed way: “Nikolaevsk–on–Amur”, although he did 

not use, unlike the first translation, the article “the”. 

The translator conveys the meaning of nicknames, replacing their parts with 

«Непомнящий» – “Don't remember”, but at the same time does not lose their uniqueness – it 

is still "Ivan" and "Vasily". This distinguishes Reeve's translation: in the first version of the 
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translation, transliteration was used to interpret nicknames (using a literal translation in some 

places, which could confuse a foreign reader: Мустафа Непомнящий Mustafa Nepom – 

nyashchy [Unremembered], Василий Безотечества – Vasily Bezotechestva [Countryless], 

Иван Непомнящий 20 лет – Ivan Nepomnyashchy 20 Years, Яков Беспрозвания – Yakov 

Besprozvaniya). 

In transliteration, a letter–by–letter reconstruction of the language unit occurs using the 

alphabet of the translating language [2]. So, for example, in proper names: Bolshaya Yelan – 

Большая Елань, Naibuchi – Найбучи, Tarayka – Тарайка, Siyantzy – Сиянцы, Mitzul – 

Мицуль, Ivan Martinich – Иван Мартыныч, Kiselyov Pyotr Vasilyev – Киселев Петр 

Васильев, “Baikal” – «Байкал» among others, the letters «я», «й», «ч», «ш», «х», «ё», which 

have no analogues in English, are transmitted using letters and letter combinations “ya”, “i”, 

“ch”, “sh”, “kh”, “yo”.  

Another translation method used by B. Reeve, calque, consists in the transfer of words 

of the Russian language by replacing morphemes or words with their direct lexical 

correspondences in English [2]. So, for example, proper names Golden Hand – Золотая Ручка, 

“Three Brothers” – «Три Брата», A Mountain Range Street – Хребтовая улица, Stomach – 

Желудок, Bone–idle – Зевака, Andy – Андрюха translated with this method.  

It is worth noting that in both versions, comments were used when translating, which 

help the foreign reader to better understand the meaning of a particular proper name. In L. and 

M. Terpak, for example, for toponyms – улица Кирпичная (Kirpichnaya [kirpich = brick]), 

улица Касьяновская (Kasyanovskaya [a man’s name]), улица Писарская (Pisarskaya [pisar 

= clerk]), улица Солдатская (Soldatskaya [soldat = soldier]), Верхнее Урочище (Verkhnoye 

Urochyshche [Upper Boundary]), ideonyms – «Московские ведомости» (“Moskovskiye 

Vedomosti” [Moscow News]), «Голос» (Golos [Voice]), «Курилы» (“Kurily” [The 

Kurilians]), and anthroponyms – Богдановы (Bogdanovs [God– given]), Беспаловы  

(Bespalovs [Without Fingers]), Желудок (Zheludok [Stomach]), Безбожный (Bezbozhny 

[Godless]), Зевака (Zevaka [Yawner]) explanations or translations of words or parts of words 

are given that can explain the etymology and meaning of the proper name, understandable to 

the Russian–speaking reader. B. Reeve has , in addition to such comments – “Zhidovskaya” 

(Jew’s Hamlet), Malaya (Little) Aleksandrovka, Chornaya Rechka (Black Stream) etc. there is 

a full–fledged historical and cultural commentary ("Notes") to a number of words, concepts, 

including proper names. The translator explains the meaning of certain dates (St. Nilolai's Day, 

Veil Day), personalities (Yermak chainmail, Potyomkin), literary works and their heroes 

(Nozdryov, Sakhalino, Nekrasov's Railway), geographical names (the town of Nikolaevsk, 

Mariinsk, Kara) and other concepts (Geographical society, the Voluntary Fleet, Stoss, etc.). 

Brian Reeve not only translates Chekhov's personal comments, but also gives his own, which 

allows the foreign reader to get acquainted with the historical and cultural context of the work 

most closely. Undoubtedly, the creation of such a comment is a very difficult and painstaking 

work and a great advantage of the translation in question. 

Using comments and the combination of the above methods together helps to convey 

the meaning of the work most accurately, without losing the proper names unique to the 

Russian language. B. Riva's translation, in our opinion, is more successful – the translator 
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adheres to the same principle of translation for specific groups of proper names, gives the 

necessary comments and explanations.  

So, we considered earlier that in the Terpak version [4], some proper names belonging to the same type 

are unreasonably, in our opinion, translated in different ways, for example, a proper name 

«Третья Падь» (Tretya Pad) translated using transliteration while «Первое, Второе и Третье 

Арково» (First, Second and Third Arkovo), also having numerals in their structure, translated 

in a mixed way, where «Третье» – “Third”, а не “Tretye”. In addition, for some non–

equivalent proper names, mainly ideonyms, a comment is given, and for some not. For 

example, «Московские ведомости» (“Moskovskiye Vedomosti” [Moscow News]), 

«Курилы» (“Kurily” [The Kurilians]) with an explanation, and «Вестник Европы» (Vestnik 

Evropy) without it.  

Conclusion 

Thus, in the translation of the book «Остров Сахалин» – Sakhalin Island (tr. by Brian Reeve), 

various ways of translating proper names are used, but mainly transliteration and combination 

of transliteration and calque, the use of translation comments and historical and cultural 

references. For the sake of consistency we would recommend adhering to the same ways and 

methods of translation in similar cases and contexts. 
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Abstract 

The article is devoted to the analysis of the translation of the single word title of the 

short story “The Fly” by Katherine Mansfield. The analysis of the symbolic meanings of the 

word “fly” in various cultures and epochs is carried out, as well as the assessment of the 

adequacy and equivalence of the translation of the title. The study showed that when translating 

single word short story titles, many factors should be taken into account, such as the context of 

the text, the linguistic and cultural features of the source language and the target language, the 

asymmetry of connotative meanings. 

Keywords: translation, single word story title, connotation, adequacy and equivalency. 

Introduction 

Depending on the context, the translator works with various transformations to achieve 

the goal. Let's analyze how an inappropriate translation of the title can affect the perception of 

text, using as an example the short story “The Fly” by Katherine Mansfield. 

Results 

This story appeared in Russian translation by L. Volodarskaya under the title «Муха» 

/ “The Fly” (here and further the author's translation) [5]. The translator chose the simplest way 

to translate the title – direct lexical correspondence. 

The text is about how Mr. Woodifield came to his former boss and had a conversation 

with him. Mr. Woodifield began a conversation about his daughters' trip to Belgium. Walking 

around the city, they visited the cemetery where their brother and boss’s son, who died during 

the First World War, were buried. At the mention of his only son, the boss, although he did not 

change his face, his abruptly changed behavior expressed his hidden feelings: “Only a quiver 

in his eyelids showed that he heard.” [3, p.184], “Quite right, quite right!” cried the boss, though 

what was quite right he hadn't the least idea.”, “For a long moment the boss stayed, staring at 

nothing…” [3, p.185]. 

Having escorted the guest out, the boss was left alone. There was a photo of his son at 

his workplace. The boss developed his business with the sole purpose that his son would take 

his place and become the head of the company. But that was not going to happen anymore. He 

died six years ago. The boss stared intently at the photo of his son, preparing to cry, but the 

tears did not come: “…he was puzzled. Something seemed to be wrong with him. He wasn't 

feeling as he wanted to feel.” [3, p.186]. 
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And suddenly he noticed a fly. It was in an inkwell and in vain made attempts to get 

out of there. The boss pulled her out with a pen and put it on a blotter. It started to try turning 

over on her paws. Then it began to clean the wings and the body. Realizing that “the horrible 

danger was over; it had escaped; it was ready for life again” [3, p.187], the fly wanted to fly 

away, but the boss decided to drop a few drops of ink on it, as if he wanted to carry out a 

research on the insect's willpower. The fly made several attempts to move its legs and stand 

up. The Boss only commented on its attempts, as a fan watched his horse race. But the last drop 

of ink from the pen killed it. The fly didn't move anymore. The boss flicked her body with a 

knife into the trash. And then he was just sitting in his chair and couldn't remember what had 

happened before the fly appeared. 

After analyzing the story, we can understand that the image of the fly is central here. 

According to some research papers, one of the main themes of Mansfield's prose is, as a rule, 

the most ordinary moments of everyday life, in which a small, weak person becomes the key 

character, whose image first became popular in English prose at the end of the XIX century. as 

a reflection of the contradictory, suppressed moods of the era and as the antithesis of a strong, 

exceptional “empire builder” [1]. 

So, in the story “The Fly”, this insect takes on the role of a “small man”. The fly had 

been fighting for life on its own, until the boss paid attention to it. When his power became 

irresistible to the little fly, it lost the battle and died. The image of the boss becomes a 

manifestation of an omnipotent force in the war, which makes a small, innocent person suffer. 

He left the fly in a drop of ink to see how it would suffer, fight for life trying to get out. The 

boss played with the fly and its existence as if it costed nothing. Behind the image of the fly is 

the image of a small man who is not the boss , but a subject to his own fate, the game is played 

by almighty powers. 

Thus, analyzing the context of the story, we can conclude that the fly here is the 

personification of an innocuous man, of helplessness and weakness. So why does the Russian 

translation of the title «Муха» / “The Fly” cause false associations to the reader? 

The fact is that in the English-speaking culture, the image of a fly can be perceived as 

an image of inoffensiveness and non-involvement in any action. There are several idioms in 

the English language expressing this meaning. For example:  

1) “fly on the wall” – if you say that you would like to be a fly on the wall on an 

occasion, you mean that you would like to hear what will be said or see what will happen while 

not being noticed; 

2) “wouldn't hurt a fly” – if you say that someone wouldn't hurt a fly, you mean they 

are gentle and would not do anything to injure or offend anyone [6].  

In Russian culture, as in many European ones, the fly in texts and other spheres of art 

is perceived quite differently. 

For example, in the mythology flies were a symbol of annoyance, filth, feebleness, 

meanness, plague, trouble. In Christian tradition, it is a bearer of evil, pestilence, a sin leading 
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to redemption. In Hebrew antiquity it was declared unclean, and one, supposedly, never 

appeared in Solomon's temple. Even in Greek antiquity an ox was sacrificed annually at the 

temple of Actium to Zeus, surnamed Apomyios, averter of flies. Also a fly whisk was a 

Buddhist emblem of authority, might, protection, superiority because of the tradition of 

scourging the guilty (the fly) [8].  

Thus, if the denotation of the word “fly” in the Indo-European languages coincides, 

then a number of connotative meanings do not coincide, which is clearly seen if we compare 

phraseological units with the component “fly” in the Russian and English languages. 

Table 1 Russian phraseological units [2, p.299-300] 

Russian phraseological units Definition 

Быть под мухой/to be under the fly to be drunk 

Делать из мухи слона/to make an 

elephant from a fly 

 

making a big deal out of a molehill 

Муха укусила/a fly bit about someone’s strange behavior 

Как сонная муха/like a drowsy fly to do something sluggishly, slowly 

Мухи мрут/ flies die about unbearable boredom 

Муху раздавить/to smash a fly to drink wine 

Муху проглотил/swallowed a fly about a dissatisfied, sad countenance 

The table indicates that most of the phraseological units with the component “fly” 

contain a negative connotation in the Russian language, often with the meaning of drunkenness, 

strange behavior. These features are not present in English idioms with the “fly” component. 

The interesting fact is that in the XV – XVI century, Dutch, German and Italian artists 

depicted life-size flies in their paintings, sometimes right in a prominent place. The flies in 

these works did not carry any semantic, symbolic subtext, since they did not coincide with the 

themes of usually religious content in any way. The fly applied to the canvas served as a 

protection, a kind of scarecrow, against real insects that could sit on the painting, make it dirty 

and harm its safety in every possible way. It was a traditional practice to draw images of insects 

on paintings in order to disperse the real ones from pictures [7].  

In the works of Russian fiction, we can often see images of flies. For example, a fly 

plays a special role in Gogol's poem “Dead Souls”. In this text, we find three situations 

interesting and in need of comment: “flies on sugar”, “flies in the nose” and “flies in liquid”. 

In the work, flies create grotesque images of a hypocritical society thirsting for a sweet life 

(flies on sugar), images of demonic power foreshadowing evil events (a fly in the nose) and 

create associations with filth, disorder, ruin and even a curse (a fly in a liquid) [4].  
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Conclusion 

Thus, we can see that in many cultures the image of a fly is associated with evil spirits, 

importunity, hypocrisy, curse, plague. Mansfield, on the other hand, puts another meanings and 

symbols into the image of a fly. The fly in the text gets the meaning of a being in need of help, 

desperately fighting for life, in need of compassion. Translating the title of the text “The Fly” 

as «Муха»/ “The Fly”, Russian-speaking readers have an association with something 

unpleasant, annoying that needs to be swatted with a fly whisk although the idea and the 

meaning of the short story ask for a completely different attitude to the image. This is how a 

false association develops among readers. 

In conclusion, it is worth noting that when translating single word titles of short stories, 

it is necessary to take into account the entire context of the story, its theme and meaning, the 

peculiarities of the meaning and connotations of the title of the source text, the possible 

linguistic and cultural nature of the word. This analysis should be carried out for an adequate 

and equivalent translation of titles that does not interfere with the perception of the text for 

readers of the target text. 
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Abstract 

The COVID-19 pandemic brought to light the strong link between public health and the 

health of national economies. The pandemic is not changing only one aspect of health systems. 

Rather, it is changing their very nature. In fact, the pandemic is editing the DNA of health 

systems around the world by accelerating what is called the New Health Economy (NHE) – 

the transformation of healthcare into a modular ecosystem of delivery, innovation and 

wellness—all more closely tied to the consumer. 

Keywords: New Health Economy, digitalization of economy, virtualization of health, 

analytics-driven modelling platforms. 

Introduction 

The pandemic has sped up forces such as telehealth, regulatory change and new delivery 

mechanisms driven by workforce shifts. New, emerging forces—such as the importance of 

addressing the social determinants of health and the rise of resilience as a core component of 

business processes—have the potential to add momentum to the reconfiguration of health 

systems. 

Results 

For more than 50 years, professionals have been using communications technology to 

bring healthcare to remote areas. Even as connectivity grew rapidly, telehealth enjoyed growth 

only over the decades. COVID-19 drove a host of services that previously had been conducted 

in person into digital spaces (1). 

The touchless concept, long employed in the financial services sector, began to take 

hold in healthcare to reduce the need for physical contact with surfaces and people. Long 

resistant to digital channels, pharmaceutical and medical-device sales representatives had to 

figure out how to support clinicians’ needs remotely, including physician training and patient 

education. 

These changes are advancing a different approach to patient care. The embrace of 

virtual care holds the promise of a shift from the traditional episodic model of care to one that 

is continuous and engages consumers when they are not directly interacting with the health 
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system. 

Virtualizing health includes health system editions, such as telehealth explosion 

continues. It means that increased consumer demand will prompt public and private providers 

and payers to rethink the care model and decide which services to deliver in person and which 

should be virtual. Home diagnostics and wearables spread as well. Services that support 

consumers with the technology required for remote care, such as home diagnostics, will grow 

in popularity. Life sciences R&D and clinical trials go remote because the pandemic will 

accelerate the shift to recruiting patients online, using artificial intelligence to make 

communication and scheduling more convenient, and moving trial sites closer to consumers.  

Besides, healthcare organizations will adopt new workflows, train existing staff on 

necessary skills for increasingly digital roles and hire talent from outside industries with 

expertise in virtual customer experiences (2). Many health organizations will keep a portion of 

their administrative staff working from home permanently and reduce or reconfigure their real 

estate footprints. Organizations will have to re-engineer their culture to maintain connection 

and engagement with distributed workforces. 

In the New Health Economy, data analytics and data insights help deliver the right care 

at the right time, at the right place and to the right person. The pandemic laid bare the challenges 

faced by the world’s health systems to collect accurate real-time data, model scenarios and 

ultimately make decisions on where and when to place resources. Infection curves, mortality 

scenarios, and need estimates for ventilators and personal protective equipment (PPE) were in 

short supply in the early stages of the pandemic. 

Private industry, governments, independent organizations and universities responded 

rapidly. More strong telehealth platforms are providing new opportunities for partnerships that 

enable healthcare organizations to meet consumer demand while benefiting from the insights 

that data-savvy players can provide. 

 
Figure 1. Pharmaceutical and life sciences companies need high-quality data to fuel 

advanced, forward-looking analytics 
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Data and analytics edit health system DNA. Communication moves from transactional 

to continuous. More health systems on their own or via partnerships will start connecting data 

about patient meetings and social circumstances shaping everyday health- and healthcare-

related decisions. Resources matched to needs. Scenario planning and modelling systems will 

find broader applications that help target resources to areas of need more effectively. 

Alternative players make headway. Data-savvy existing or new virtual health- or retail-focused 

players will offer consumers an alternative to traditional provider systems and will be able to 

reach patients in areas underserved by traditional players. Players address connectivity 

blockers. Growing demand from consumers for tech-enabled care and from healthcare players 

who need data access to improve care and operations will force regulators to set and enforce 

interoperability standards. 

The pandemic has revealed one area of neglect in the New Health Economy. the global 

web of nodes for the movement of drugs, medical supplies, technology and innovation. The 

medical supply chain’s reliance on offshore manufacturers, many located in China and India, 

for basic supplies caused panic worldwide as borders closed and access was restricted. 

The severity of the crisis sparked an unprecedented level of government cooperation 

and collaboration with the industry in many countries.  

The urgency of the crisis has prompted many companies with COVID vaccine 

candidates to take on major risk by manufacturing millions of doses and expanding or building 

distribution networks before knowing whether their products will gain approval. 

For life sciences companies to collaborate quickly, they will need to share information 

and invest in relationships with one another, nongovernmental organizations and governmental 

entities. 

Healing the supply chain is changing health system. Access to real-world data is 

preferred: Regulatory bodies, the delivery system and consumers will rely on nontraditional 

data for just-in-time diagnostics, drugs and treatments (3). ‘Glocalization’ takes off – the sector 

will look more closely at the possibility of data sharing standards to allow for cross-industry 

collaboration where commercially appropriate, which will help companies make better use of 

existing capacity across the industry. Manufacturing innovations gain momentum because 

pressure will build for governments and industry to invest in advanced manufacturing methods 

to respond more efficiently and effectively to future infectious disease outbreaks. Also 

analytics and collaboration move to the forefront. Manufacturers will take advantage of 

existing software tools to help model supply chain and identify the best distribution systems. 

Conclusion 

The pandemic has revealed gaps in our systems. The asymmetry of health and social 

status made it more difficult for some to shelter in place than others. The polarization of 

governments and their people on how to react to the pandemic and how resources would be 

distributed within and between nations revealed the difficulty of creating a shared response. 

Underlying health vulnerabilities meant that the demographics of age, health status and income 

could be destiny, resulting in severe sickness and even death. 
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Regardless of how long the pandemic lasts, and how robust the economic recovery is, 

COVID-19 has been a catalyst for disruptive and transformative change to healthcare systems 

(both on the supply and demand sides). Addressing the challenges and benefiting from the 

disruption can continue if health leaders take bold action now to embrace new ways of working 

and build trust with consumers. 

With the accelerating growth in technology fueled by the seismic shift in consumer 

demand, new virtual healthcare players with advanced data analytics know- how emerge in the 

market, and existing players gain strength. 

The high cost of healthcare and the inequities in public health interventions and 

preparedness are expected to lead to governments expanding partnerships with private 

organizations to help manage population health and social determinants. New players are 

expected to emerge to help accelerate interoperability and make data more accessible to 

manage broader population health. 
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Abstract 

       The article presents the possibility of using innovative blockchain technology for customs. 

And also touches on the advantages and disadvantages of blockchain technology in these 

conditions. 

Keywords: blockchain, customs, information technologies, smart contract. 

Introduction 

In the last few years, the problem of practical use of blockchain systems based on a set of 

innovative solutions in the field of data organization and storagehas become global and is being 

solved in every country. At the beginning, blockchain technology was associated with 

cryptocurrencies, but as it developed, analyzed and evaluated its effectiveness, the number of 

options for its use outside the financial sphere also increased. Since the execution of 

transactions in accordance with this technology does not depend on intermediaries and 

supervisory structures, therefore, the speed of transaction execution increases, financial and 

operational costs decrease, and the dependence of blockchain system participants on possible 

economic and political sanctions decreases. Blockchain as a decentralized and consistently 

growing database is already being used in various sectors of the economy: in the tourism sector 

(Travel Chain), in the field of public administration, in the field of trade (Chronicled platform 

for the Internet of Things, aimed at studying consumer experience). 

The purpose of the article is to demonstrate the advantages and disadvantages of 

blockchain technology in customs. 

 

Objectives 

The object of the work is the blockchain technology in customs 
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Research Questions 

In accordance with the stated purpose of the study, it is necessary to determine the research 

questions. 

1) Where can we use the blockchain systems in customs? 

2) What are the main disadvantages of the blockchain system in customs? 

Literature Review and Theory 

In order to improve the efficiency of the functioning of the Federal Customs Service of the 

Russian Federation, it is proposed to create blockchain systems in the following areas of 

activity of customs authorities, such as: 

1. Document flow of customs documents. Storing data (for example, information about 

foreign trade participants, regulatory and organizational and administrative documentation 

related to the sphere of activity of customs authorities) in the blockchain system will allow 

you to abandon traditional paper media, which require large space-time, machine and 

human resources for storage, processing and transmission. 

2. Declaration of goods transported by individuals across the customs border of the 

Russian Federation. Blockchain systems will facilitate the solution of problems that arise 

when declaring vehicles. There are cases when it is impossible to arrange the movement of 

legally purchased cars across the customs border due to the lack of identification numbers 

(VIN). These situations arise when replacing a marked part with a new one, or when the 

VIN is erased or lost along with the part. 

3. Tracking cases of false declaration of goods. The immutability and decentralized 

nature of the data in the blockchain system allows you to view the history of the creation 

of the product, data about supplier and manufacturer.  

4. Tracking shipments and proof of origin. At the moment, each part of the final product 

is supplied from different companies and regions. This creates an entire supply chain that 

assembles, manufactures and sells the final product. The length of the chains is quite large 

and because of this there are difficulties in tracking movements. For example, the 

supermarket chain Wal Mart already uses blockchain technology to track and confirm the 

origin of various products. Using this technology, it is possible to solve problems related 

to counterfeiting and simplify product tracking in order to obtain the necessary certificate. 

In 2018, the company applied for a patent for "smart packaging" - a system for tracking 

parcels. The principle of its operation is that an innovative technology is accompanied by 

a device that records information about environmental conditions, location in the 

blockchain and the status of the contents of the parcel. 

5. Tracking cases of movement of counterfeit products, contraband and other prohibited 

goods for commodity exchange in order to minimize such risks. 

An important feature of blockchain systems is their transparency for foreign trade 

participants. The buyer and the manufacturer can find out all the information about the 

counterparty's company: the history of the turnover, the monetary capital of the company, the 



ISCAMR 2022 
 

44 

 

 

main partners, reputation in the market, information from audit logs, insurance payments and 

etc.  

Despite all of the above, there are also disadvantages of blockchain systems that can 

significantly reduce the effectiveness of their practical application: 

1. The openness of the blockchain system, which makes it vulnerable to cybercriminals. 

2. The current Russian legislation lacks the concept of "blockchain"and a number of other 

regulations, which causes difficulties in legal regulation in this area. 

3. The need to license cryptographic activities. 

In order to create a full-fledged blockchain system for the customs service, it will be 

necessary to combine the nodes of the Russian departmental customs network and the nodes 

of the beneficiary countries. However, in this case, the program of preferences for countries 

that do not use blockchain technology is at risk.  

Despite this, the Federal Customs Service of Russia is ready to cancel the existing regime 

with non-progressive states. Taking into account the situation that a number of customs 

services of various countries have already switched to the new system, the proposed program 

to encourage the transition to more modern methods of document management can stimulate 

the acceleration of these processes on a global scale.  

To verify the effectiveness of innovative technology, it is necessary to conduct a 

qualitative analysis in two directions -external and internal: 

1.  External direction, involves the collection, systematization, analysis of data of 

countries which are  using blockchain technology.  

2. Internal direction. It includes the analysis and assessment of the country's energy 

resource base, the location of projects, the search for new ways of development and 

solutions to emerging difficulties in the adoption of a customs decentralized system. 

Methodology 

The theoretical and methodological basis of the scientific article consist of the articles on 

the topic of highlighting the ideas of creating the blockchain system, as well as websites 

containing information about the modern blockchain systems.  

Conclusion 

Summing up the research, it is necessary to note the importance of the perspective factor 

of embedding the national blockchain network into the future global customs blockchain 

system and the corresponding server infrastructure in the implementation of technological and 

regulatory developments. It is necessary to avoid a situation in which the financial, intellectual, 

and time resources spent will be used to create a local system that is not able to integrate into 

a global analogue and requires additional cost to synchronize with it. 
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Abstract 

    The use of dialect forms in the speech of the heroes of literary works plays an important role, 

since they are one of the most important ways to characterize the heroes. Basically, all elements 

that relate to the speech of the main characters, including non-standard elements of speech, are 

practically lost in translation, as they are examples of "untranslatable in translation". This is 

not the translator's fault. If the text were translated into Russian from English, ignoring 

everything that the author contributed to his work, then Mark Twain's "Tom Sawyer" would 

become Russified, losing its "adequacy", national flavour and the author's main idea. Research 

objective: to study the ways of translating selected non-standard elements of the characters' 

speech in Mark Twain's "The Adventures of Tom Sawyer" and its translation by Korney 

Chukovsky. Research methodology: comparative literary analysis, definitional. Conclusion: all 

elements that relate to the speech of the main characters, including non-standard elements of 

speech, are practically lost in translation.  

Introduction 

The problems associated with the translation of dialects in various works still attract the 

attention of leading linguists and remain the subject of discussion of many disciplines, namely: 

linguistics, literature studies and theory of translation. The use of dialect forms in the 

conversation of protagonists plays an important role in a work of fiction, as they are one of the 

most important ways to characterize main heroes. A modern person who knows the standard 
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norms of the English language will be surprised by a wide variety of colloquial speech or 

“mistakes” among the speech of the characters of such works as "The Adventures of Tom 

Sawyer" by Mark Twain.  Speaking about the relevance of the chosen topic, we can define the 

following statement: the peculiarities of translating works from a source language into a target 

language, in which this feature is presented, are of particular interest to the theory and practice 

of translation. Each of the literary genres has a certain set of stable forms and have their own 

cradle and origin. The kinds and genres of literature are one of the most powerful factors 

ensuring the unity and regularity of the literary process. We can observe that they are the link 

between the author and the reader. This scheme has been developing for centuries in literature. 

The term “text” by itself means the following: “A consistent supra-phrasal unity characterized 

by a common ideological and thematic content or a common theme and intentions of the 

author” [3], therefore texts of various genres are a frequent problem for translators, since they 

are extremely diverse in styles, genres, therefore it is very important before starting translation 

get acquainted with its genre in order to translate it as accurately and colorfully as possible. 

The approach necessary for a certain text is also being formed, a selection of equivalents when 

translating from one language to another [5]. 

Stylistics deals with the effect of choosing and using language means in different 

communication conditions, that is, the existence of synonymy, because of which it is possible 

to convey approximately the same message by different means, then it turns out that a change 

in the choice of means has a particularly strong effect on information. Such opportunities are 

due to the different frequency of language units and their variety. Observations show that 

situational substitution of the traditional denotation with its rarer equivalent gives an increase 

in expressiveness [1, p. 91]. 

Any trope – a metaphor, a metonymy, a synecdoche, a hyperbole, an irony, etc. – is based 

precisely on the replacement of the traditionally denoting situational substitution. The stylistic 

effect depends primarily on deviations and the very essence of the language of poetry consists 

of violation of norms [1, p. 92]. 

Lexis gives the greatest opportunities for choice and decisions. It is convenient to accept 

either the dominant of the corresponding synonymic series, or a word. Replacing the neutral 

and frequent word dominant with one of its rarer synonyms is stylistically relevant. 

Deviations from the norm can take place at any level: graphic, phonetic, lexical, 

morphological, syntactic, at the level of images and plot, etc. [1, p. 93]. 

When translating any word, phrase, or whole sentence, it is necessary to consider what 

feelings and emotions are associated with the meaning of a word or phenomenon, or even think 

about what the author wanted to convey. Even the absence of any emotional colouring is 

somehow stylistically significant, since it indicates that a given word or grammatical 

phenomenon is emotionally neutral, and this neutral emotionality should be preserved in 

translation. Sometimes the author supposes that the reader should not only read his work, but 

also "participate" in it. For example, there may be statements, events that will cause the reader 

to have special feelings, thoughts based on personal experience, and, thus, there are 

suppositions about the plot or further actions on the part of the reader – all this should also be 

“worked out” in detail before translation. 
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An adequate translation can only be one that accurately conveys not only the meaning, but 

also the expressive and stylistic features of the original. Therefore, the issues of the transfer of 

stylistic features of lexical and grammatical phenomena are usually considered together with 

various lexical and grammatical problems of translation. 

Adequacy, or/and equivalence are the key ideals of the translator. They are close in 

meaning and denote similarity and identity in meaning. Some scholars consider them as 

interchangeable terms, others use them as differential: "adequacy" refers to the identity of the 

source text and the target text, while "equivalence" is used when evaluating translated text 

segments. 

Here we will adhere to the definition of adequacy of A. V. Fedorov, which is considered as 

classical among Russian scientists. The author includes the term adequacy in the synonymous 

row of the following words: good, complete, finished: “The usefulness of translation means an 

exhaustive transfer of the semantic content of the original and a full functional and stylistic 

correspondence to it” [2, p. 173]. 

However, a translator often faces problems that can be called stylistic in his practical work. 

It is about those cases when various expressive means are consciously used to make the text 

more vivid and imaginative to achieve a stronger emotional impact on the reader. This goal can 

be achieved both with the help of lexical figurative means and stylistic techniques, and with 

the help of a special combination of phrases or sentences, i. e. with the help of syntactic 

expressive means. Each of these two ways of stylistic colouring of the text sets special tasks 

for the translator, which are solved with the help of several special techniques. 

Expressiveness is most often achieved through the stylistic use of lexical units. The author 

uses words in a figurative sense (in the form of metaphors, metonymies, or epithets), compares 

them with the meaning of other words (by comparison), opposes different meanings within the 

same word to each other, etc. Such stylistic techniques usually give the translator a lot of 

troubles. The figurative use of the word is stipulated in each language by its own peculiarities 

of the combination of meanings in the structure of a polysemous word. It is usually easy to find 

a match for one meaning of a word in Russian, but English and Russian words that would have 

a similar direct and figurative meaning are much rarer. And it is impossible to find similar 

homonymous pairs in different languages. 

Therefore, the transfer of lexical and stylistic techniques in translation requires a creative 

approach of the translator, the ability to evaluate the technique used in the text in terms of its 

significance for the overall stylistic colouring of the original, as well as to compare the role of 

the same stylistic means in English and Russian. 

An important position among the stylistic means available to the author of any work is 

occupied by the so-called stylistic means or lexical figures of speech (a metaphor, a metonymy, 

a synecdoche, a figurative comparison). The number and nature of the figurative means used 

in the text determine the strength of the emotional impact on the reader. The translator’s job is 

to convey the system of figurative means in translation in such a way that, in general, figurative 

means of translation have the same emotional impact on the reader as the corresponding means 

of the English text. 
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For example, when translating metaphors, it is only important to preserve figurativeness 

and accurately convey the meaning of the figurative expression: to make a mountain out of a 

molehill – делать из мухи слона, as like as two peas – как две капли воды. But translators 

are also forced from time to time to resort to creating a literal equivalent, or to resort to the help 

of a descriptive translation: as busy as a bee – трудолюбивый как пчела, as large as life – в 

натуральную величину. 

The next stylistic means is an epithet, which pushes metaphors, synecdoche, hyperbole, 

etc. from leading roles.  

Epithets are especially difficult for an English translator, since English adjectives, like 

other parts of speech, are mostly ambiguous. It is important to keep in mind that some English 

adjectives can be used in directly opposite meanings – positive and negative – and express, 

depending on the context and situation, either positive or negative signs. Such adjectives 

include, for example, plain, tough, strong, and deep. 

Continuing the discussion about the translation of a literary text and some stylistic features, 

it is also interesting to mention such an expressive means as “play on words”.  

The task of translating “play on words” has always been considered the most difficult in 

translation. Some types of "play on words" are relatively easy to translate into Russian, other 

types can be omitted during translation without compromising the overall figurativeness of the 

text, and in some cases the only way out for the translator is to use the compensation method. 

For the correct choice of the method of transmitting the “play on words” to the translator, 

three cases of using this stylistic technique should be distinguished: 

1) the “play on words” based on the use of the figurative meaning of the word; 

2) the “play on words” based on the use of phraseological meanings of the word; 

3) the “play on words” based on the use of the meaning of two homonymous word. 

One of the most common stylistic techniques is the use of explicit or implicit quotations 

from the works of other authors in the text. The source of the quotation is most often widely 

known works of classics of literature, biblical studies, and children's fairy tales. When using 

quotations for stylistic purposes, the cited source is not indicated, but only one phrase is used, 

and the author cares not so much about the accuracy of the transmitted statement as about the 

overall stylistic effect. At the same time, the author assumes that the quoted phrase is well 

known to the reader and will cause him the desired associations. 

In addition to the above-mentioned stylistic means in the literary text, there is also a 

way of using dialects in the speech of the main characters. 

Dialect speech refers to that part of the non-public vocabulary, which is a characteristic 

belonging of the speech of the population of a locality, region, district [5]. 

Dialects of the English language can be divided into two categories: on the one hand, 

these are dialects that have traditionally developed in certain territories and in large cities, such 

as London, Birmingham, New York, and Boston. On the other hand, a significant number of 

dialects of the English language were formed in conditions of permanent contact with other 

languages. This category includes Scottish, Welsh and Irish dialects in the United Kingdom, 

dialects of former British colonies such as India and Singapore, and dialects of immigrants and 

various ethnic and cultural groups in the United States, such as African American English. 
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A natural common feature of all dialects of English of this class, despite their 

dissimilarity, is interaction with a “neighboring” language, which leads not only to the 

borrowing of vocabulary, but also to the transmission of certain grammatical constructions, for 

example: – “Why did you hit him?”; “He was after insulting me.” (He had insulted me) – Irish. 

At the same time, the deviations found in other dialects of the English language are 

mainly related to the grammatical system. They affect the system of pronouns, where the 

archaic form of the pronoun in the second-person singular “thou” can be preserved, or which 

is very common, the forms of the second-person plural “yous”, “y'all” or “yuns” emerge; object 

pronouns can replace possessive, reflexive, and even demonstrative: “one of them apples”. 

Another series of common grammatical variations concerns auxiliary verbs: the form 

ain't can be used instead of several auxiliary verbs and have in the Present Perfect construction 

is omitted: “I saw it”. The greatest number of grammatical deviations is observed in the dialect 

of the southern United States and the African American dialect of English. 

As for Mark Twain and his works, it is worth noting that the author used a simple 

colloquial speech that would most accurately redo the position of the heroes of his works, as 

well as the position of the author himself. 

The peculiarity of Mark Twain's conversational style has the following features: in 

translation, spelling errors to express the illiteracy of the characters, colloquial, abbreviations. 

The use of phrasal verbs, the use of new, unknown words (an invention of the author): 

- spelling mistakes to express the illiteracy of heroes (should be “afraid”): “Don't be 

afeard” [3]; 

- the use of phrasal verbs: “Peered into the darkness”: “Stared up (phrasal verb) into the 

dark” [3];  

- translation features: “Scram, damn it!” “Scar! You devil!” [3] 

- the use of new, unknown words: “Meowed” (made the sound of a cat): “Meow'd” [3]. 

Thus, Mark Twain, using elements of non-standard vocabulary in his works, gives a 

certain charm to the texts, revealing the color and features in the speech of the characters. 

In the selected material, several groups are identified into which certain non–standard 

elements can be divided: 

- grammatical (the use of the wrong tense in speech, the use of the wrong grammatical 

forms with pronouns, etc.): 

a) ain't – The use of ain't instead of the third-person form of the past tense of the verb 

“did”; 

b) “old fools is” – the use of a singular verb with a plural noun; 

c) “...there is” – the incorrect use of this construction 

-  lexical (an incorrectly used word either in the wrong meaning of the word, or the use 

of one word instead of another): 

a) En – In; 

b) furder – further; 

c) er – or; 

d) chillen – children. 
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- phonetic: 

a) dis, wid – replacement of the interdental sound [p] with the sound [d]; 

b) foolin', roun', an', – reduction of the final sounds [g] and [d] - translated as “I didn't 

stop with anyone along the way”; 

c) `long, 'tend, 'lowed – reduction of the initial sound – “go your own way”, “says”. 

These errors are explained by the fact that: 

- the South American dialect is manifested in the speech of the main characters; 

- the main characters are illiterate, since Huck is homeless, and Tom likes to skip 

school.  

Results 

As our analysis has shown, the main characters of Mark Twain's work “The Adventures 

of Tom Sawyer” do not belong to the rich society, they do not like to study, so Mark Twain 

tried to show this using various lexical, phonetic and grammatical mistakes, but the further 

translation of K. Chukovsky could not fully convey this. It is worth noting that K. Chukovsky 

has such a technique as compensation.  

K. Chukovsky tries to convey a colloquial style by introducing colloquial forms, a large 

number of particles, and stylistically reduced vocabulary into the characters' speech. 

For example, in the text of the translation, such words are used, and sometimes added, 

as: рвань, даровщинка, помер, слушай–ка, да и что тут дурного?, удерем, околеть.  

Observation of the translation method shows us that translators try to compensate for 

these features introduced by the author of the works in order not to lose the emotional coloring 

and the main idea of the author. 

Conclusion 

Translation theorists consider it possible to evaluate the quality of translation of 

individual components of the text, but such an approach to assessing the quality of translation 

cannot be complete, therefore it is called segmental, that is, certain segments of the literary text 

are evaluated. 

All this helps us to make a conclusion about how literary texts are translated. Basically, 

all these elements that relate to the speech of the main characters, including non-standard 

elements of speech, are practically lost in translation.  

There is a concept of “untranslatable in translation” – it is a “play on words”, as well as 

non-standard deviation components that act as an additional characteristic of the main 

characters. If the text had been translated into Russian from English, ignoring everything that 

the author had contributed to his work, then Mark Twain's Tom Sawyer would have been 

Russified, losing its “adequacy”, national colouring and the main idea of the author. Therefore, 

the translator in his work tries to compensate for those elements of the text that are 

untranslatable. 
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Abstract 

 This research focus on the behavior of tourists visiting in Rawai Beach, Phuket where 

the objective was to study the behavior of tourists visiting Rawai Beach, as quantitative 

research based on survey research that can be found that most of tourists are female, with 65 

percent of tourists visiting Phuket in Rawai Beach between the ages of 21 and 30 years old 

who mostly came from Bangkok and used to visit Phuket in Rawai Beach as 54% and never 

visited as 46 percent who most 0f tourists would spent 1-3 days of visiting and staying Rawai 

Beach Phuket province. The reason why tourists choose to stay at Phuket Hotel in Rawai Beach 

is that the rooms are beautiful and clean, with most tourists receiving the travel information 

advice to Rawai Beach from various online media. However, those who are involved in the 

decision to visit Phuket in Rawai Beach are mostly tourists who visit Phuket in Rawai Beach 

with their friends. Moreover, the most popular attractions in Phuket in Rawai Beach where the 

tourist like to visit are Promthep Cape, secondly as Phuket old town, Patong Beach and Phi Phi 

Island, respectively. 

Keywords: Tourist Behavior, Phuket, Rawai Beach 
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Introduction 

 The tourism sector generates a large amount of income for the Thailand country each 

year from foreign tourists, accounting for 65% of total income. (2019 data) This is because 

foreign tourists have higher per capita expenses and longer stays compared with Thai tourists 

those who were from East Asia (China, Japan, South Korea, Hong Kong and Taiwan) are the 

largest markets in terms of revenue (41% of total foreign tourist revenue) and number (42% of 

total foreign visitors). The secondly in terms of revenue is the European market (24% share), 

followed by the number side is the ASEAN market (27%). Meanwhile the foreign tourists who 

are the main markets of Thailand are China, Malaysia, India and Russia during 2015-2019. The 

number of foreign and Thai tourists continued to expand, resulting in an increase in average 

occupancy rates across the country. averaged at 68.8%, which is the level that entrepreneurs 

are satisfied with this situation. In 2019, the number of foreign tourists was a record 39.9 

million, an increase of 4.6%, following a 7.3% growth in 2018, bringing the average occupancy 

rate to an all-time high of 71.4%. Supporting factors as increasing in the number of direct and 

charter flights including the growth of low-cost airlines and tourism promotion measures, such 

as exemption of VOA fees for tourists from 21 countries. In case of the number of Thai tourists 

in the country in 2019, there were 166 million trips, the same as in 2018. The domestic tourist 

market did not expand, mainly due to Thai tourists traveling abroad. (Puttachard Lunkam 2021)  

 The main problems and structural constraints of the Thai tourism sector in the past 

concentration in nationality (Country of Residence) of foreign tourists and tourist attractions 

in the first 9 months of this year that there are 21 million tourists from China, ASEAN, and 

Europe, or about 70% of all foreign tourists. Whereas Thailand government excessive 

dependence on tourists of any nationality poses a risk. When negative events happen to that 

country, it will have a huge impact on the income of the Thai tourism sector, such as the boat 

sinking of Chinese tourists in Phuket in 2018. As a result, income from foreign tourists 

contracted 2% in the second half of the year. from a growth of 7% in the first half of the year. 

Thai tourism is still confined to major tourist cities such as Bangkok, Phuket and Chonburi, 

which together account for more than half of total tourism revenue. 

 In the early of the year 2022, the director of the Tourism Authority of Thailand (TAT) 

Phuket Office revealed that the situation of tourism in Phuket Sandbox that there were 64,616 

tourists entering the area in January and from July 1, 2021, to January 23, 2022, a total of 207 

days, with 248,497 direct flights from abroad. The top 10 countries who entering Phuket in 

order are Russia, Germany, England, Sweden, France, Israel, United States, Kazakhstan, 

Denmark, Switzerland which is a group of tourists based in Europe and America, a long-haul 

market that flies in by Middle East transit with airlines arriving from Singapore since July 1, 

2021 to January 22, 2022, from the number of tourists of more than 200,000 people, there are 

a total of 70,000 hotels available for use, with tourists staying on average 8 nights, and the cost 

per person per trip is 55,000 Baht/person. food, accommodation medical fees Travel expenses, 

shopping expenses, other expenses which lead Phuket has an income of approximately 

13,762.56 million Baht, generating income in the economy of about 32,617.26 million Baht. 

(Prachachat business 2022) 
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 Rawai Beach where is another well-known beach in Phuket where is not far from Laem 

Phromthep cope and is known for its lively atmosphere for finding fresh and delicious taste 

seafood. Rawai Beach is another destination for tourists who want colorful seafood when 

visiting Phuket that located about 16.5 kilometers from Phuket old town. Whereas Rawai is the 

largest beach after Patong and has many restaurants along both sides of Rawai beach are filled 

with fresh seafood that tourists can choose to buy according to their satisfaction. (pa lan la 

2021) 

 From that reason Rawai Beach is another famous beach in Phuket. Which is not far 

from Laem Phromthep and is famous for its atmosphere, thus making tourists want to travel to 

Rawai Beach. both Thais and foreigners. For this reason, the researcher would like to study A 

study of the tourist behavior stayed in Rawai Beach Phuket in order to make the research useful. 

public or private sector The results from A study of the tourist behavior stayed in Rawai Beach 

Phuket will be used to adjust the service and promotion of tourism in Phuket further. 

Research Objective 

 To study tourist behavior stayed in Rawai Beach Phuket 

Methodology 

 This study is survey research that name as the tourist behavior stayed in Rawai Beach 

Phuket that the researcher has been done as the steps bellowing 

 Study site 

 This study will find out and include the behavior of tourist who come to travel and 

stayed in Rawai Beach Phuket in Thailand. The population of this study is international tourists 

and Thai who stayed in Rawai Beach Phuket in the period November 2021 to January 2022 

 Sample  

 This study will estimate the size of the sample and set ratio in case of an unknown 

number of people. (Panruthai Hengpoom and Weera Weerasophon, (2019) Sample size is 

important in research on a sample of the data obtained from the sample is enough to make it 

valuable research. Sample size it is suitable for the study based on research that will allow a 

much inaccurate that is acceptable. The sample size can be calculated from the formula. If we 

cannot know the people, the formula will be set as a ratio people or approximately 385 people. 

Research Result 

 In this research study, the behavior of tourists staying Phuket around Rawai Beach. The 

researcher analyzed the data and interpreted the meaning of the data analysis results. The 

symbols and variables used in data analysis were defined as follows: 
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Demographics percentage 

1. gender  

female 

male 

 

65 

35 

Totally  100 

 

From Table 1 demographic data classified by variables are as follows: 

Gender found that as majority of respondents were female 65 percent, male 35 percent. 

 

Age  percentage 

15-20  

21-30  

31-40  

41-50  

More than 50  

3 

46 

22 

25 

4 

Totally  100 

 

From Table 2 it found that the demographic data classified by variables as follows: 

The age range of tourists It was found that most respondents were 21-30 years old as 46 percent 

whereas 41-50 years old as 25% and 31-40 years old as 22 percent. The tourist who 50 years 

old as 4% and the age range is 15-20 years as 3% as well 

 

Educational  percentage 

High school 

Bachelor's degree 

Master's degree 

Doctor's degree 

10 

66 

16 

8 

Totally 100 

 

From Table 3 shows the demographic data classified by variables as follows: 

Education level, it was found that most of the respondents were studying at bachelor's degree 

as 66%, master's degree as 16%, secondary school as 10%, doctoral degree as 8%. 

 

Monthly income level percentage 

10,000-20,000 Baht 

20,001-30,000 Baht 

30,001-40,000 Baht 

40,001-50,000 Baht 

More than 50,000 Baht 

47 

20 

7 

5 

21 

Totally 100 
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From Table 4 shows the demographic data classified by variables as follows: 

Monthly income level, it was found that most of the respondents got 10,000-20,000 baht per 

month as 47% whereas the tourists got more than 50,000 baht per month as 21% and the tourist 

who got 20,001-30,000 baht a month as 20%  

 

Tourist's current address percentage 

Bangkok  

Southern Thailand 

Central Thailand 

Northern Thailand 

Northeast of Thailand 

Another City 

67 

17 

7 

2 

2 

5 

Totally 100 

 

From Table 5 shows the demographic data classified by variables as follows: 

Tourist's current address, it was found that most of tourist stay at Bangkok as 67% stay at 

Southern Thailand as 17% stay at Central Thailand as 7% stay at Another City as 5% stay at 

Northern Thailand and Northeast of Thailand as 2%  

 

Have tourist ever traveled to Phuket in the 

Rawai beach area before? 

percentage 

yes 

no 

54 

46 

Totally 100 

 

From Table 6 shows the demographic data classified by variables as follows: 

Have tourist ever traveled to Phuket in the Rawai beach area before? it was found that 

Tourists have traveled to Phuket in the Rawai Beach area before as 54% and Tourists have 

never traveled to Phuket in the Rawai Beach area before as 46% 

 

The amount of time tourists think is appropriate 

for a trip to Phuket in the Rawai area 

percentage 

1-3 days 

4-6 days 

7-10 days 

More than 10 days 

64 

28 

6 

2 

Totally 100 

 

From Table 7 shows the demographic data classified by variables as follows: 

The period that tourist think is appropriate to travel to Phuket in the Rawai area, it was found 
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that most of tourist want to stay at Phuket in the Rawai area for 1-3 days as 64% for 4-6 days 

as 28% for 7-10 days as 6% for more than 10 days as 2% 

 

Tourists traveling to Phuket in the Rawai area 

with whom? 

percentage 

friends 

Tour Group 

have never been 

Alone 

family 

47 

2 

1 

4 

46 

Totally 100 

 

From Table 8 shows the demographic data classified by variables as follows: 

Tourists traveling to Phuket in the Rawai area with whom?  it was found that most of tourist 

travel with friends as 47% tourist travel with family as 46% tourist travel alone as 4% tourist 

travel with Tour group as 2% and tourist have never been travel there before as 1% 

 

 

The reason why tourist choose to stay at a 

Phuket hotel in Rawai Beach area  

percentage 

Beautiful room, clean room  

The price is reasonable for the service received 

Get advice from friends 

The staff are friendly  

Accommodation is standard and quality 

43 

10 

23 

12 

12 

Totally 100 

 

From Table 9 shows the demographic data classified by variables as follows: 

The reason why tourist choose to stay at a Phuket hotel in Rawai Beach area. it was found 

that most of reason are beautiful room, clean room as 43% get advice from friends as 23% 

accommodation is standard and quality and The staff are friendly as 12% and The price is 

reasonable for the service received 10% 

 

Where did tourist get advice for traveling to 

Phuket in the Rawai area  

percentage 

various online media internet 

Tourism Exhibition 

Representative 

Newspapers/travel magazines  

Brochure 

65 

8 

3 

12 

12 

Totally 100 
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From Table 10 shows the demographic data classified by variables as follows: 

Where did tourist get advice for traveling to Phuket in the Rawai area. it was found that most 

of tourist get advice for traveling to Phuket in the Rawai area on various online media 

internet as 65% Newspapers/travel magazines and Brochure as 12% Tourism Exhibition as 

8% Representative as 3% 

 

Those who participated in deciding to visit 

Phuket in the Rawai area 

percentage 

Choose by themselves 

husband/wife  

travel companion  

parents 

The agent provided 

40 

18 

35 

3 

3 

Totally 100 

 

From Table 11 shows the demographic data classified by variables as follows: 

Those who participated in deciding to visit Phuket in the Rawai area. it was found that most 

of tourist have decide to travel by themselves as 40% travel companion 35% and 

husband/wife 18% 

 

Favorite attractions nearby  percentage 

Phrom Thep Cape pointed 

Phuket Town  

Patong Beach 

Phi Phi Island 

39 

29 

17 

15 

Totally 100 

 

From Table 12 shows the demographic data classified by variables as follows: 

Favorite attractions nearby. it was found that most of tourist want to go to Phrom Thep Cape 

pointed as 39% Phuket Town as 29% Patong Beach as 17% and Phi Phi Island 15% 

Conclusion and Discussion 

 From the objectives, the results can be discussed in the following important issues as a 

study the tourist behavior stayed in Rawai Beach Phuket. In case of gender, It was found that 

most of the tourists were female. accounted for 65 percent, while males accounted for 35 

percent, most tourists visiting Phuket in the Rawai area are aged 21-30 years as 46%, 41-50 

years as 25% and 31-40 years as 22 percent. Most graduated with a bachelor's degree followed 

by a master's degree The level of monthly income of most tourists 10,000 - 20,000 baht, 

followed by 50,000 baht or more as 21 percent in accordance with the research of Nimit 

Soonsan, Suphattra Sangthong and Sirinthra Sungthong (2021) topic as Factors Influencing 
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Tourists’ Revisiting Intention: The Western Tourists’ Perspective Travelling in Phuket. The 

results of the study found that the personal data of the samples showed that the proportions 

between males and females were similar, with 205 people per 204 people, or 50.1% per 49.9, 

and the most respondents were aged between 28 and 37, followed by between the ages of 18 

and 27, whereas most of them graduated with a bachelor's degree. followed by a master's 

degree. In addition, the occupations were employees/employees of the company the most, 

followed by business owners. and the sample had the highest marital status, followed by single 

and divorced/separated/widowed, respectively. Peerakan Sirirak and Nuk kulison ( 2011) who 

study as Factors Influencing on Tourist’s Ecotourism Behavior In Phuket Province said that 

the different incomes affect ecotourism behavior with the average duration of ecotourism 

(number of days per visit) and budget for ecotourism expenditure (baht) are different. The 

current address of tourists visiting Phuket in the Rawai area. Most of them lived in Bangkok as 

67%, followed by 17% in the South. The current address of the tourists resulted in 54% of the 

tourists who had traveled to Phuket in the Rawai area, and 46 percent had never traveled to 

Phuket in the Rawai area and stayed in Rawai Beach 1-3 days is the most suitable for tourism 

which in the research of Suthep Singkhalah (2019) Sustainable Tourism Development of 

Patong Beach Phuket Province found that the opinions on sustainable tourism development 

Overall, it was at a very development level, the satisfaction of tourists. benefits of tourism 

natural resources planning and management as for the quality of the environment, it was at a 

moderate level. Overall, it's at a high level. in order of average scores from highest to lowest, 

the top three as the following with the availability of attractions Convenient access to tourist 

attractions and the availability of tourism activities. Whereas the items with moderate views 

included a wide variety of tourism products and goods and there are various tourism activities 

which is consistent with the researcher's data as the reason why tourists choose to stay in Phuket 

hotels in Rawai the most is beautiful rooms, clean rooms, followed by recommendations from 

friends. In addition, the hotels in the Rawai area have convenient utilities that have a convenient 

transportation which there are many convenience stores including many restaurants and 

delicious food sources. There were many as 65 percent of tourists received travel advice for 

Phuket in the Rawai area from online media such as Facebook, LINE, or from internet sites. 

Meanwhile most of tourists In the Rawai beach area they chose stayed this area by themselves. 

The tourists must think and make decisions in choosing to travel by themselves, and the person 

who takes part in the decision is the travel companion. This corresponds to most tourists 

traveling to Phuket in the Rawai area with their friends. The decision may be made on their 

own, after which the traveler will be consulted with the travel companion to travel in and out 

as well as tourist attractions in Phuket in Rawai Beach also a good place of sea diving site 

where many beautiful corals that all tourists must visit in the Andaman Sea. There are various 

types of accommodation to choose that is the most popular tourist attractions in Phuket in the 

Rawai area are Phromthep cape pointed, followed by Phuket old town, Patong Beach and Phi 

Phi Islands, respectively. 
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Research Recommendations 

 This research is survey research that the researcher has collected preliminary data about 

tourists in Rawai Beach which is just part of the beach that is popular for Thai and international 

tourists. At the same time, there are many beaches that are still popular with tourists, such as 

Patong Beach, Kata Beach, Karon Beach, which the researchers hope that the next research 

will be qualitative research in planning the management to accommodate tourists after the 

covid 19 situation. 
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Abstract 

This research examines the tourist behavior of tourists who come to use the service of 

The Vijitt Resort Phuket which the objective of this research is to study the behavior of tourists 

who come to use the service. The Vijitt Resort Phuket which is quantitative research that is the 

survey search and the results of the study found that tourists who come to use the service which 

the most of them were female, average age 21-30 years old, and graduated with a bachelor's 

degree. The tourists who come to use the service have a salary. 10,000-20,000 baht per month. 

Most of them lived in Bangkok who used to use the service of The Vijitt Resort Phuket before 

and they usually come to use the service at The Vijitt Resort Phuket for 1-3 days. Most of them 

come to use the service with friends, followed by using the service with family which received 

the most advice from the internet media Most tourists make their own decision to stay. 

Keywords: tourist behavior, The Vijitt Resort, Phuket, tourism 

Introduction 

 Travel is one of the majority incomes of Thailand that this data from The World Travel 

& Tourism Council (WTTC) has calculated the proportion of tourism business revenue to GDP 

found that Thailand has income from tourism accounting for about 20% of the gross domestic 

product or GDP (value of the final goods or services produced within the country) which can 

be seen that the income that comes from tourism in Thailand It has a higher percentage than 

countries that are known as the top tourist destinations around the world that the facts from 

statistics from many years ago show that the proportion of income from foreign tourists in the 

Thai tourism business That's around 60%, which is quite high compared to some European 

countries, such as France, which relies only 33% on foreign tourists, or Italy, which depends 

only about 25% on foreign tourists which It can be seen that Thailand is the country that has 

been affected quite a lot by the economy. If still unable to accept foreign tourists Therefore, 

Thailand needs to consider embracing foreign tourists in addition to stimulating tourism from 

domestic tourists. (Business Today 2020) 

For next year, the minister plans to promote the Kingdom as being a world-class 

sporting destination through its international sport events and it being the medical hub of 

ASEAN. It will also kick off maritime tourism and will start with the February event of the 

mailto:weera.we@ssru.ac.th
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Phuket Yacht Show to showcase international sailing boats. Visitors from mainland China have 

been the largest group of international visitors since 2012. The total number of Chinese tourists 

jumped from 2.7 million in 2012 to 4.6 million last year and might reach 8 million this year. 

(Bangkok Post 2015) 

 Phuket Province is a province in the south of Thailand where is the only province that 

has an island state located in the Andaman Sea and is considered a province that is an important 

tourist destination of Thailand. It is known as the “Pearl of the Andaman”, that is, a beautiful 

province. There are the clean white sand beach that is clearly contrasted with the sea. At the 

same time, Phuket is regarded as a city with its own unique culture and architecture where is 

known as the city of East Meet West, where East meets West. Phuket has the character of a 

modern and international city while predominantly preserving its own arts and culture. 

Moreover, Phuket Province is one of the provinces that generate a lot of income into the country 

that the main income will come mainly from the tourism industry. In 2015, Phuket Province 

had a total of 13,369,634 tourists visiting, an increase of 11.80% from the year 2014, of which 

3,826,229 were Thai people, and are foreigners 9,543,405 people that can generated total 

income into the country of 326,103.91 million baht, an increase of 25.77% for the expense of 

tourists/day/person will average at 6,258.59 baht/person for accommodation in Phuket 

Accommodation prices range from about 400 baht – 300,000 baht/night, with accommodation 

ranging from 1-5 stars. (Phuket Provincial Office 2015)  

 

 The unspoilt landscape has a soft blanket of lush green grass that rolls towards the 

beach. It was cited as an ideal romantic destination and was developed with utmost respect for 

the environment. As such the mature trees and native flora were preserved and villas were 

positioned to blend with the surroundings rather than impose on it. In collaboration with 

Tourism Authority of Thailand, The Vijitt Resort Phuket has certified for Amazing Thailand 

Safety and Health Administration (SHA and SHA PLUS) and has registered for Thai Stop 

Covid-19 project under the Ministry of Public Health to reassure our customers the hygiene, 

cleanliness and safety in health before and during the stay. In addition, more than 70% of team 

member is vaccinated and all are applying their professional skills and awareness of ‘New 

Normal’ into standard of operation. (THE VIJITT RESORT PHUKET) 
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Picture 1 A picture of the atmosphere of The Vijitt Resort Hotel  

(Pongsura Khoopongsakorn 2022) 

From this paper the foregoing therefore, the researcher would like to study the behavior 

of tourists who come to use the service of The Vijitt Resort Phuket to bring the conclusions of 

tourist’s behavior to adjust the service of employees in the organization and improve services 

for tourists who come to use the service in this resort that also other resort can bring these 

information to adjust their hotel. Hopefully the researchers will be able to help the government 

and private sectors study tourist behavior and be able to apply this research to be useful in the 

future. 

Research Objective 

To Study the tourist behavior to use service of The Vijitt Resort Phuket 

Methodology 

This study is survey research that name as A survey of Customer Satisfaction with the 

Services of The Vijitt Resort Phuket that the researcher has been done as the steps bellowing  

Study site 

This study will find out and include the satisfaction of tourist who come to travel in 

area of sport and activities in Thailand. The population of this study is international tourists 

who attended and sport travel in Thailand the period December 2021 to February 2022 

Sample  

This study will estimate the size of the sample and set ratio in case of an unknown number of 
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people. ( Panruthai Hengpoom and Weera Weerasophon 2019)  Whereas the sample size is 

important in research on a sample of the data obtained from the sample is enough to make it 

valuable research. Sample size it is suitable for the study based on research that will allow a 

much inaccurate that is acceptable. The sample size can be calculated from the formula. If we 

cannot know the people, the is formula will be set as a ratio people or approximately 385 people 

Research Result 

 In this research study the tourist behavior to use service of The Vijitt Resort Phuket 

where The researcher analyzed the data and interpreted the meaning of the data analysis results. 

The symbols and variables used in data analysis were defined as follows:  

Demographics percentage 

1. gender  

female 

male 

 

65 

35 

Totally  100 

 

 From Table 1 demographic data classified by variables are as follows: 

Gender found that as majority of respondents were female, 65 percent, male 35 percent. 

 

Age  percentage 

15-20  

21-30  

31-40  

41-50  

More than 50  

3 

46 

22 

25 

4 

Totally  100 

 

From Table 2 it found that the demographic data classified by variables as follows: 

The age range of tourists It was found that most respondents were 21-30 years old as 46 percent 

whereas 41-50 years old as 25% and 31-40 years old as 22 percent. The tourist who 50 years 

old as 4% and the age range is 15-20 years as 3% as well 

 

Educational  percentage 

High school 

Bachelor's degree 

Master's degree 

Doctor's degree 

10 

66 

16 

8 

Totally 100 
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From Table 3 shows the demographic data classified by variables as follows: 

Education level, it was found that most of the respondents were studying at bachelor's degree 

as 66%, master's degree as 16%, secondary school as 10%, doctoral degree as 8%. 

 

Monthly income level percentage 

10,000-20,000 Baht 

20,001-30,000 Baht 

30,001-40,000 Baht 

40,001-50,000 Baht 

More than 50,000 Baht 

47 

20 

7 

5 

21 

Totally 100 

 

From Table 4 shows the demographic data classified by variables as follows: 

Monthly income level, it was found that most of the respondents got 10,000-20,000 baht per 

month as 47% whereas the tourists got more than 50,000 baht per month as 21% and the tourist 

who got 20,001-30,000 baht a month as 20%  

 

Tourist's current address percentage 

Bangkok  

Southern Thailand 

Central Thailand 

Northern Thailand 

Northeast of Thailand 

Another City 

67 

17 

7 

2 

2 

5 

Totally 100 

 

From Table 5 shows the demographic data classified by variables as follows: 

Tourist's current address, it was found that most of tourist stay at Bangkok as 67% stay at 

Southern Thailand as 17% stay at Central Thailand as 7% stay at Another City as 5% stay at 

Northern Thailand and Northeast of Thailand as 2%  

 

Have you ever stayed at The Vijitt Resort 

Phuket before? 

percentage 

yes 

no 

99 

1 

Totally 100 

 

From Table 6 shows the demographic data classified by variables as follows: 

Have tourist ever stayed at The Vijitt Resort Phuket before? it was found that Tourists have 

ever stayed at The Vijitt Resort Phuket as 99% and Tourists have never stayed at The Vijitt 

Resort Phuket as 1% 
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The amount of time tourists think is appropriate 

for stayed at The Vijitt Resort Phuket 

percentage 

1-3 days 

4-6 days 

7-10 days 

More than 10 days 

64 

28 

6 

2 

Totally 100 

 

From Table 7 shows the demographic data classified by variables as follows: 

The amount of time tourists think is appropriate for stayed at The Vijitt Resort Phuket, it was 

found that most of tourist want to stayed at The Vijitt Resort Phuket for 1-3 days as 64% for 

4-6 days as 28% for 7-10 days as 6% for more than 10 days as 2% 

 

Who are you coming to The Vijitt Resort 

Phuket with? 

percentage 

Alone 

family 

friends 

Tour Group 

have never been 

4 

46 

47 

2 

1 

Totally 100 

 

From Table 8 shows the demographic data classified by variables as follows: 

Who are you coming to The Vijitt Resort Phuket with? it was found that most of tourist travel 

with friends as 47% travel with family as 46% travel alone as 4% travel with Tour group as 2% 

and have never been travel there before as 1% 

 

Where did you get advice for using the service 

at The Vijitt Resort Phuket? 

percentage 

various online media internet 

Representative 

Newspapers / travel magazines 

Brochure 

Tourism Exhibition 

65 

3 

12 

12 

8 

Totally 100 
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From Table 9 shows the demographic data classified by variables as follows: 

Where did you get advice for using the service at The Vijitt Resort Phuket? it was found that 

most of tourist get advice for using the service at The Vijitt Resort Phuket on various online 

media internet as 65% Newspapers/travel magazines and Brochure as 12% Tourism Exhibition 

as 8% and Representative as 3% 

 

Those who participated in deciding to visit The 

Vijitt Resort Phuket 

percentage 

Choose by themselves 

husband/wife  

travel companion  

parents 

The agent provided 

40 

18 

35 

3 

3 

Totally 100 

 

From Table 10 shows the demographic data classified by variables as follows: 

Those who participated in deciding to visit The Vijitt Resort Phuket. it was found that most 

of tourist have decide to travel by themselves as 40% travel companion 35% and 

husband/wife 18% 

 

Favorite attractions nearby  percentage 

Phrom Thep Cape pointed 

Phuket Town  

Patong Beach 

Phi Phi Island 

39 

29 

17 

15 

Totally 100 

 

From Table 11 shows the demographic data classified by variables as follows: 

Favorite attractions nearby. it was found that most of tourist want to go to Phrom Thep Cape 

pointed as 39% Phuket Town as 29% Patong Beach as 17% and Phi Phi Island 15% 

 

what tourists Most liked in The Vijitt Resort 

Phuket 

percentage 

privacy  

The atmosphere  

room  

service 

Location 

Facilities 

21 

34 

16 

19 

2 

8 

Totally 100 
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From Table 12 shows the demographic data classified by variables as follows: 

what tourists Most liked in The Vijitt Resort Phuket. it was found that most of tourist liked 

the atmosphere as 34% privacy as 21% service as 19% room as 16% Facilities as 8% 

Location as 2% 

Conclusion and Discussion 

 From the objectives to study the tourist behavior who come to use the service of The 

Vijitt Resort Phuket that got the results can be discussed as follows The Vijitt Resort Phuket 

Most of them were female as up to 65%. Whereas 35% of male tourists came to use the service, 

with an average age of 21-30 years, 46% and graduated with a bachelor's degree 66%, followed 

by a master's degree at 16%. The tourists who come to use the service have a salary. 10,000-

20,000 Baht per month, up to 47% live in Bangkok the most, 67% have used services of The 

Vijitt Resort Phuket up to 99% Warissara Warichwattana and Dr.Kulachet Mongkol (2013) 

deliver their research as Factors Affecting Bangkok Tourists’ Behavior on Accommodation 

Selection in Hua Hin, Prachuap Khiri Khan Province that the study was conducted from a 

sample group of 390 tourists residing in Bangkok.  Most of the respondents were male, aged 

between 20-30 years, single status, bachelor's degree is an employee of a private company have 

average monthly income 10,000-20,000 Baht, which the respondents perceived personal 

preferences in choosing the type of hotel accommodation. Most of them would compare each 

hotel before deciding every time. which is consistent with the results of the study found that 

the tourists usually come to use the service at The Vijitt Resort Phuket for 1-3 days. Most of 

them come to use the service with friends, followed by using the service with family which 

received the most advice from the internet media that most of tourists make their own decision 

to stay that similar with Watcharin Keadsap (2021) The Opinion on Marketing Mix Factor and 

Behavior of Foreign Independent Tourists (F.I.T.) in Phuket Province. The results of the 

research were as follows: 1) Most travel companions were family and relatives. The traveling 

duration in Phuket was 1-5 days per a trip and first-time arrival. The average expense of a trip 

in Phuket was less than 5,000 baht. Most of them stayed in hotels. The purpose of tourism was 

for relaxing. The channel in perception about tourism information was through internet. 

Moreover, The Vijitt Resort Phuket where there are also many beautiful attractions nearby the 

hotel as tourists prefer to visit Laem Phromthep cape point while using and staying at the Vijitt 

Resort Phuket where the Promthep Cape is one of the most beautiful sunset viewpoints in 

Phuket where most tourists is happy with the atmosphere of The Vijitt Resort Phuket because 

the exquisite location was handpicked by its Thai owner for its outstanding natural beauty with 

wide open spaces, palms and lush green lawns that slope towards the Andaman Sea. (THE 

VIJITT RESORT PHUKET) 
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Research Recommendations 

 From the study of the behavior of tourists who come to use the service of Vijitt Resort 

Phuket Most of the respondents were Thai tourists in the future, the researcher would like to 

study the behavior of tourists who come to use the service. The Vijitt Resort Phuket by studying 

the behavior of foreign tourists who come to use the service of The Vijitt Resort Phuket to be 

able to collect more diverse tourist behavior data and the study of foreign tourists' behavior, 

enabling organizations to adjust their services more appropriately 
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Abstract 

This research studied customer satisfaction with the services of The Vijitt Resort Phuket 

that the objective of this research is to study Customer Satisfaction with the Services of The 

Vijitt Resort Phuket, which is a quantitative research, survey research as survey research. The 

result can be found that Most of the people who use the service are female accounted for 65 

percent, while males accounted for 35% whereas it found that the age range of 21-30 years is 

the most respondence, followed by the age range 41-50 years. Most of those who come to use 

the service at The Vijitt Resort Phuket have a bachelor's degree that there are more than 99 

percent of the users used to use the services at The Vijitt Resort Phuket before which most of 

them come to stay with friends and they are satisfied with The Vijitt Resort Phuket because of 

the overall good service, especially the service of the restaurant staff. In addition to the 

cleanliness of the hotel and good atmosphere both in the rooms and the surroundings, there was 

a 41% satisfaction in the swimming pool of The Vijitt Resort Phuket those who come to use 

the service that reason for choosing to use the service that The Vijitt Resort Phuket has beautiful 

rooms and good service staff and who come to visit The Vijitt Resort Phuket will receive the 

most advice from the internet and if they come to use The Vijitt Resort Phuket, they will like 

to travel to Promthep Cape point. 

Keywords: satisfaction, Phuket, vijitt, resort 

Introduction 

 The tourism sector is still the significant sector that assist and support the economy of 

Thailand however in the first half of 2019, tourism income both of Thai tourist and international 

tourist played a significant role, accounting for 17% of GDP, like the previous year. In the past, 

the Thai government has issued "tourism measures" both the previous measures and the latest 

16 measures which stimulate income from both foreign tourists and Thais, such as extending 

the period of the Free Visa on Arrival measure, the One Hundred Single Travel Project, etc. 

 Previously, the tourism sector is clearly effective for the economy. Because the tourism 

sector is fundamentally strong and responds quickly to stimulus measures. It also has good 

results spreading in many sectors whether it is a restaurant shops, both large and small, farmers' 

groups, and transport businesses, on the hand those measures were short-term measures. We 

must not forget that developing the potential of the tourism sector to be a real hero can help 

drive the Thai economy sustainably long-term measures have to be taken as well. In the past, 

the tourism sector experienced structural problems that could affect its potential and long-term 

growth. 

When considering the number of hotels and rooms, it is found that it continues to grow 

in accordance with the tourism sector of international tourists tend to be concentrated in 

Bangkok which is the center of tourism and travel of the country, including Phuket and Pattaya 

(Chonburi Province), which are famous marine attractions or tourist important destinations. 

Recently, Thai government has pushed more plans to promote tourism in various areas, such 

as tourism in secondary cities together with the development of transport routes and airports in 
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many regions induced further investment in hotel business expansion in provincial centers and 

tourist cities. (Puttachard Lunkam 2021) 

The Vijitt resort Phuket is located at Rawai district, on prime beachfront land of 

Friendship Beach, with a sea frontage of 250 meters on totaling 18 acres, the resort enjoys 

stunning views across Chalong Bay to Lon and Coral Islands and Cape Panwa. Traveling time 

from the airport is 60 minutes, Phuket town and Patong Beach is 30 minutes. The beautifully 

landscaped natural setting has been developed over the last 70 years providing the basis of what 

we have today. It is abundant with trees native to the area, among which are mature coconut 

palms, rubber trees, durians, local sapodilla and a vast range of tropical plants. Previously, year 

1975 Vijitt Bungalow was founded by Mr. Vijitt Koopongsakorn (1st generation) using the 

wood and bamboo which were left over from tin mining business. There are only 10 beachfront 

bungalows to start. After that year 1977 Mr. Somsak Koopongsakorn, (2nd generation), son of 

Mr.Vijitt, inherited the business and opened a restaurant to improve the service where there 

have been changing in 1999 Mr. Pongsura Khoopongsakorn, (3rd Generation), son of 

Mr.Somsak started his carrier as a family business by adding new room category with 18 new 

Thai style bungalows. New reception area and plaza for souvenir shop were built. He secured 

the positioning of Vijitt Bungalow as a 3 star resort therefore Year 2002 Mr.Kongsak 

Khoopongsakorn, (3rd generation), youngest son of Mr.Somsak, started his carrier in 

management team together with Mr.Pongsura, while Mr.Somsak started to go on retirement. 

They Started the dream project of 5 star luxury villa on the beach in 2004 and Opening day of 

The Vijitt Resort Phuket 18 Sept 2008. 

The Vijitt resort Phuket has various styles of rooms available such as Deluxe Villa, 

Deluxe Pool Villa, Vijitt Pool Villa (Vijitt Pool Villa) with full facilities such as dry cleaning, 

safety deposit box, laundry service, currency exchange service, receptionist smoking area, 

housekeeping, souvenir shop, beauty salon, luggage storage, activities such as water sports, 

tour desk, massage service, spa, spa, pool (outdoor), garden, fitness room, Wi-Fi in public areas 

is also available the free Wi-Fi is available at all the room, security (24 hours), pets allowed. 

24-hour check-in service at front desk (24 hours). (The Vijitt resort Phuket) 

 

  
Picture 1 The atmosphere of The Vijitt resort Phuket (Suphachart Kitdumnurn 2022) 
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From the reasons mentioned above The Vijitt resort Phuket is a 5 - star quality 

accommodation. The accommodation offers a variety of rooms with full amenities and on-site 

activities. Wi-Fi is also available in public areas. 2 4  hour security and pets are welcome. In 

order to know the services and facilities within The Vijitt resort Phuket, the researcher would 

like to study Customer Satisfaction with the Services of The Vijitt Resort Phuket. to improve 

the service within the organization more efficiently. 

Research Objective 

To study customer satisfaction with the services of The Vijitt Resort Phuket 

Methodology 

This study is survey research that name as A survey of Customer Satisfaction with the 

Services of The Vijitt Resort Phuketthat the researcher has been done as the steps bellowing  

Study site 

This study will find out and include the satisfaction of tourist who come to travel in 

area of sport and activities in Thailand. The population of this study is international tourists 

who attended and sport travel in Thailand the period December 2021 to February 2022 

Sample  

This study will estimate the size of the sample and set ratio in case of an unknown number of 

people. ( Panruthai Hengpoom and Weera Weerasophon 2019) Whereas the sample size is 

important in research on a sample of the data obtained from the sample is enough to make it 

valuable research. Sample size it is suitable for the study based on research that will allow a 

much inaccurate that is acceptable. The sample size can be calculated from the formula. If we 

cannot know the people, the is formula will be set as a ratio people or approximately 385 people 

Research Result 

 In this research study, Customer Satisfaction with the Services of The Vijitt Resort 

Phuket where The researcher analyzed the data and interpreted the meaning of the data analysis 

results. The symbols and variables used in data analysis were defined as follows:  

Demographics percentage 

1. gender  

female 

male 

 

65 

35 

Totally  100 

 

 From Table 1 demographic data classified by variables are as follows: 

Gender found that as majority of respondents were female, 65 percent, male 35 percent. 
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Age  percentage 

15-20  

21-30  

31-40  

41-50  

More than 50  

3 

46 

22 

25 

4 

Totally  100 

 

From Table 2 it found that the demographic data classified by variables as follows: 

The age range of tourists It was found that most respondents were 21-30 years old as 46 percent 

whereas 41-50 years old as 25% and 31-40 years old as 22 percent. The tourist who 50 years 

old as 4% and the age range is 15-20 years as 3% as well 

 

Educational  percentage 

High school 

Bachelor's degree 

Master's degree 

Doctor's degree 

10 

66 

16 

8 

Totally 100 

 

From Table 3 shows the demographic data classified by variables as follows: 

Education level, it was found that most of the respondents were studying at bachelor's degree 

as 66%, master's degree as 16%, secondary school as 10%, doctoral degree as 8%. 

 

Have you ever stayed at The Vijitt Resort 

Phuket before? 

percentage 

yes 

no 

99 

1 

Totally 100 

 

From Table 4 shows the demographic data classified by variables as follows: 

Have tourist ever stayed at The Vijitt Resort Phuket before? it was found that Tourists have 

ever stayed at The Vijitt Resort Phuket as 99% and Tourists have never stayed at The Vijitt 

Resort Phuket as 1% 
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Who are you coming to The Vijitt Resort 

Phuket with? 

percentage 

Alone 

family 

friends 

Tour Group 

have never been 

4 

46 

47 

2 

1 

Totally 100 

 

From Table 5 shows the demographic data classified by variables as follows: 

Who are you coming to The Vijitt Resort Phuket with? it was found that most of tourist travel 

with friends as 47% travel with family as 46% travel alone as 4% travel with Tour group as 2% 

and have never been travel there before as 1% 

 

What are you most satisfied with? while using 

the service at The Vijitt Resort Phuket  

percentage 

Pool 

cleanliness 

Atmosphere 

Bathroom  

Service  

16 

22 

20 

7 

35 

Totally 100 

 

From Table 6 shows the demographic data classified by variables as follows: 

What are you most satisfied with? while using the service at The Vijitt Resort Phuket. it was 

found that most satisfied with Service as 35% cleanliness as 22% Atmosphere as 20% Pool as 

16% Bathroom as 7%  

 

You are satisfied with the restaurant of The 

Vijitt Resort Phuket in which aspect is the most  

percentage 

atmosphere  

Taste of Food  

cleanliness  

Service  

17 

23 

 26  

34 

Totally 100 

 

From Table 7 shows the demographic data classified by variables as follows: 

You are satisfied with the restaurant of The Vijitt Resort Phuket in which aspect is the most. it 

was found that most satisfied with Service as 34% cleanliness as 26% Taste of Food as 23% 

Atmosphere as 17%  
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What facilities are you most satisfied with? percentage 

Pool  

garden  

Spar  

Restaurant  

41 

15 

18 

26 

Totally 100 

 

From Table 8 shows the demographic data classified by variables as follows: 

What facilities are you most satisfied with? it was found that most satisfied are Pool as 41% 

Restaurant as 26% Spar as 18% garden as 15%  

 

The reason why you choose to stay at The Vijitt 

Resort Phuket  

percentage 

Beautiful room  

The price is reasonable  

Get advice from friends 

The staff have good service 

Accommodation is standard 

39 

6 

21 

23 

11 

Totally 100 

 

From Table 9 shows the demographic data classified by variables as follows: 

The reason why you choose to stay at The Vijitt Resort Phuket. it was found that people choose 

beautiful room as 39% The staff have good service as 23% Get advice from friends as 21% 

Accommodation is standard as 11% The price is reasonable as 6% 

 

Where did you get advice for using the service 

at The Vijitt Resort Phuket? 

percentage 

various online media internet 

Tourism Exhibition 

Newspapers / travel magazines 

Representative 

Brochure 

65 

8 

12 

3 

12 

Totally 100 

 

From Table 10 shows the demographic data classified by variables as follows: 

Where did you get advice for using the service at The Vijitt Resort Phuket? it was found that 

most of tourist get advice for using the service at The Vijitt Resort Phuket on various online 

media internet as 65% Newspapers/travel magazines and Brochure as 12% Tourism Exhibition 

as 8% and Representative as 3% 
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Favorite attractions nearby  percentage 

Patong Beach 

Phuket Town  

Phi Phi Island 

Phromthep Cape Pointed 

17 

29 

15 

39 

Totally 100 

 

From Table 11 shows the demographic data classified by variables as follows: 

Favorite attractions nearby. it was found that most of tourist want to go to Phromthep Cape 

Pointed as 39% Phuket Town 29% Patong Beach as 17%   Phi Phi Island as 15%  

Conclusion and Discussion 

           From the objectives, results can be discussed in the following important issues. Study 

the satisfaction of the service users. The Vijitt Resort Phuket can be found as follows:  

          In case of gender, It was found that most of the tourists were female. accounted for 65 

percent, while males accounted for 35 percent, most of the people who use the service The 

Vijitt Resort Phuket has the age range of 21-30 years, the most at 46 percent, followed by the 

age range 41-50 years as 25% of the people who use the Vijitt Resort Phuket have their 

education who most graduated at the bachelor’s degree which consistent with Chamaiporn 

Keawrod ( 2015) found that the different individual factors, the tourists’ satisfactions towards 

the services were different. By conducting tests, it was found that the different genders, ages, 

and occupations did not result in the significantly different levels of the satisfactions towards 

the services in overall and specific terms at the statistical significance level of 0.05 because 

gender, age, and occupation were not significant factors of the satisfaction levels. Whereas 

those who use the service used to use the service at The Vijitt Resort Phuket as 99 percent who 

are most of whom traveled together with friends as followed by traveling with family Visitors 

are satisfied with The Vijitt Resort Phuket because of its good service. It is also clean and nice 

atmosphere that satisfied with the service of the restaurant as 41% were satisfied with the 

swimming pool at The Vijitt Resort Phuket which those who come to use the service, reason 

for choosing to use the service that The Vijitt Resort Phuket has beautiful rooms and excellent 

service staff which similar as Chatchasorn Kanjanasilanon (2016) who found that the customer 

satisfaction depends on the product and service quality. How much has that quality, the quality 

or grade of the features and characteristics of the products or services that depend on its ability 

to satisfy stated or according to customer needs and must take into account the check is always 

satisfied to recognize and improve its services even further as bring to a client and customer 

loyalty in the future. Whereas most of the tourist who use The Vijitt Resort Phuket will receive 

advice from the internet and most them like to travel to Promthep Cape point when they stayed 

at The Vijit Resort Phuket as Rudsada Kaewsaeng-on (2014) said that the study revealed the 

following overall, service consumers show a high level of satisfaction with the service provided 

by the hotels, with the following aspects in ascending order with the staff, service and building 
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premises. 

Research Recommendations 

          Base on this research, it is aim to study customer satisfaction with the services of The 

Vijitt Resort Phuket as  a research results show that Those who use the service at The Vijitt 

Resort Phuket where there is a popular tourist attraction to visit during their stay namely as 

Laem Phromthep cape point therefore, the researcher would like to study the behavior of 

tourists traveling in the Laem Phrom Thep area to study their behavior in order to get th 

information to adjust the service of employees in hospitality organization to make those who 

use the service have the most satisfaction and serve the Thai and International tourist come to 

Phuket. 
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Abstract 

This article is devoted to the analysis of myths and archetypes in the poetics of the rock group 

"Rammstein". The study reveals an effective way to study ancient mythology by identifying 

various mythological characters and their life stories in the texts of a German musical group. 

Keywords: ancient mythology, archetype, rock group "Rammstein". 

Introduction 

Ancient mythology largely served as the foundation for the formation of the appearance 

of European culture. Mythological plots and images are internationally recognizable, so the 

authors willingly include them in their work, since it is precisely such archetypal images that 

resonate with the public. 

 

Results 

The concept of "mythologeme" in the scientific environment was first used by C. G. Jung 

and K. Kerenyi in a work entitled "Introduction to the essence of mythology" [3, p. 13]. 

V. S. Bayevsky, I. V. Romanova, T. A. Samoilova gave the definition of the concepts of 

"mythologeme" and "archetype", and the point of view of these researchers has become 

fundamental. They believed that the "mythologeme" is "a narrative about what the archaic 

society has accumulated: knowledge about the world of ancestors, about the past of the people." 

(Hereinafter the author's translation  A. S.) In the view of these scientists, the mythologeme is 

an independent phenomenon, and archetypes serve as a tool for forming the content of various 

mythologemes [1]. According to C. G. Jung, "the archetype is the original mythological images 

that come to life and gain meaning when a person tries to tune in to the wave connecting images 

with his personality" [2, p. 188]. 

In this study, we will rely on the poetic texts of Till Lindemann. The German rock band 

"Rammstein" is known not only to the entire German nation, but also to the whole world, and 

the lyrics written under the authorship of Till Lindemann amaze many listeners with their 

provocation. Till Lindemann's poetics is extremely diverse and can even reflect a mythological 

vision of familiar things. 
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Mythology is so firmly rooted in the minds of people that poetic texts of musical groups 

can serve as a tool for studying it. The plot of the song "Klavier" by the rock band "Rammstein" 

is about a man who is fascinated by a woman playing the piano: 

Und wenn ihr Spiel begann 

Hielt ich den Atem an… 

The character wants the woman to play only for him, but this is not possible, and in a fit 

of rage the man kills the performer: 

Es hatte den Schein 

Sie spielte fur mich allein 

Ich goss ihr Blut 

Ins Feuer meiner Wut… 

This plot resembles the legend of the murder of Orpheus [5]. Orpheus "was famous as a 

singer and musician endowed with the magical power of art, which not only people, but also 

gods, and even nature submitted to" [6, pp. 411-412]. The extent to which everyone was 

fascinated by Orpheus' talent is evidenced by the fact that when the musician went to the realm 

of the dead, "Hades promises Orpheus to return Eurydice to earth if he fulfils his request - he 

will not look at his wife before entering his house. Happy Orpheus returns with his wife, but 

violates the ban by turning to his wife, who immediately disappears" (Ibid.). Orpheus' game 

was conquered by Hades' dog Cerberus, Persephone, and Hades himself. There are many 

legends about the death of Orpheus, and according to one of them, "Orpheus did not honour 

Dionysus, considering him the greatest god of Helios and calling him Apollo. Enraged, 

Dionysus sent maenads to Orpheus. They tore Orpheus apart, scattering parts of his body 

everywhere, collected and then buried by the Muses. The death of Orpheus, who died from the 

wild frenzy of the bacchantes, was mourned by birds, animals, forests, stones, trees, enchanted 

by his music. His head floats along the Gebr River to the island of Lesbos, where Apollo 

receives it. The shadow of Orpheus descends into hades, where it connects with Eurydice. On 

Lesbos, Orpheus' head prophesied and performed miracles" (Ibid.). 

The plot of the song "Klavier" almost completely repeats the legend of Orpheus' death. 

The main character, in a fit of rage, killed his beloved playing the piano, just as Dionysus tore 

Orpheus apart for refusing to honour him, even though he did not do it with his own hands [5]. 

It is also noteworthy that the deceased woman herself is a kind of mythological image, since 

her death is only an illusion, whereas in fact she continues to live, perhaps in another world. 

Here a parallel can also be drawn with Orpheus, since after the death of the musician, his head 

"prophesied and performed miracles", so the death of the singer cannot be called final. Till 

Lindemann in the song "Klavier" creates a circular structure, where the woman changes roles 

with her killer, and now he is playing the piano, and the woman, fascinated by the beautiful 

music, listens to him: 

Dort am Klavier 

Lauschte sie mir 

Und als mein Spiel began 

Hielt sie den Atem an… 

Such a technique of the author forces the listener to anticipate further events, where the 
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woman will become a murderer because of the realization that the main character's music 

cannot belong only to her. The cyclical nature of the action and the impossibility of 

unconditional and final death carry a mythological origin in their essence. 

Conclusion 

The result of the study was the discovery of suggestive, symbolic meanings found in the 

texts of "Rammstein", which become the key to the study of ancient mythology. Using Till 

Lindemann's poetics as an example, the role of the mythological worldview in the life of 

modern people is revealed. Mythology is so firmly rooted in the minds of people that poetic 

texts of musical groups can serve as a tool for studying it, since all people think in archetypes 

and mythological images that have already been formed for generations. 

In the present paper the role of mythologems and archetypes in the poetics of the 

"Rammstein" was revealed, and it was proved that Till Lindemann's texts can serve as a tool 

for studying Western European mythology. 
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Abstract 

This research aimed to study the relationship between human capital and performance 

efficiency of military officers in army aircraft maintenance unit. The sample consisted of 229 

military officers in army aircraft maintenance battalion. The research instruments were the 

questionnaires. Statistical methods used for this study were frequency, percentage, mean, 

standard deviation, t-test, the one-way ANOVA and Pearson’s product moment correlation 

coefficient. The overall human capital of military officers was at high level (mean = 4.11). The 

overall performance efficiency was at very high level (mean = 4.13). The correlation between 

human capital and performance efficiency of the military officers was positive at a high level, 

with the correlation coefficient of 0.912 at a statistical significance level of 0.05. 

Keywords: Human Capital, Performance Efficiency, Military Officers, Army Aircraft 

Maintenance Unit 

Introduction 

According to rapid change in global situation together with intensification of economic 

competition, human resources become the crucial factor driving the development in all areas 

(World Bank Group, 2020), The Twelfth National Economic and Social Development Plan of 

Thailand B.E. 2017 – 2021 (2016) and Thailand’s 20-year National Strategy 2018 - 2037 

(2018) have been set out to strengthen and develop sustainable human capital potential. The 

Royal Thai Army has prepared an annual civil service plan to prepare the army to be ready in 

coping with military threats and changes in various aspects. Therefore, an increase in the human 

capital is vital as it contributes the increased productivity and service efficiency.  To this, the 

army needs to  

possess the knowledge, skills, attitudes and etc. in order that they will accomplish their mission and 

created value-added to the organization, under the constraints. This research studied the human 

capital and performance efficiency. The findings proposed as a guideline for developing human 

capital potential and organizational performance, allowing the Army's aviation mission to operate 

continuously, efficiently, and safely. 
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Objectives 

1. To measure the levels of human capital and performance efficiency of military 

officers in army aircraft maintenance unit.  

2. To study relationship between human capital and performance efficiency of military 

officers in army aircraft maintenance unit. 

Research Questions 

1. What are the levels of human capital of the military officers? 

2. What are the levels of performance efficiency of the military officers?  

3. Is there any relationship between the human capital and performance  

efficiency of the military officers and how is the relationship?  

Literature Review and Theory 

 This research included the concepts of human capital, performance efficiency related 

researches as: 1) Concepts of human capital (World Economic Forum, 2013) described the 

economic value of a worker's experience and skills. Human capital includes assets like education, 

training, intelligence, skills, health, etc. 2) Concepts of performance (Elyzid, 2016 and Peterson 

and Plowman, 1953) explains the performance measurement is comprised of into 4 essential 

factors, followings, Job Quality, Job Quantity, Time, and Cost. The literature review included 1) 

human capital needs for the Department of Defense Operational Contract Support Planning 

and Integration Workforce (Dunigan et al. 2017) 2) human capital management of Air Force 

SOF: Leadership identification, selection and cultivation (Andrews and Stitt. 2017) and 3) 

human capital management of Air Force SOF: Leadership identification, selection and cultivation (Bin 

Abdul and Rahman Ab Hamid. 2019).  

Methodology 

 The researcher developed the questionnaire as the instrument to collect the data 229 

samples of the military. The questionnaire was developed from the conceptual framework. It 

consists of 3 parts as 1) demographics of the respondents or personal factors, 2) human capital of 

military officers in army aircraft maintenance unit 3) performance efficiency of military officers 

in army aircraft maintenance unit. The data analysis used in the questionnaires included 

descriptive statistics as frequency, percentage, mean, standard deviation, t-test, the one-way 

ANOVA, and Pearson’s product moment correlation coefficient. The Likert’s Scale was used to 

measure the level of human capital and performance efficiency of military officers in army 

aircraft maintenance unit. It indicated 5 ranges as 1 as lowest and 5 as highest. The interval in each 

range was 0.80. The questionnaire has been approved its content validity by IOC of more than 1.00 

and the reliability by 30 tryouts was 0.98. 
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Results 

The results showed 1) demographic profile 2) the human capital 3) the performance efficiency 

and 4) The relationship of the human capital and the performance efficiency.    

Table 1 Demographic profile  

Profile Factors Particulars F    % 

Age less than 25 – 25 years 38 16.59 

 25 – 30 years 40 17.47 

 30 – 35 years  39 17.03 

 35 – 40 years 30 13.10 

 45 – 50 years 35 15.28 

 50 – 55 years 2 0.87 

 55 – 60 years 39 17.03 

Rank Private First Class - Sergeant 70 30.57 

 Sergeant Major Third Class - 

Sergeant Major First Class (Special) 

 

124 

 

54.15 

 Sub Lieutenant - Captain 28 12.23 

 Major – Colonel 7 3.06 

Experience 1 – 10 years 98 42.79 

 10 – 20 years 53 23.14 

 20 - 30 years 38 16.59 

 30 years and above 40 17.47 

Education Level High School/Vocational Certificate 

or equivalent 

69 30.13 

 Diploma/High Vocational 

Certificate or equivalent 

31 13.54 

 Bachelor 126 55.02 

 Master 3 1.31 

Status Single 80 34.93 

 Married 116 50.66 

 Widowed / Divorced / Separated 33 14.41 

Average Monthly  less than 10,000 – 10,000 Baht 14 6.11 

Income 10,001 – 20,000 Baht 71 31.00 

 20,001 – 30,000 Baht 62 27.07 

 30,001 – 40,000 Baht 51 22.27 

 40,001 – 50,000 Baht 22 9.61 

 50,001 Baht and above 9 3.93 

Hazardous Duty 

Incentive Pays 

Not Received Hazardous Duty 

Incentive Pays 

57 24.89 

Received Flying Duty, Crew 

Members Pays 

153 66.81 

Received Flying Pay and Pilot in 13 5.68 
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Command Pay 

Received Instructor or Test Pilot Pay 6 2.62 

Has Successfully 

Completed the 

Specialized Courses  

Yes 49 21.4 

No 180 78.6 

 

Table 2 Level of Human Capital of Military officers in Army Aircraft Maintenance Unit. 

Human Capital Mean S.D. Meaning 

Knowledge 4.30 0.62 Very High 

Skill 4.19 0.65 High 

Attitude 4.44 0.49 Very High 

Leadership 4.13 0.58 High 

Communication 3.93 0.60 High 

Numeracy 3.66 0.62 High 

Intrapersonal skills 4.15 0.55 High 

Interpersonal Skills 4.11 0.66 High 

Tacit Knowledge 4.18 0.63 High 

Digital Skill 4.05 0.81 High 

Physical Attributes 4.10 0.74 High 

Human Capital 4.11  High 

 

Table 3 Level of Performance Efficiency of Military officers in Army Aircraft Maintenance Unit. 

Performance Efficiency Mean S.D. Meaning 

Quality 4.06 0.72 High 

Quantity 4.25 0.68 Very High 

Time 4.11 0.80 High 

Costs 4.12 0.73 High 

Performance Efficiency 4.13  High 
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Table 4 Pearson correlation coefficient test results for the relationship between human capital and 

different performance efficiency of military officers in army aircraft maintenance unit. 

Human Capital 

Performance Efficiency 

Pearson Correlation 

Coefficient 

Significance 

Level 
Relationship 

Correlation 

Direction 

Knowledge .720** .000 Strong Positive 

Skill .731** .000 Strong Positive 

Attitude .744** .000 Strong Positive 

Leadership .901** .000 Very 

Strong 

Positive 

Communication .717** .000 Strong Positive 

Numeracy .462** .000 Moderate Positive 

Intrapersonal Skills .904** .000 Very 

Strong 

Positive 

Interpersonal Skills .918** .000 Very 

Strong 

Positive 

Tacit Knowledge .913** .000 Very 

Strong 

Positive 

Digital Skill .692** .000 Moderate Positive 

Physical Attributes .731** .000 Strong Positive 

Human Capital .912** .000 Very 

Strong 

Positive 

** Correlation is significant at the 0.05 level 

Conclusion 

 Based on the study, the overall human capital of military officers was at high level 

(mean=4.11). It can be sorted in descending order as follows: attitude, knowledge, skill, tacit 

knowledge, intrapersonal skills, leadership skills, interpersonal skills, physical attributes, digital 

skills, communication and numeracy.The highest level of human capital were at the very high level 

for attitude (mean= 4.44), and Knowledge (mean=4.30). The overall performance efficiency was at 

a high level (mean=4.13). It can be sorted in descending order as follows: quantity, costs, time and 

quality. The highest level of the performance efficiency was at a very high level for quantity 

(mean=4.25). The correlation between human capital and performance efficiency of military 

officers in army aircraft maintenance unit was positive at a high level (r=0.912). The results of 

hypothesis testing showed that 1) the difference of ages, ranks, work experience, level of education 

monthly income and hazardous duty incentive pays affected the human capital 2) The difference 

of age, ranks, status and hazardous duty incentive pays affected the performance efficiency at a 

statistical significance of 0.05. 
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Discussion and Recommendation 

Findings revealed that interpersonal skills has the strongest relationship with 

performance efficiency (r= 0.918), followed by tacit knowledge (r=0.913), intrapersonal skills 

(r=0.904), leadership (r=0.901), Attitude (r=0.744), Skill (r=0.731), Physical Attributes 

(r=0.731), Knowledge (r=0.720), Communication (r=0.717), Digital Skill (r=0.692) and 

Numeracy (r=0.462). This showed that when the human capital is at a high level, the 

performance efficiency of military officers working in army aircraft maintenance unit will be 

at a high level accordingly. The results of this study are similar with the related researches that 

human skills were very important. The recommendations was the army aircraft maintenance 

unit should increase more numeracy (mean = 3.66) and communication (mean = 3.93) of the 

human capital.   
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Abstract 

This research aimed to 1) To study personal factors of passengers towards selection of 

new normal flight service 2) To measure passengers’ service quality level in new normal flight 

service 3) To measure the levels of passengers’ perception of airline communication in new 

normal flight service and 4) To study the relationship of passengers’ service quality and 

perception of airline communication towards selection of new normal flight service. The 

researcher used the questionnaire instrument and distributed the 400 questionnaires to 

respondents. The statistical analysis was frequency, mean, standard deviation and Pearson’s 

Correlation. The results of the study found that most of the respondents were business owners 

(=22.00%). The results of perceived service quality level from service quality dimensions were 

highest at assurance (mean = 4.31) and then reliability at high level (mean = 4.16). The overall 

perceived service quality was at high level (mean = 4.12). The relationship of passengers’ service 

quality and perception of airline communication towards selection of new normal flight service 

was at a moderate level (r=0.454).   

Keywords: Service Quality, Airline, New Normal  
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Introduction 

Due to Covid-19 pandemic, passengers did not use airline more frequently because of 

fear and uncertainty of airline services. However, some passengers need to fly with 

consideration of service quality and effective communication from the airline. The service 

qualities are such as procedure, caring of passengers, etc. The passengers need more 

confidence and service quality from flying. Since service is intangible and invisible, there is a 

need for communication from airlines towards the passengers. The communication included 

knowledge, updated information and so on. This research aimed to study the relationship 

between passengers’ service quality and perception of airline communication towards 

selection of new normal flight service.  

Objectives 

1. To study personal factors of passengers towards selection of new normal flight service 

2. To measure passengers’ service quality level in new normal flight service  

3.   To measure the levels of passengers’ perception of airline communication  

in new normal flight service  

4.  To study the relationship of passengers’ service quality and perception of airline 

communication towards selection of new normal flight service.  

Research Questions 

1. What are the personal factors of passengers? 

2. What level of passengers’ service quality in new normal flight service?  

3. What level of passengers’ perception of airline communication in new normal  

flight service?  

4.  What are the relationship of passengers’ service quality and perception of airline 

communication towards selection of new normal flight service?  

Literature Review and Theory 

 This research includes concepts, theories and related researches as 1)  

perceived service quality and service quality dimensions 2) Communication Theory  

3) New Normal and 4) Related Researches.  

Perceived service quality is the service quality perceived from service users. Service 

quality is created by service provider and should meet the needs and satisfy  service users. The 

perceived service should be higher than expection (Parasuraman, Bery and Zeitham, 1990) and 

service quality dimensions which are tangibles, reliability, responsiveness, assurance and 

empathy (Parasuraman et al., 1988). 

Communication Theory can be defined as the process by which a message is transmitted 

by a person. Send a message to the receiver to convey an idea or message from the source to 

the recipient with the intention causing the recipient to change some behavior of the recipients 

(Everett and Floyd, 1971). Communication affects another one’s mind. Therefore, it includes 

writing, speaking, music image and human behavior (Weaver, 1953).  Effective 

communication depends on the communication process and elements such message, media, 
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sender, and receivers (Berlo, 1960). During covid-19,  

 New normal is a way of life happened after a change, such as covid-19. New normal 

is a way that people change their lifestyles and behaviors and then practically behave in the 

society (Ministry of Higher Education, Research and Innovation, 2019).  For aviation industry, 

CAAT or the Civil Aviation Authority of Thailand announced the condition of new normal 

when coronavirus disease 2019 spread. During the covid-19 outbreak the airlines and 

passengers need to follow the announcement strictly, which are 1. passengers needs to show 

the test results of Covid-19 check by RT-PCR or Antigen Test Kit (ATK) 2. airline needs to 

arrange space and skip the seats 3. airline needs to communicate updated information of Covid-

19 spread and 4) airline needs to consider the rules and regulations during covid-19 spread such 

as prohibition of eating and drinking during flight and maintained the hygiene operation at all 

time.  

 The related researches are a study on tourism behavior of Thai tourists during the 

epidemic situation of Coronavirus Disease 2019 (Covid-19) (Rojanapanitikul and 

Ngaoprasertwong, 2019), Analysis of the COVID-19 Response: Impact on the Aviation 

Industry (Seanyen et al, 2020), Factors influencing the change in new normal tourism 

behavior after the Covid-19 epidemic (Keawchoo, 2020) and factors affecting the selection of 

a new normal Thai travel (Tangtenglam and Pongpanich, 2021).  

Methodology 

 The researcher developed the questionnaire instrument from the concepts of service quality 

dimensions and distributed the questionnaires to 400 samples who were the passengers traveling 

during pandemic period. There is a screen question asking the questionnaire respondents about 

experience of flying in 2020-2021 when there was covid-19 pandemic spread duration. The 

questionnaires divided into 3 parts as 1) personal data 2) service quality dimension as empathy, 

assurance, responsiveness, reliability and tangibles and 3) airline communication. The statistical 

analysis in the study was frequency, mean, standard deviation, and Pearson’s Correlation. The 5 

level Likert’s Scale was used to measure (1 as lowest and 5 as highest). The questionnaire has 

been approved its content validity by IOC more than 0.70 and the Cronbach’s Alpha Coefficient 

Analysis was equal to 0.91.     

Results 

The results showed 1) personal data 2) service quality dimension 3) airline communication 

4) relationship of passengers’ service quality and perception of airline communication towards 

selection of new normal flight service.  

Table 1 Personal Data  

Profile Factors Particulars F    % 

Gender Male 144 36.00 

 Female 256 64.00 

Age  18-29 years old 113 28.20 
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 30-39 years old 

40-49 years old 

95 

67 

23.80 

16.80 

 50 years old and more  125 31.30 

 

Education Level Less than Bachelor 58 14.50 

 Bachelor Degree 226 56.50 

 Master Degree 95 23.80 

 Higher than Master Degree 21 5.30 

Occupation  Student 

Government Officer/ 

State Enterprise Employee 

76 

 

72 

18.80 

 

18.00 

 Company Employee 

Business Owner 

Others  

79 

88 

85 

19.80 

22.00 

21.30 

Purposes of Flying 

 

 

 

 

Frequency of Flying 

During New Normal 

 

 

 

Types of Airlines 

Fling During New 

Normal         

Travelling  

Training and Seminar 

Personal Business 

Family Visit 

Others 

1-2 times   

162  

73 

58 

99 

8 

138 

40.50 

18.30 

14.50 

24.80 

2.00 

34.50 

3-4 times 129 32.30 

5-6 times  82 20.50 

7-8 times 

More than 8 times  

Full Service Airlines 

Low Cost Airlines 

40 

11 

51 

349 

10.00 

2.80 

12.80 

87.20 

 

The result of personal data showed that most of the respondents were 2 56 females 

(=64%), mostly, age around 50 years and more (=31.30 %), mostly education level was bachelor 

degree (=56.50%), mostly occupation was business owners (=22%), Mostly, the purpose of flying 

was travelling (=40.50%). Mostly, the frequency of flying during new normal was 5-6 times 

per year (=34.50%), and Types of airlines flying during new normal were low cost airlines.  

 

Table 2 Perceived Service Quality Level from Service Quality Dimensions 

Service Quality Dimensions Mean S.D. Meaning 

1. Empathy  4.11 0.66 High 

2. Assurance 4.31 0.51 Highest 

3. Responsiveness 3.95 0.42 High 

4. Reliability   4.16 0.48 High 

5. Tangible 4.10 0.55 High 
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    Total 4.12 0.52 High 

The results of perceived service quality level from service quality dimensions were highest 

at assurance (mean = 4.31) and then reliability at high level (mean = 4.16). The overall perceived 

service quality was at high level (mean = 4.12). 

 

Table 3 Level of Perception of Communication (about the new normal flight) 

Perception of Communication Mean S.D. Meaning 

1. Knowledge 4.22 0.73 Highest 

2. Enough Online Media  4.18 0.70 High 

3. Variety of Media 4.20 0.71 High 

4. Updated Information  4.22 0.78 Highest 

5. Trust  

6. Understandable  

7. Feedback of Communication  

8. Benefits of Communication  

9. Offline Communication  

10.Repeated Use after Communication  

4.31 

4.15 

4.14 

4.07 

4.18 

4.28 

0.75 

0.75 

0.81 

0.74 

0.76 

0.76 

Highest 

High 

High 

High 

High  

Highest 

    Total 4.19 0.74 High 

 The results of the levels of perception of communication about new normal flight 

were highest at trust (mean = 4.31), repeated use after communication (mean = 4.28), 

knowledge (mean = 4.22) and updated information (mean = 4.22), respectively.  

 

Table 4 The Relationship of passengers’ service quality and perception of airline communication 

towards selection of new normal flight service 

Service Quality Dimensions Pearson’s (r) Relationship Direction 

1. Empathy  0.196 Low Positive 

2. Assurance 0.252 Low Positive 

3. Responsiveness 0.283 Low Positive 

4. Reliability   0.370 Moderate Positive 

5. Tangible 0.393 Moderate Positive 

    Total 0.454 Moderate Positive 

The results of the relationship of passengers’ service quality and perception of airline 

communication towards selection of new normal flight service were at low for empathy (r = 0.196), 

assurance (r= 0.252) and responsiveness (r=0.283), and at moderate level for reliability (r=0.370) 

and tangible (r=0.393). Overall, the relationship of passengers’ service quality and perception of 

airline communication towards selection of new normal flight service was at a moderate level 

(r=0.454).   
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Discussion and Recommendation 

The results of the perceived service quality showed that assurance is at a highest level 

(mean = 4.31). This means that the passengers perceived that the airlines have good procedure 

when managing during new normal flights. Regarding perception of communication about new 

normal flight, the highest scores were trust (mean = 4.31), repeated use after communication 

(mean = 4.28), knowledge (mean = 4.22) and updated information (mean = 4.22), respectively. 

Overall, the relationship of passengers’ service quality and perception of airline communication 

towards selection of new normal flight service was at a moderate level (r=0.454). The results of the 

study are similar with the related research from tourism behaviors (Rojanapanitikul and 

Ngaoprasertwong, 2019) and aviation industry (Seanyen et al, 2020) about managing tourism 

and aviation industry during new normal, including the factors affecting selection of a new 

normal Thai travel (Tangtenglam and Pongpanich, 2021). The recommendation of the study 

was the airlines should improve the responsiveness such as provide immediate answer since 

this dimension is lowest (mean = 3.95). The results of the relationship of passengers’ service 

quality and perception of airline communication towards selection of new normal flight service 

were at low for empathy (r = 0.196), assurance (r= 0.252) and responsiveness (r=0.283). This 

means there is low relationship with service quality (empathy, assurance and responsiveness) with 

the communication.  
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Abstract 

This research aimed to study the marketing mixes towards selection of non-scheduled 

charter airline services in Thailand. The researcher used the questionnaire instrument and 

distributed the 400 questionnaires to respondents from government office, state enterprises and 

private organizations. The descriptive statistics were frequency, mean, standard deviation, and 

the inferential statistics to test hypothesis was One-Way ANOVA. The results of the study found 

that most of the respondents were government officers/state enterprise employees or 187 

respondents (=46.8%) followed by 110 business owners (=27.5%). The results of the analysis 

of marketing mix towards the selection of non-local charter airlines in the country at a high 

level (�̅�  = 4.08, S.D. = 0.76). Considering each aspect, it was found that the price aspect was 

at a high level (�̅� = 4.22, S.D. = 0.75), followed by products, services and distribution channels 

at the same high level (�̅� = 4.17, S.D. = 0.76) first. The hypothesis testing results found that 

different working organizations had no difference of the marketing mix factors towards the 

selection of non - scheduled charter airlines in the country at a statistical significance level of 

0.05. 

Keywords: Marketing Mixes, Charter Airline 

Introduction 

Aviation Industry is considered one of the largest industries in the world. There is an 

airline business is a major component of the aviation industry. Air transport business plays a 

very important role in the country's economy when international business, tourism and logistics 

are growing. Due to Covid-19 pandemic, the situation, however, national airline business did 

not provide service intermittently. The national airline business had to follow rules and 

regulation from the government. Not only passengers but also pilots and aircrews avoided 

flying due to uncertain situation. Numbers of passengers had been limited with protection based 

on individual and area such as cabin (Pongpirul, Kaewpoungngam and Chotirosniramit, 2020). 

However, this becomes the opportunity for the charter airline, which is not working based on 

the fixed schedule and had to carry high numbers of passengers. Mostly the passengers for the 

charter airline were familiar such as working in the same organization since they have the same 

objectives to fly such as group travelling and business. Even though the charter airline is 
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expensive, the passengers can afford the higher price in order that they may not meet the 

problems of delay, sitting with the unfamiliar, and enter to the long-process of the other types 

of airline (Hua, 2019).   

Objectives 

To study the marketing mix factors (7Ps) of non-scheduled charter airline service  

Research questions 

What are marketing mixes (7P’s) of non-scheduled charter airline service? 

Literature Review and Theory 

 This research included marketing mixes as product, price, place, promotion, people, 

process and physical evidence (Wirtz and Lovelock, 2021) and the related researches as 1) 

Charter Airlines: Have They a Future (Buck and Lei, 2004), 2) A Business development 

proposal to set up business jet and charter flight services company (Sajjad, 2016), 3) The Influence 

of Airlines' Marketing Mix Elements on Passengers' Purchasing Decision - Making: The Case of 

FSCs and LCCs (Abdelhady, Fawzy, and Fayed, 2019), 4) The causal relationship model of 

factors affecting the decision to use the charter service. Thai Lion Air for Chinese passengers 

(Ruangariyapak, Nilmala and Janjeen, 2020), 5) the global charter airline services market 2021 

– 2025 (Research and Markets, 2020), 6) the service marketing mix that affects the decision to 

choose a low-cost Thai airline in the situation of COVID-19 (Awan et al., 2001) and 7) The 

airline industry in Thailand (Economic Intelligence Center, 2021). 

Methodology 

 The researcher developed the questionnaire instrument to collect the data. The 

questionnaire was developed from the service marketing mixes. It consists of 3 parts as    1) personal 

data 2) marketing mix towards the selection of non-scheduled charter airline in Thailand and 3) 

other suggestion. The researcher distributed the 400 questionnaires to the respondents. He asked 

the experience of flying with the charter airlines before distributing the questionnaires to the 

respondents. Descriptive statistics were frequency, mean, standard deviation, and the inferential 

statistics to test hypothesis were t-test and  One-Way ANOVA. The 5 level Likert’s Scale was 

used to measure (1 as lowest and 5 as highest). The questionnaire has been approved its content 

validity by IOC more than 0.70 and the  Cronbach’s Alpha Coefficient Analysis was equal to 

0.88.     

Results 

The results showed 1) personal data 2) marketing mix towards the selection of non-scheduled 

charter airline in Thailand 3) other suggestion and 4) Hypothesis Testing. 

Table 1 Personal Data  

Profile Factors Particulars F    % 

Gender Male 284 71.00 
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 Female 116 29.00 

Age  Less than 20 years old 17 4.30 

 21-30 years old 

31-40 years old 

70 

154 

17.50 

38.50 

 41-50 years old 115 28.70 

 More than 51 years old 44 11.00 

Education Level Less than Bachelor 45 11.30 

 Bachelor Degree 238 59.50 

 Master Degree 115 28.70 

 Higher than Master Degree 2 0.50 

Occupation  Student 

Government Officer/ 

State Enterprise Employee 

3 

 

187 

0.80 

 

46.80 

 Company Employee 

Business Owner  

100 

110 

25.00 

27.50 

Monthly Income   less than 15,000 Baht 14 3.50 

 15,001 – 30,000 Baht 125 31.30 

 30,001 – 45,000 Baht 157 39.30 

 45,001 – 60,000 Baht 

More than 60,000 Baht 

80 

24 

20.00 

6.00 

Purposes of Flying 

 

 

 

 

 

Frequency of Flying 

Domestic Non-

Scheduled Charter 

Airline Service               

(Per Year) 

Business 

Travel 

Visit Family and Relatives 

Personal Business 

Education 

Others 

Less than 2 times   

125  

110 

40 

65 

50 

10 

28 

31.25 

27.50 

10.00 

16.25 

12.50 

2.50 

7.00 

3-4 times 107 26.80 

5-6 times  109 27.30 

7-8 times 

More than 8 times  

60 

96 

15.00 

24.00 

 

The result of personal data showed that most of the respondents were 284 males (=71%), 

mostly, age around 31-40 years (=38 %), mostly education level was bachelor degree (=59%), 

mostly occupation was government officers/state enterprise employees (=46%), mostly, the 

monthly income per month was 30,001-45,000 Baht (=39%). Mostly, the purpose of flying with 

the non-schedule charter airline was business (=31.25%) and then travel (=27.50%). Mostly, the 

frequency of flying was 5-6 times per year (=27.30%), and then 3-4 times per year (=26.80%).  
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Table 2 Marketing mix towards the selection of non-scheduled charter airline in Thailand 

Marketing Mixes Mean S.D. Meaning 

1. Product 4.17 0.76 High 

2. Price 4.22 0.75 High 

3. Place 4.17 0.77 High 

4. Promotion 3.98 0.76 High 

5. People 4.08 0.77 High 

6. Process 3.94 0.82 High 

7. Physical Evidence 4.00 0.73 High 

    Total 4.08 0.76 High 

The result of opinion rating from highest to lowest (5-1) found that the overall 

marketing mix was at a high level (mean = 4.08). Each marketing mix was at a high level. 

The top three marketing mixes were price (mean =4.22), product (mean = 4.17) and place 

(mean = 4.17). The lowest scores was at process (mean = 3.94).   

3. Other Suggestion 

 The respondents provided the information in writing in this part as: 

1. The respondents considered price as the important factor when choosing the  

charter airline. They compare the price with the benefits they gain from the charter airline such as 

time and place utility, speed, privacy of the group.  

2. The respondents choose the product and service based on the reputation. They  

reasoned that they chose the reputable charter airline because of safety, speed and privacy reason. 

Some customers chose the airlines from the owners and executives.  

3. The place and channel distribution is also considered as important.  

respondents informed that they prefer online reservation and buying for the service.         

4. Hypothesis Testing Results  

The hypothesis results found that:  

1. Different occupations did not affect different marketing mixes of the charter airline 

at statistical significance level of 0.05 (F= 1.714 and Sig. = 0.164) 

2. Different flying objectives did not affect different marketing mixes of the charter 

airline at statistical significance level of 0.05 (F= 0.449 and Sig. = 0.718) 

Discussion and Recommendation 

 Based on the results of this study, it found the important marketing mixes for 

choosing charter airlines were price and place. The passengers found that using the charter 

airline is affordable at an acceptable higher price when they are in need and after they 

compare with the price of other airlines (Ruangariyapuk, Nilmala, Janjeen, 2019 and Saijad, 

2016). Time and place utilities are the priorities which Thai passengers consider when using 

the charter airlines. The results are correspondent with the related researches (Buck and Lei, 

2004). The product, particularly brand, is also another important marketing mix factor. 

Passengers trust the brand of charter airline since it reflects the safety and service quality in 
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general, particularly in Covid-19 pandemic (Awon et al, 2021). The related researches 

showed that product and price are related since the charter airline passengers compared the 

product and price when deciding specific destination to fly. Pricing should go together with 

product and service to order to build the confidence to the passengers (Economic Intelligence 

Center, 2021 and Research and Market, 2020).  

The recommendations of the study are improving the promotion, people and process. 

Based on the results, the passengers would like to fly with charter airline at an acceptable 

price. However, they lack information of the product and service. The charter airlines should 

increase more promotion, particularly online advertisement since the passengers nowadays 

learn more advertisement from online media because of speed, high attraction and 

community participation. Passengers consider that flying with the charter airline is affordable 

and they can fly more if the charter airlines provide promotion such as discounts and member 

card for loyal customers (Research and Market, 2020 and Economic Intelligence Center, 

2021). People and process are recommended to be improved for charter airline in order that 

the charter airline will be in the mind of passengers. The charter airline should train people 

and explain the process of using the charter airline since the beginning. The passengers do not 

have enough people and process information about the airlines.  
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Abstract  

 This research aim to studied about marketing strategy in service and standard of 

Japanese people who are customer attendance for the Okura Prestige Bangkok during the 

pandemic of coronavirus 2019, the main point of this research is to find the proper standard 

strategy and service in the hotel industry during the pandemic of coronavirus 2019 for Japanese 

tourists base in Bangkok Thailand. The research used questionnaire surveys in order to collect 

data from both Japanese Expat and Overseas travelers who are customers of the Okura Prestige 

Bangkok. The examination shows the result of the Japanese people both Expat and Overseas 

tourists based on customers of the Okura Prestige Bangkok hotel, and mostly customers will 

be concerned more about hotel hygiene standards which will be the main factors for travelers 

to choose during the pandemic of the coronavirus 2019. The quality of the hotel which is a 5 

stars hotel located in Bangkok Thailand. The service standard of the 5 stars hotel will gain 

during the pandemic of the coronavirus 2019 to make sure that every customer of the hotel will 

be safe from the virus not only for the factors based on hygiene but also qualities of the services 

of the hotel.  

KeyWords: Marketing Strategy, Behavior, 5 stars hotel, Covid-19 
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Introduction 

 This research shows the business of 5 stars hotels industry in Bangkok Thailand, 

focusing on the Okura Prestige Bangkok which is the most famous 5 stars hotel for Japanese 

people that keep the standard higher than normal situations, both in room services and also 

facilities for the customers who come to use the hotel. The quality of the hotel will be more 

specific in the pandemic in order to give more confidence to customers to use, but it needs to 

be clean and need to be user friendly to give the best services and experience for Japanese 

customers.  Marketing Strategy of the hotels is the way to promote and give benefits to the 

customers in the hard time of pandemics that can be easy to detect viruses. So the hotels will 

confirm and make sure that every curve of the hotel gets cleaned up before customers use it. 

Before the corona virus of 2019 happened, Thailand was the most visited City in the world. 

The 5 stars hotel industry and retail industry both expanded rapidly due to tourist demand. In 

the MasterCard 2014 and 2015 Global Destination Cities Index, Bangkok ranked the second 

of the world's top-20 most-visited cities, trailing only London. The U.S. News' 2017 Best 

Countries report ranked Thailand at 4th globally for adventure value and 7th for cultural 

heritage. It has shown the best city to visit by Mastercard Global Destination review to be 

referenced. 

 However, the hotel industry in Bangkok Thailand during the COVID-19 kept a higher 

standard as mentioned by making a strategy out of SERVQUAL to adapt in the services and 

health care factors. The positives of the pandemic mainly cause more potential in higher 

demand of healthcare needs in the hotel industry. In this research the Okura Prestige Bangkok 

Thailand  used a 7P marketing mix (E. Jerome McCarthy 1960) to give benefits to customers, 

building trust and give the best experience while pandemics are still present. Normally the 

services of the hotel services industry will compete in just generally, but in the present all the 

services that can use the best out of it, and the first that can choose that to be the main point for 

the customers will reach to the point customers need faster. Nowadays the hotel industry needs 

to change all the concepts to adapt with the pandemic COVID19 situation and it can spread 

into 3 main points of view. First is to understand and perspective of the customer needs and it 

is the core of services, which can give trust issues to the organization. Second is to make the 

plan into action, the organization needs to show the customers action to show the customers 

how hotels organize and do cleanliness during the customers stay. This point is very important 

to customers because it is the choice that can give attitude to customers and also can tell 

customers about careness of the hotel industry. Third is the last point that customers will give 

feedback to the organization, and it is how they are going to talk and raise more audiences or 

more customers for the hotel. Cleanliness and healthcare is the point of customers that stay 

with the hotel that have a better standard out of normal SERVQUAL during Covid19 pandemic.  

Moreover, the services industry does not depend only on the customer needs but the 

way to promote the organization that can show the potential customer to be a loyal customer 

in the future and want to come back to use the service again, in order to make it happens, the 

way to make marketing strategy works is construct all the plan for the customers to understand 

the rules during the stay. Design statement for the customer and problem solving if there are 
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any misunderstandings. It is also related to the customer behavior that most of the customers 

will think about the privacy and also hygiene of the hotel first before confirming to stay with 

the hotel. This can show us that the perspective of the customer during the stay with the hotel 

during the pandemics is still concerned with the cleanliness not only with the facilities but also 

the hotel room that needs to be clean and sustained when living within the hotel. Service quality 

that keeps business going needs to serve customers well even not in the pandemics but also in 

the normal situation in order to give the best service and experience to loyal customers. 

Research Objective 

 This study aims at the service quality marketing strategy during the period of the 

pandemic COVID-19 situation to understand the service quality of the hotel service industry. 

This research will show all the theory and marketing related to the topic of the marketing 

strategy. 

Methodology  

 This research using purposive sampling technique to collect data of both Japanese 

Expat and  for Business Trip.  

1. Most of the population is the person who lived in Bangkok, Thailand and all the document 

results will include these data that are collected from those expat by using questionnaires. 

2. Research tools using surveys asked Japanese Expat and Businessmen about general 

information of the Japanese customers, behavior of the customers who come to use the services 

of the Okura Prestige Bangkok, marketing and technique services and quality of the hotel 

facilities. Structured questionnaire divided by Gender, Age, Career, Saraly, reason for using 

service from 100 Japanese people.  

Research Result 

 In this research, behavior and services marketing of the Okura Prestige Bangkok is 

related according to the data that can be spread into 10 tables of context. From this research it 

will show all the data collection from general information of the Japanese customers.  

  

GENDER PERCENTAGE 

MALE  74 

FEMALE 26 

Total  100 
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Table 1 Demographic DATA 

The Majority of the gender respondents are male which is 74 percent, and female 26 percent, 

totally 100 percent. 

 

AGE PERCENTAGE 

21-37 33 

38-53 65 

54-72 2 

Total 100 

 

Table 2 Demographic DATA 

The majority of the age range who came to use The Okura Prestige Bangkok are between 38-

53 years old total of 65 percent, and the second range are 21-37 years old which is 33 percent. 

Last one was the age range between 54-72 years old which is 2 percent, totally 100 percent. 

 

EDUCATIONAL PERCENTAGE 

HIGH SCHOOL / HIGH 

VOCATIONAL CERTIFICATE 

3 

TECHNICAL CERTIFICATE 5 

BACHELOR’S DEGREE 81 

MASTER DEGREE 11 

Total 100 

 

Table 3 Demographic DATA 

The majority of the customers who graduated from college can count up to 81 percent, second 

is master degree which is 11 percent, third is technical college which is 5 percent, last one is 

high school diploma which can count just 3 percent, totally 100 percent. 

 

OCCUPATION  PERCENTAGE 

BUSINESS OWNER  44 

PRIVATE COMPANY 34 
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EMPLOYEE 

HOUSEWIFE 9 

STATE ENTERPRISE 

EMPLOYEE 

7 

TOUR GUIDE  6 

Total 100 

 

Table 4 Demographic DATA 

The majority of the customers occupation will be business owner who come to The Okura 

Prestige Bangkok which can count to 44 percent, second is office worker who are in private 

company which can count to 34 percent, third is housewife or whoever accompany their family 

member which can count to 9 percent, fourth is state enterprise employee which can count up 

to 7 percent, last one is tour guide or tour leader which can count up to 6 percent, totally number 

is 100 percent. 

 

SALARY  PERCENTAGE 

40k or lower 14 

40-50k  11 

50-60k 8 

60-70k 9 

70k + 54 

Total 100 

 

Table 5 Demographic DATA  

The majority of the customer who are customers of the okura prestige  have highest range of 

salary are between 70k+ which is potential customers and can count up to 54 percent, second 

is salary range between 40k which is also potential customers and can count up  to 14 percent, 

third is the customers salary age range between 40-50k which can count up to 11 percent, forth 

is the customers salary range between 60-70k which is 9 percent, fifth is the customers salary 

range between 50-60k which can count just 8 percent.    
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PERIOD OF STAY PERCENTAGE 

WEEKEND 47 

HOLIDAY  33 

WEEKDAY 20 

Total 100 

 

Table 6 Demographic DATA 

The majority of the customers will come to stay at The Okura Prestige Bangkok on the 

weekend, count as 47 percent. second come to visit The Okura Prestige for holidays as 33 

percent. Last one is coming on weekdays for 20 percent. 

  

ATTENDANT PERCENTAGE 

ALONE 56 

FAMILY 21 

FRIEND/CO-WORKER 15 

PARTNER  8 

Total 100 

 

Table 7 Demographic DATA 

The majority of the customers mostly will come alone, and it can count as 56 percent. Second 

is the type of family, and it can count as 21 percent. Third one is coming to work with friends 

or visiting a country for travel and it can count as 15 percent. Last one is coming with the 

partner and it can count as 8 percent. 

 

PURPOSE PERCENTAGE 

BUSINESS TRIP  54 

TRAVEL 39 

Transit before go to the next 

destination 

7 

Total 100 
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Table 8 Demographic DATA 

 

The majority of the purpose for business can count up to 54 percent. Second, most people who 

come for travel count as 39 percent. Last one is the people who come to stay during the day 

before travel to another destination as 7 percent. 

 

RESERVATION  PERCENTAGE  

HOTEL WEBSITE  40 

Travel Agent Website 34 

Travel Agent Mobile Apps 12 

Travel Agent (Organization) 9 

Hotel Reservation 6 

Total 100 

 

Table 9 Demographic DATA 

The majority of the customers who choose the channel to purchase the room from hotel website 

can count as 40 percent. Second majority is the group that use Travel agent website to purchase 

the deal can count as 34 percent. Third topic is the group that purchase from Travel agent 

mobile application, and it can count as 12 percent. Forth one is the group that purchase the deal 

from Travel agent office or the travel company which can count as 9 percent. Last one is the 

group that use direct hotel reservation and it can count as 6 percent. 

 

Effect on making decision during 

COVID-19  

PERCENTAGE  

Affect 95 

Dose not affect 5 

Total 100 

 

Table 10 Demographic DATA 

The majority of the customers who come to use the services and facilities of The Okura Prestige 

Bangkok mostly think that during Covid-19 Epidemic does not affect any decision making 

before purchase the deal, and it can count as 95 percent. The number that think has affect their 
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decision is just 5 percent out of 100 percent. 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Table 11 Demographic DATA 

The Satisfaction of customers who come to use The Okura Prestige can spread into big 6 which 

are Facilities of The Okura Prestige Bangkok, Price, Communication Channels, Promotion, 

Hotel staffs and last one is Safety. 

Conclusion and Discussion 

 According to the data of the chart which separates and analyzes all the information of 

the Japanese customers who come to use services and facilities of The Okura Prestige Bangkok 

can be spread into 11 tables of context. Mostly the gender that visited The Okura Prestige 

Bangkok will be men, up to 74 percent from 100. Most of the Japanese customers' age range 

are around 38-53 years old and it can count as 65 percent out of 100 percent. Most of the 

Japanese customers who come to use The Okura Prestige have a high level of education which 

is Bachelor’s degree, and can count as 81 percent out of 100 percent. Most of the Japanese 

customers own business or come to Bangkok to make a business, and it can count as 44 percent 

out of 100 percent. Japanese customers who come to use The Okura Prestige Bangkok mostly 

come on weekends, and it can count as 47 percent out of 100 percent. Japanese customers who 

come to use The Okura Prestige Bangkok during Covid-19 epidemics mostly for business trips 

as mentioned above, the number of customers can count as 54 percent out of 100 percent. Most 

of the Japanese customers before purchase will choose the easiest way to purchase by Hotel 

official website, and it can count up to 40 percent out of 100 percent. Last of the conclusion is 

decision making which mostly or majority says Covid-19 does not bother them or make any 

impact to choose The Okura Prestige Bangkok to be their hotel and it can count up to 95 percent 

out of 100 percent.  
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As the data shows all the information about Japanese people who came to visit The 

Okura Prestige Bangkok during the Covid-19 epidemics, mostly they will understand the 

general rules before coming to the hotel which is not that much different from normal 

situation(Angelo B. 2021). The Okura Prestige Bangkok has a solution to adapt quicker than 

any other 5 stars hotels in order to take advantage of the same ranking hotel to keep a higher 

standard of the hotel’s reputation and image. This can make trust between customers and staff 

to make sure about the safety of both staff and customers. The way to promote the services and 

facilities during Covid-19 is very hard in the time of Covid-19 epidemic situation, but The 

Okura Prestige Bangkok can make sure that communication channels to those Japanese 

customers  both who are expat (Living in Thailand ) or Oversea Traveler can understand the 

rules and the way of a hotel that can guarantee safety during the stay (Oriol Anguera-Torrell, 

2021). This marketing channel uses their own website and also social media to be benefits for 

its own, which make every customer understand the rules and privacy of the hotels before 

coming to use the services and facilities of the hotel. SHA (Amazing Thailand Safety & Health 

Administration) is the sign for service organizations that can guarantee safety for consumers in 

order to make sure about cleanliness and safety. The Okura Prestige Bangkok has a sign of 

SHA which can make Japanese people understand and have confidential information and want 

to come to use the services at this place(TAT, 2021). The main point of the marketing strategy 

is The Okura Prestige can promote themselves in a great way because of the certificate that 

needs to located in the hotel, cleanliness that need to have a better standard than normal 

situation because of the Covid-19 epidemic. Most of the strategy can make less consumer 

satisfaction from the normal situation because of the pandemic that can make The Okura 

Prestige Bangkok Lack of some facilities to serve customers' needs. 

Research Recommendation   

 This research has limitations because it is only based on the Japanese customers who 

stay at The Okura Prestige Bangkok for data collection. This project held all the information 

about how satisfaction of Japanese customers choose to use all the services and facilities during 

the Covid-19 epidemic, the potential of the facilities that hotel used to have might drop from 

the highest down a bit but still have loyalty customers which can make the researcher and 

reader understand more about behavior and also consumer thought  intern of the crisis that 

should impact decision making before choosing the hotel. This study aims to the point of the 

reason how The Okura Prestige Bangkok still organized well during the pandemic using 

marketing strategy which does not have nor have the same industry to compete in this field. 
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Abstract 

 This research studied behavior and satisfaction of Japanese customers who use the 

service at The Okura Prestige Bangkok Hotel during the situation of the covid 19 epidemic that 

the objective of this research is to study and examine their behavior and satisfaction towards 

service quality of the mentioned hotel. Research samplings were identified to 100 Japanese 

customers and questionnaires were used as the research tool. Data analysis was conducted by 

the use of descriptive statistics consisting of frequency, percentage and mean. The result can 

be found that most of the Japanese customers who use the service are males accounted for 74 

percent, while female accounted for 26 percent whereas it found that the age range of 38-53 

years is the most respondence, followed by the age range 21-37 years. Most of those who come 

to use the service at The Okura Prestige Bangkok Hotel have a bachelor's degree that there are 

81 percent. Most of them working as the owner of business by 44 percent and 34 percent 

working as Tour guide which stayed at the Okura Prestige Bangkok Hotel on the weekend for 

47 percent and stayed at holiday for 33 percent. Most of the respondents stayed alone at the 

hotel by 56 percent and 21 percent of the respondents stayed with family. The purpose of stay 

is for working 54 percent, and for leisure for 39 percent. Chanel of the reservation, 40 percent 

from hotel official website, and 34 percent for oversea travel agent website. Most of the 
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Japanese customers who use the service at The Okura Prestige Bangkok Hotel thought that 

during the situation of the Covid-19 epidemic effect with their decision to use the service by 

95 percent. Moreover, for the factors of customer satisfaction, there was found that most of the 

respondents ranked their satisfaction at high level as very satisfied for hotel facilities, 

communication channels, promotion, hotel staffs, and safety. For price factor respondents 

ranked satisfied level for 59 of respondents.  

Keywords: behavior, Satisfaction, Okura Prestige Bangkok, Covid-19 

Introduction 

 The world is facing a major threat from the COVID-19 pandemic, which is creating 

destruction in all sectors around the globe. The coronavirus pandemic, better known as 

COVID19, originated in Wuhan, China, before spreading to other countries around the world. 

The first cases were reported in November 2019, and the World Health Organization (WHO) 

declared COVID-19 a pandemic on 11 March 2020. It has had and is having a huge impact on 

people, families, and communities. As of 31 March 2022, there have been around 487 million 

(487,326,252) confirmed infections around the world, increasing from 3,042,444 infections on 

28 April 2020. About 6,163,880 people have died, and there are approximately 58 million 

(58,576,206) active cases. The United States has the highest number of infected people with 

81,740,722 reported cases, followed by India with 43,024,440 cases, and Brazil with 

29,916,334 cases (Worldometers, 2022, https://www.worldometers.info/coronavirus, accessed 

on 31 March 2022). 

 Although COVID-19 is an ongoing crisis, there is already a small number of published 

projects that attempt to explore potential recovery plans. Mulder (2020), for example, proposes 

focusing on tourists who are potentially immune after successfully recovering from COVID-

19. However, this could be complicated by the new evidence suggesting that people can be re-

infected with COVID-19. The tourism industry, which is extremely sensitive, is currently 

sailing through uncertain waters, and this is exacerbated by the fact that it is hard to predict 

when the COVID-19 pandemic will end. However, crisis management theory in this situation 

can help businesses to deal with the ongoing disruption that is threatening their existence. 

The COVID-19 pandemic has caused a dilemma between economic stimulus and public 

health control[29]. Before the COVID-19 pandemic, tourism accounted for 22% of Thailand’s 

GDP, and in 2018, one-sixth of Thailand’s jobs were in tourism[30]. The economic costs of 

Thailand’s border and business closures and strict restrictions are enormous. Companies in the 

service and tourism industries have been hit hardest. Therefore, Thailand has developed a 

COVID-19 vaccination plan for individuals with severe symptoms and the general population 

in outbreak areas to improve the community’s immunity. The Thai  government aims to achieve 

herd immunity against COVID-19 through vaccination, and the goal is to reach 70% of the 

population by the end of 2021, National News Bureau of Thailand (2021). In addition, Thailand 

has permitted vaccinated people with at least one dose to engage in socio-economic activities 

such as public gatherings and public transport, Hindustan Times (2021). Thailand opened up 
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Phuket’s tourism industry on 1st July 2021. Despite the third wave of coronavirus outbreaks in 

Thailand, economic pressures urged the restoration of its tourism industry. As a matter of fact, 

Thailand has announced to welcome fully vaccinated foreign tourists, including returning Thais 

and foreign residents, who enter the country by plane from an approved country/region without 

quarantine requirements from 1st November 2021, by the Tourism Authority of Thailand 

(2021) . 

 Brand Hotel Okura established in 1962 as a world-class Japanese hotel catering to 

prestigious international guests, Hotel Okura Tokyo has since developed into one of the world's 

leading names in hospitality. Okura Hotels & Resorts was created in 1978 and now comprises 

some 24 properties in Asia, Europe and The Americas. In the history of about 40 years since 

its formation, Okura Hotels & Resorts has built up a global network of high-quality 

international hotels that fuses the delicate beauty and subtleties of Japanese culture with 

Western convenience and functionality. 

The Okura Prestige Bangkok is luxury 5-star hotel located at the intersection of 

Wireless Road, where foreign embassies are concentrated, and Ploen Chit Road, Bangkok’s 

leading commercial district. The hotel is also near a shopping mall lined with high-class 

department stores such as Siam Paragon, making it convenient for both business and leisure. 

Embracing Asian design that harmonizes Japanese and Thai cultures, the hotel boasts cutting-

edge facilities, an outdoor swimming pool that protrudes high up from the building, a 

sophisticated spa, and a range of restaurants, among others, these comfortable spaces, 

combined with the attentive hospitality of the hotel, ensure guests a peaceful stay. The Okura 

Prestige Bangkok building have 34 floors and 1 basement level with 240 guest rooms in 10 

rooms type; Deluxe, Deluxe Corner, Okura Club, Premier club, Prestige Club, Deluxe Suite, 

Prestige Suite, Presidential Suite, Royal Suite, and Imperial Suite. They also have 4 restaurants 

in the hotel; Up & Above, Elements inspired by Ciel Bleu (One Michelin stars restaurant), 

Yamazato, and La Patisserie. The facilities in the hotel are the Okura Spa, the Club Lounge, 

swimming pool, and fitness center. Also Including for 6 meeting rooms in the hotel that 

perfectly positioned for conferences, product launches, meetings, weddings, gala dinners and 

a variety of other special events. At The Okura Prestige Bangkok we believe in the importance 

of one-on-one personal care. Our in-house team includes dedicated event consultants who liaise 

with clients to ensure that all their needs are fulfilled, Okura Prestige Bangkok (2022). 
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Picture 1 The atmosphere of The Okura Prestige Bangkok (The Okura Prestige 

Bangkok, 2022) 

 

 Regarding from The Okura Prestige Bangkok is one of the most luxury 5-star hotel 

that established by Japanese as a world-class Japanese hotel, thus the current writing aims to 

study behavior and satisfaction of Japanese customers who use the service at the Okura Prestige 

Bangkok Hotel during the situation of the covid 19 epidemic. 

Research Objective 

To study behavior and satisfaction of Japanese customers who use the service at the 

Okura Prestige Bangkok Hotel during the situation of the covid 19 epidemic.  

Methodology 

This study used online survey research for behavior and satisfaction of Japanese 

customers who use the service at The Okura Prestige Bangkok Hotel during the situation of 

the covid 19 epidemic  

Populations 

The population used in this research was Japanese guests who stayed at The Okura 

Prestige Bangkok Hotel period December 2021 to February 2022 by randomly for 100 persons 

of responders. 

Sample  

This study will estimate the size of the sample and set ratio in case of an unknown 

number of people. Whereas the sample size is important in research on a sample of the data 

obtained from the sample is enough to make it valuable research. Sample size it is suitable for 

the study based on research that will allow a much inaccurate that is acceptable. The sample 

size can be calculated from the formula. The is formula will be set as a ratio people or 

approximately 100 persons. 

 



ISCAMR 2022 
 

110 

 

 

 

Research Result 

 In this research study, behavior and satisfaction of Japanese customers who use the 

service at the Okura Prestige Bangkok Hotel during the situation of the covid 19 epidemic 

where the researcher analyzed the data and interpreted the meaning of the data analysis results. 

The symbols and variables used in data analysis were defined as follows:  

 

Demographics Percentage 

1. Gender  

Male 

Female 

 

74 

26 

Totally  100 

 

 From Table 1 demographic data classified by variables are as follows: 

Gender found that as majority of respondents were male by 74 percent, and female 26 percent. 

 

Age  Percentage 

21 - 37 

38 - 53 

54 - 72  

33 

65 

2 

Totally  100 

 

From Table 2 it found that the demographic data classified by variables as follows: 

The age range of tourists,  was found that most respondents were 38-53 years old as 65 percent 

whereas 21-37 years old as 33 percent and 54-72 years old as 2 percent.  

 

Educational  Percentage 

High school / High Vocational Certificate 

Technical Certificate 

Bachelor's degree 

Master's degree 

3 

5 

81 

11 

Totally 100 

 

From Table 3 shows the demographic data classified by variables as follows: 

Education level, there was found that most of the respondents were studying at bachelor's 

degree as 81 percent, master's degree as 11 percent, Technical Certificate as 5 percent, and 

High school or High Vocational Certificate as 3 percent. 
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Occupation Percentage 

Business Owner 

Private Employee 

Housewife 

State Enterprise Employee 

Tour Guide 

44 

34 

9 

7 

6 

Totally 100 

 

From Table 4 shows the demographic data classified by variables as follows: 

For Occupation, there was found that most of the respondents were business owner as 44 

percent, Private employee as 34 percent, Housewife as 9 percent, and State Enterprise 

Employee as 7 percent, and Tour Guide as 6 percent. 

 

Period of stay percentage 

Weekend 

Holiday 

Weekday 

47 

33 

20 

Totally 100 

 

From Table 5 shows the demographic data classified by variables as follows: 

For period of stay, there was found that most of the respondents were stayed during weekend 

as 47 percent, during holiday as 33 percent, and weekday as 20 percent. 

 

Attendant Percentage 

Alone 

Family 

Partner 

Co-worker  

56 

21 

15 

8 

Totally 100 

 

From Table 6 shows the demographic data classified by variables as follows: 

For attendant, there was found that most of the respondents were stayed alone as 56 percent, 

stayed with family as 21 percent, with partner as 15 percent, and with co-worker as 8 percent. 

 

Purpose of stay  Percentage 

Business trip 

Leisure trip 

Resting for the next destination  

54 

39 

7 

Totally 100 
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From Table 7 shows the demographic data classified by variables as follows: 

For purpose of stay, there was found that most of the respondents were stayed for business trip 

as 54 percent, leisure as 39 percent, and resting for the next destination as 7 percent. 

 

 

Reservation Channels percentage 

Official Hotel Website 

Travel Agency website  

Travel Agency Mobile Application 

Travel Agency 

Hotel Reservation 

40 

34 

12 

9 

5 

Totally 100 

 

From Table 8 shows the demographic data classified by variables as follows: 

For reservation channels, there was found that most of the respondents made a reservation 

through Official hotel website as 40 percent, Travel Agency website as 34 percent, Travel 

Agency Mobile Application as 12 percent, Travel Agency for 9 percent, and hotel reservation 

directly as 5 percent. 

 

Impact on the decision to use the service during  

the covid-19 epidemic situation 

Percentage 

Affect the decision to use the service 

Does not affect the decision to use the service 

95 

5 

Totally 100 

 

From Table 9 shows the demographic data classified by variables as follows: 

For Impact on the decision to use the service at The Okura Prestige Bangkok Hotel during the 

situation of the covid 19 epidemic, there was found that most of the respondents thought that 

there was affect the decision to use the service, and for 5 percent thought that there was not 

affect the decision to use the service. 
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From Table 10 shows the demographic data classified by variables as follows: 

For the factors of customer satisfaction, there was found that most of the respondents ranked 

their satisfaction at high level as very satisfied for hotel facilities, communication channels, 

promotion, hotel staffs, and safety. For price factor respondents ranked satisfied level for 59 of 

respondents.  

Conclusion and Discussion 

From the objectives, the result can be found the details as follows; for the gender, there 

was found that most of the tourists were male by 74 percent, while female are 26 percent, most 

of the respondents who use the service at service at the Okura Prestige Bangkok Hotel during 

the situation of the covid 19 epidemic has the age range between 38-53 years at 65 percent, 

followed by the age range between 21-37 years as 33 percent. Most of the respondents who use 

the service at the Okura Prestige Bangkok Hotel during the situation of the covid 19 epidemic, 

their background education is Bachelor’s degree by 81 percent. For occupation, most of the 

respondents were business owner as 44 percent, Private employee as 34 percent, Housewife as 

9 percent, and State Enterprise Employee as 7 percent, and Tour Guide as 6 percent. Period of 

stay, they were stayed during weekend as 47 percent, during holiday as 33 percent, and 

weekday as 20 percent. Most of the respondents were stayed alone as 56 percent, stayed with 

family as 21 percent, with partner as 15 percent, and with co-worker as 8 percent. For purpose 

of stay, there was found that most of the respondents were stayed for business trip as 54 percent, 

leisure as 39 percent, and resting for the next destination as 7 percent which consistent with 

Leah Watkins (2008) found that Japanese people now tend to stay longer in one destination 

rather than visiting as many places as possible, and want to ‘experience’ rather than just observe 

foreign lifestyles and cities. According to the result, modern Japanese travelers are “high 
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spenders, enthusiastic shoppers, service oriented and quality conscious; they are concerned 

about safety and difficulty communicating in foreign languages”. Long working hours and a 

lack of holidays remain the biggest constraints on overseas travel and, despite a new 

government initiative to make Japan a “lifestyle superpower” along with attempts to reduce 

work hours and increase holidays, Japanese companies remain resistant to change. For 

reservation channels, there was found that most of the respondents made a reservation through 

Official hotel website as 40 percent, Travel Agency website as 34 percent, Travel Agency 

Mobile Application as 12 percent, Travel Agency for 9 percent, and hotel reservation directly 

as 5 percent which resembles with Nuntaporn Chuenkrathok (2010) that the long economic 

recession that has continued since 90s and the ICT revolution in the world economy, Japan has 

had to develop and expand its ICT environment in order to increase its competitiveness. One 

of the important technologies for this revolution is the mobile phone, which has been used all 

over the country since the mid-90s. Over the period of one decade, the mobile phone has 

exhibited several impacts on Japanese society, such as consumption, business, communication 

culture, crime, work, and information access. Instead of being successful with this revolution, 

Japan is still facing inefficient information usage compared with other developed countries and 

this problem will affect the competitiveness of Japan in the future. For the impact on the 

decision to use the service at The Okura Prestige Bangkok Hotel during the situation of the 

covid 19 epidemic, there was found that most of the respondents thought that there was affect 

the decision to use the service, and for 5 percent thought that there was not affect the decision 

to use the service which similar as Julio Tolares (2020) that outbreak is leading to additional 

health problems such as stress, anxiety, depressive symptoms, insomnia, denial, anger and fear 

globally. Collective concerns influence daily behaviors, economy, prevention strategies and 

decision-making from policy makers, health organizations and medical centers, which can 

weaken strategies of COVID-19 control and lead to more morbidity and mental health needs 

at global level. For the factors of customer satisfaction, there was found that most of the 

respondents ranked their satisfaction at high level as very satisfied for hotel facilities, 

communication channels, promotion, hotel staffs, and safety, but ranked price factor just 

satisfied for 59 of respondents which resembles with Wilarwon Chantarawadee (2011) that 

Hereinafter were shown components of all aspects with which those customers highly satisfied. 

In terms of reliability, the hotel staff provided services to customer correctly and the reservation 

was reliable. In terms of responsiveness, the hotel staff was willing and ready to serve 

customers at prompt. In terms of assurance, the hotel staff had polite manners and friendly 

serve customers. In terms of empathy, the hotel staff was polite and friendly to customers. In 

terms of tangibles, the hotel offered many more amenities, especially for health care such as 

swimming pool and fitness room, and had sufficient extinguishers. 
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Research Recommendations 

 First, this study is slightly limited since it was only carried out in the Okura Prestige 

Bangkok Hotel in Bangkok; hence the projected findings cannot be generalized for all of the 

hotels within Thailand. As a result of this factor, future studies should consider analysis from 

various parts of Thailand  and cut across several aspects, including larger sample size and 

enhanced demographic characteristics. Second, this study never made any substantial 

comparison of customer and hotel staff perceptions regarding service quality. Future 

researchers should attempt to define any customer rating disparities towards service quality 

and those ratings from hotel staff. This factor will enable hotel management to develop other 

effective strategies that enhance customer satisfaction.  
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Abstract 

COVID-19 pandemic has caused massive impacts on the air transport industry around 

the world which is related to the airline business, international travel restrictions, and social 

distancing while traveling by air.  This paper aims 1) to study factors influencing passenger’s 

decisions in selecting an airline during COVID-19, 2) to study airline passengers’ travel 

behaviors during COVID-19. This research was conducted by using a questionnaire to collect 

data with a simple random with 215 respondents via Google Forms. The data were analyzed 

and processed with statistical software, and statistical methods were percentage, average, 

standard deviation, maximum, minimum.  The respondents’ data were analyzed by Exploratory 

Factor Analysis (EFA) and Analysis of Variance (ANOVA) methods. The finding showed that: 

1) Most of the respondents are female at 59.5 percent with the average age range between 18-

25 years, at 41.9 percent and most of them are college students, age range between 26-33 years 

at 38.2 percent. The finding revealed that the preventive measure of COVID-19 for passenger’s 

safety on board is the most important aspect that the passengers are concerned about while 

traveling by air followed by service standards as in-flight service, marketing strategy (e.g., 

product, air ticket price, place, and promotional campaign) is placed in number three 

respectively. 

Keyword: Air Transportation Service, Covid-19 Pandemic, Decision Making,  

Airline Passengers 

Introduction 

Nowadays, the pandemic of the COVID-19 has harshly clashed with the hospitality 

industry all over the world which posed a global risk to health and global risk to economies 

that will most likely increase poverty and inequalities at a global scale. Assessing the impacts 

of the COVID-19 crisis on societies, economies, the impact of COVID-19 in the year 2021 
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alone is remarkable: The pandemic has caused the largest global recession since the severe 

worldwide economic downturn in the 1930s (the Great Depression), with millions of people 

falling into extreme poverty. (Sumner et al., 2020). Including in Thailand, the tourism industry 

and aviation industry have also been impacted severely. The long-term effects of COVID-19 

are still unforeseeable, but the impact in Thailand is noticeable: The pandemic stimulates 

economic crisis and recession from a business downturn, and has led to widespread job losses, 

affecting middle-class households and the poor alike. Moreover, millions of workers lose 

employment or income, in particular those related to tourism and services. In particular, the 

share of economically insecure middle-class households with workers in the manufacturing 

and services sector has risen by three-fold, from 6 percent to 20 percent. (The world Bank: 

Press release, 2020). As, Thailand had to close the border and prohibit inbound and outbound 

traveling which affect society, economy, and trade both domestically and internationally, 

historical sites, ancient monuments, museums, art galleries, spas, bars, restaurants, cinemas, 

pools, and sporting facilities are closed throughout the country. The hospitality industry of 

Thailand has been decreased with almost cessation of international tourist arrivals since March 

2020, both domestic and international transport, whether by railways, by car, by boat or 

shipping by sea or by air transportation, people also have to stop commuting and conduct self-

isolate whether in their homes or state quarantine accommodation. In addition to a slowdown 

in domestic demand and mandated closures of businesses, social distancing, self-isolation, 

travel restrictions, quarantine requirements, for local commuters and for tourists who would 

like to enter the country, this continuing to an economic downturn in Thailand. However, in 

2021, those businesses can resume their operation as normal but are required to operate under 

strict public health measures and limit the number of visitors to 75% of normal capacity. 

Business in Bangkok have resumed their normal operating hours, and restaurants are allowed 

to serve dine-in customers alcoholic beverages until 11 p.m. Across all industries, the aviation 

sector is probably among the fastest means of transportation at the moment, however, an 

unexpected decrease in passenger number during the COVID-19 pandemic (including country-

wise flight bans), led to a halt of most airlines; many air transport companies had to cease 

almost all their operations and grounded entire fleets many airports have closed their runways 

to free up space for aircraft parking (Adrienne et al., 2020) or just shutting down indefinitely, 

most companies in the aviation sector are working with minimum staffing on strict rotations 

(Iacus et al., 2020) or restructuring their organization. It is broadly known that the impacts of 

COVID-19 are tremendous, as it can be seen by the number of reduced flights, reduce 

employees, or reduced size of the organization respectively. Nevertheless, the aviation business 

is not only a victim of COVID-19, but also known to play a key role in the spread of diseases, 

enabling the turn of a (local) epidemic into a (global) pandemic (Yang et al., 2020), as it was 

observed already for several earlier diseases, such as Ebola and Malaria/Dengue fever 

(Semenza et al., 2014), most of which were contained before turning into a full pandemic on 

the scale of COVID-19. As the COVID-19 epidemic can be easily transmitted, therefore, 

commuters and tourists who wish to travel during the epidemic need to choose the safest means 

of the transportation system. The researcher, therefore, raised research questions to analyze and 
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understand criteria that influence passenger’s decisions in selecting air transport service when 

they are traveling during the COVID-19 pandemic as well as to better understand what issues 

passengers are concerned about when they are traveling during COVID-19 which would help 

to increase passenger’s satisfaction, furthermore, shape guidelines for the industry recovery 

soon respectively. 

 

Research question 

Why do passengers decide to use an airline instead of other transportation services?  

Scope of research 

Scope of content: Study only the airline passenger in Thailand  

Scope of time: The period of study is 5 months from August to December 2021. 

Research objective 

1) To study factors influencing passenger’s decision in selecting an airline during COVID-19 

2) To study airline passengers’ travel behaviors during COVID-19 

Literature Review and Theory 

Passenger behavior in airline’ choices selection. 

 Thailand is hit severely by the COVID-19 pandemic and during the crisis behavior of airline 

passengers has been a remarkable change.  The changes in many aspects can be seen such as 

ticket booking time, the age distribution of passengers, refunds and ticket changes, and 

passenger arrival time at airports (Linfeng Zhang et al., 2021). The changes in passengers’ 

behavior were influenced by exposure to COVID-19, travelers concerned about the risk of 

infection, personality, fear of travel, and prevention to cope with coronavirus (Cezar Morar et 

al., 2021). Airport design characteristics and pleasant scents can improve passenger 

satisfaction such as airport design, scent, functional organization, air/lighting conditions, 

seating, and cleanliness as airport services. 

 Passengers’ Travel Behavior and traveler’s situation in Thailand during COVID-19 

In the situation of   Covid-19 pandemic, International Air Transport Association  has  

provided the operational guideline for commercial flights, including in-flight physical 

distancing, hygiene equipment (e.g. gloves, mask, personal protection equipment  for cabin 

crew, and hand sanitizers for passengers), cleaning  and  disinfection (e.g. increasing  

frequency of cabin  and  lavatories cleaning) (IATA, 2020). Airlines in Thailand have already 

implemented various measures on their passengers and crew members. Guides for travelers to 

Thailand are as follows. 
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Table 1: COVID-19 Guide for Travelers to and in Thailand 

 

Schemes for Entering Thailand (by Air Travel) 

Effective 1 November 2021 

 Exemption from 

Quarantine 

Sandbox 

Programme* 

Alternative 

Quarantine 

Eligible 

Countries 

Only Eligible 

Countries 

Note: Must reside 

in the eligible 

countries for at 

least 21 consecutive 

days 

All Countries All Countries 

Quarantine No quarantine 

Note: Must wait for 

RT-PCR test result 

at the hotel for 1 

night or until 

receive negative 

result 

Travel restricted 

in Sandbox Area 

for 7 days 

Note: Must wait for 

RT-PCR test result 

at the designated 

hotel before 

travelling  

Quarantine at the 

AQ hotel for 10 

days 

Vaccination Fully vaccinated 

(at least 14 days 

prior to travelling) 

Fully vaccinated 

(at least 14 days 

prior to travelling) 

Not Required 

Accommodation 

Requirements 

1 Night 

Reservation at SHA 

+ AQ Hotel 

Note: Payment 

Confirmation 

required 

7 Nights 

Reservation at SHA 

+ Hotel in Sandbox 

Area 

Note: Payment 

Confirmation 

required 

10 Nights 

Reservation at an AQ 

hotel 

Note: Payment 

Confirmation 

required 

Medical 

Insurance 

(Not required 

for Thai 

nationals) 

Medical insurance 

with minimum 

coverage of USD 

50,000 

Medical insurance 

with minimum 

coverage of USE 

50,000 

Medical insurance 

with minimum 

coverage of USE 

50,000 

COVID-19 test 

result before 

Departure 

Have a RT-PCR 

Covid-19 test result 

issued within 72 

hours before 

Have a RT-PCR 

Covid-19 test result 

issued within 72 

hours before 

Have a RT-PCR 

Covid-19 test result 

issued within 72 

hours before 
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 * Note for Sandbox Programme, must arrive through the international Airports at 

Suvarnabhumi, Don Mueang, Chiang Mai, Phuket, Samui, U-Tapao, and Buriram 

(Chartered flights only)  

 

Source: Ministry of Foreign Affairs of Thailand, 2021. 

 

Passenger Aspects and airline aspects on the effect of the pandemic to the airline 

passenger decision.  

Passenger Aspects: A survey conducted by IATA in August 2020 concluded that 

passengers willing to fly again as soon as COVID-19 is decreased consist of 85 percent of 

travelers. The survey questionnaires asked about why people are not traveling during COVID-

19. Most of the respondents said that they were afraid of catching COVID-19 and had to isolate 

themselves or enter the quarantine program away from home, as fear can be responsible for 

decision-making rational or otherwise, and fear can support bias and misjudgments (Tversky, 

1991). However, from the research result, the respondents said that once the pandemic has 

decreased and it has been declared safe to travel, they would be willing to be vaccinated as 

soon as possible if it enabled them to travel followed by preparing personal health certificate 

to confirm their eligibility to travel. Check-in online to minimize interactions with other people 

at the airport. Limit hand baggage to one item to avoid congestion when getting on and off the 

plane, clean your area onboard the aircraft with sanitizing wipes. Finally, wear a mask on board 

at all times. 

Airline Aspects: From the research result on the airline aspect, most of the respondents 

were concerned that airlines must strictly enforce the wearing of face masks on board. People 

who refuse to wear face coverings during travel should be punished by law. Moreover, airlines 

should communicate with their passengers, most commonly by email, to reassure passengers 

about the safety precaution during their traveling, as well as robust cleaning on board, 

disinfecting, and social distancing procedures (Sharma et al., 2020). Delta Airlines CEO, Ed 

Bastian stated in a letter to employees “We should be prepared for a choppy, sluggish recovery 

even after the virus is contained, …I estimate the recovery period could take two to three years” 

(Lamb et al., 2020). When passenger confidence and willingness do increase, IATA speculates 

that people will prefer to fly on domestic routes as opposed to international routes. Conceptual 

Framework 

travelling travelling travelling 

Note: Not required 

for Thai nationality. 

COVID-19 tests 

in Thailand 

(Travelers are 

responsible for 

test fees which is 

included in hotel 

reservation) 

One RT-PCR 

COVID-19 test on 

arrival date 

Two RT-PCR 

COVID-19 tests 

- On arrival Date 

- Day 6 or 7 of stay 

Two RT-PCR 

COVID-19 

- On arrival Date 

- Day 8 or 9 or stay 
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Studied the factors that influence passengers to choose an airline in the event of COVID-19 to 

develop or improve the service industry to meet the needs of passengers and to formulate a 

strategy to attract customers to choose the airline instead of using other transportation systems 

. 

The framework of this study is shown as here. 

 
Picture 1: A research framework 

Methodology 

Study the factors that affect passengers' decision to choose airline services in the situation of 

COVID-19  

1. Population and Sample Group 

The samples were selected by random sampling from the target group of 200 people but the 

actual received were 215 people.  The sampling group is general airline passengers in Thailand.  

 2. Research Tools 

Part 1: Respondent Information 

This part was designed using closed-ended questions on the respondent record of each 

participant regarding general information namely gender, age, occupation, travel purpose, 

education, and income. 

Part 2 Opinions about how to choose the airline services in the situation of COVID-19 

Part 3 Follow up or ask questions. Including obstacles to collecting information of ordinary 

passengers who use airline services and collecting the completed questionnaires. The 

researchers reviewed the completeness of every questionnaire. Then the complete 

questionnaire was used to analyze the data. 
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Data Collection 

The researchers obtained data from the questionnaire to explore passengers’ behavior and their 

decision to choose an airline when they have to travel by air during the COVID-19 pandemic. 

Schedule for collecting online questionnaires from general passengers using airline services.  

An online survey was conducted among Thai citizens who have experienced travel  

 by air.  The survey was conducted via Google Forms and shared on local social media 

groups such as  Email,  Facebook, and Line application. 

Data Analysis 

This research study gained data from the questionnaire for comparing the mean scores between 

the satisfaction levels of these two airlines and rating the factors affecting the respondents’ 

decision-making. The results of the study were computed in terms of frequency, percentage, 

and mean. 

 Using a five-point Likert scale type, the interval of ranges to measure each variable was 

calculated from poor to excellent as follows: 

 

           Highest Point – Lower point                      =  5 - 1 

                             Scale Point                                        5 

                                                                               =   0.8 

 

This means the interval value between each level is 0.8, the items with interval value have been 

decreasing and the criteria for interpreting the levels of satisfaction are shown in the following 

range of mean scores (Gliem, 2003) 

 

Table :2 Interval of satisfaction level 

 

Rating Scale Agree Level Mean Score 

5 

4 

3 

2 

1 

Very high 

High 

Medium 

Low 

Very low 

4.21 – 5.00 

3.41 – 4.20 

2.61 – 4.20 

1.81 – 2.60 

1.00 – 1.80 

 

Results 

This study was a quantitative research study. Using online questionnaires to collect data, which 

is a widely distributed sample of data collection. It was found that the majority of respondents, 

59.5% were females, and 40.5% were males, aged between 18-25 years. 

1. The general information of the respondents as shown in table 3. 

Table :3 Basic information of respondents 
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Variable Category Frequency % 

Age 

(Years) 

18-25 Years 91 41.9 

26-33 Years 83 38.2 

34-41 Years 33 15.2 

42-49 Years 9 4.1 

50 and over 1 0.5 

Education level Diploma and below 25 12.1 

Bachelor degree 

(Undergraduate) 

145 70 

Masters 26 12.6 

PhD/Doctorate 11 5.3 

Gender 

(Male/Female) 

Male 87 40.5 

Female 128 59.5 

Employment Students 84 39.1 

Government employee 23 10.7 

Private sector 

employee  

67 31.2 

Self employed 24 11.2 

 Others 17 7.9 

 

Table 3, It illustrated that most of them were females of 128, representing 59.5% and males of 

87, representing 40.5%. The majority age of respondents are 18-25 years, 91 people, 

representing 41.9%. In terms of education, evident showed that 145 people, accounted for 70 

percent, are undergraduate students and graduate with a bachelor's degree. So, we can say that 

the respondents were more female than male. Almost all have high education as they are 

undergraduate level and most of them were students. The average age ranges between 18-25 

years old. 

 

Table 4: Factors affecting passengers' decision in selecting an airline in the COVID-19 

pandemic 

No. 

Factors affecting passengers' 

decision in selecting an airline 

in the COVID-19 pandemic 

 

Ranking Significance 

1 Airline Services (Ground 

service) 

4.45 4 Very high 

2 Airline Services (In-flight) 4.47 3 Very high 

3 Airline marketing strategies 

such as product, price, place 

and promotion 

4.51 2 Very high 
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4 Measures to prevent the 

COVID-19 infection. 

4.52 1 Very high 

 

From Table 4, It shows that the factors affecting passengers' decision in selecting an airline in 

the COVID-19 pandemic discovered that the highest factor is the measures to prevent the 

COVID-19 infection (4.52), followed by the airline marketing strategies such as product, price, 

place, and promotion (4.51).  Airline Services (In-flight) was perceived as ranking number 

three of four sequences, and the airline Services (Ground service) was the least important. 

However, the significance of all factors having an influence on passengers’ decisions is very 

high. 

Conclusions 

The finding reveals that the measures to prevent the COVID-19 infectious disease have become 

a factor that the passengers are concerned about during the period of the COVID-19 pandemic. 

The following important factors are a factor of airline marketing strategies such as product, 

price, place, and promotion, the factor of airline services (In-flight). And the airline services 

(Ground service) was the least important to make passenger make a decision in selecting an 

airline. Research has shown that good measure to prevent passengers from infection is a key 

factor. Other factors such as marketing strategies such as price, service level both in-flight and 

on-ground service and safety are still important. This research also found that passengers' 

socio-demographic characteristics affect the decision in selecting an airline as well. The airlines 

should consider and attach great importance in order to attract passengers to decide to choose 

airline services in the COVID-19 pandemic instead of other airlines or other transport modes. 

Recommendations 

  1. The COVID-19 pandemic has changed air travelers' behavior and this research provides 

useful information to managers and policymakers to implement strategies in the normal 

situation and the recovery of the airline market in the post-pandemic. The airline and airport 

should coordinate to make the passenger feel safe if they have to travel by air. 

 2. Airlines should study the factors that promote the service of the airline both on-ground and 

inflight in order to make passengers decide to use the airline instead of other transportation 

systems. 
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Abstract 

Due to the COVID-19 pandemic, it is required by many countries show pieces of 

evidence of being vaccinated for air travel including in Thailand as well. This study 

investigated perceptions that predict the intention to vaccinate for air travel. We examined how 

demographic variables, vaccination status, confidence in vaccination, beliefs in safety, and 

vaccines efficacy during the COVID-19 pandemic. We aim to study the perception (beliefs of 

safety and efficacy of vaccines) of air travelers on getting COVID-19 vaccines. Further 

analyses involved how many doses of vaccines injection that appropriate for safe air travel. 

This study employed quantitative research with 202 respondents who have experienced within 

three years or during the pandemic. Results showed that air travelers intend to vaccinate. 

individuals who believe that vaccines are safe and effective most prefer to take another vaccine 

booster because 3-4 doses of vaccines make them confident that they would not get an infection 

during air travel. We also found that most air travel perceived vaccination will enhance the air 

travel to be back and growing up fast. Thus, we can conclude that the airlines' campaigns and 

government policy focused on the safety and efficacy of vaccines are important to air travelers. 

Vaccination and confidence are the keys to recovery air travel. 

Keywords: Air Travelers, Perception on Vaccination, During the COVID-19 Pandemic 

Introduction 

The COVID-19 pandemic, the global economy registered the worst recession since 

World War II (ICAO, 2021). The COVID-19 virus has spread worldwide without 

acknowledging borders. It has impacted all industries, all sectors, and all aspects of our lives 

with devastating economic and financial losses and significant uncertainties. The COVID-19 

impact on world scheduled passenger traffic for the year 2020 (estimated actual results), 

compared to 2019 levels: overall reduction of 50% of seats offered by airlines, an overall 

reduction of 2,703 million passengers (-60%), and approximately USD 372 billion loss of gross 
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passenger operating revenues of airlines (IATA, 2021). Global is facing a crisis of coronavirus 

outbreak that makes people fear to go outside and it has affected the economy severely. But 

after all the large countries start giving out vaccination to their people, economics seem to 

recover little by little. Effective vaccines that they injected into their population, made people 

feel safe and trust in government performance. As known, the aviation industry is the main 

industry affected by the COVID-19 pandemic. This research contains the effectiveness of 

vaccination that motivates air travelers to confidence when they have to travel by air during 

the pandemic.  This research illustrates the perception of airline passengers on the covid-19 

situation and the vaccination can help the air travel not freeze.  

Many countries in Asia, are increasingly affected by the COVID-19 pandemic. They 

are currently facing vaccine delivery challenges. In Thailand the COVID-19 vaccine 

acceptance rate was found quite higher than neighboring countries e.g., Indonesia and 

Malaysia) by 93–94% (Sallam, M. (2021; Sirikalyanpaiboon et al. (2021).  Thai government-

run vaccination options for safe air travel.  However, no study was undertaken in Thailand to 

check the perception of passengers. Passengers’ attitudes on vaccine acceptance and their 

willingness to travel after they are vaccinated can influence their families and friends' networks. 

This study aimed to fill this research gap and determine COVID-19 vaccination can boost the 

confidence of passengers when traveling by air. 

Research Question 

• Research Question 1: What level of getting the COVID-19 vaccine affects the 

air travel confidence? 

• Research Question 2: What perception of air travelers on getting COVID-19 

vaccine before travel by air? 

• Research Question 3: What are the different numbers of individuals that are 

vaccinated against COVID-19 and those who are not regarding air travel? 

Objective 

To study the perception of air travelers on getting COVID-19 vaccine (beliefs of safety 

and efficacy of vaccines) when traveling by air during the pandemic. 

Literature Review and Theory 

This study review in these topics. 

1. COVID-19 pandemic and vaccines situations in Thailand. 

2. Air travelers’ behavior during the COVID-19 pandemic. 

3. Related research concerned individuals’ COVID-19 vaccination perception. 

COVID-19 pandemic and vaccines situation in Thailand and China. 

 Thailand has approved two additional COVID-19 vaccines for international travelers 

to Thailand under the Sandbox program. International travelers, including returning Thais and 

foreign residents, who are above 18 years of age, planning to travel to Thailand under either 

the TEST & GO and Sandbox entry schemes must get fully vaccinated for COVID-19 with a 
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vaccine approved by Thailand’s Ministry of Public Health (MoPH) or the World Health 

Organization (WHO) no less than 14 days before their travel date. For those traveling to the 

kingdom under the Alternative Quarantine system, their vaccination status will be the key 

factor determining their quarantine period (TAT News, 2021). 

List of approved COVID-19 vaccines in Thailand  

• CoronaVac by Sinovac Biotech Ltd – 2 doses needed / 2-4-week interval; 

• AstraZeneca or Covishield by AstraZeneca and the University of Oxford, – 2 doses 

needed / 4-12-week interval; 

• Pfizer–Comirnaty by Pfizer Inc. 2 doses needed / 3-week interval; 

• Janssen by Johnson & Johnson Services, Inc. – 1 dose needed 

• Moderna by Moderna Inc. – 2 doses needed / 4-week interval 

• Sinopharm by Sinopharm Co., Ltd. – 2 doses needed / 3-4-week interval 

• Sputnik V by the Gamaleya Research Institute of Epidemiology and Microbiology – 2 

doses needed – 3-week interval 

China relied on proven non-pharmaceutical interventions to conquer the epidemic. The 

first and most important thing was eliminating the virus through controlling the sources of 

infection and blocking transmission. This was accomplished through early detection (testing), 

isolation, treatment, and tracing the close contacts of an infected individual. Scientists around 

the world are working faster than ever to develop and produce vaccines that can stop the spread 

of COVID-19, with 21 vaccines now being rolled out in countries worldwide. Here are reviews 

of those vaccines and recent developments of successful candidates in clinical trials. 

 
Figure 1: Flowchart showing traditional process of vaccine development 

Source:  Sharma et al, 2020. 

 

Air travelers’ behavior during the COVID-19 pandemic. 

The coronavirus pandemic has had a great impact on everyone's daily lifestyles, 

especially passengers who travel by air.  It made a significant change to many people (Morar 

et al., 2021).  Changing travel behavior and changes in preferences during the COVID-19 

pandemic is useful for airlines to plan for their operations and market strategies. It also benefits 

the government. Policies to promote travel during the COVID-19 pandemic would benefit a lot 

from knowledge regarding personal factors and perceptions of getting vaccines that influence 
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travel behavior during pandemics. Air travelers’ personality affects travel intention and 

preferences during health crises such as the COVID-19 pandemic. The research found that 

women tend to fear for the health of loved ones in the situation of COVID-19-pandemic.  They 

may show negative feelings such as fear, anxiety, frustration, or sadness when needed to travel 

(Kourgiantakis et al., 2020). 

Related researches concerned individuals’ COVID-19 vaccination perception. 

Vaccines and immunization 

Immunization is a global health and development success story, saving millions of lives 

every year. Vaccines reduce the risks of getting a disease by working with your body’s natural 

defenses to build protection. When you get a vaccine, your immune system responds. 

Immunization is a key component of primary health care and an indisputable human right. It’s 

also one of the best health investments money can buy. Vaccines are also critical to the 

prevention and control of infectious disease outbreaks. They underpin global health security 

and will be a vital tool in the battle against antimicrobial resistance. Yet despite tremendous 

progress, far too many people around the world, including nearly 20 million infants each year 

– have insufficient access to vaccines. In some countries, progress has stalled or even reversed, 

and there is a real risk that complacency will undermine past achievements. 

Methodology 

Research Design 

Several pieces of research and secondary data were studied.  The statistic was used to 

test the hypotheses that; 

1. COVID-19 vaccination impact on the confidence and willingness to travel by air. 

2. Air travelers have a positive perception of getting vaccines in terms of safety and 

efficacy of vaccines 

Instrument 

  A research instrument or a measuring instrument (Research Instrument) refers to what 

we do research using to collect data for analysis to find answers to test hypotheses. which to 

collect information to obtain accurate information We have selected reliable quality measuring 

instruments. We use the questionnaire method to collect the data. This method is honest. It is 

a tool that can measure what you want to measure or can measure according to the purpose of 

the measurement. 

The research instrument was a survey questionnaire divided into two parts: 

Part 1 General information. 

Part 2 Perception on the COVID-19 vaccination and beliefs in safety when travel by 

a.ir during the pandemic. 

Population and Sample 

 People who used to travel by air within 3 years and age is 15 and over.  
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Respondents Demographic Information 

As demographic variables, respondents were asked to indicate their gender (“male”, 

“female”), their age, their occupation or employee status (“student”, private employee”,  

“self-employed”, “not-employed”) whether they are vaccinated (“yes”, “no”), education level, 

and whether or not they are willing to travel if passengers no need to be vaccinated when travel 

(“yes”, “no”). 

Data Collection 

This research gained data from the questionnaire to examine the important level of 

getting vaccines and check the perception on how air travelers trust vaccines when they have 

to travel by air. An online survey was conducted among Thai residents who had traveled within 

the past 3 years and experienced the outbreak of COVID-19 within Thailand. The survey was 

generated via Google Forms and shared on local social media groups and by email/ Facebook/ 

Line Group to individuals. The study was conducted from August to December 2021, with data 

collection starting approximately four weeks, 202 responses were retained for final analysis. A 

pilot test of the online survey was conducted with SSRU lecturers and students to check the 

appropriateness of the survey. The study was conducted under the guidelines of the lecturer in 

the Airlines Business Program 

Data Analysis 

 Descriptive analyses of the percentage of responses given by respondents who have 

experienced travel by air within 3 years were presented.  Quantitative analyses were performed 

on the collected data. Descriptive analysis was used to describe the demographics of the 202 

respondents who completed the survey. A five-item scale measuring perception on vaccination 

intention, the anxiety of vaccinated, vaccine safety, and efficacy beliefs.  In addition, the 

perceptions of air travelers that how much confidence they have if all passengers have been 

injected, and how many doses of vaccines injection are safe for air travel are examined.   The 

statistic used is frequency, mean, and percentage. The analyses were carried out using Excel 

program statistics for Windows. 

 

Table 1  

Rating of agreement scale 

Rating of Satisfaction Interpretation of the scale 

5 

4 

3 

2 

1 

0 

Very Strongly Agree 

Strongly Agree 

Agree 

Disagree 

Strongly Disagree 

Very Strongly disagree 

 

The criteria for interpreting the levels of agreement are shown in the following range 

of mean scores (Gliem, 2003) 
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Table 2  

Rating for the perceptions of COVID -19 vaccination 

Significant Level Score 

Very high 

High 

Medium 

Low 

Very low 

 

4.21 – 5.00 

3.41 – 4.20 

2.61 – 4.20 

1.81 – 2.60 

1.00 – 1.80 

 

 

 Demographics 

Demographics are described in Table 3 below. 

 

Table 3  

Demographics and Main Variables. 

Variable Category Frequency % 

Age 

(Years) 

15-24 121 59.90 

25-34 46 22.77 

35-44 24 11.88 

45-54 6 2.97 

55 + 5 2.47 

Education 

level 

Diploma and 

below 

34 16.83 

Bachelor degree 

(Undergraduate) 

155 76.76 

Masters 10 4.95 

PhD/Doctorate 3 1.48 

Gender 

(M/F, n, %) 

Male 97 48.02 

Female 105 51.98 

Employment Student 136 67.32 

Private Employee 39 19.30 

Self employed 20 9.91 

Not employed 7 3.46 

Purpose of 

travel 

Work/study 81 40.09 

Visit friends and 

relatives 

92 45.54 

Religious 29 14.36 

Vaccination Vaccinated 174 86.14 
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status Unvaccinated 28 13.86 

 

Table 3 summarizes the demographics of the 202 respondents who completed the 

survey. The responses received consisted of 48.02% males and 51.98% females, with most of 

them (59.90%) being young adults (below 24), and approximately 98% of them being well 

educated (undergraduate above). The higher percentage of young adults and well-educated 

respondents might be due to their active presence on social media (i.e., Facebook, Instagram, 

and Twitter), and freeware and cross-platform instant messaging software (e.g., Line 

application and Google forms). For travel, the number of people who travel for work and study, 

and people who travel for leisure (visiting friends and relatives) are not much different, and 

14.36% travel for religious that may be most of the respondents are young that why there are 

not many activities concerned religion. 

 

Table 4 

 Type of vaccines that you have been injected 

Type of 

Vaccines 

Frequency % 

AstraZeneca 

Sinopharm 

Sinovac 

Unvaccinated & 

Other 

112 

35 

23 

32 

 

55.45 

17.32 

11.42 

15.84 

 

Total 202 100 

 

Table 4 showed that the popular vaccine that respondents have been injected with is 

AstraZeneca (55.45%). 17.32% of respondents chose Sinopharm, about 11.42% have been 

injected Sinovac. Some people are unvaccinated/ or have been injected with other vaccines 

(15.84%). 

Table 5  

Perception on vaccination 

 

Variable  Frequency % 

Vaccination intention High and very high 132 65.34 

Medium 51 25.26 

Low and very low 19 09.40 

    

Anxiety of vaccinated High and very high 98 48.51 

Medium 84 41.58 

Low and very low 20 09.91 

    

Vaccine safety and High and very high 171 84.65 
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efficacy beliefs Medium 22 10.89 

Low and very low 9 4.46 

    

Intention to travel if 

vaccinated is not required 

High and very high 15 07.43 

Medium 42 20.79 

Low and very low 145 71.78 

    

After we all inject the 

vaccine the air travel will 

be back and growing up 

fast 

High and very high 118 58.42 

Medium 53 26.24 

Low and very low 31 15.34 

    

How many doses of 

vaccines injection are safe 

for air travel? 

0 14 6.93 

1-2 62 30.69 

3-4 99 19.01 

4+ 27 13.37 

 

As can be concluded from Table 5, the majority intend to have vaccines injected 

(65.34%), and many of them have the anxiety of being vaccinated. They wonder long-term side 

of vaccines so the anxiety of vaccinated was perceived as high and very high levels. However, 

84.65% of respondents believed that the vaccine is safe and efficient. In the respondent’s view, 

the risk that comes with not being vaccinated is possible. If airline passengers are not required 

to get vaccinated, air travelers have no confidence that their travel will be free from the 

COVID-19 infection. The Intention to travel if vaccinated is not required is only 07.43%, while 

their intention to travel by air with other passengers who are unvaccinated is low and very low 

(71.78%). More than half of respondents believed that after everyone gets injected with the 

vaccine, the air travel will be back and growing up fast, and 3-4 doses of vaccines injection are 

appropriate and safe for air travel. 

Conclusion 

The Covid-19 has changed the way of our daily life, matters of travel, work, tourism, 

and students are losing opportunities to learn because they are not confident to travel, especially 

by air travel.  The research informs that how people agree that after everyone gets injected with 

the vaccine the air travel industry will be back and growing up fast. How are people willing to 

travel if vaccinated is not required? Finally, the researchers discovered that the airline business 

is going to be okay if passengers have proper vaccines for 2-4 doses.   
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Discussion and Recommendation 

Covid-19 affects us, not only our daily lives but also our nations which are driven by 

air transportation, which changes everything as people can no longer travel around. Air travel 

boosts the country's economy that starts to collapse since the COVID -19 pandemic (Katella, 

2021; McCartney et al., 2021). That is why we needed to fix this pandemic as soon as possible. 

How to build confidence for air travelers to travel during the pandemic? Vaccination is the 

answer. But vaccines are still in the process of developing. At the same time, people are still 

having anxiety about getting vaccinated especially when there is news of the vaccine's side 

effects. The levels of perception of vaccine safety and efficacy beliefs might be lower than 

usual.  So, this study suggests that; 

1. According to the data obtained as in the tables, people intend to get vaccinated 

because they are satisfied with the results. People believe that vaccines are effective, it does 

protect human life.  So, government and private agencies concerned should encourage to have 

everyone get vaccinated that will create confidence in the air traveling around, not frightened 

of the in-flight infection.  

2. As mentioned before, if air travelers trust the airline's safety they will travel around 

both in the country and international routes, and the air travel situation becomes to get back to 

normal according to effective vaccines. People go outside shopping, spending and finally, 

traveling by air. The more people spend, the more it boosts the economics of the countries. Air 

travelers boosted the economics of provinces that they visited, and it led to a growing national 

economy. The researchers hope our research paper will help many people see the clear picture 

of air traveling will be safe if all get vaccinated and we would like to encourage all to get the 

vaccine. 
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Abstract 

This research analyzed the impact of employee engagement and employee work 

performance of airline ground service agents.  The objectives were 1) to assess the current 

situation of airline ground service agents, 2) to identify the impact of employee engagement 

and employee work performance. The researcher employed a quantitative method.  Data were 

gathered by online google survey form with 200 respondents. The sample group of current 

airline employees, people who used to work as an airline ground service agent, and Airline 

Business students were asked to answer the questions.  Results showed significant factors that 

impact employee engagement, employee performance, and service quality. Based on the 

statistic results, employee engagement and employee performance had significant impacts on 

the level of airlines service quality. 

Keywords: Employee engagement, Employee performance, Service quality, Ground service 

agent 

Introduction 

Air transport is an important enabler to achieving economic growth and development. 

Air transport facilitates integration into the global economy and provides vital connectivity on 

a national, regional, and international scale. It helps generate trade, promote tourism, and create 

employment opportunities. The World Bank has financed aviation-related projects for over 

sixty years. Today, the WBG remains actively engaged in every region on projects related to 

air transport policy and regulation, safety, infrastructure rehabilitation, institutional 

strengthening, and capacity building (Worldbank, 2021). The airline industry in Thailand is 

currently undergoing excellent growth potential. One of significant part of the airline is ground 

service. They are cog of the system, if missing this important part, the airline will not move 

forward. Ground service agent cannot be replaced by computers or machines. Ground service 

is an important service for the airline industry as the first gateway that passengers must face 

when they travel by air.  Passengers want to deserve services of the airline that impressive and 

accurate their needs of the passengers. Additionally, can solve the problems that occur at that 

moment with professional ways and prevent the passenger from the hazard. There are many 

duties and responsibilities to come with ground service jobs, but the main one is to ensure the 

safety and comfort of all passengers who travel through the airline. Different airlines have 

different job descriptions for their ground service agent (Centastaff, 2021). Due to the airline's 

procedure, there are different positions and duties of the ground service. If there is any problem 

that has an effect on delaying the process and affecting the next step. finally, bring to the flight 

delayed.  Moreover, the inefficient work of the ground staff leads to unsafe for passengers, 

planes, and airports. 

In the current day, the competitive business environment in airlines is rapidly changing 

and the organizations need to adapt to the rate of change. The success and keep company get 

profit is not easy as the market is highly competitive and the skills and capabilities of the 

employees are key factors. Business success depends on employees and their happiness, 

energy, morale, beliefs, and attitudes as key factors. Thus, companies should not ignore 
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employees’ needs and want (Zaw, Y., & Fernando, M., 2016). If airlines ignore the human 

factors and employee motivation, they cannot survive in a highly competitive airline market. 

Therefore, the study of Impact of Employee Engagement and Employee Performance Toward 

Service Quality: A case study of Airline Ground Service Agent is very significant to the airline 

industry. Employee engagement and employee performance are crucial factors improving 

service quality towards the organizational success 

Research Question 

The following are research questions to accomplish the aims of the study: 

1. What is the current situation of ground service agent engagement, their 

performance, and service quality of the airlines? 

2. What are the factors impact of airline success on employee engagement, employee 

performance, and service quality? 

Objective 

 1. To analyze the current situation of the airlines in the aspect of employee engagement, 

employee performance, and service quality of ground service agents. 

2. To determine the impact of employee engagement, employee performance, 

and service quality. 

Literature review 

The researcher reviewed the relevant literature that supported this study such as duties 

of ground service agent, employee engagement, employee performance, employee motivation, 

and service quality. On the employee performance review, the researcher found that there are 

some factors that affect performance of the employee as follows: 

The Theory of Planned Behavior. 

This theory started as the Theory of Reasoned Action in 1980 to predict an individual's 

intention to engage in a behavior at a specific time and place. The theory was intended to 

explain all behaviors over which people can exert self-control. The key component to this 

model is behavioral intent; behavioral intentions are influenced by the attitude about the 

likelihood that the behavior will have the expected outcome and the subjective evaluation of 

the risks and benefits of that outcome. The theory has been used to predict and explain a wide 

range of employee behaviors and intentions including smoking, drinking, health services 

utilization, breastfeeding, and substance use, among others. Behavioral achievement depends 

on both motivation (intention) and ability (behavioral control). It distinguishes between three 

types of beliefs - behavioral, normative, and control. The theory is comprised of six factors that 

represent a person's expression over the behavior, and they are attitudes, behavioral intention, 

subjective norms, social norms, perceived power, and Perceived behavioral control (Ajzen, I., 

1991). 
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Figure 1 Behavioral Change Models 

Source: Wayne W. LaMorte. (2019) 

 

Employee engagement. 

 Employee engagement is a vast construct that touches almost all parts of human 

resource management. If every part of human resources is not addressed i an appropriate 

manner, employees fail to fully engage themselves in their job in the response to such kind of 

mismanagement. Employee engagement is the extraordinary effort over the minds and the 

hearts that means rational and emotional commitment. Employee commitment is a vital part of 

employee engagement in that commitment is conceptualized as enthusiasm to apply energy for 

the success of the organization (Solomon Markos, Kompaso M., Sandhya Sridevi, 2010; 

Raynald, 2010; Ambar et al, 2015) 

Research Methodology 

Population and sampling 

The researcher used a quantitative approach. The respondents were selected from two 

source clusters for example;  

(1) group A is the current employees of airline ground service agents. 

(2) group B is people who used to work with the airlines as ground service agents  

 

Research tool 

Questionnaires were divided into four parts.  

Part one included the general information of the respondents.  

Part two consisted of four questions. The researcher asked the respondent to rate the 

factors that affect the work performance of ground service agents. 

Part three consisted of twelve questions related to service quality in terms of airline 

tangible product, reliability, responsiveness, and environmental element. The impact of 

employee engagement on work performance was asked. 

Part four, any comment. Ask the respondent to give some idea and perception that 

how employee engagement has an impact on their performance and service quality. 
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The researcher used the five Likert scales for all survey questionnaires of both current 

employees and ex-employees. 

The reliability of the questionnaires was determined by submitting a questionnaire to 

lecturers or airline business experts to recheck. 

 

Data collection 

The researcher distributed 200 sets of questionnaires to the respondents to obtain 

primary data. For secondary data, information and data were studied from related concepts, 

theories, research, however, there were form articles in journals, books, and related research 

on the internet. The general information was received from various sources such as websites, 

research, articles, airline organization.  

 

Data Analysis 

Check whether the information is complete or not, the researcher looked through the 

data, double-checked the questionnaire's validity, and chose questionnaires that were right and 

comprehensive. Then separate the questionnaires that aren't completed. Complete the 

questionnaire and encode it. Then, in the EXCEL application, enter the data from the 

questionnaire and add all 200 sets of data to get the research analysis findings.  The researcher 

made the tables to compare data between groups of samples with quantitative methods. 

Average in the degree of agreements in employee engagement, factors impact to fork 

performance and service quality used the interpretation of the stratified value by using a 5-level 

measurement principle (Best & Kahn, 1998) as follow: 

 

Table 1: Five level Measurement Principle 

 

 

 

 

 

 

 

 

Results 

Results showed categories of factors that affect the work performance of ground 

services were (1) Motivation, (2) Work environment, (3) Individual personality,  

and (4) Organization culture and company policy.  Results as shown in table 2 

 

 

 

 

Average Score Description 

1.00-1.50 Very less significant 

1.51-2.50 Less significant 

2.51-3.50 Average 

3.51-4.50 Significant 

4.51-5.00 Very significant 
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Table 2: Factors Impact on Employee Performance 

 

No. Factors X SD Rank Description 

1 Employee 

motivation 

4.10 0.78 1 Significant 

2 Work 

environment 

4.03 0.75 2 Significant 

3 Organization 

culture and 

company 

policy 

3.89 0.94 3 Significant 

1 Employee 

characteristic 

3.84 0.83 4 Significant 

 

Conclusion 

Employee engagement is critical for any organization, especially airlines, the company 

strives to achieve a high level of service quality through experience and skillful employees.  

The relationship of organizational commitment like employee engagement, employee work 

performance, and service quality are related to employee motivation. Results of the study show 

that employee engagement and career satisfaction impact service quality. According to 

statistical data analysis results, ground service agents were engaged and satisfied with their 

career because of the motivation factor as rank no. 1 which the weight is 4.10 and the standard 

deviation is 0.78. Employee engagement and employee performance had a significant impact 

on the service quality of the airlines. 

Recommendation 

From the study, the researchers recommend as follows: 

Although employee motivation has the greatest impact on employee performance which leads 

to good service quality, the organization should continue to purposeful develop employees in 

other aspects as well not only the motivation. The leadership among employees should be 

encouraged to develop employees as human capital to be a key factor in the success of the 

airlines.  Employee engagement enhances efficient work performance. However, organizations 

should build up a supportive culture and develop policies that can help to increase employee 

skills to meet the vision of the company. 
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Abstract 

Social media has gained credibility in its ability to expand social contacts, increase 

brand loyalty, and improve customer relationships. Airline passengers positively choose the 

airline's choices through advertisement. This research aims to explore the influence of 

advertising media on passenger choices when choosing the airline. This study is a quantitative 

research that obtained the basic information about passengers' choices of airlines via an online 

google form. As a result, the number of valid responses in this study was 209 with a 50.20% 

age range is between 18-030 years old. The results are found that passengers tend to watch 

social media, use the web rather than offline media, and consume online application platforms 

on mobile applications e.g. Facebook, YouTube Channel, Line, and Instagram. Airlines and 

customers have become more connected than ever. Online advertising social media is closely 

associated with consumer lifestyle. The most influencing advertising social media on 

passengers' choices of the airline is Facebook advertising because it connects a customer to the 
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airline website conveniently and it creates better interaction with customers, while Instagram 

is considered as the second important platform that influences airline passengers. 

Introduction 

In an era where online consumers are increasing every day and the world today, mobile 

phones became at the center. More than 80% of Millennials in Thailand ages 18-34 years about 

20.6 million people spend time on the internet 5 hours per day and online with a mobile phone 

account for 80% (Boonrod, 2017). So, it is inevitable that social media has played a key role 

in people's daily life. Telephone or email communication is no longer the only channel for 

conversations between a company and a customer. Nowadays, customers tend to contact the 

airlines to ask questions, compliments, and make complaints through social networks channels. 

The company must respond to the changing behaviors of consumers to reach customers and 

understand customers' lifestyles.  Social media has gained a lot of attention from marketers due 

to social media marketing has high potential in making customers choose the product. Social 

media provides a massive potential for businesses and company able to reach customers from 

all over the world anytime and anywhere. Thus, able to meet the needs of internet marketing 

companies with the goal. Around 900 million people are on Facebook and around 100 million 

people are on Instagram, and over 300 million are on Twitter (Bangkokbiz, 2021).  Social 

media has gained credibility in its ability to expand social contacts, increase brand loyalty, and 

improve customer relationships. With the ability to support a large number of consumers that 

can help customers make informed decisions with referrals and recommendations from other 

users' experiences on social media. Customers are more likely to choose one that they feel can 

connect with them, and one that cares about their needs and wants. Customer service is huge 

in the airline industry. According to the researcher realized the importance of social media in 

terms of connecting and building a relationship with potential customers including maintaining 

their customers effectively (Nigam, 2012a, 2012b). Advertising media  have become more 

seriously taking a part in the aviation industry. The key players among many airlines have 

attached great importance to the market on advertising media. The airline industry is facing 

challenges due to many factors which more competitive than ever and many airlines are trying 

to find ways to compete for customers (Paethrangsri, 2020). Since social media is so public-

facing, airlines have the opportunity to connect with people from all over the world across their 

social media platforms. They have the opportunity to use the tool to strengthen the trust and 

relationship between the consumer and their brand through social media. Airlines need to have 

a clear strategy for engagement with the customers including attracting new customers and 

generating brand loyalty. Therefore, the motivation for this study is first, to confirm whether 

the influencing advertising media affect passengers' airline choice. Secondly, this paper seeks 

to determine the influence degree of influence media on each type. The paper is organized as 

follows. Section 1 introduction, section 2 reviews the related literature, section 3 describes the 

survey design and the collected data structure. Section 4 presents the quantitative analyses of 

survey results. Finally, section 5 provides concluding remarks. behavior characteristics.  
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Research questions 

This research consists of three questions that lead to a research objective.  We have raised 3 

questions which are: 

1. How does advertising media impact the airline market? 

2. What channels of advertising media do airlines use to attract customers through the severe 

completion.  

3. What are the influencing factors that make customers choose to use the airline service?   

Objectives 

This study aims to explore the influence of advertising media on passenger choices when 

choosing the airline. 

Literature Review  

Air Travel Behavior  

 Researchers have studied the significant factors that affect air travel behavior, including 

passengers' attributes such as education level and income, and trip attributes such as travel 

distance, departure time, and passenger's perception. Travel behavior and activity patterns 

differ between age groups. The two most significant aspects of travel among the elderly are 

safety and convenience (Yu, 2013). Paulley et al (2006) revealed that both incomes and 

education levels positively affect the passengers' choices in choosing airlines. Passengers with 

lower incomes were more likely to choose low-cost airlines than those with higher incomes 

(Paethrangsi, 2020). Trip attributes and social channels significantly affect the decision of 

passengers such as departure time and travel distance had a significant impact on the travel 

behavior of the elderly passenger while the young generation preferred choosing the airline by 

the influencing of advertising media and price.  The study showed that the elderly always 

avoided traveling at night or during rush hour, and the young generation is likely to travel 

during weekends and holidays (Wang & Zhao, 2009). 

 

Characteristics of advertising social media.  

Advertising is the business of trying to persuade people to buy products or services, 

(Cambridge dictionary) Advertising is the announcement or the declaration that aims to publish 

a message to the citizen, it is the product presentation included presentation the product quality 

that aims to convince the customer to purchase the product. (Office of Royal Academy Society, 

2008) Advertising is the most effective measure in marketing, it can help the company to sell 

the product, image, and service. Advertising can convince people interesting, and advertising 

is one of the marketing processes, nevertheless, advertising is one of the measures that help a 

company achieve the selling objective. Advertising is the declaration of the product 

presentation that aims to make the consumer know their product, advertising could be created 

in different ways such as television, radio, newspaper, and internet (Supattra, 2013). 
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Methodology 

Research Design 

 In this research the use of advertising media to engage and build a relationship between 

airlines and customers of low-cost airlines in Thailand. the primary data collection model was 

used as quantitative research by using questionnaires to collect data. 

1) The Number of Samples 

The samples used in this research are 209 people who gave experience in using advertising 

media in booking airline tickets. The method of selecting the sample used is convenience 

sampling by placing surveys on online media google forms such as Facebook, Instagram, and 

Application Line. 

2) Research Conceptual Framework 

The variables used in this research. It consists of independent and dependent variables. Details 

are as follows: 

Demographic factors are gender, age, and occupation. Airline services on advertising media 

factors 1) Types of advertising media available for passenger choices. 2) Advertising media 

usage behavior. 3) Decision to choose the airline's services through advertising media. The 

research planned to collect 200 samples but the actual number is 209 respondents. 

 

Instrument 

 We used the questionnaire consisted of four parts: 

Part I: The basic information of the respondents 

Part II: Types of advertising media available for passenger choices  

Part III: Advertising media usage behavior of the respondents. 

Part IV: Decision to choose the airline's services through advertising media. 

 

Data Collection 

 Data preparation, data collection, data analysis, data processing, and data conclusion of 

the research are the data employed in this study. 

Primary data is the answer to the survey from the questionnaire. 

Secondary data is the information that is collected from various sources including advertising 

at the airline website, research related to advertising, information from general news sites 

 

Data Analysis 

 Use research concepts and logic, as well as relevant research, to classify data and 

discuss study findings. Analyze and summarize the study content in accordance with the issues 

outlined in the objectives, together with the responses of those who completed the 

questionnaire. 

 

 



The 2nd International Students Conference on Academic Multidisciplinary Research 2022 
 

 

 

145 

 

 

Results 

 To obtain the basic information about influencing media on passengers' travel choice 

behavior via google survey, we found that passengers' socio-demographic characteristics (such 

as gender, age, education level, vocation, and income) as shown in table 1, service preference 

characteristics, i.e., passengers' advertising media preference when choosing airlines  (such as 

preference for Facebook Advertising, Line application advertising, YouTube Advertising, 

Instagram Advertising, and Offline Advertising). 

 

Part I: The basic information of the respondents. 

Table 1 Respondent information (Personal factor)  

Number Variables (Personal factor) Number of people Percent (%) 

Gender Male 49 23.4 

Female 147 70.3 

LGBTQ+ 13 6.2 

Total 209 100.0 

Age Age range Number of people Percent (%) 

18-30 105 50.2 

31-40 60 28.7 

41-50 14 6.7 

51-60  15 7.2 

Above 60 15 7.2 

Total 209 100.0 

 Income Income Number of people Percent (%) 

Less than 20,000 107 51.2 

20,001-30,000 49 23.4 

30,001-40,000 15 7.2 

Over 40,001 38 18.2 

Total 209 100.0 

  

Table 1 displays the statistical information about passengers' demographic 

characteristics on the advertising media choices of an airline. Of 209 people who responded 

to the survey, most of them are female that is 70.3% and the majority of respondents age is 

around 18-30 years old. In terms of work positions, most of the respondents are students and 

Education 

level 

Education level Number of people Percent (%) 

High school 17 8.0 

Undergraduate  169 80.9 

Bachelor's degree 15 7.7 

Master's degree 6 2.9 

Doctor of Philosophy 1 0.5 

Total 209 100.0 
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51.2% of the respondents have income less than 20,000 baht per month. 

 

Part II: Questions concerned air travel behavior. 

 Table 2 Respondents air travel behavior. 

Respondents' air travel behavior. 

70.33% of the respondents travel by plane less than 3 times per year and 74% of the 

respondents use low-cost airlines. In terms of the purpose of travel, most people travel for 

leisure or to visit friends and relatives. 

air travel 

behavior 

Frequency of air travel Number of people  Percent (%) 

1- 3 times a year 147 70.33 

4 – 6 times a year 40 19.14 

over 6 times a year 22 10.53 

Types of airline Number of people  Percent (%) 

Use low-cost 146 69.86 

Use full service 63 30.14 

 Purpose of travel Number of people  Percent (%) 

 Business 170 81.34 

 Leisure 39 18.66 

 

Table 2 summarizes the air travel behavior of respondents.  70.33% of the 

respondents travel by plane less than 3 times per year and 74% of the respondents use low-

cost airlines. In terms of the purpose of travel, most people travel for leisure or to visit friends 

and relatives.  

 

Part III: Questions of advertising media usage behavior and decision to choose the 

airline's services through advertising media 

Table 3 advertising media usage behavior and decision to choose the airline's services 

media usage 

behavior 

Time use media Number of people  Percent (%) 

6.01- 18.00 67 32.06 

18.01- 22.00 102 48.80 

22.01- 06.00 40 19.14 

Purpose of use media Number of people  Percent (%) 

Entertaining 131 62.68 

Work/ study 78 37.32 

decision to 

choose the 

airline's 

services 

through 

advertising 

media 

Preference media to connect 

the airline 

Number of people  Ranking No. 

Facebook 0.32 1 

Line 0.15 4 

YouTube 0.19 3 

Instagram 0.21 2 

Offline channel 0.13 5 
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Table 3  illustrate the effect of the advertising media preference aspect on airline 

choices. Most people use advertising media more than 4 hours a day and they use it from 18:01-

22:00. Most of the respondents watch advertising on social media more than television. The 

respondents use social media for entertainment, and Facebook is a popular media to use, details 

as follows;  

1. Facebook Advertising (weight 0.32) 

 Most of the respondents considered Facebook as the channel that customers connect to 

airline websites conveniently. Airlines can build better interaction and closely talk to their 

customers via Facebook, moreover the ads on Facebook drive customer interest. This study 

discovered that the airline should launch an advertising campaign through Facebook. 

2. Instagram Advertising (weight 0.21) 

 The respondents who prefer using Instagram are aged between 18- 30 years old.  Hence, 

should the airline's target market focus on this group age range, it will be a good choice to 

advertise via Instagram. 

 

3. YouTube Advertising (weight 0.19) 

 Most of the respondents enjoyed watching YouTube but they do not interest in 

YouTube advertising.  They think advertising on YouTube interrupts them and they do not 

click to view it. Therefore, it is not a good choice to shoot the advertising through YouTube. 

4. Line Advertising (weight 0.15) 

 Results from this research evidence that it is not worth promoting airline advertisement 

through the Line platform because most of the respondents use Line for chat and sending clips. 

are interested only in Line stickers, not an advertisement. 

5. Offline Advertising (weight 0.13) 

Offline advertising relies on real-world channels like television, prints on magazines, 

radio, billboards, brochures, and flyers. The respondents are not interested much in offline 

advertising, and it was perceived as the least influencing advertising media on the airline 

choices. 

Discussion and conclusion 

Passengers positively choose the airline's choices through an advertisement they saw 

on social media because customers use social media in their daily lives and spend a lot of time 

on it. Time consumed is a matter for people when using social media, they can do many things 

at the same time such as enjoy watching YouTube, chatting with friends, following the news, 

and working. Social media is incredibly popular, and they can engage customers simply and 

quickly. The airlines can use social media to enhance the market strategy to attract customers. 

If the airlines choose the appropriate advertising media with their target customers, they will 

gain competitive advantages. This study found that social media advertising namely Facebook, 

Instagram, YouTube, and Line platforms influence passengers when choosing the airline 

choices. 



ISCAMR 2022 
 

148 

 

 

Recommendation 

 Social media advertising is a tool for airlines to connect with customers besides 

traditional marketing. The airline industry could examine customer decisions from research 

investigation to grow the competitive advantages. organization. This study looked into airline 

passenger's behavior in using social media and will be valuable for many companies including 

the airline industry. 
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Abstract 

The article examines the development of the economy of the Russian Federation after 

the withdrawal of international companies from its markets. The termination of the activities 

of companies with foreign participation in the country is presented as an incentive to the active 

development of domestic production and economic growth. The negative consequences 

affecting pricing within specific markets are analyzed. Examples of enterprises that have 

increased productivity due to the policy of import substitution are given. A parallel is drawn 

between the situation in the country in 2014 during the introduction of the first packages of 

sanctions and the departure of the first foreign investors and the situation in the country at the 

moment in order to analyze possible actions on the part of the state and entrepreneurs, as well 

as forecasting the possible direction of development of the Russian economy. 

Keywords: international companies, companies with foreign participation, the Russian market, 

domestic production, foreign production, goods, services. 

Introduction 

One can safely say that in the modern world, international companies play an important 

role in the economic life of society. Often people do not even realize that most of the goods 
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they consume are imported from foreign countries or produced by multinational companies. 

Because of this, the economies of sovereign states may become dependent on the activities of 

international corporations, whose capital may even exceed the national income of many states. 

 

Objective and research Questions. The purpose of this study is to find and analyze possible 

developments of the economy of the Russian Federation after the termination of the activities 

of numerous international companies in the country. Detection of the most affected industries 

and suggestions on possible ways to stimulate their development. 

Results 

Since the fall of the Iron Curtain, a large number of companies with foreign 

participation began to enter the markets of the Russian Federation. However, since 2018, there 

has been a significant reduction in the number of such enterprises. So, according to the research 

of the API Kontur.Focus project. From 2018 to 2021, the number of companies with foreign 

participation in Russia decreased by 40%. 

 

Chart 1. Change in the number of companies with foreign participation 2018-2021.[3] 

 
 

From the above information, it can be concluded that foreign companies have been 

leaving the Russian market for several years. Although at first glance it may seem that this 

process has led to serious consequences for the Russian economy, in fact, this entire period of 

time was characterized by relative stability of GDP. Thus, according to Rosstat data, stagnant 

dynamics of GDP growth was observed for the period from 2016 to 2019: 0,2%, 1,8%, 2,8%, 

2,2% accordingly. It can be noted that only the beginning of the COVID-19 coronavirus 

pandemic reduced the dynamics of gross domestic product growth, which in 2020 amounted 

to -2.2%, but in 2021 returned to an active rotation of 4.7%.[1] This became possible thanks to 

the policy of import substitution and protectionism, which allows domestic entrepreneurs to 

develop faster and more confidently on their own the market. 
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Many sectors of the Russian economy have suffered from sanctions, but some of the 

most key ones have proved to be the most effective in the process of import substitution: 

mechanical engineering, textile production, fish production, tourism services, oil and gas 

production, medical industry, transport production, computer software production, chemical 

industry, and agricultural production. 

For example, oil and gas production, which is one of the main sources of profit for 

Russia, has reacted promptly to the situation that changed in 2014. Namely, in 2016 and earlier, 

several enterprises actively joined the import substitution program. The experience of 

Gazprom, which began to receive domestic equipment for the gas industry from the Trubodetal 

plant, is particularly noteworthy. Thanks to competent investment in the company, Russian 

production bases are developing, such as Prompribor, which produces equipment necessary for 

transporting raw materials to the processing site. 

It is worth noting that the majority of companies with foreign participation operating in 

the territory of the Russian Federation are primarily engaged in the field of mining, financial 

services and management. Due to the reduction in the number of international corporations 

engaged in these services, Russian companies have received a huge space for their expansion. 

An example of the active growth of a Russian company associated with the departure of foreign 

competitors can be considered a significant increase in the income of one of Russia's largest 

vertically integrated oil companies, Lukoil, whose revenue for 2018 increased by more than 

2,560 billion rubles, which is 3 times higher than the increase in its income for 2017.[5] 

Now let's look at the changes in the financial market. The number of insurance 

companies, as well as non-governmental institutions of pension funds with foreign 

participation reaches 27, which occupies approximately 5% of the total market share. 1258 

organizations (4%) are engaged in financial services. And the same share is occupied by 1,147 

management consulting companies.[3] The withdrawal of foreign partners from these entities 

should not lead to serious consequences for the entire service sector, at least because of the low 

share of their participation. But still, such a development of events at first may negatively 

affect, in particular, the customers of the same companies, but this service sector, due to the 

constantly high demand, will only gain new interest among Russian entrepreneurs, which will 

lead to the emergence of new market participants. Such an important niche cannot be ignored, 

so in case of loss of foreign investors, domestic insurance companies will be able to fill the 

newly formed deficit here. 

Considering the economic situation in Russia for 2022, it is worth mentioning that the 

country topped the list of the most "sanctioned" countries in the world, overtaking Iran. Since 

February 22, 2022, 4362 new sanctions have been imposed on the Russian Federation, the total 

number of which has now become over 7 thousand, as reported by the Castellum service.[2] 
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Diagram 1. Number of sanctions imposed on Russia (March 22, 2022) 

 
 

The introduction of so many new sanctions could not but affect the country's economy. 

There was a rather powerful collapse of the national currency, the supply of a number of goods 

and the provision of services by foreign firms were reduced or completely interrupted. 

International companies have continued to leave the Russian markets. 

At the moment, retail companies are leaving the country the most actively. Of course, 

in the short term, the departure of such companies can adversely affect the lives of ordinary 

citizens. According to the Kommersant publishing house, a number of retailers have suspended 

their activities in the country today: Cartier, Chanel, H&M, IKEA, Inditex (brands 

Zara, Massimo Dutti, Bershka, Oysho, Pull & Bear, Stradivarius), Jysk, Kering (brands 

Gucci, Balenciaga, Yves Saint Laurent), Louis Vuitton Moet Hennessy, Levi Strauss&C, 

Mango, Marks & Spencer, Prada, Prisma, Valio, Paulig, Sephora, Puma. [4] 

Although the departure of many mass brands may lead to a shortage of a few goods 

sold by these companies, it also opens up many ways of possible development and expansion 

of domestic business. Since most of the products sold by the aforementioned companies have 

high elasticity, it will not be difficult for consumers to reorient themselves to products from 

other manufacturers. 

As part of the termination of supply chains, the greater impact falls directly on 

enterprises engaged in production with the use of foreign raw materials. So, for example, in the 

last few days, an increase in the prices of paper for offices has been recorded in Russia. The 

reasons for this rise in price are ambiguous. Some experts believe that this situation is caused 

by the actions of the retailers themselves, inflating the prices of goods due to a possible 

shortage. From another point of view, the shortage and rise in the price of office paper may be 

caused by the refusal of the Finnish chemical company Kemira to continue to supply sodium 

chlorate to Russia, used in the production of paper bleaching, as the company announced on 

March 1, 2022 on its official website. [6] 

Despite the cessation of chemical supplies, a total shortage of office paper in the country 

is not predicted. As stated in the Federal State Budgetary Institution "Roslesinforg" - the 

leading forest accounting organization of the Russian Federation, the development and 
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introduction of Russian analogues of chemicals into production is a promising direction for the 

development of domestic industry. They also noted that there are already examples of 

successful replacement of sodium chlorate supplied from abroad with a domestic analogue. 

Thus, it can be seen that the restriction of supplies of foreign products and raw materials to the 

Russian Federation only stimulates the development of its economy and production 

technologies. 

Conclusion 

The sanctions imposed on Russia, which facilitated the departure of several companies 

with foreign participation, undoubtedly affected the country's economy. Some industries in 

which foreign raw materials were actively used could be partially paralyzed. However, most 

of the detrimental effects turned out to be temporary. The policy of import substitution, actively 

pursued in the country since 2014, has made it possible to reduce the previous level of 

dependence of the Russian Federation on foreign producers and maintain the stability of GDP 

even if the national currency collapses.  

The situation in the economy of the country at the moment differs little from the past. 

The active withdrawal or suspension of the activities of a number of foreign companies, 

including those supplying raw materials and components for manufacturing enterprises, 

continues to be recorded. However, there are already examples of how domestic enterprises 

successfully find an analogue to foreign products in the shortest possible time, strengthening 

their autonomy.  

Moreover, many places are opening up in various markets for the formation of new 

Russian companies. Taking into account the high elasticity index of many goods, this news is 

encouraging, since now a huge part of the daily consumed goods can become domestically 

produced, which is likely to reduce their cost and have a favorable effect on consumers.  

Thus, the withdrawal of international companies from the market opens up many 

prospects for the Russian economy, among which the development of the country's 

manufacturing sector stands out especially vividly. The policy of import substitution, which 

has been applied in the country for several years, is probably one of the best incentives for such 

development. 
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Abstract 

This article examines the development and changes in India's education system in recent 

years. Education is presented as a destination for investment in human resource development. 

The number of venture capital investments in education in Asia and elsewhere in the world is 

analysed. EdTech India and Russia are compared, opportunities for further development and 

challenges of the current period of online learning. The new education policy of the 

Government of India, which aims to bring changes in all levels of education from primary to 

higher education, is analysed. Parallels are drawn with the education system in the Russian 

Federation. Features of public and private education in Russia and India. An attempt is made 

to identify the strengths of the educational system in India, and suggestions are made for their 

use in the Russian context. 

Keywords: investment in education, online education, new education policy of the Government 

of India, public and private educational institutions, school education, higher education. 

Introduction 

The times in which we live can safely be called the age of globalization. Knowledge 

and skills are becoming an invaluable factor of production. Education is becoming an 

invaluable resource for the growing middle class in many countries. Many governments view 

the competitiveness of their states through the prism of an educated citizenry. 

Investments in education bring multiple benefits. It can reduce poverty, increase 

equality, improve health, reduce crime and promote rights, to name just a few. The most 

important factor behind these benefits is the link between education and earnings. 

 

Objective and research Questions. The purpose of this study is to explore and analyse the 

market for educational services in India. To identify its strengths and weaknesses for further 

application of the experience in the Russian context. 
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Results 

Asian countries, China and India, are leading the way in terms of investment in 

education. 

 The global venture capital investment in education in China and India has increased 

significantly over the past two years. India has almost caught up with the US in terms of 

investment, but in the EU countries we can almost talk about stagnation in this area. 

 

Table 1 “Global venture capital investment in education 2014-2021 (in billions of US dollars)” 

[6] 

 2014 2015 2016 2017 2018 2019 2020 

China 0,6 2,0 1,6 2,3 5,28  10,2 

The USA 1,0 1,5 1,1 1,3 1,6  2,5 

UE countries 0,07 0,1 0,1 0,3 0,5 0,7 0,8 

India 0,05 0,1 0,2 0,4 0,7 1,6 2,3 

 

In India, the EdTech market was virtually non-existent until 2018. But with the 

proliferation of smartphones and openness to foreign investment, it is growing rapidly. During 

the Covid-19 pandemic, online K-12 education (which is teaching children and schoolchildren 

through high-quality video lectures to a traditional academic curriculum) became widespread 

in India. The best known monsters of online education in India are BYJU's, which does mostly 

online tutoring, and has a handy smartphone app. "Educomp" provides rations for both school 

education and higher education. 

  In our country, such a startup could include the most popular project for school 

education, “Uchi. Ru”, “Ya Klass”. Both of these projects are residents of the “Skolkovo” 

Innovation Centre.  Language courses are the most popular among online projects in Russia. 

Thus, in 2021, language courses occupied the largest segment of the online education market 

and accounted for 15.9% [1] 

 But the peculiarity of the Russian startup market is that not a single project has yet 

become a Unicorn. India, on the other hand, is distinguished by the presence of a huge number 

of Unicorns in its market. Perhaps this can be explained by the fact that Russian companies are 

focused on conquering not only Russian markets, but also foreign ones, and by the absence in 

the market of international investment funds. 

 Until a few years ago, the online environment in both India and Russia was only used 

for consuming entertainment content. Today, with the rapid penetration of the Internet and 

smartphones, online learning is rapidly gaining popularity as the preferred medium for learning 

and higher education. According to a report titled "Online Education in India: 2021" by KPMG 

India and Google, India's online education market will grow eight-fold in the next three years. 

[7] 

 In India, online courses are hugely popular as it is a faster way to train professionals 

capable of finding jobs. In this context, we can observe how industries are partnering with 

colleges and educational start-ups to prepare courses according to the current market demands, 

making online course students easily employable. 
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Moreover, data-rich online learning models help solve the problem of recruitment by 

making learning materials more accurate, effective and relevant. 

 Several prestigious universities and colleges in India have started offering online 

learning. These include public institutions like the International Institute of Information 

Technology Bangalore (IIIT-B) and private ones like the Manipal Academy of Higher 

Education (MAHE). Online learning programs are much easier to enroll and access as 

compared to the traditional education model. Students can participate in the course as well as 

complete course-related formalities, such as paying fees, from the comfort of their own homes. 

In addition, tuition fees are much lower than what one would have to pay for traditional 

education. 

  Much attention is now being paid to analyzing online data related to learners. Digital 

data used in an online environment leads to greater efficiency and transparency in educational 

processes. The granular data stream makes the education process much more transparent for 

all involved - be it students, parents, teachers or industry. It also helps students to self-diagnose 

and self-monitor their learning processes. 

 The Indian government is taking some strong measures to encourage digital reforms, 

and online learning is no exception. According to the website of India's Ministry of Electronics 

and Information Technology, it is providing financial support for e-learning research projects 

in many educational institutions. 

 Here, the two objectives of encouraging skills-based learning and creating employable 

resources are pursued simultaneously - it supports course content development programs, 

technological R&D initiatives, human resource development and teacher training. 

India has the second largest population in the world (after China). The age composition 

of India's population is as follows: 27.9% are under 15 years of age, 64.9% are between 15 and 

65 years of age and 5.5% are aged 65 years and over. The average age of the country's 

inhabitants is 27 years.  In 2020 there will be more than 705 million people over 15 years of 

age who can write and read. That is almost 73% of the country's adult population. [2] But it is 

worth noting that men get an education far more often than women (the percentage is 92 versus 

87). Kerala has the most literate population at 96.2 per cent. Andhra Pradesh has the lowest 

literacy rate at 66.4 per cent. 

The Indian government, led by Prime Minister N. Modi, has recently devoted a great 

deal of attention to the issue of access to education in the country.  

In 2020, the Indian government adopted a 'New Education Policy'. [4] The new policy 

replaces the previous National Education Policy of 1986. The policy provides a comprehensive 

framework for primary and higher education as well as vocational training in both rural and 

urban India. The policy aims to transform India's education system by 2040. The objective of 

NEP-2020 is to make "India a global knowledge superpower", a dynamic knowledge nation. 

This recently approved plan speaks of major transformative reforms in India's academic sector. 

But along with appreciation comes criticism that focuses on the shortcomings of this new 

education policy. According to the National Education Policy, the Ministry of Education 

should set up a National Mission for Fundamental Literacy and Numeracy. The responsibility 

for successful implementation to achieve basic numeracy and literacy, for all students up to 

class three, rests with the states of India. This implementation is scheduled to take place by 

2025. 

It should be noted that public schools are widespread and popular in India. And the new 

education policy provides the same list of rules for accreditation and regulation of educational 

activities for both public and private educational institutions.  Nevertheless, the difference in 

the educational process between public and public schools was immediately noticed. Under the 
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national education policy, students in public schools will be taught English at a much earlier 

age than students in public schools. The curriculum will be taught in the respective regional 

languages of state school students. Public schools, on the other hand, teach in English from the 

first grade in all subjects. This is a major disadvantage of the new education policy because it 

will increase the number of students who are not able to communicate in English. And this will 

increase the gap between different segments of society.  

Let us compare education in the Russian Federation in this direction. In our country the 

largest number of state schools is many times greater than private schools. Not a few schools 

with an in-depth study of a foreign language, but in these schools, too, only an increased 

number of hours to study a foreign language, and all other subjects are taught in Russian. Get 

education in a foreign language is possible only in schools at the embassies of foreign countries 

in the Russian Federation. At the moment and it is impossible to organize the educational 

process in English and any other foreign language simply due to the lack of teachers who could 

teach physics or mathematics in a foreign language. 

India's higher education system is the third largest in the world, after the US and China. 

Since independence, India as a developing country has steadily progressed in the field of 

education and has witnessed tremendous growth in the number of universities, institutes and 

colleges of university level. While India's higher education system faces many challenges, it 

also has many opportunities to overcome these challenges and make the higher education 

system much better. The real challenge for the post COVID-19 pandemic higher education 

system will be to develop special courses for online distance learning and develop policies to 

attract international students. Higher education in India has been given high priority from the 

beginning. However, the demand for higher education is increasing due to liberalization, 

privatization, globalization and the need for skilled manpower. In light of the growing demand 

for higher education, the government has also taken steps to ensure the quality of the system 

while meeting the growing demand. 

Around 10 million students graduate from class 12 in central and state schools every 

year. Unrealistic results in the qualifying examinations and high competition make it difficult 

for students to get admission to highly regarded prestigious public institutions like Delhi 

University, Mumbai University. As a result, only a few deserving students can get seats in their 

chosen courses. 

Coming back to the issue of obtaining education in a foreign language, it should be 

noted that the higher education process in India is conducted in English.  

In our country too, attempts are being made to offer higher education in a foreign 

language. For instance, RANEPA has 15 study programs in English, French, Italian and 

Spanish, with the possibility of internships in the respective countries. Thus, the choice of 

language for education is even greater than in India. But in the current changed environment, 

of course, adjustments will be needed in the implementation of international programs. 

 The demand for higher education is high and in such a situation, the private education 

sector has come to the fore. This is evidenced by the growing number of private educational 

institutions across India, which have met the ultimate need of making higher education 

accessible to the masses. Many private colleges and universities in India, collaborating with 

industry and striving to meet global standards, are constantly providing students with the 

necessary knowledge through practical teaching methods with the aim of preparing global 

leaders. 

 But on the other hand, there are also private institutions that offer education that is either 

fictitious or expensive compared to public institutions. 
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 The number of colleges in India has reached 39,931 in 2019. As of May 17, 2021, the 

number of universities in India has reached 981. In 2019, there were 37.4 million students 

pursuing higher education in India. In 2020, the gross enrolment rate in higher education in 

India was 27.1%. As of July 2021, there were 122 institutes and 67 agricultural universities in 

India. 

 In 2020-21, there were 9,700 AICTE (All India Council of Technical Education) 

approved institutes. Out of the total number, there were 4,100 undergraduate courses, 4,951 

postgraduate courses and 4,514 diploma courses in AICTE approved institutes. According to 

the National Institute Ranking System, out of the top 10 institutes in 2020, Indian Institutes of 

Technology was placed in 7 positions. [3] 

 At the beginning of 2022, there were 981 non-state higher education institutions in the 

Russian Federation.[5] In both Russia and India, non-state educational institutions are 

governed by the same regulations as state educational institutions. 

 Finally, several colleges, institutes and even niche education programs have now started 

experimenting with a new model of Income Sharing Agreement (ISA). In this case, the 

educational institution/company agrees to bear the costs of the students' education and the 

student, in turn, agrees to share his income when he is hired after graduation to pay for the cost 

of the course. 

 In the Russian Federation, this form of agreement also exists, but a student loan is more 

popular. In the case of a student loan, the student is obliged to repay the loan amount with 

interest after graduation. In the income sharing agreement, a percentage is stipulated, which 

will be deducted from the salary. That is, in this case, the person has the assurance that he or 

she will be able to repay the tuition fee to the educational institution or company, whatever his 

or her income. Unfortunately, such agreements are not very popular in our country. Although 

such agreements can be seen as an investment in people, i.e. in the future. More often ISA 

agreements are made for training in technical professions and in the IT field. In our opinion 

ISA agreements can be a good alternative to study credits. 

Conclusion 

 If India can implement and execute the NEP policy without getting entangled in the 

web of bureaucracy, it can surely rank with the US, UK, Canada, etc. in quality education and 

student employability.  

 It is crucial for the national government to understand that the return on each level of 

education informs the priorities of public investment. Differences in education levels and 

salaries indicate which skills are valued on the market and provide an indication of necessary 

interventions. The need to identify appropriate areas of investment in education has become 

even more urgent as students around the world struggle with the effects of the pandemic. 

Private educational institutions will always coexist alongside public ones, just as online 

education will coexist with traditional education. They are not interchangeable concepts. 

 As for investment in education in the Russian Federation, of course foreign investors 

have not invested in Russian EdTech since 2014, and in the current situation there are no 

prospects for them at all. There are a number of objective reasons for this - the geopolitical 

situation, economic sanctions and regulatory restrictions. Still, there are options for obtaining 

funding from early investors in Russia. You can apply to an accelerator. There are several such 

accelerators in our country, "Skolkovo”, the Sberbank accelerator, the “Angelsdesk” investor 

club, where you can meet investors and go through the accelerated business programme. 
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Abstract 

Constructivism is an avant-garde movement in architecture, fine and decorative art, and 

photography, which emerged at the beginning of the last century and became widespread in all 

European countries. This trend was completely subordinate to the needs of the people. Given 

modern demands for functionality and expediency, contemporary design and advertising retain 

an interest in constructivist aesthetics. 

Keywords: constructivism, constructivist aesthetics, advertising poster art, minimalism, 

brevity, modern design. 

Introduction 

To begin with, we need to find out what constructivism is and where it originated. 

Constructivism is a movement in architecture, art, advertising, design, and photography which 
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emerged in the early 20s in the Soviet Union and was hugely popular in our country. The luxury 

that was broadcast during Tsarist Russia was contrasted with the brevity and simplicity of the 

newly emerged Constructivism, thereby dictating a new policy for the nation. Constructivism 

was primarily designed to attract people's attention and call them to concrete action. Hence the 

corresponding posters and slogans of the 1930s: "Let us carry out the great work plan!", "Under 

the banner of Lenin for Socialist Construction! 

Results 

The style was so well known that it found a number of applications, but the most 

successful is rightly considered in the art of advertising posters. Such masters as A. Rodchenko, 

L. Lisitsky, V. Tatlin and G. Klutsius inscribed their names not only in the history of the birth 

of Soviet constructivism, but also in the entire history of the world's advertising posters.  

One of the most important people in the history of Russian advertising and the birth of 

Constructivism in general is Alexander Rodchenko, who, together with Vladimir Mayakovsky 

as the author of the slogans, developed over 120 posters, half of which were designed for print 

advertising.  He wrote: "In order to teach people a new drive, everyday familiar objects must 

be shown to them with completely unexpected perspectives and in unexpected situations. New 

objects must be depicted from different angles in order to provide a complete impression of the 

object." 

Today, a large number of artists, designers, and entertainers are turning to the legacy of 

the Soviet masters. When reaching out to a large audience, it is always best to keep it simple 

and accessible to all. And constructivism is best suited to this.  

For example, singer Beyoncé used a Rodchenko poster prototype (Figure 1) to promote 

her popular song "Who runs the World?" She placed herself in the center of the poster (Figure 

2), taken for the cover of this song, which helped her to establish rapid communication with 

her listeners around the world. 

 

   
               1925 (figure 1)                                            2011 (figure 2) 

 

As such, constructivism is the best option for promoting any kind of product and for 

adequately building communication relationships in today's world, as the basic idea behind 

constructivism is to convey information to the consumer in a simple and as functional as 

possible. Properly constructed communications aim to improve the image and gain the trust of 
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the greatest number of people.  

One of the main means of artistic expression of constructivist advertising is dynamism. 

Looking at posters by Rodchenko or Lisitsky, one notices straight lines, sharp contours, and 

vivid contrasts. These are all markers of the nascent style of the new Soviet era, using tightness 

and simplification of artistic forms. 

 

The experience of the Soviet masters still attracts the attention of advertisers and clients 

today. As an example, consider the work of contemporary artist Shepard Fairey, who regularly 

uses Soviet-era constructivist ideas in his work.  

The artist considers this style to be the best-selling in the modern world, thanks to the 

clarity of the expression and the obvious presence of propaganda ideas cleverly woven into 

almost all posters from that era. He is the author of the «Hope» poster (Figure 3), in the obvious 

stylistics of constructivism. The poster was one of the symbols of Barack Obama's election 

campaign in 2008. 

For print advertising, stylization is paramount. It is the defined concept in the 

preparation of advertising posters that helps companies to successfully conduct their PR 

communications. 

Conclusion 

The legacy of constructivism can easily be 

read in branding. A large number of foreign and 

domestic companies regularly turn to this trend to 

build clear communication with consumers.  

Very often, designers use this style to sell 

Russian products, thus making a direct parallel with 

the historical homeland of constructivism.  

Constructivism is often chosen because it 

can solve a lot of problems at the same time, for 

example, the need to immediately attract attention 

and clearly defined essence is the main feature of 

this trend. Also, a call printed in clear, concise text, 

on contrasting paper and with a minimal background 

makes people prefer the product.  

The goals and values proclaimed by the 

constructivists are still valid today. Modern 

demands for functionality and expediency, and 

modern design and advertising retain an interest in 

constructivist aesthetics. Today, the achievements of constructivism in the field of directional 

impact and perceptual efficiency are in demand. This is borne out by the principles of the layout 

of magazines and advertising posters, the editing of commercials, the computer design of 
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Internet page headers and so on. 

Nowadays, constructivism is no longer so clearly attributed to the Soviet Union and the 

propaganda of the socialist regime; foreign experts in the field of advertising design and PR 

have admitted that constructivism in the realities of the modern world is most often used to 

attract the attention of consumers.  

Today, this style immediately arouses the interest of customers and such means of 

communication are remembered for a long time. 
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Abstract 

The present paper analyzes the translation of the proper names in Ernest Hemingway’s 

novel For Whom the Bell Tolls. The author pays attention to the ways of translating proper 

names, such as transcription and transliteration. Sometimes transliteration robs the names of 

their meaning and thus deprives readers of the opportunity to get the additional characteristics 

and qualities of the characters. 

Keywords: proper name, translation, source text, transcription, transliteration. 

Introduction 

Translation of proper names is an essential part of an adequate and equivalent literary text 

translation. The characters’ names carry a large layer of meanings necessary for a complete 

understanding of the author's intention. This article focuses on the translation of proper names 

in the novel For Whom the Bell Tolls written by Ernest Hemingway. The main emphasis is 

placed on the translation of the main character's name – Robert Jordan – which is known to 

Russian readers as Роберт Джордан. Also, the name of a minor character is considered, as it 

is of particular linguistic interest. The analysis is based on the translation by N. Volzhina and 

E. Kalashnikova done in 1968, and the translation by I. Doronina done in 2015. 

A proper name is an important part of a person’s identification. In the past, giving a name 

to a child was a special ritual associated with religion. In the Christian tradition, a newborn was 

given the name of one of the saints. This meant that the saint would keep the child from evil 

and misfortunes. The same is observed in other religions, for example, in Islam. Even now, 

many parents check the meaning of names in various interpretations in order to select the 

features they would like to see in their child. 

As a rule, proper names do not appear in literature by accident. There are charactonyms 

as, for example, in Gogol’s and Chekhov’s works (Chervyakov, Ochumelov, Lyapkin-

Tyapkin, Derzhimorda, etc.), the meaning of which is obvious to the reader due to its phonetic 

form and semantics. Another category is names which are less recognizable, but no less 

significant. The features that the author endowed the character with by giving him such a name 

are revealed through its meaning. In the short story Enoch and the Gorilla, Flannery O’Connor 

did not need to write that the protagonist of the story is a controversial character. It was enough 
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to call him Enoch Emory – to give a name that already carries this meaning. The name Enoch 

is found in the Old Testament (Gen. 5: 21-24) (he was taken alive to Heaven for a righteous 

life) , and the surname Emory evokes associations with the word “emery” – a very hard, dark 

grey substance used to smooth or shape things [6, p. 60–62]. 

Results 

In the process of translation, it is very important to preserve not only the author's message, 

but also the means used to convey it. A proper name, as mentioned above, carries the key 

characteristics of the character, requires careful analysis in the translation process. Below we 

look at the translation of some of the names in Ernest Hemingway’s novel For Whom the Bell 

Tolls. 

The American writer Ernest Miller Hemingway (1899-1961) is known for his short story 

technique. In his works, what is shown on the surface is only the smaller part of the large whole. 

The most important things are submerged. This technique is called the “Iceberg Theory” and 

has been described and analyzed by many scholars: N.A. Anastasiev, E.S. Berg, T.N. Denisova, 

V.I. Oleneva and others [2–5]. This theory concerns short stories, but Hemingway’s novels 

also have many means for conveying hidden meaning, and one of them is the proper name. 

Before we go to the analysis of proper names translation in the novel For Whom the Bell 

Tolls, we cannot help but notice that any translation of a literary text is impossible without the 

“fingerprint” of the translator. Each translator acts as a sort of co-author of the text, because, 

while translating, he / she conveys his / her personal perception, his / hers understanding and 

his / her interpretation of the source text. That is why it is especially interesting to conduct 

comparative analyzes of several translations – each of them reveals not only the author, but 

also the translator. 

According to this, it becomes obvious that the translator has responsibility for conveying 

not only the words in which the author describes a situation, but also the means used to reveal 

thoughts and ideas. Of course, one should also take into account the fact that speakers of 

different languages, belonging to different linguistic cultures evaluate some references 

appearing in the text differently. The task of the translator is to make sure that these references 

are noticed and understood – that is, to convey them in the process of translation. 

Robert Jordan is the protagonist of the novel For Whom the Bell Tolls. Having volunteered 

for the Spanish Resistance, he is given the task of blowing up the bridge in order to delay the 

reinforcements of the fascist army and help his people win the war. The bridge, which becomes 

not only the central setting of the novel, but also the main subject of the characters’ discussion, 

stretches over a small creak and connects the roads in the gorge. Why is it necessary to pay 

attention to the name of the protagonist, considering his main task for the next three days and 

the setting of the novel? The name, which in the source text looks like Robert Jordan, was 

transcribed by the authors of both translations and became Роберт Джордан. In the process of 

this kind of transformations, much of the meaning invested in it is lost. The English-speaking 

reader finds a direct reference to the river through which Moses led the Israelites at first glance. 

The Russian reader, meeting this name on the first pages of the novel, does not see anything 
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familiar, because in the Russian tradition the river is called Иордан. In the final chapters of his 

novel, Hemingway directly points out that the parallel between the homonymous names really 

exists. The author writes: “Roll, Jordan, Roll! They used to yell that at football when you 

lugged the ball. Do you know the damned Jordan is really not much bigger than that creek 

down there below” [1, p. 438]. Continuing the character’s reflections, Hemingway adds: “As 

Jordan goes so go the bloody Israelites. The bridge, I mean.” [1, p. 438]. Now, let's consider 

how the Russian translators coped with this. Opening the translation of N. Volzhina and E. 

Kalashnikova, we see not only that the name, as noted earlier, does not reflect the connection 

indicated by the author, but also that the translators skipped the mention of the song and an 

allusion to the book of Joshua. We read: «Иордан, так дразнили меня в школе. А знаешь ли 

ты, что этот дурацкий Иордан немногим шире той речонки, что бурлит внизу? <…> 

Теперь, что бы со мной ни случилось, моста не будет» / “Jordan, so they teased me at 

school. Do you know that this stupid Jordan is a little wider than that creek that boils below? 

<...> Now, whatever happens to me, there will be no bridge” [8, p. 708] (hereinafter italic and 

the translation is by the author of the paper – K.V.).  

I. Doronina's translation of this moment looks the most accurate. Despite the fact that the 

translator took the same version of the character’s name, she saved the author’s words relating 

to the popular song of the time and the crossing of the Jordan by the Israelites. We see: «”Кати, 

Иордан, кати!” – так, бывало, кричали ему во время футбольных матчей, когда он был 

недостаточно проворен. А знаешь ли ты, что этот чертов Иордан немногим шире той 

речушки, что течет внизу? <…> Так иссякнет вода Иорданская, пропуская чертовых 

сынов Израилевых. То есть не вода, а мост» / “Roll, Jordan, roll!” – so it happened, they 

shouted to him during football matches, when he was not agile enough. Do you know that this 

damned Jordan is a little wider than the creek that flows below? <...> So the water of Jordan 

will dry up, letting the damned sons of Israel pass. That is not water, but the bridge” [7, p. 589]. 

There are footnotes given explaining the homonymy of the names in English and explaining 

the use of the words of the song. This option seems to be more successful, because the author’s 

intention is not only preserved, but also explained to the Russian-speaking reader. 

Another religious reference directly related to the main character occurs is the name of his 

beloved. Maria, a girl rescued from captivity, becomes a symbol of hope for Robert Jordan. 

Having met her and fallen in love, the character has more and more doubts about his intention 

to die for the sake of the republic. He still strives to complete the task, but now he is no longer 

ready to die for this. Before meeting with Maria this dilemma did not arise, but now, having 

experienced true love and happiness with this young woman, Robert Jordan understands that 

he wants to live longer in order to spend with her as much time as possible. She – Maria – like 

the Virgin Mary brings into the protagonist’s life the hope of salvation. 

One more name, especially interesting from a translation point of view, is the name of El 

Sordo, a minor character. The Spaniard, the head of the guerilla troop, El Sordo is deaf in one 

ear, that is why he gets his nickname. It needs to be given special attention, because the authors 

of the two translations dealt with this name in completely different ways, which influenced the 

understanding of the character’s personality. Before analyzing the translations, it is necessary 
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to note how Hemingway introduced this character, or rather his name, into his novel. The first 

mention of him occurs when Robert Jordan listens to the story of the train bombing [1, p. 29]. 

He himself will get acquainted with El Sordo only after a while. The author does not provide 

any footnote explaining his choice. On the contrary, he uses it in a row with another name – 

Pablo, already known to the reader: “There was the band of Pablo, of EI Sordo, whom we will 

see tonight…” [1, p. 29]. This can be so because the American reader does not need have any 

explanations of the word “sordo”. As for the Russian translators, they had to do this, because 

the Spanish language is not common in Russia, which is why the direct meaning of the name 

is not be guessed.  

The translators found different ways out of this. In the translation made by Volzhina and 

Kalashnikova, the first mention of this character is the following: «В деле был отряд Пабло, 

отряд Эль Сордо, Глухого, – мы его сегодня увидим…» / “The band of Pablo was in action, 

the band of El Sordo, Deaf, we will see him today…” [8, p. 299]. We can see that the translators 

decided not to make a footnote to clarify the meaning. They expanded Anselmo’s speech, who 

says this, adding an explanation (done in the form of translation) immediately after the name. 

Pay attention to the fact that the explanatory word «Глухой» / “Deaf” is also capitalized, which 

equates it to the real name, being, as it were, its synonym. The name itself is transmitted using 

transcription, as was the case with the name of the protagonist. Further in the text, the character 

will appear under the name El Sordo, and the second, given with a comma Deaf will not used. 

Thanks to this, readers do not forget that the character is a Spaniard and is fighting for the 

liberation of his country. 

Doronina did otherwise. She translates the first mention of the character as follows: «Там 

были отряды Пабло, Эль Сордо* – его ты сегодня вечером увидишь…» / “There were 

troops of Pablo, El Sordo* – you will see him tonight…”, and a footnote: «El sordo – глухой 

(исп.)» / “El sordo – deaf (Spanish)” [7, p. 55]. The translator also transcribed the name, but 

explained its meaning in the form of a footnote, inserting a direct translation into it. This 

method would also be possible if she left the name in this form throughout the text. Instead, 

the translator decides to replace it with a translation, and already in the next mention, the 

character is called not El Sordo, but Deaf: «А сколько сто́ящих у Глухого?» / “And how 

many worthwhile has the Deaf?” [7, p. 61]. Further, the Spanish revolutionary appears as Deaf. 

This choice seems unjustified for two reasons. Firstly, the reader does not have an association 

with the character mentioned earlier. The translator simply substituted one name with another. 

The character, declared initially under one name, and then appearing under another, splits in 

readers’ perception. Secondly, the final choice of the translator in favor of the name Deaf 

deprives the character of semantic fullness. In the Russian reader’s understanding, he ceases to 

be a Spaniard, becoming more Russian. Moreover, such nicknames evoke associations 

connected with prison, because people were given such nicknames there. 

Based on the analysis carried out, it can be concluded that the translator have to pay special 

attention to proper names found in the literary texts. The author who used this or that name, 

most likely, did not do it by chance. The translator, taking responsibility for the transfer of the 

author's intention, must consider this fact and make every effort to ensure that all means are 

adequately transferred, including proper names. 
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Conclusion 

The analysis shows that different methods can be used to translate proper names. The 

authors of the analyzed translations used transliteration, transcription and commentary. Based 

on the observations made, it can be concluded that the most successful way to translate proper 

names is to use a set of methods. Due to the fact that a proper name in a literary work carries 

many hidden meanings, a careful choice of translation variant is an obligatory task for a 

translator. 

In conclusion, I would like to say that the translator have to pay special attention to proper 

names found in the literary texts. The author who used this or that name, most likely, did not 

do it by chance. The translator, taking responsibility for the transfer of the author's intention, 

must consider this fact and make every effort to ensure that all means are adequately 

transferred, including proper names. In order for the translator to be able to recognize the 

references characteristic of another linguistic culture, it is necessary to study it closely. 

Knowledge of the language, not supported by knowledge of the culture, is not complete. 
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Abstract 

The article analyses the current state of the video game industry and identifies the main 

trends. The author uses statistics and information from some of the reports researching the 

video game industry. Industry indicators were identified for various markets, including the 

largest one, the Asia-Pacific market, and for all segments depending on the platform. The 

performance of large companies is analyzed, as well as the recent merger and acquisitions. The 

article also draws attention to the impact of the COVID-19 pandemic on the industry and 

increased consumer attention to cybersports activities. It has been concluded about the 

successful development of the video game industry and expected further growth of its 

profitability. 

Keywords: Video game industry, gaming, entertainment, mergers and acquisitions, eSports 

Introduction 

The video game industry is one of the fastest-growing industries in recent years. In 2021 

the gaming market was valued at USD 198.40 billion, and it is expected to reach a value of 

USD 339.95 billion by 2027 [4]. Considering that video games have become an important part 

of life, it would be wrong to ignore this industry. For example, this is why Microsoft, which 

initially specialized in computer software, consumer electronics and personal computers, is 

actively promoting its division Microsoft Gaming.  

However, the video game industry is considered risky. First of all, it is necessary to 

constantly consider the real opinion of consumers through marketing research, closed testing, 

established feedback systems. It should be borne in mind that the development of high-quality 

games can take several years, and video game companies have to analyze global trends to guess 

what exactly might appeal to the audience at the time of release. Additionally, it is necessary 

to choose the right release date: it is not uncommon for quality games to be sidelined due to 

the release of a popular franchise product (for example, Resident Evil or Call of Duty). Another 

factor is the technical component responsible for the viability of the game on a particular 

platform. For example, due to numerous bugs during the launch at PS5, Cyberpunk 2077 

received many negative reviews and refunds after release. At the same time, the game was 



The 2nd International Students Conference on Academic Multidisciplinary Research 2022 
 

 

 

169 

 

 

praised for the developed setting and a rather good story. 

This article’s main objective is to analyse the current situation in the video game industry, 

as well as identify key trends of its development. To achieve this goal, the author sets the 

following research questions:  

1. How profitable is this industry? 

2. What companies are the trend settlers? 

3. What are the reasons for merger and acquisitions (M&A) deals in the industry? 

4. What factors contribute to the rise of gaming popularity? 

In order to answer the questions raised, a large amount of statistical data was analyzed. 

The article contains reliable information which comes from sources published in 2020–2022. 

The data comes from the reports of Mordor Intelligence, Newzoo, Google Games. The featured 

statistics is also brought from CompaniesMarketCap, Statista, Twitch Metrics. In addition to 

the analysis of cloud gaming services applicable to Russia, DTF (2020) reveals the cloud 

gaming concept itself. Murphy B. and Mor-Samuels E. (2021) analyze the reasons behind 

M&A in the industry and its possible consequences. 

Results 

Over the last two years, the gaming segment attracted thousands of new players due to the 

COVID-19 pandemic. According to the “Beyond 2021 report” the global games market 

increased by 23.1% in 2020, which is the highest growth rate in more than a decade [3]. Mobile 

casual games became extremely popular in the first year of the pandemic. The first reason is 

that many people without gaming experience tried to distract themselves from the pandemic, 

and these games are easy to play. Secondly, there is a rapid development of such technologies 

as Alternative Reality, Virtual Reality, Cloud gaming and 5G. The COVID-19 pandemic 

gaming boom is likely to lead to a lasting increase in players as the number of internet users 

increases year-to-year, and smartphones are the most accessible platform.  

In 2021, Asia-Pacific remains the largest market, with $88.2 billion [6]. This region alone 

makes up 50.2% of all game revenues. Moreover, according to Statista, it is estimated to reach 

$125 billion in 2025. China’s market is crucial for gaming. In 2020, China became the top 

country with estimated game revenue of $45.6 billion. Asia-Pacific focuses on a mobile 

platform and multiplayer games. At the same time, North America accounted for 24% of total 

revenues ($42.6 billion). Latin America shows the highest growth in terms of revenue (+5.1% 

YoY), and Middle East & Africa is the driver in terms of the number of players (+10.1% YoY) 

[6]. Finally, Europe contributed 18% of the global video game industry revenue, with $31.5 

billion year-to-year and declined by 5.6% compared to 2020 because of the pandemic. 

The size of revenue depends on the segment. [6]. The vast majority of total profits come 

from the smartphone games segment (45%), which is ahead of console games (28%) and 

downloaded/bowed PC games (19%). There are also such segments as tablet games (7%) and 

Browser PC games (1%). However, Google and Newzoo’s research considers platform 

agnosticism as one of the trends accelerated by the COVID-19 pandemic [3]. Those developers 
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who will benefit the most from this trend are the ones who will manage to make their product 

more accessible to the consumer.  

The availability of video games increases with the popularity of cloud gaming [2]. This 

technology allows you to connect to a remote server on which all the necessary computing 

takes place. Real-time video series is displayed on the user’s screen. Cloud gaming services 

allow casual players not to invest in their own hardware. Besides, there is no need to waste 

time downloading a game. Server owners consider cloud gaming as a valuable source of 

revenue. 

The key companies in the video game industry determine its future. One of these giants, 

Microsoft Gaming, recently acquired ZeniMax Media for $7.5 billion. Moreover, in early 2022, 

the acquisition of Activision Blizzard was announced. Microsoft's $68.7 billion deal is believed 

to be historical for the industry. For comparison, the second-largest M&A deal was announced 

by Take-two interactive, and it is going to purchase Zynga for $12.7 billion (January 2022). In 

third place, there is Tencent’s acquisition of Supercell of $8.6 billion in 2016. 

Microsoft has to pass all anti-monopoly checks for the integration to be recognized 

vertical. If the deal is successfully closed in 2023, Microsoft will significantly increase its 

market capitalization through the rapid growth of the gaming segment, as well as gain rights to 

many game franchises. 

Microsoft’s rival, Sony Interactive Entertainment (SIE), is highly likely to pursue a more 

aggressive acquisitions policy in the coming years to meet the competition. In early 2022, they 

announced a deal to acquire Bungie, the creators of Halo and Destiny. Microsoft is promoting 

its Xbox console. Meanwhile, Sony is developing its PlayStation brand, related products and 

services. In 2022 spring, SIE is expected to launch a rival Xbox Game Pass called Spartacus 

[1]. 

However, by market capitalization among giants who operate not only in this industry, 

Sony ranks third, and it is behind Microsoft and Tencent. The Chinese company owns such 

studious as Riot Games and Supercell and is also a shareholder of Epic Games, Bluehole and 

Grinding Gear Games.  

Apart from these three giants, there are some other big independent game companies 

worth mentioning, such as Nintendo ($59.22 B of market capitalization according to 

CompaniesMarketCap by 15 March 2022), NetEase ($50.03 B), Electronic Arts ($33.50 B), 

Nexon ($20.36 B), Bandai Namco ($16.66 B), Take-Two Interactive ($16.36 B and $26.6 B 

with Zynga), Embracer Group ($8.24 B), Konami ($7.99 B), Square Enix ($5.55 B), Ubisoft 

($5.53 B), Capcom ($4.97 B), Sega Sammy Holdings ($4.07 B), CD Project ($3.78 B), e. c. 

In addition to them, there are indie developers who operate without the financial support 

of a publisher. They often use Kickstarter to promote their project and raise funds. 

There is no surprise that companies use different strategies to stand out in a competitive 

market: from focusing on triple-A projects (EA, Ubisoft Montreal) to giving priority to multiple 

medium- and small-budget projects, which are profitable even with modest sales (Embracer 

Group). In recent years, however, there has been a boom in mergers and acquisitions, with clear 

advantages for large companies. Brian Murphy & Einav Mor-Samuels [5] highlight five drivers 

of the unprecedented increase in the number of M&A deals in 2020-2021: the COVID-19 
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pandemic that brought new consumers into the industry and increased the revenues of video 

game companies, a red hot investment environment, companies' pursuit to secure content for 

subscription services, and their extremely good performance, the introduction of Apple’s App 

Tracking Transparency framework, which makes M&A a form of user acquisition. Taking this 

into account, it is unlikely that this trend will decline in the future. 

Each year, there are a lot of exhibitions arranged for both large studios and new developers 

to announce and promote their projects and exchange experience. These events are held on 

both regional and global levels. One of the most significant trade events is Electronic 

Entertainment Expo (also known as E3). This is where many upcoming games and game-

related merchandise is introduced and advertised. The E3 is a large-scale open event that today 

attracts the attention of journalists, investors, marketing executives and game content 

consumers from all over the world.  

Another famous exhibition is Gamescom. Unlike E3, it focuses on gamers only. More 

than 250 thousand participants provide tourist income for Cologne every year. 

The annual Game Developers Conference concentrates on education and inspiration. In 

addition to the exhibition, this conference holds two awards ceremonies: The Game Developers 

Choice Awards for the best games and developers и The Independent Games Festival for indie-

projects.  

Important events for the video game industry also include The Game Awards, founded by 

media entrepreneur Geoff Keighley. The jury consists of honoured developers from a number 

of big companies. The event awards the best games, present the gameplay of the expected 

games and make fresh announcements. 

In addition to the already described goals, these events help to increase the popularity of 

video games and attract new consumers. 

The growing popularity of eSports in the world should not be overlooked when analyzing 

industry trends. According to Newzoo analysts [7], total Esports Revenues is estimated at 

$1,084.1 million in 2021, which is 14.5% higher than in the previous year, driven mainly 

through sponsorship revenues. The number of esports viewers increased by 6.7% and reached 

465.1 million. Esports is projected to generate $1.6 billion in 2024. In this video game industry 

segment, the leaders are Valve (DotA 2 and Counter-Strike: Global Offensive) и Riot Games 

(League of legends). For the tenth year in a row, the annual DotA 2 championship is considered 

a tournament with a record prize pool in eSports. In 2021, the prize of over $40 million went 

to the Russian “Team Spirit”. League of Legends is the most-watched game on Twitch, with 

42.55 billion viewers as of July 2021 (according to Twitch Metrics).  

eSports revenues are expected to continue to rise in the future. Gaming evolves into a 

substantial part of social life. The development of multiplayer games, eSports, streaming and 

metaverses is likely to lead us to the future, where the in-game world coexists with reality on 

an equal basis.  
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Conclusion 

Summing up, the video game industry is developing rapidly in recent years. The number 

of consumers is expected to increase and the profits are likely to grow significantly. The study 

identified the following trends of the video game industry: 

• lasting increase in players caused more accessible gaming;  

• platform agnosticism;  

• cloud gaming;  

• growing number of M&A deals;  

• increasing popularity and profitability of cybersports events;  

• development of gaming as an integral part of social life.  

Compared to some other industries, the video game industry managed to benefit from the 

COVID-19 pandemic. It is actively developing, often setting trends throughout the media 

space. The video game industry continues to attract new consumers and is becoming a new tool 

of socialization. 
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Abstract 

This is the research of the confidence of tourists in the service quality of hotels 

converted into hospitels in the post-Covid-19 pandemic situation. The purpose of the research 

is to study the confidence of tourists in the service quality of hotels which converted into 

hospitels in the pots-Covid-19 situation. The research is conducted as quantitative research. 

The questionnaire is used as a research tool to collect data from Thai tourists. A total of 412 

participants in this research are randomly assigned. 

The research found that the overall confidence of tourists in the quality of services of 

the hotels converted into hospitels during the post-Covid-19 pandemic situation is at a high 

level which can be considered by topics in descending order as follows 

1. Confidence in the hotels service still remain trustable. Although they were converted 

into Hospitals. 

2. The confidence in receiving services performed by the hotel staff who may serve and 

provide services to COVID-19 patients as guests. 

3. Confidence in hotel room amenities that the patients infected with COVID-19 may 

have used the service in that room before.  

4. Confidence towards the service facilities in public areas of the hospitels which are 

provided within the converted hotel to Hospitels.  

Keywords: Tourist confidence, Hospitel, Covid-19 pandemic situation 

Introduction 

Since the first outbreak of Covid-19 in Wuhan, China and it has been spreading all 

around the world including Thailand which is one of the countries that has been impacted by 

the virus until now. Therefore, in this situation causing the government enacts various measures 

to prevent the spread of the Covid-19. 

Not only the effect of Thai people health but the spread of the COVID-19 has also a 

widespread impact on the entire country's economy especially in tourism and service 

businesses, which are the main revenue of Thailand. Consequently, many businesses were 
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closed down. Including the hotel industry that can't cope with the expenditures in many parts. 

Therefore, there must be various processes in order to survive from this crisis such as the 

reduction of staff or even closing the business. However, there are some hotels that have turn 

adversity into opportunity by converting their hotel facilities into specific wards, known as a 

Hospitel which comes from a word “hospital” combined with a word “hotel”. Hospitel is   

modification of hotels by converted into various aspects to provide a space for patients who 

infected with the coronavirus disease 2019 in order to reduce intensity from the hospitals. The 

patients who admitted in hospitals may be new patients or patients who have recovered and 

transferred from a hospital known as Step Down process (Department of Health Service 

support, 2022). The conversion to a hospital must also meet the standard requirements of the 

Department of Health Service Support. However, the transformation of the hotel into a 

temporary hospital for patients may affect the credibility and trust of customers to use the 

service after the Covid-19 situation reduced the degree of pandemic spreading or the situation 

getting back to normal. For this reason, this is another perspective that hotels should be aware 

of the situation returning to be normal. This is because it may become one of threats of the 

hotels before making decision to convert them as Hospitals. It also leads to the effect of their 

image and trust of their future customers (Athip Chansuri, 2021).  

As the important points that mentioned before, the researcher is therefore necessarily 

interested in studying the confidence of tourists in the service quality of hotels converted into 

hospitals the post-Covid-19 pandemic situation in order to explore the level of customer 

confidence in the hotel services that have been modified into the hospitals. The result of the 

research can be a part of information that the hotels can use to improve the image of the hotels. 

Significantly, it can assist the hotels to build confidence and attract customers to use the service 

comfortably again after the hotel returns to normal service after the Covid-19 situation being 

resolved. 

Objectives 

To explore the confidence of tourists in the service quality of hotels converted to 

hospitels the post-Covid-19 pandemic situation.  

Methodology 

This research is quantitative research. The sample was 410 Thai tourist’s respondents 

according to Cochran's formula for calculating samples of unknown proportions. The research 

tool used for data collection is a questionnaire, which has been reviewed by an advisor before 

being put into the test for 30 sets (Try out) which is analyzed for finding the confidence 

(Cronbach’s Alpha coefficient) is equal to .959 and is therefore used to collect 410 sets of data 

to prevent data loss and use non-randomized methods of collecting information online due to 

avoiding the spread of the post-COVID-19 epidemic situation. 

Data analysis check and code the questionnaire completely. Then SPSS program was 

applied to assess measurement by using descriptive statistic such as percentage standard 

deviation and frequency to summarize characteristic demographic and the confidence of 
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tourists in the service quality of hotels converted into hospitels during the Covid-19 pandemic 

situation.  

Results 

 The research paper presents the confidence of tourists in the service quality of hotels 

converted into hospitels in the post-Covid-19 pandemic situation. The result of data analysis 

are as follows: 

1. The analysis result of demographic data 

  Most tourists are female for 272 people representing 66.3%. The ages are between 21-

30 years. Single Female are 355 people representing 64.9%. The majority of respondents are 

students for 266 representing 64.9%. Respondents are 64.9%, show an income less than or 

equal 15,000 THB. The percentage of 62 are the people who are studying a bachelor or 

undergraduate students at total 296 people representing 72.2% 

 

2. The result of analysis of the confidence of tourists in the service quality of hotels 

converted into hospitels the post-Covid-19 pandemic situation. 

  From analysis of the average and standard deviation about the confidence in service 

quality of hotels converted into hospitels in the post-Covid-19 pandemic situation.  It shows in 

high level (x-4.06) when considering the factors from the highest to the least as follows: (see 

table 1.1)’ 

 

confidence of the service quality Level of Opinions 

�̅� S.D. Results Rank 

1. Confidence in the hotels service still remain 

trustable. Although they were converted into 

Hospitals, which has served people who had infected 

with COVID-19 before 

3.75 .943 Good 1 

2. The confidence of receiving service from hotel staff 

is high level even the service staff were taken care of 

infected patient 

3.71 .917 Good 2 

3. Confidence in hotel room amenities which patients 

infected with COVID-19 may have used the service in 

that room before 

3.71 .964 Good 2 

4. Confidence in the service of public areas of the hotel 

such as swimming pools, elevators, etc., which are 

supported within the converted hotel into a Hospitel 

3.60 .967 Good 3 

Overall 3.69 .840 Good  
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1. Confidence in the hotels service still remain trustable. Although they were converted 

into Hospitals, which has served people who had infected with COVID-19 before. It shows in 

a high level. (�̅�= 3.75) 

2. The confidence of receiving service from hotel staff is high level even the service 

staff were taken care of infected patient. It is in a high level (�̅� = 3.71). 

3. Confidence in hotel room amenities which patients infected with COVID-19 may 

have used the service in that room before. It is in a high level (�̅�= 3.71), 

4. Confidence in the service of public areas of the hotel such as swimming pools, 

elevators, etc., which are supported within the converted hotel into a Hospitel is at a high level 

(�̅� = 3.60). 

Discussion 

According to the study of the confidence of tourists in using hotels converted into 

hospitals in the post-Covid-19 pandemic situation. The confidence in the overall quality of 

service, the hotels converted into a Hospitel factor, the hotel staff who served within the 

Hospitel factor, the room facilities converted into the Hospitel factor and the service area factor. 

Tourists still have a high level of confidence which is contrast to the limitations that obstruct 

the adjustment of the hotel business under the Covid 19 pandemic situation to run business as 

a Hospitel in terms of the image of the hotel that may affect the confidence of customers who 

will come to stay in the future (Athip Jansuri, 2021). It can be claimed that the behavior of 

tourists who want to travel have increased. As a result, those tourists disregard in the matter of 

the adaptation strategy of hotels where reverted to hospitels as well as it is possibly due to the 

stringent measures of the areas and the government enacting in terms of sanitation towards the 

hotel businesses. Thus, it is creating more confidence for tourists which all of these are related 

to the study of Supawadee Thongpak and Santidhorn Pooripakdee (2021) discovered that the 

way of changing and developing environmentally friendly restaurant services in the situation 

of the COVID-19 epidemic in terms of helping each other in the industry. The downstream 

segment like the end users will focus on retaining existing customers by ensuring health and 

safety with consistent service quality. It is also relevant to the future of Thai tourism strategy 

in the post-Covid-19 period, which focuses on improving the sanitation of the tourism service 

industry, along with raising the standards of utilities and Government security such as hotels 

where robots are used to serve their guests in order to ensure customers that they are safe from 

the disease. (Mingsan Khaosa-ard, 2020). In with stringent measures and adjustments of the 

service business, this may be one of the factors that convinced tourists to use the hotel even 

though it was converted into a hospital. Likewise, the research by Pattanapa Tadasirichoke 

(2020) studied the management adaptation strategy of The Patra Rama 9 Hotel in the 

circumstance of the COVID-19 epidemic situation and it is a hotel that has converted into a 

hospital. The results shows that the change in service model is so obvious in both terms of 

room service facilitation and entertainment for tourists or the general public. It has become a 

state quarantine area serving returnees from overseas on a government allocation basis only 

and it becomes a closed place where there is a high degree of strictness in entering and leaving 
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the building. This research reflects that service quality is an important element of the hotel 

business that is constantly changing according to tourist behavior and situations. 

Recommendation 

1. Based on the findings of the confidence in the service quality of hotels converted into 

Hospitality, the stringent service, especially in terms of safety and hygiene is a factor that 

tourists pay attention that can easily make decision on choosing to stay. 

2. A study of the confidence of service quality of a hotel that is converted into a hospitel 

in the future may be aimed to a specific market segment because each tourist segment may 

have different ideas. It may lead to new knowledge. 

References 

Athip, J. 2021. Hotel + Hospital = Hospitel: Adaptation Strategies of Hotel Business Under 

Covid-19 Pandemic, Journal of Liberal Arts and Management Science 8 (2), 114 – 131. 

Department of Health Service support. 2022. Mā thảkhwām rū̂cạk Hospitel. Retrieved 18 April 

2022. From http://prgroup.hss.moph.go.th/article/ 835-มาท าความรู้จกั-hospitel 

Mingsan Khaosa-ard. 2020. Thiṣ̄thāng th̀xngtheīỳw thịy h̄lạng wikvt kho wid-19, Tourism 
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Abstract 

This research presents the Thai tourist behavior to affect the new normal era under the 

BEST concept by the Tourism Authority of Thailand. The aim is to study the demographic 

characteristic and tourist behavior affect the new normal era under the BEST concept by the 

Tourism Authority of Thailand. It is the quantitative research. The surveillance method for this 

questionnaire is questionnaire paper distributed for 412 Thai Tourists by random non-specific 

respondents. 

The result of study found that most Thai Tourists behavior focused on Safety (S-

Safety). Following by the planning before travelling (B-Booking) as well as the important of 

T-technology rated in a high level. Lastly, the interest of environment is rated in a moderate 

level.  

Keywords: Tourist behavior, new normal travel under BEST concept 

Introduction 

The situation of Tourism in Thailand is stimulated by Tourism Authority of Thailand 

(TAT) which focuses on generating an income by promoting Tourism business. TAT 

introduced “Discover Thainess” campaign in 2017. The purpose of campaign is to showcase 

the hospitable character of the Thai people and many cultural assets of Thailand. “Amazing 

Thai Tay 2018 until the year 2019 the campaign “Amazing Thailand” and “Open the Shades” 

those highlight the experiential value that tourists will receive.  Since December 2019, there 

has been an outbreak of COVID-19 that caused many tourists considered to stop traveling to 

Thailand. 

The impact of the spread of COVID-19 towards Thai Tourism does not affect to only 

Thai economy and social but it also includes the change of tourists’ behavior. They focus on 

healthcare safety while traveling. For this reason, Tourism Authority of Thailand realized that 

there are some opportunities in this crisis, based on responsible manner of Tourism after The 

Covid-19 situation, the BEST concept is an idea to launch in the new normal era of tourism. It 

consists of B-Booking which is an advance booking, E-Environment which is environmentally 

conscious travel, S-Safety is health hygiene and safety and T-Technology is Technology built 

confidence and create value of travel experiences (Chatchai nokdee, 2020: online) in order to 

create a balance of economic, social and environment of Tourism in Thailand. 

According to the BEST concept of Tourism Authority of Thailand, it derives from the 

trend of changing tourist behavior in uncertain situation. Also, there are some emergency and 

severe situations, those lead to difficult concern in their changing behaviors. The researcher is 

interested in tourists’ behavior on their making decision under the BEST concept. In an attempt 

address to this issue, it can be applied to provide the planning of future travel intention to 

conform tourists’ behavior in the COVID-19 situation. 
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Objectives 

Study Thai tourist behavior on their decision making when traveling in new normal era 

under The BEST concept presented by Tourism Authority of Thailand. 

Methodology 

This present paper is qualitative research by using a Thai tourist group at amount of 

412 people. According to Cochran formula calculating shows uncertain proportion. Therefore, 

the tool for collecting data is questionnaire papers that proved by advisor before testing 30 sets. 

(Try out) which is taken to analyze in finding the confidence (Cronbach’s Alpha coefficient) 

is equal to .802 and collecting data at total 412 sets to prevent its loss, and chose by random 

non-specific respondents online to avoid the spread of Covid-19. 

Data analysis is completely checked and proved with the code. The SPSS program was 

applied to assess measurement by using descriptive statistic such as percentage standard 

deviation and frequency to summarize characteristic demographic and tourists’ behavior in 

their decision of new normal under BEST concept by Tourism Authority of Thailand  

Results 

 The primary objective of this research is to study the Thai tourists’ behavior effect the new 

normal era under BEST concept by the Tourism Authority of Thailand. 

1. The results of analysis demographic data 

 Most tourists are female for 292 people representing 70.9%. The ages are between 20-25 

years. Single Female are 381 people representing 59.2%. The majority of respondents are 

students for 272 representing 92.5%. Respondents are 66%, show an income less than or equal 

10,000 THB. The percentage of 62.9 are the people who have lower education level or 

undergraduate students at total 242 people representing 37.6% 

2. The result of analysis tourist behavior 

 Most tourists travel 1 or 2 times a year at total 205 people representing 49.8%. People travel 

with family at total 224 people representing 54.4%.  Tourists prefer to travel the North at total 

153 people representing 37.1%. They choose to travel at three attractions. First is Nature 

tourism (Offshore), Nature Tourism and Eco-tourism respectively. 

3. The result of tourist behavior in their decision making on travelling new normal under BEST 

by Tourism Authority of Thailand. 

 From analysis of the average and standard deviation about tourist behavior in their decision 

making on travelling new normal under BEST concept by Tourism Authority of Thailand and 

found that the overview of tourism is significant and shows in a high level (x-4.06) when 

considering the factors from the highest to the least as follows: (Table 1.1) 
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BEST Concepts Level of Opinions 

�̅� S.D. results Rank 

1. Booking 4.04 .954 Good 3 

2. E-Environment 3.60 .913 Good 4 

3. S-Safety 4.49 .642 Excellence 1 

4. T-Technology 4.13 .712 Good 2 

Overall 4.06 .615 Good  

 

Table 1.1: Overall of Mean and Standard Deviation of The study of Thai Tourist Behavior 

towards the new normal era under the BEST concept by the Tourism Authority of Thailand. 

  

 1) Safety or S (Safety) ( �̅�= 4 . 4 8 ) shows in high level that tourists perceived risks before 

travelling. They focus on travelling the places those have the policy and cleaning protocols and 

the tourist attractions are proved by SHA standard.  

 2) Technology or T (Technology) (�̅� = 4.13) shows in high level for screening tourists who 

use high technology for check-in by scanning QR code, check temperature (Fever screening 

Facial Access) and tourist attractions can provide online payment instead of cash or Touch-less 

travel and automation. 

 3) Advance booking or B (Booking) ( �̅�= 4 . 0 4 ) shows in high level for planning before 

travelling. Tourists can make hotel reservation in advance in order to set date and time of 

travelling. 

 4) Environment or E (Environment) ( �̅�  = 3.60) shows in high level for travelling. It 

highlights to the places where aim to responsible for society and preserve environment 

respectively. 

Discussion 

The result of this study presents the tourist behavior effecting the new normal era under 

BEST concept by Authority of Thailand. It can be pointed out that even safety is a significant 

factor when travelling in normal situation. As the world tourism organization states that safety 

and security are key components of tourist attraction quality and reputation. Tourist 

experiences are the fundamental managements for safety and property which attract to tourists 

to their decision making and satisfaction making decision and satisfaction (Academic Focus, 

2020)  

However, in the current spread of COVID-19 outbreak, the BEST concept of Tourism 

Authority of Thailand should be a practical guideline during tourism amid the COVID-19 

epidemic that tourists are well aware of it. However, the outstanding findings based on the 

BEST concept show that Thai tourists have behaviors that focus on safety or S-Safety by 

considering hygiene places that have a policy about health and SHA standard which correspond 

to Susaraporn Tantanglam and Ariya Ponpanich (2021) found in the study of the trend of the 

new normal of Tourism in Thailand that the level of security concern is at the highest level by 
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considering in descending order as follow; The staff wears outfits, masks properly and have 

temperature checks before and after work, using technology for tourists’ registration check-in 

and check-out from facilities for tracking in case of the spread of virus occur, preparing masks, 

hand sanitizers, UV sterilizers provided for tourists and cleaning and disinfection bathroom - 

toilet regularly. Those results are in the same direction as Patchareeya Kaewchoo (2021) 

studied the factors Influencing the change of New Normal tourism behavior after the Covid-19 

Pandemic. The study found that the population in Bangkok had the opinion concerned about 

the safety of COVID-19 factor in the highest level particular in driving factors of tourism. 

According to the research of Mckinsey, US tourists still concerned about the safety of COVID-

19 in tourism. Tourists will travel when being vaccinated and traveling in none-infectors found 

in the destination area over a month including the behavior that focusing on the use of tourism 

business services that have received safety standards. (Krungthai Compass, 2020) 

Recommendation 

1. From finding health safety and Hygiene which tourists focus on when choosing their 

trips.  Tourism business should be aware of providing health protection and standard policy 

and cleaning protocols to build the confidence in tourists and end-users. 

2. According to ongoing Covid-19 situation, it highly affects the consumer behavior of 

using tourism service and service businesses. Therefore, the study of future trend and changes 

in tourism behavior and in-depth use of services for each business might be a valuable source 

to solve the problem that occurs in the present time. 
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Abstract 

The objectives of this research are [1] to find out what factors influence decision 

making of people to go café hopping in Khao Kho, Phetchabun; [2] to find out what factors 

bring people back to re-visit café in Khao Kho, Phetchabun; and [3] to study how cafés in Khao 

Kho have involved the local communities in the area. The research both qualitative and 

quantitative methods, including an in-depth interview with the managers of the selected cafés 

in Khao Kho, and the questionnaire launched to 100 customers at 10 famous cafés according 

to the Wongnai.com rating for the top 10 must visited cafés in Khao Kho, Phetchabun. The 

result found out that café reviews, tastes of food and drinks and atmosphere are very important 

factors in the coffee consumers’ behavior, and therefore affect their revisit. Also, many cafés 

have involved the communities in various ways, directly and indirectly.  

Keywords: Café Hopping, Pop Culture, Marketing Mix 

Introduction 

Tourism is very important for many places around the world. There are many types of 

tourism around the world and people are making decision on traveling depend on their life 

style. Trend is a characteristic of people’s behavior at a particular time, caused by the demand 

for behavior of tourists or consumers at that time. If the popularity of people in society 

continues to develop into a culture in that society, which is also involved in the tourism industry 

in the form of tourism that changes over time as a popular or popular trend in that era society. 

[1] 

This research focuses on the new traveling trend and that is café hopping trend. In 

Thailand one of the trends at the moment would have to be the cafe hopping trend. Café as we 

know is the essential for tourism as people travel, they would need the place to eat and enjoy 

drink while travel to places. For people who appreciate going to a coffee shop to relax and 

enjoy the atmosphere of different places. Many customers can go to Cafe for many purposes 

other than to buy coffee and bakery. Structure of cafés in Thailand is mostly inspired from 

different countries and it creates people’s imagination of being or traveling somewhere aboard 

through designs and decorations. Many cafés have good location and viewpoints. There are 

many factors that can influence consumers’ decision making on choosing café and absolutely 
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including the power of social media, words of mouth, and more. No matter which social media 

channel we go to, the feed page we see pages that we like or do not. It can be seen that a variety 

of content will be associated with cafe. It is to remark that going to a cafe has become a popular 

culture of the new generation of people; we call it ‘Cafe Hopping’. The phenomenon is that 

people visiting café for more than consuming a coffee but rather immersing into a coffee culture 

both at the physical site and in the digitalized world by taking pictures and sharing. And then, 

pictures tell a thousand words and can easily affect those online users to judge a café’s 

interestingness and to make their decision making of consumption such as to visit or not, and 

even to travel to destinations where those cafes are located. Moreover, as cafés seem to be a 

magnet of travel destinations especially in many upcountry areas, the author is interested in 

exploring whether cafés in travel destination have any connection with communities in their 

proximity and in which way, such as bringing in products from communities to sell in the cafés, 

or sharing selling space for local people from the communities to sell their products, which can 

involve the communities into local business. Also, if any day there might be a drop of tourist 

number traveling to the area, connection with local people may help promote the cafés among 

local consumers. [2] 

Literature Review 

A. Successful factors of upcountry indie coffee shops in lower central region of 

Thailand 

The purpose of this research was to study the factors affecting success of upcountry indie coffee 

shops in lower central region of Thailand by Boonsom Ratsameechot [3]. The research 

mentions that the behaviors of Thai consumers, especially the new generation prefer to drink 

coffee more and causing the business related to coffee, tea, cocoa to expand rapidly. There is a 

huge increase in coffee shop business in Bangkok and provinces in all regions.  Data from the 

Department of Business Development indicates that during the five years from 2012 to 2016, 

the roasted and ready-to-eat coffee market grew by 7.3% in 2016, with a market value of about 

39 billion baht. In 2017, it is expected that the market value will increase to 40 billion baht in 

line with improving economic, consumption and investment trends. At the same time, the Thai 

government has supported the coffee business by establishing the “Coffee Strategy 2017-

2021”. 

B. Factor Affecting the Customer Decision Intention in Coffee Café at Nakornratsima 

Province 

This research aimed to study the influence of factors in coffee shop selection on consumer 

satisfaction in the Nakhon Ratchasima Province by Naruchon Thanachitchai, Suwan Dechnoi, 

Kunanya Homhuan, and Deparat Uathamthavorn [4]. Analysis result of correlation found that 

Product Quality, Service Quality and Price / Value have a relationship to Customer 

Satisfaction. Product Quality Service Quality, Price / Value and Customer Satisfaction also up 

to behavioral intention the research came from coffee customs at Nakornratsima Province. 
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C. Integrated Marketing Communication factors effect decision making process on Pet 

Café Services 

The purpose of this research was to study the integrated marketing communication that 

influenced the decision-making process for using the Pet Café service by Weeraporn Jompong 

and Preeapha Taweesuk [5]. The results were the findings which revealed that public relations 

had most influences on the purchasing decision process in all five aspects. The first hypothesis 

test was based on integration of public relations and marketing tools by using special activities 

and applying products as media and found that this test had influence on the purchasing 

decision process in the awareness of the need recognition. For the second hypothesis testing, 

public relations, direct marketing, and marketing in general by using special activities, had an 

influence on the decision-making process in the information search.  For the third hypothesis 

test, it was found that public relations and direct marketing influenced the decision-making 

process in the evaluation. Subsequently, the fourth hypothesis test found that public relations, 

viral marketing, direct marketing and marketing in general by using special activities had an 

influence on the decision-making process in the purchasing. Finally, the fifth hypothesis test 

found that public relations, direct marketing and product use as media method had an influence 

on the purchasing decision process in the aspect of post purchase evaluation. 

D. The Approach of Farm Cafe Management followed the new theory of agriculture of 

the Farm Café entrepreneurs in Phra Nakhon Si Ayutthaya province 

The objectives of this research were 1) to study the Farm Cafe Management according to the 

new theory of agriculture in Ayutthaya and 2) to propose the successful guidelines for 

managing the Farm café according to the new theory of agriculture of the Farm Café 

entrepreneurs by Yanisa Phuanpoh and Santidhorn Pooripakdee [6]. The study found that 1) 

the Farm Cafe entrepreneurs had a systematic farm management by connecting the Farm Cafe 

operation activities with the new theory of agriculture 2) The Approach of the successful Farm 

Cafe Management according to the new theory of agriculture of the Farm Café entrepreneurs. 

It consisted of 5 approaches as follows: 1) Motivation to learn of the entrepreneurs; 2) Use of 

appropriate innovations in the Farm Cafe management; 3) The connection between the farm 

production management and marketing; 4) Financial management; and 5) Taking into 

consideration of the community, society and environment. 

E. Marketing mix of cat cafes in Bangkok 

The objectives of this research were to explore personal factors of consumers using cat café in 

Bangkok, and to study marketing mix factors influencing selection of cat café in Bangkok by 

Oraya Boonprasert, Wilasinee Yonwikai, Atthawet Prougestaporn, and Prach Punnasuparom 

[7]. Respondents agreed that the most important factor was personnel. Consumers had overall 

agreements of visiting cat café in terms of physical characteristics, process, and distribution 

channels at the highest level of importance. Therefore, the cat café operator should pay 

attention on service development by focusing on the factors that consumers concern the most. 

For personnel aspect, employees have been well-trained to become the professional service 

provider with qualification such as politeness. For physical characteristic aspect, cat café 

provides hand washing service points. 
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F. Integrated Marketing Communications and the Reference Group Influencing 

Consumer Decision of Non-Franchise Coffee Cafe in Nonthaburi Province 

This research aimed to study 1) demographic factors; 2) integrated marketing communications; 

and 3) the reference group influencing consumer decision of non-franchise coffee café in 

Nonthaburi province [2]. The research mentions that nowadays, the way of life of Thai people 

in urban communities is more hurried and competing with time. Urban traffic congestion 

causes people to find a place to live in the suburbs, which accordingly affects longer commute 

between home and workplace. People have to wake up early to travel to work in downtown or 

business district. People spend more time on the road such as traveling back home after work. 

This causes a huge impact on rest time. Inadequate rest leads to weaker body, feeling exhausted, 

fatigue or feel drained or energy, and therefore look for things that will stimulate their bodies 

or to get caffeinated for refreshment. A solution is “coffee”. The factor that mostly affected the 

consumer decision of non-franchise coffee café in Nonthaburi province regarding integrated 

marketing communications was advertising, followed by promotion, direct marketing, and 

personal selling respectively. 

G. The Influence of Marketing Mix on Generation X and Y Consumer’s Decision-

Making Process: A Comparison Study between Café Restaurant and Casual Dining 

Restaurant in Thonglor 

The objectives of this study were 1) to study the effect of demographic factors on consumer 

decision-making process; 2) to study the effect of service-marketing mix on consumer 

decision-making process; and 3) to study the consumer’s decision-making process and 

consumer’s behavior on purchasing products and services [8]. Most of the respondents were 

receiving the information about the restaurant through their friends and relatives and mainly 

making the decision based on the influencing of their friends. Moreover, generation Y decision-

making process is based on the taste of the foods and the branding of the restaurant, whereas 

generation X, their decision-making process concerns on prices, taste of the foods, and 

promotion of the restaurant. 

H. Brand Equity and Service Marketing Mix Factors Affecting Repurchase Decision-

Making of Coffee of Café Amazon Customers at Department Stores in Pathum Thani 

Province 

The purposes of this independent study were to study 1) personal factors affecting repurchase 

decision-making of coffee of Café Amazon customers, and 2) brand equity and service 

marketing mix factors affecting repurchase decision-making of coffee of Café Amazon 

customers at department stores in Pathum Thani [9]. The study revealed that 1) different 

personal characteristic factors in terms of age and occupation affected repurchase decision-

making of coffee of Café Amazon customers, 2) brand equity factors such as brand loyalty, 

brand awareness, and brand associations affected repurchase  decision-making  of  coffee  of  

Café  Amazon  customers,  respectively,  and  3)  service marketing mix factors found that 

physical evidence affected repurchase decision-making of coffee of  Café  Amazon  customers  

the  most,  followed  by  product,  place,  price,  and  promotion, respectively. 
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Research Methodology 

The research utilized both qualitative and quantitative methods. The qualitative method 

applied in-depth interviews with the managers of Cafés in Khao Kho district, including Jolly 

Cafe by Cup Mellow Khao Kho and Story Cup café, Khao Kho, to find out how the cafés in 

Khao Kho have connected with the local communities. The quantitative method used 

questionnaire launched to 100 samples who were the customers visiting the top 10 must-visit 

cafés in Khao Kho, Phetchabun, based on the rating by Wongnai.com. The samples were asked 

to share their personal profile, their behavior of café going and their opinions on the marketing 

mix of the café’s visited, in order to find out which factors that influenced on decision making 

of people to visit a café viewed as an attraction and what factors made them to re-visit café in 

Khao Kho, Phetchabun. 

Results 

In-depth Interview 

According to the interview of the two cafés in Khao Kho namely, Jolly Cafe by Cup 

Mellow Khao Kho and Story Cup Cafe, Khao Kho, the result shows that both cafés have an 

inspiration of café design from abroad. Both has strongly connected to the community as well 

because both cafés buys the product from the local communities as well as hiring local people 

in Khao Kho district. The Jolly café also provides a land to be rent out for the communities to 

host events and the local people can rent the space to sell their local products nearby. The Story 

cup café also lets a lady in the community to place her freshly- bake bakery to sell at the café 

as well as providing a farm land for the locals to grow vegetables; the produces are used as the 

ingredients of some recipes served at the café.  

Questionnaire  

From the general information of the respondents, most of the them are female which is 

60% out of all of the 100 respondents. The majority of them are between 21-30 years old with 

the bachelor’s degree. The occupations are various with the income of lower than 10,000 baht. 

Many respondents are the local people in Phetchabun province which is 57%, while the others 

are from different provinces. According to the marketing mix of prospective of the customers 

at the café of Khao Kho, for the product and physical evident in the marketing mix, the highest 

mean is the beautiful and interesting decoration of the café (mean =4.2). For price element, the 

highest mean is “there is accommodation at the reasonable price with quality” (mean =3.99), 

while place element in the marketing mix, the highest mean is “photos are posted on social 

media regularly” (mean =4.10). In terms of people aspect, the highest mean is “impressive 

service of staff and staff are friendly” (mean =4.15). In promotion, the highest mean is “the 

café has a discount when bringing your own cup” (mean =3.82). Finally, for the process 

element, the highest mean is “able to pay in many ways” (mean =4.24). 
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Table 1 behavior of the respondents on face going 

Profile Factors Particulars F % 

Where do you get information 

about the cafe? 

 

The reason you choose to go to 

café? 

 

 

 

When you want to go to a cafe 

somewhere, what was the main 

factor that led you to choose a 

particular café? 

 

 

 

 

How many hours per day do 

you spend at the cafe in this 

trip? 

 

In this trip, where have you 

visited that are the tourist 

attractions in Khao Kho? 

 

Will you come back to this 

café? 

 

 

What factors will make you 

want to come back to this cafe 

again? 

Social media 

Friends and family 

 

To take photos 

To spend time with friends 

To go and try food and beverages 

To relax 

 

There are many reviews or been mentions 

Taste of food and drink 

Near home 

The shop is decorated beautifully. 

the atmosphere of the shop 

There are beautiful photo angles to choose 

from 

 

Less than 1 hour 

1-2 hours 

More than 2 hours 

 

Khao Kho Windmill Viewpoint 

Wat Phra That Pha Son Kaew 

Famous Cafe in Khao Kho 

 

Come back 

Not coming back 

Not sure 

 

good atmosphere 

Taste of food and drink 

Reasonable price 

the cafe has many beautiful photo corners 

near home 

48 

52 

 

30 

33 

21 

16 

 

20 

23 

13 

8 

23 

13 

 

 

18 

60 

22 

 

46 

32 

22 

 

55 

8 

37 

 

39 

21 

17 

13 

10 

48 

100 

 

30 

63 

84 

100 

 

20 

43 

56 

64 

87 

100 

 

 

18 

78 

100 

 

46 

78 

100 

 

55 

63 

100 

 

39 

60 

77 

90 

100 

 

Table 1 is the overall behavior of the respondents going to café in Khao Kho district. 

Most of the respondents got the information about café from friends and family, or 52% and 

other got the information from social media, or 48%. The general reasons for people going to 

the café include to spend time with friends at 33%, to take pictures at 30%, to go try food and 

drink at 21% and to relax at 16%. When it comes to what influences them to choose a particular 
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café, the customers focus on taste of food and drink of the café at 23% and the good atmosphere 

of the café at 23%. The next factor is words of mouth about the café at 20%.  During the trip 

many respondents spend 1-2 hours at the café at 60%. Most of the respondents have been to 

the main attraction during the trip Khao Kho Windmill Viewpoint at 46%, Wat Phra That Pha 

Son Kaew at 32% and Famous Cafe in Khao Kho at 22%. The majority of the respondents may 

go back to the café at 55% due to good atmosphere at 39%. 

Discussion and Recommendation 

The aim of the research is to answer the question on 1) what factors can influence the 

decision making of people to visit cafés in Khao Kho, Phetchabun?; 2) what factors make 

people to revisit the cafés in Khao Kho, Phetchabun?; 3) how do the cafés in Khao Kho have 

connection and contribution to benefits of local communities? According to the findings from 

the interviews with the café managers, it tells us that many cafés are not just open as business 

but an existence of many cafés also create benefits to the communities both in direct and 

indirect ways, even the during the pandemic time in which many cafés have been affected and 

they have had to fight to survive and follow all the government rules, yet they didn’t get help 

as much. The recommendation is that since small businesses have been affected like many big 

companies so the government should give more supports and promotion to local business in 

upcountry and in less famous attractions. For the factor that can be attractive to people who 

have been to cafés in Khao Kho, most of the people are impressed by the marketing mix of the 

café. Many cafés are in the good location in Khao Kho as well, which enhances the atmospheric 

elements of the café to be different from other provinces. This research can be a guideline for 

people who want to open the small business to figure out how they can influence people to visit 

their café and enjoy the café culture at the site and its surrounding environment, as well as 

factors that make a revisit. 
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Abstract 

The objectives of this research were 1) to study the potential of tourist attractions for 

agrotourism in Ban Laem District, Phetchaburi Province; 2) to analyze current situation, 

problems and challenges of Ban Laem District, Phetchaburi Province towards the sustainable 

agrotourism development; and 3) to suggest guidelines for developing and promoting 

agrotourism of Ban Laem District, Phetchaburi Province. The study applied both qualitative 

and quantitative methods, utilizing the in-depth interview with local stakeholders and the 
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questionnaire for collecting the data from the 100 samples who were visitors visiting Ban Laem 

District, exploring their opinions towards potential of tourism components and factors that 

should be developed, in order to find possible guidelines for sustainable agricultural tourism in 

Ban Laem District, Phetchaburi Province. 

Keywords: Agrotourism, sustainable tourism, tourism potential 

Introduction 

Agriculture in Thailand has been part of the Thai way of life since ancient times, and 

people have enjoyed making a living from the gifts of nature from the land and sea for centuries. 

Sustainable agriculture is a crucial component in the provision of a better quality of life for 

farmers and Thai society. Agrotourism is tourism that focuses on learning the way of life, rural 

farming by emphasizing the participation of tourists in the operation. The activities to create 

learning to bring benefits to the community and farmers impact on the community and impact 

on the environment.  

Ban Laem is a district in Phetchaburi Province. Most of the people who live along the 

coast are engaged in fishing and aquaculture. The main products in Ban Laem are coconut 

sugar and salt, both of which are important to the local economy. Ban Laem has developed 

economic wealth from a tourism base. The community is involved in managing and benefiting 

from tourism destination. Therefore, it is seen to likely have potential of agrotourism that can 

be developed in this district. This study therefore investigated potential of tourist attractions 

for agrotourism in the district as well as exploring needs of tourists who visited the district. 

Finally, the author provided some guidelines for the development of agrotourism in the area. 

Literature Review  

Bangplakod Community, Nakhonnayok Province, Thailand is a case study for 

participatory community agritourism. Local people make decisions on community tourism 

management and can transfer agricultural knowledge as a tourism activity to provide quality 

tourism experiences for tourists [1]. Also, the study “The management potential of Chanthaburi 

agrotourism attractions” by Prempreeda Tongla and Pensiri Samarak concluded that guidelines 

for developing agricultural tourism potential should focus on educating, creating new 

experiences, and building networks [2].  

The study “Sustainable agritourism in Thailand: modeling business performance and 

environmental sustainability under uncertainty” by Ming-Lang Tseng et al. used decision-

making to identify the interrelationships among the attributes. The results showed that 

sustainable business performance and rural economic conditions were key drivers of 

environmental sustainability [3]. Another study on guideline development for sustainable 

agrotourism revealed that the guideline should focus on these aspects: (1) transparent 

management with acknowledged rules and regulations that could be checked; (2) regular 

change of the board of management to prevent monopoly power; and (3) seeking more 

opportunities to expand the market in order to increase income, particularly in the domestic 

market [4]. 
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One key factor in developing sustainable tourism in an area is a clear definition of the 

tourism that an area would like to see, which will lead to other activities. Agrotourism activities 

should therefore be developed to be prominent by clearly defining the tourism identity and 

expediting action. It aims to develop standards for tourism services for tourists, such as 

accommodation, shops, restaurants, souvenir shops, and tourism activities. Local guides or 

communicators should convey tourism information and make recommendations to provide 

efficient tourism activities for visitors [5]. 

The study “The guidelines of creative agrotourism destination” has the main goal of 

generating income for agriculturalists or farmers. The study looked at seven areas of creative 

tourism, which could be divided into 7 areas: tourist attractions, facilities, accommodation, 

accessibility, activities, accessibility and offerings [6]. Moreover, the study “Marketing 

management to promote agricultural tourism in Ratchaburi province” by Chonticha Pansawang 

et al. recommended the marketing management guidelines to promote agrotourism. As for 

successful tourism, the study suggested key elements to consider before planning to promote 

and develop tourist attractions. These included (1) creating cooperative networks with private 

and public organizations as well as local communities; (2) defining the local identities of 

attraction and activity; and (3) enhancing sustainable agritourism in the province [7]. 

Research Methodology 

This study used a mixed method combing both qualitative and quantitative research. In 

the qualitative method, the author used an in-depth interview with the samples who were local 

stakeholders related to the agriculture and tourism. In the quantitative method, the author 

designed a questionnaire to collect the data from 100 samples who were the visitors traveling 

to Ban Laem District. The data analysis for the quantitative research used a Statistical Package 

for the Social Sciences to run mean and standard deviation scores. 

Results  

The quantitative result presented that most of the visitors to Ban Laem District were 

women at the age range of 21–30 years old. Most of them have known about the agricultural 

tourism and have ever been visiting agricultural-related attractions in Ban Laem District. For 

this reason, most people choose agrotourism in Ban Laem District for relaxation purpose. The 

expectation is to eat local seafood and to be inspired. Development guidelines were determined 

with factors in various fields by asking for the opinions of the visitors in order to have an idea 

on possible guideline for the development of sustainable agrotourism in the area. In Ban Laem 

District, there are many tourist attractions, including potential tourist attractions. What must be 

developed are tourist information techniques, utilities and basic services such as public 

restrooms for tourists. 

Table 1 presents the summary of the agrotourism potential assessment in Ban Laem 

District. 
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Table 1: Summary of management potential 

Management Dimension Mean Std. Deviation Meaning 

Officials and participants clearly divided duties. 4.08 .563 High 

Attractions and restaurants are clean and safe. 4.57 .555 Very High 

There are various types of media to inform tourists 3.77 .777 High 

There are personnel with knowledge and ability to 

convey information for tourist. 

3.62 .862 High 

Attractions or destinations in the Ban Laem District 

have continuously developed. 

3.82 .702 High 

Carrying Capacity Dimension Mean Std. Deviation Meaning 

There is accommodation sufficient to meet the needs of 

tourist. 

3.02 .765 Moderate 

There are food service points (restaurants) sufficient 

to meet the needs of tourists. 

4.56 .556 Very High 

There is enough parking space to meet the needs of tourists. 4.50 .557 Very High 

There are public restrooms for tourists. 4.13 .872 High 

There are souvenir shops and agricultural products sufficient 

to meet the needs of tourists. 

4.58 .554 Very High 

There are facilities for people with disabilities. 3.01 .801 Moderate 

There are facilities for the elderly. 3.23 .941 Moderate 

There are road signs and information signs according to 

important places. 

3.27 .839 Moderate 

Roads with easy access to tourist attractions. 3.90 .785 High 

Service Dimension Mean Std. Deviation Meaning 

There are manuals that are knowledgeable in agricultural 

tourism such as banners and leaflets. 

3.23 .920 Moderate 

The local people are greats welcome to tourists. 4.39 .584 High 

There are various activities. 4.47 .594 High 

Accommodation is efficient service. 3.85 .744 High 

There are parking spots and hygienic public toilets. 3.35 .957 Moderate 

There are facilities for the elderly, 2.53 .926 Moderate 

There are facilities for the people with disabilities, 2.72 .986 Moderate 

Attractive Dimension Mean Std. Deviation Meaning 

There are interesting tourist attractions. 4.42 .606 High 

There are interesting activities. 4.45 .642 High 

Attractions and restaurants are clean and safe. 4.56 .574 Very High 

Food is fresh and inexpensive. 4.55 .592 Very High 

Activities emphasize the participation of local people. 4.17 .739 High 

Easy access to attractions. 4.15 .716 High 

The product is outstanding. 4.58 .572 Very High 

Value Dimension Mean Std. Deviation Meaning 

Tourist attractions are constantly improving the landscape. 3.74 .787 High 

The tourist attraction can give knowledge on agriculture and 

conservation environment 

4.33 .637 High 

Tourist attractions are constantly improving safety. 4.44 .608 High 

Attraction is the use of raw materials from the community to 

create a product 

4.47 .658 High 

Tourist attractions can convey peace of mind. 4.50 .674 Very High 
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From Table 1, it presents five dimensions of the agricultural tourism potential of Ban 

Laem District, Phetchaburi Province. The first dimension is the management dimension. It can 

be seen that in this dimension, it is at a high level and very high in the location, and the 

restaurant is clean. The next dimension is the carrying capacity dimension. Most of the 

dimensions fall within the moderate category because accommodation and facilities are not 

available. The third dimension, the service dimension: most of these dimensions fall within the 

moderate criterion of facilities for the disabled and the elderly and should add elements of 

knowledge such as pub plates and signs according to attractions. The next dimension is the 

attractive dimension. In this dimension, it is very high and high. Due to the attractions and 

activities of agrotourism in Ban Laem District, Phetchaburi Province, it is interesting and 

unique. In the last dimension, the value dimension, is very high, very high. This shows the 

cooperation of the government and community in developing agritourism in Ban Laem District, 

Phetchaburi Province, for sustainable tourism. 

Ban Laem District is a route through Samut Songkhram-Cha-am province and not far 

from Bangkok. It produces a variety of products such as salt, coconut sugar, mangrove 

charcoal, and many more. The people in the area have the local wisdoms and expertise in the 

agriculture so it is easy to develop agrotourism. Weaknesses are that the people and staff lack 

of language skills and understanding of consumers. There should be development of facilities 

that provide impressive services to tourists and development of tourism resources to be 

attractive to tourists. There are more standards and appropriate than before, such as welcome 

signs and signs at landmarks. However, cleanliness and hygiene should be taken into account 

in order to reduce the risk of the spread of the coronavirus. 

Discussion and Recommendations 

The Ban Laem District is a geographically diverse area. There is both brackish water 

and salt water, making it a variety of foods. and occupation Most of the people in Ban Laem 

District, Phetchaburi Province, are engaged in agriculture and fishing, which is an interesting 

way of life and wisdoms and these raw materials can be created into more value-added tourism 

product. This research studied the potential of agricultural tourist attractions in Ban Laem 

District and analyzed the current situation by investigating strengths and weaknesses of the 

Ban Laem District to find ways to develop sustainable agricultural tourism. Most people travel 

to the Ban Laem District to eat seafood and want to find inspiration in life. The reason for 

choosing to travel to agricultural attractions in Ban Laem District is that they want to relax. 

There are many tourist attractions, including potential tourist attractions. What must be 

developed are tourist information techniques, utilities, basic services such as public restrooms 

for tourists, brochure-making, presentations by local guides, and inadequate accommodation 

for tourists’ needs. There still is an inconvenience in traveling due to lack of public transport 

to reach tourist attractions. As for the problems and obstacles, there are industrial factories 

nearby. Villagers and personnel involved in agrotourism in Ban Laem District still lack of 

language skills. Most of those involve a lack of knowledge and understanding of sustainable 
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agrotourism development and have a short-term development approach that yields positive 

results. The author thinks that there should be more cooperation between people in the 

communities and local businesses. Tourism is presented through various public relations 

channels such as Facebook pages and existing websites. However, there should be development 

of content to be available on other social media platforms such as Instagram, YouTube, and 

Twitter to reach more markets. In addition, the number of accommodations and public 

restrooms should be increased to be sufficient for the number of tourists. Also, community 

products and pricing should be improved to be more attractive. In terms of people, development 

of the potential of personnel and stakeholders should be considered such as in learning skill, 

new idea initiative skill, and English communication. Agrotourism in Ban Laem should create 

a memorable image that is hard to find in other areas and should offer modern and safe 

presentations from COVID-19 with the community in mind. 
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Abstract  

The objectives of this study were (1) to study the impact of the COVID-19 pandemic 

on Bangkok SME travel companies; (2) to investigate how the Bangkok SME travel companies 

had handled the impact of pandemic; and (3) to find out how the Bangkok SME travel 

companies had been planning to revive their business. The study used a qualitative method 

with in-depth interviews. Designed 4 sets of questions were used as the data collection tool 

with the representatives of 4 travel companies. The findings unveiled that the catastrophic 

effects of COVID-19 on Bangkok SME travel companies were on various aspects of the 

business management including financial management, human resource management, and 

business operations management. The finding also pointed out how the companies had been 

facing with challenges and adjusting themselves in order to survive, yet they have still needed 

governmental strong supports.  

Keywords: COVID 19, travel companies, SMEs  

Introduction  

Thailand is one of the world’s leading travel destinations. The country is well-known 

for its variety of cultural uniqueness. Tourism receipts from foreign visitors in Thailand had 

shown a gradual increase from 2015 up until 2019. There have been over four million people 

who have worked in the tourism industry in the country since 2017 [1]. As a result of the 

coronavirus pandemic (COVID-19), the number of international tourists in Thailand had 

significantly dropped, amounting to only around 20 thousand tourists as of the first quarter of 

2021. This has then proceeded to affect many small-scale business owners which rely on 

customers from foreign visitors, especially Chinese visitors. Compared to other countries in the 

Asia Pacific, Thailand was one of the top five countries which have lost tourist arrivals in 2020. 

From January to June 2021, Bangkok generated the highest revenue from tourists amid the 

COVID-19 pandemic, amounting to a little over 41 billion Thai baht. Bangkok is known for its 

colorful nightlife, shopping districts, and cultural heritage attractions. Thailand is still ranked 

quite low in terms of safety and environmental friendliness. There has been an increase in 

government expenditure for environmental protection in recent years. 
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This study concentrated on studying the impact of the COVID-19 pandemic on 

Bangkok SME travel companies, investigating how they had handled the situation and how 

they had been planning to revive their business.  

Literature Review 

The research “Reviving tourism industry post-COVID-19: a resilience-based 

framework” by Sharma, G., Thomas, A., and Paul, J. proposed a resilience-based framework 

for the industry [2]. Through the framework, they argued that with the help of the resilient 

approach from governments, market players, technology innovators, and the workforce 

employed in the industry, the tourism sector may end up evolving in a much more sustainable 

way during the post-pandemic.  

Another research studied the impacts from the Covid-19, “COVID-19 impacts and 

recovery strategies: the case of the hospitality industry in Spain” by Rodríguez-Antón, J. and 

Alonso-Almeida, M. [3]. It found that the main initiatives to support the tourism and hospitality 

sector that had been undertaken at the global, European, and national levels were highlighted, 

and the response and recovery strategies of the five largest Spanish hotel chains to guarantee a 

COVID-19- free stay in their facilities and to recover the accommodation activity were 

discussed.  

The research “Resilience of tourists’ repurchase intention during the COVID-19 

pandemic: the shared accommodation sector” by Wang, Y. Peng, K., and Lin, P investigated 

consumers’ perceived risk during the pandemic [4]. The consumer perceived that the shared 

accommodation’s cost effectiveness is low. Moreover, the study found that the perceived risk 

of shared accommodation negatively affected trust. It confirmed the claims of Corbitt et al. that 

when consumers perceived high risk in shared accommodation, their trust would be negatively 

influenced.  

In the study “Post-pandemic recovery: a case of domestic tourism in Akaroa (South 

Island, New Zealand)” by Hussain, A. and Fusté-Forné, F., it was argued that there would be 

significant growth in permanent residents because of COVID-19, as residents would prefer to 

work from home, as a result would increase local infrastructure pressure [5]. In this sense, local 

businesses that rely on tourism to survive are urged to design a recovery plan focusing on 

“quality” instead of “quantity” to secure a return of tourists who trust.  

The study “Tourism amid COVID-19 pandemic: impacts and implications for building 

resilience in the eco-tourism sector in Ghana’s Savannah region” by Soliku, O., et al. explored 

the socio-economic and ecological effects of the COVID-19 pandemic on the eco-tourism 

sector of Ghana’s Savannah region and offered short- and long-term strategies for building 

resilience [6]. General phrases used in describing the situation of the pandemic impacts include 

for example bad economy, slow business and business closure. Examples of strategies to help 

the local enterprises were such as stimulus packages and promoting domestic tourism. 
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Research Methodology  

This research used a qualitative method by using an in-depth interview. The samples 

included 4 representatives from different local travel companies in Bangkok. All participants 

were treated anonymously and their names including the companies’ names were not provided 

for the business confidentiality reason. The names of the companies were coded with Company 

A-D instead. After that, the collected data was transcribed and then analyzed by using the 

content analysis technique. The content analysis applies categorization and meaning unit 

description and explanation in responding to the research objectives. 

Results  

The in-depth interviews were conducted with 4 travel companies in Bangkok as the 

participants in this study. After collecting, the data was transcribed and analyzed by using the 

content analysis. In reporting the findings, the data of each 4 company was categorized into 3 

main parts: impact, how they had handled the situation and their business revival plan. The 

categories each were divided into different components of the business. The descriptive 

findings under each category were reported as follows:  

  

1. Company A 

Table 1.1: Pandemic impact to the business  

Human Resource Management  Operating Business  Others 

Human resource management 

suffers a minor impact. Because 

of the decreased income, 20% of 

the employees got their 

remuneration package deducted, 

depending on their positions.  

  

  

The pandemic had a direct, and 

severe impact on the operating 

business paradigm. The inability 

to travel freely for tourists 

contributed to the downfall of the 

tourism industry. But the 

infrastructure of the business 

paradigm remains intact.   

  

Because of the uncertainty of the 

current pandemic situation, the 

procedures regarding business 

management are hindered. 

Considering that the pandemic 

poses a significant effect on the 

global economy, the 

unpredictability remains within 

both the business and the 

customers’ desire to travel.   
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Table 1.2: How the business had handled the situation during the pandemic  

Human Resource Management  Financial Management  Other Method (s) 

The company suggested working 

from home to reduce the risks of 

being exposed to potential threats 

from COVID-19, during 

commuting, and reducing office 

hours as a result of decreased 

workload.  

The government’s current policy 

offers inadequate compensation 

for the business maintenance cost. 

The current recompense is 

insignificant and only for short-

term pay.  

  

Because of insufficient and 

inadequate compensation from the 

government’s policy, the business 

owner had to take the remaining 

funds into the account and plan the 

progression of the company 

accordingly. Supposed that the 

situation worsened, or the practical 

solution was delayed, the limited 

funds could potentially be 

problematic.  

  

Table 1.3: The business revival plan   

Human  

Resource  

Management  

Financial  

Management  

Marketing 

Campaign  

Application of 

Digital 

Technology  

Epidemic 

Control 

Measures  

Confidence Plan  

Employees 

have been 

obligated to 

undergo 

seminars on 

digital, and 

online 

marketing 

skills.  

  

Because of the 

unpredictability 

of the  

current  

pandemic  

situation, the 

company cannot 

disclose the 

details on  

financial  

management. 

The company has 

focused on 

inbound market 

campaigns with 

an underlining 

wellness- based 

tours. 

The company has 

emphasized on 

the 

implementation 

of existing 

channels, namely: 

Facebook, and 

Line  

Employees must 

be fully 

vaccinated and 

the office is 

under a strict 

cleaning 

schedule, all  

according to  

SHA+ standard 

from Thailand  

Safety & Health 

Administration 

guidelines.  

Customer- based 

confidence has 

been taken into 

account.  

  

2. Company B 

Table 2.1: Pandemic impact to the business 

Human Resource Management  Operating Business  Others 

There was no determination 

applied to employees. There are 

some regular and important parts 

of the tourism business that still 

require manpower. When the 

tourism returns, the company has 

the products and the number of 

people is ready for the time the 

business resumes back. Also, the 

staff must be fully vaccinated.  

Salary reduction from monthly to 

daily basis was applied. The 

business, however, has been 

downsized to serve minimum 

purpose.  

The new product has no target 

group available, caused by the fact 

that current customers are not fully 

vaccinated, or they are under old 

age restrictions.  

  

Use of government assistance 

programs cannot be used at full 

capacity.  
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Table 2.2: How the business had handled the situation during the pandemic  

Human Resource Management  Financial Management  Other Method (s) 

Employees have received 2 

vaccinations initially and 

employees must take care of 

themselves. They must inform the 

company when going to other 

provinces. If the COVID test result 

shows positive, the employees will 

be suspended from work.   

The government has to provide 

assistance during the temporary 

closure of the company and 

providing financial assistance to 

entrepreneurs and employees in 

this section is enough to assuage 

the situation.  

The company follows the news 

from various related organization 

members under the meeting 

paradigm, then adapts possible 

solutions or methods based on 

observed results; up to, and 

including discussions from 

governmental organizations.  

  

 

Table 2.3: The business revival plan 

Human  

Resource  

Management  

Financial  

Management  

Marketing 

Campaign  

Application of 

Digital 

Technology  

Epidemic 

Control 

Measures  

Confidence 

Plan  

The company 

needed to recruit 

additional 

employees. 

Moreover, 

several seminars 

were held for its 

employees in 

upcountry. 

Some seminars 

were held by 

governmental 

organizations 

regarding tourist 

attractions under 

a speculated 

period; some 

were about 

assessment of 

new potential 

tourist 

attractions and 

available 

resources.  

  

The company  

is still self- 

reliant, including 

recovery and 

stimulation from 

the government. 

As the current 

situation is still 

uncertain,   

upcoming plans 

have still been 

unclear.  

The company has 

adjusted the 

service model that 

had been before 

COVID-19 in the 

matter of 

prevention and 

measures for 

employee and 

customers’ safety 

before traveling. 

Also, it has 

applied the state 

quarantine, 

distance from big 

cars to smaller 

cars (to serve 

tourist group), 

and selecting the 

destinations that 

have SHA 

certification. 

There are 

promotions of the 

tourism in the 

aspects of the 

communities and 

the environment. 

The company has 

The company has 

studied digital 

currencies like 

Cryptocurrency 

as the company 

is worldwide and 

uses this 

currency to pay 

offshore to 

reduce excessive 

fees from 

transfers through 

exchange 

centers.  

Face masks must 

be worn at all 

times. Infrared 

thermometer and 

alcohol gel are 

provided in front 

of the office.  

It depends on 

the  

management in 

which direction 

the company 

may shift to 

focus more on 

the social 

aspect. The 

development of 

the social aspect 

of employees 

includes 

receptionist or 

call center 

practice.  
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started to design 

the programs 

according to the 

BCG Model for 

tourist benefits.  

 

3. Company C 

Table 3.1: Pandemic impact to the business 

Human Resource Management  Operating Business   Others 

There was not much impact 

because the employees are 

freelance. However, once the 

situation was back to be ready for 

traveling, the company may not 

have sufficient human resource 

management to handle customers.  

Financially, all aspects have been 

affected because of insufficient 

funds from tour mismanagement.  

The government issued the 

lockdown earlier: therefore, the 

income had significantly reduced. 

The company has come up with a 

strategic plan to cope with loss of 

income. Currently, the lockdown 

has been alleviated but customers 

have still been hesitating to travel.    

Working procedures are 

significantly hindered. The 

company has a minor workload.   

  

Table 3.2: How the business had handled the situation during the pandemic 

Human Resource Management  Financial Management  Other Method (s) 

Supposed that the majority of 

employees are freelance, therefore, 

the need for recruitment of new 

employees is negligible. In the 

aspect of health and hygiene 

practice, the company decided to 

plan trips based on available 

options. The company arranges the 

opposite route to other tours to 

reduce infection rates. Both 

employees and potential customers 

must be fully vaccinated to serve 

the health policy of the company. 

The strict inspections have been 

carried out to serve the purpose.  

The government’s help was 

misplaced and served no purpose. 

Government’s policy 

tremendously hinders the company 

procedures. Moreover, the 

government’s policy decentralized 

potential income of the company, 

thus, contributed to the loss of 

company’s profit.  

Because of the uncertainty of the 

current situation, the company has 

been 

hesitating to invest. The company 

postponed the investment to 

observe and adapt to customers’ 

shifting behaviour.   
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Table 3.3: The business revival plan 

Human  

Resource  

Management  

Financial  

Management  

Marketing 

Campaign  

Application of 

Digital 

Technology  

Epidemic 

Control 

Measures  

Confidence 

Plan  

Most of the 

personnel left 

are freelancers. 

As everything 

hasn’t returned 

to the prior state, 

the company 

postponed any 

investment to 

avoid potential 

failures.  

The financial 

management has 

declined 

significantly. 

Addition to the 

predicament, the 

government’s 

policy works 

against the 

company, the 

under 

compensation 

cannot assuage 

customers’ fear 

of COVID-19. 

Some customers 

decided not to 

travel with the 

company, 

therefore, the 

company must 

come up  

with practical 

solutions to 

assuage the 

stagnant 

problem.  

The company 

must adjust the 

form of using 

activities to suit 

the current 

situation and 

comes up with 

adaptive qualities 

that attract tourist 

attractions that 

otherwise cannot 

be done when 

travelling by 

themselves: 

namely, 

community  

visits  

  

In an ideal 

situation, the 

capacity of 

marketing 

campaigns will be 

based on the 

income of that 

year. But in this 

new normal  

situation, the 

company is forced 

to adjust the  

tours at its bare 

minimum so that 

customers  

can still be 

satisfied with 

tourist 

experience. But 

overall income of 

the company 

declines. 

The company 

studied and 

utilized 

according to the 

customer’s habits 

that change over 

time, so the 

company has to 

adjust 

accordingly to 

keep up with the 

behavior trend.  

The employees 

must be 

vaccinated, put 

on a mask, and 

must not go to 

crowded places.  

With the limited 

budget of 

insurance, the 

company cannot 

guarantee 

customers’ 

safety. 

Therefore, any 

questionable 

tourist 

attractions that 

might be 

considered a 

high-risk tour 

will be 

discussed to the 

possibilities that 

the tour might 

not be available.  
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4. Company D 

Table 4.1: Pandemic impact to the business 

Human Resource Management  Operating Business  Others 

Firstly, because of the uncertainty 

of the current situation in which 

the company had to stop working, 

the company employees have to 

switch between jobs. Supposing 

that the COVID-19 situation 

subsides and employees return to 

work, but if the pandemic 

situation worsens, the employees 

might lose a potentially 

sustainable job. Secondly, the 

company cannot achieve its 

potential efficiency, as a result of 

the lack of customers. Moreover, 

supposing that tour programs are 

sold to customers, but the 

COVID-19 situation becomes 

worsened again, the company 

might not have other practical 

solutions to deal with the problem 

at hand.    

There is a reduction in expenses 

because each lockdown cycle 

results in the company having to 

stop the business and having to 

find other sources of income.   

  

Employees may work under the 

paradigm of volunteer staff. Also, 

because the business model 

revolves around the second job 

paradigm, employees will receive 

only the base salary, and other 

aspects of the remuneration 

package may decrease 

significantly.  

  

  

Matters of public relations 

investment in marketing have been 

implemented, however, COVID-19 

makes 

customer reluctant to travel.  

  

Table 4.2: How the business had handled the situation during the pandemic 

Human Resource Management  Financial Management  Other Method (s) 

In an ideal situation, the company 

consists of 4 employees. But in 

the current situation, employees 

are assigned tasks they are not 

familiar with; therefore, the 

company has decentralized the 

workload to better suit their 

employees’ capabilities based on 

their preference. With a single 

employee in charge of decision 

making.  

As the business model being a 

second-job-business, base salary 

will remain static, and no 

commission fees will be paid. The 

company receives no financial aid 

from the government. Moreover, 

because the company was recently 

established, the company is 

disqualified from TAT’s 

qualification for receiving 

financial aid from the government.   

Employees must preserve 

themselves from the potential risks. 

Public relations projects came to a 

halt, as a result of the new COVID-

19 variants. The company is 

currently looking for alternative 

plans to sustain the company.  

  

  

 

 

 

 

 

 



The 2nd International Students Conference on Academic Multidisciplinary Research 2022 
 

 

 

203 

 

 

Table 4.3: The business revival plan 

Human  

Resource  

Management  

Financial  

Management  

Marketing 

Campaign  

Application of 

digital 

technology  

Epidemic control 

measures  

Confidence 

Plan  

The employees 

have been 

prepared through 

trainings for 

more knowledge 

and skills 

required for 

operations, from 

the domestic 

aspect to the 

outbound aspect 

of the business. 

Typically, a 

single employee 

is capable of 

managing the 

whole team, but 

their computer 

skill might not 

be sufficient. 

Therefore, the 

company  

utilizes this  

low workload 

period to 

develop 

employees’ 

computer skill.    

The company 

cannot 

participate in 

any policy from 

the government 

because it has 

only been 

established for 5 

years. Every 

aspect of the 

business is now 

self-reliant and 

sustainable. 

The investments 

regarding marketing 

campaigns  

are limited to the 

minimal margin to 

cope with the  

loss of income and 

disqualifications 

from the 

government’s  

policy. Once the 

COVID-19 situation 

subsides, the 

marketing 

campaigns will 

resume their 

maximum capacity.   

All aspects of 

the business are 

integrated with 

digital 

technology 

applications.  

  

The company 

provides 

vaccination 

(Moderna) for the 

employees. If any 

employee is sick 

or in a 

questionable 

state, the 

employee must 

leave for 14 days 

before resuming 

after the ATK test 

result.  

  

Because the 

company was 

recently 

established, the 

portfolio  

is relatively new. 

During COVID-

19, the company 

has tried to get 

customers 

involved in 

activities or trip 

reviews; these 

will be shown on 

the company’s 

online channel 

to suggest 

stability and 

reliability from 

real users 

experience. 

  

The results of the research showed that the COVID-19 pandemic had devastated effects 

on Bangkok SME travel companies. The pandemic poses significant impacts on every aspect 

of the business, namely: tremendously on companies’ financial managements, human resource 

managements, up to and including business operations managements. Regarding the pandemic 

and travelling business aspect, different companies adopt different plans. Half of the 

participants (N=2) saw this as an opportunity to enhance current employee skills by holding 

seminars, or learning computer skills. Most of the participants (N=3) chose not to downsize the 

company; however, employees’ remuneration packages were decreased, Other (N=1) chose to 

lay off some of the employees but their salary remained the same. Regarding financial 

management, despite the presence of financial aid from the government, all of the participants 

suggested that the government’s policy was not precise and problematic which contributed to 

the companies’ lack of income. As a result of the uncertainty of the situation and customers’ 
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unwillingness to travel, companies are obligated to postpone their upcoming projects to observe 

the situation before taking any action, in order to preserve their limited funds. Regarding 

business revival plans, all companies have still been struggling to maintain their business, and 

with hindrance from aforementioned dilemmas. The companies chose to focus on their human 

resource management and online marketing instead. Employees must be fully vaccinated and 

shift their working paradigm to be Work-From-Home based; moreover, strict health and 

welfare procedures are being implemented to ensure both employees and customers safety. The 

companies chose to promote their business through available and existing online channels to 

attract more potential customers once the COVID-19 situation subsides.  

Discussion and Recommendations  

The result of the research suggests a remarkable dominance of government’s policy 

affecting on the business condition reflected from the local tourism enterprises. Due to current 

implementations of the government’s policy being inaccessible to some Bangkok SMEs, the 

results of said policy is considered a notably under compensation. Besides, supposing that some 

Bangkok SMEs is axiomatically qualified for government’s policy requirements, the 

procedures needed to be done are absurdly innumerable. It is noteworthy to suggest that while 

costs of business are increasingly raised, governments’ aid in financial aspects is unusually 

underwhelming. On the other hand, tourists, under the oppression on COVID-19 are reluctant 

to travel which indisputably has a direct impact on the tourism industry. This leads to the 

deterioration of companies’ profit and inevitably forces the company to be self-reliant in most 

cases. The companies have to come up with different strategies such as decreasing the 

remuneration packages, downsizing the organization, or reforming the payment method to 

better cope with the situation. These problems along with the fact that some governmental 

projects have not been accessible enough to the SMEs result in the companies having to 

confront and handle both conundrums simultaneously. The research suggests that in the 

recovery state of the COVID-19 situation, the government’s financing support programs should 

be adjusted to successfully cover small and medium- sized travel companies. 
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Abstract 

The purpose of the study was to explore the adaptation of major entrepreneurs in 

Damnoen Saduak Floating Market in Ratchaburi Province during the COVID-19 pandemic and 

the recovery state. The study used the qualitative method of which the questions were divided 

into 4 categories: 1) business impact; 2) problem solving within the organization; 3) 

management guidelines for business survival; and 4) business preparation to comply with 

government policies and measures. The findings indicated that business owners were greatly 

affected due to losing large percentage of foreign tourists. With ability to adapt of the owners 
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and the managers, the businesses have been able to survive through different strategies and 

with supports of the government. The finding also revealed that the pandemic time had created 

resilience among the entrepreneurs and opportunities for employees to develop their extra skills 

in fighting against this devastating phenomenon.  

Keywords: Business adjustment, COVID-19 pandemic, Damnoen Saduak Floating Market 

local entrepreneurs 

Introduction 

In 2019, there was a corona virus epidemic or Covid-19 which has been spreading all 

over the world. The world has been hugely affected. It has had a huge impact on the world and 

local economies. In the tourism, hospitality and aviation industries, many businesses such as 

tourist attractions were temporarily closed; the worst hit is the reason for the shutdown in many 

businesses in the industry. Tourism is one of the world’s major economic sectors. It is the third 

largest export category (after fuels and chemicals) and in 2019 accounted for 7% of world 

trade. For some countries, it may represent more than 20% of GDP and is overall the third 

largest export sector in the global economy. Tourism is one of the sectors most affected by the 

COVID-19 pandemic, affecting the economy, livelihoods, public services and opportunities 

on every continent. All parts of the value chain are affected. Export revenue from tourism could 

fall $910 billion to $1.2 trillion in 2020, which would have a broad impact and could cut global 

GDP by 1.5 percent to 2.8 percent.  

The tourism industry in Thailand is one of the top industries that bring income into 

the country. It creates careers for many people in the country and a variety of whether it is a 

transport company, hotels or restaurants, including small local entrepreneurs. From the 

problem of COVID-19, the government therefore announced a temporary closure of the 

country, thus affecting the tourism industry that had to be stopped suddenly. Every 

tourism business has been affected by the epidemic. After the preventive measures gradually 

relaxed, causing some places to return to business activities only with a series of worsening 

situations, some operators are unable to recover from the temporary suspension from the 

measures preventing the epidemic. Preventing them from returning to business has affected the 

image of the tourist destination that it will not be able to attract tourists after the government 

announced the easing of measures.  

From the preliminary report of the Ministry of Tourism and Sports, it was found that 

6.69 million foreign tourists arrived in Thailand in the first quarter of 2020, a decrease from 

10.79 million in the same period of 2019, a decrease of 38.01%. The largest number of tourists 

was 3.73 million and the highest decline was 46.12 percent from the same period last year, 

followed by 2.07 million tourists from Europe, a decrease of 14.97 percent from the same 

period of last year. Last year, while tourists from other regions, there are a total of 0.88 million 

people, an average decrease of 38.03% due to the outbreak of the Covid-19 virus that started 

in Wuhan, China since the end of 2019 until many countries issued measures to prohibit travel 

in and out of the country, especially Chinese tourists, the epicenter and the highest number of 

tourists to Thailand.  
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Damnoen Saduak Floating Market is an important tourist attraction of Ratchaburi in 

many aspects such as economy and image of the province. Damnoen Saduak Floating Market 

is a small ancient community with canals very consistent with the way of life of the people in 

the community. This is the selling point of Damnoen Saduak Floating Market that can 

attract tourists to visit this floating market. With the epidemic situation in many waves, the 

return of entrepreneurs and travel has been likely challenging.  

Literature Review 

A. The Art of Survival: Tourism Businesses in Thailand Recovering from COVID-19 

through Brand Management 

This research aims to explore the potential of domestic tourism as a means to revitalize 

the tourism industry from the perspectives of local residents and tourism players. A quantitative 

online survey focused on domestic travel behavior, motivation, places of interest, travel 

preferences, and willingness to travel within Malaysia; it was answered by 219 Malaysians. 

Interview data were collected using structured, open-ended interview questions through emails 

to eight respondents from tourism associations, five from the hotel sector, and two from the 

travel and tour sector. Data collection was carried out from 10 January to 15 February 2021. 

The findings reveal that domestic tourism has the potential to revive the tourism industry. A 

high percentage of respondents indicated the desire to travel domestically and being motivated 

by attractive tour packages at discounted prices. COVID-19 has impacted tourist behavior and 

attitudes towards travelling, and people prefer to travel domestically rather than overseas. 

Furthermore, tourism players acknowledged the potential to revive the tourism industry and 

business via domestic tourism. Despite this, declarations of health, safety issues, flight 

availability, travel restrictions, and quarantine durations are key barriers to stimulating 

domestic tourism and rebuilding the tourism industry [1]. 

B. Adaptation Strategies of Hotel Business Entrepreneurs in Chiang Mai to COVID-19 

Situation in 2020 

 The purpose of this research is study on the strategic adaptation of hotel operators in 

Chiang Mai.  Due to the spread of COVID-19, the tourism in Chiang Mai which is the main 

income of the province, has greatly decreased causing a wide impact on the economy and 

society in the province and gross income of the country. This research gathered information 

from the hotels. The hotels are divided into 4 categories according to the provisions of the 

Department of Provincial Administration and are located on the OTA website including those 

within the Chiang Mai Moat and around the Night Bazaar, totaling 154 hotels. The data 

collection was from February 1 - December 31, 2020. The research results contribute to public 

and private sectors to understand those measures and to apply them for real estate adaptation 

and to cope with problems with socio-economic change in the present and future for hotel 

entrepreneurs and hotel business [2]. 
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C. Staying Power: What Influences Micro-Firm Survival in Tourism? 

 The purpose of this study is to investigate how previous experience and location of 

entrepreneurs influence the survival of new tourism firms. The paper departs from recent 

evolutionary economic geography advancements, highlighting the importance of routines and 

skills as well as location-specific knowledge for firm success. While having been well-

researched for manufacturing industries characterized by high entry barriers, little knowledge 

is currently available on the factors influencing survival rates in service sectors with low entry 

barriers. The study uses a quantitative approach and applies hazard models to investigate the 

survival rates. The results of this study report that entrepreneurs with previous work experience 

in related sectors are more likely to survive, and in this case, entrepreneurs without local 

experience tend to be less successful. There is no evidence that new firms operating in regions 

specialized in tourism have a survival advantage. The analysis also indicates that surviving 

firms improve performance over time. The paper thus contributes new knowledge on the 

determinants of micro-firm survival in tourism [3]. 

D. Adaptation Strategy of Tourism Industry Stakeholders During the COVID-19 

Pandemic: A Case Study in Indonesia 

 The objectives of this study are (1) to describe the changes in the tourism industry that 

have occurred due to COVID-19; (2) to explain the adaptation strategies of tourism industry 

stakeholders to maintain the resilience of Tanjung Puting tourism destination during the 

COVID-19 pandemic, and (3) to explain the government’s strategy in supporting tourism 

industry stakeholders to maintain the sustainability of Tanjung Puting tourism destinations 

during the COVID-19 pandemic. This is qualitative research; the data was collected through 

in-depth interviews and the collection of published documents or information related to the 

Tanjung Puting tourism destination. The data analysis technique used in this study was 

interactive analysis. The results of the study found that the COVID-19 pandemic caused the 

tourism industry to experience dormancy, tourism stakeholders who lost income, switched to 

other sectors and looked for other alternative jobs. Tourism workers are currently doing jobs 

outside the tourism sector to survive, but when tourism is running normally, will return to their 

main jobs. The strategy undertaken by the government is to build resilience at the meso level, 

focusing on tourism destinations. The findings of this study suggest that tourism industry 

players are required to be creative and innovative in facing this pandemic [4]. 

Research Methodology 

The research method was designed to reflect how operators in the floating market could 

deal with the recovery from this crisis and what were the expectations of tourists towards the 

floating market during the recovery state. This study used exploratory research designed to 

understand the crises within the floating market. The qualitative method was used to collect 

data from stakeholders in the floating market through semi-structure interview to gather various 

perspectives on the crisis. The interviewees who participated in this study included boat tour 

operator manager, owners from souvenir and restaurant business, and hotel manager. Each 

interviewee was asked about the impact of the COVID-19 outbreak on the enterprise, including 
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recovery strategies relevant to the stakeholder context; the questions were categorized as 

below: 

(1) Impact of COVID-19 on businesses 

(2) Solutions for the problems occurring in the following area: 

- Employee management 

- Financial management 

- Management of locations and physical elements to suit the situation  

(3) Management guidelines for business survival 

- Strategies for managing the impact for business survival 

(4) Business preparation to comply with government policies and measures 

- Adding new skills in business 

- Creation of new products 

- Learning digital technology in business 

- Sustainable business management  

Results 

The findings of this study are based on a review of the literature and secondary 

documents and semi-structured interviews with 4 key informants who are the related 

stakeholders playing significant role in the tourism sector of Damnoen Saduak Floating Market. 

1. Impact of COVID-19 on businesses 

The following statements were reported based on the interviews with the key 

informants. 

“… Our business has been greatly affected during the past covid situation 

because our number of foreign tourists lost more than 98%. There are no people 

using the boat for tours, so we can’t pay compensation for the people on board. 

Traveling, we need to use reserve funds, but with a long period of the epidemic, our 

reserves are almost gone by 70%.” (Boat tour operator manager) 

“... In the hotel business, the number of tourists who come to use the service is 

very much reduced. On some days, we do not have customers to use our 

accommodation at all. Therefore, we cannot sell tour packages to Damnoen Saduak 

Floating Market because in normal situation we could sell most of the Damnoen 

Saduak Floating Market tour packages to Chinese tourists. We lost more than 90% 

of our income, but our expenses remained the same, causing us to reduce the salary 

and working days of employees.” (Hotel manager) 

“… We are limited in the number of seats for customers who come to use the 

service according to government policy, but the tourists are missing so much that 

we reduce the number of raw materials to save costs each day. Some days we have 

no customers at all and our reserve funds are decreasing every day.” (Restaurant 

owner) 

“Our business lacks revenue more than 80% because most of our customers 
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are foreigners, but we still have enough because in the past we didn't have to pay 

rent to sell and still keep our stuff. In stock, they can be sold under normal 

circumstances.” (Souvenir shop owner)  

 

2. Solutions for the problems 

The results of this section were reported in terms of employee management, 

financial management and location and physical element management to suit the 

situation. 

- Employee management 

“… We have helped our employees take time off and have helped them 

find ways to earn extra income online. We pay our employees the same salary 

so they can survive in a no-tourist situation.” (Hotel manager) 

“… We pay our employees the same salary so they can survive in a no-

tourist situation.” (Boat tour operator manager) 

 

- Financial management 

“… We have put in reserved funds to keep our business alive in a no-

tourist situation.” (Hotel manager, boat tour operator manager and restaurant 

owner) 

 

- Location and physical element management to suit the situation 

“… We have limited seating at the dining table and we set a reasonable 

distance.” (Restaurant owner) 

“… We have limited the number of people on board from 8 to 4 people.”  

(Boat tour operator manager) 

 

3. Management guidelines for business survival 

The finding revealed that the entrepreneurs used their reserved fund to 

support their business and they have had reduced the cost to a 

minimum. Moreover, they have adapted to do the business more on online 

channels and have created various promotions to attract tourists. 

“…We organize promotional packages to sell on social media channels to 

earn money to support our business. And we provide tourists who come to 

Damnoen Saduak Floating Market to use the boat for free and give trips to the 

staff on board to keep them alive, but we still pay the same salary for the workers.” 

(Boat tour operator manager) 

“…We need to reduce employees’ salaries and working days to save our 

reserve funds.  And we have promotions for hotel reservations to make 

reservations for free, no deposit and the ability to cancel reservations.” (Hotel 

manager)  

“…Raising added online sales channels and free food delivery for tourists 

or customers from nearby communities.” (Restaurant owner) 
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“…We have reduced costs by opening the shop only on Saturdays and 

Sundays, allowing us to save on electricity and water bills.” (Souvenir owner)  

 

4. Business preparation to comply with government policies and measures 

The finding reported that the entrepreneurs have had developed themselves 

digitally in responding to the government program encouraging tourists to spend 

in Damnoen Saduak Floating Market. 

“…We have developed our packages to sell online and have developed our 

employees to use their phones to receive payments and the result is satisfactory as 

the tourists who pay are supported by the government through the 50:50 

Copayment Scheme that requires a phone to receive payments.” (Boat tour 

operator manager) 

“…We have joined the government program to keep our business alive but 

on the other hand we haven’t developed much, we are just preparing for the 

country’s opening next year.” (Hotel manager) 

“…We have brought our food menu to present on social media and have 

provided free delivery service to increase sales each day, as well as joining the 

50:50 Copayment Scheme of the government.” (Restaurant owner) 

“…Our business has joined the government’s 50:50 Copayment Scheme to 

increase sales opportunity from tourists and has tried to organize promotions for 

customers who come to buy.” (Souvenir owner) 

Conclusion  

From the results of this study, it can be concluded that all the entrepreneurs have been 

greatly affected by the epidemic. The main reason deals with the no- tourist situation, resulting 

in lack of financial liquidity. Yet, these entrepreneurs have still been able to maintain their 

business. They adapted to the situation very well. They have appropriate employee 

management. Even though in financial management they have been struggled yet still can be 

survived as they have reserved funds. It is evident that they are developing employee potential 

along with government relief measures and they are running promotions to attract tourists 

during the recovery state. Therefore, it can be concluded that the main businesses in the floating 

market have been able to survive through the epidemic period until the recovery period. 

Discussion and Recommendation 

 According to the findings, the local entrepreneurs in Damnoen Saduak Floating Market 

can sustain their business through the epidemic period until the recovery period with good 

management in various aspects within the organization. Thus, both the business and the 

employees have survived. The researcher suggested that business owners in the tourism 

industry should have a good management plan in the organization and good communication 

with their employees, and take this time to develop their employees to have more capabilities. 
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By this way, they will be able to continue working for and contribute to the organization. 

Furthermore, business owners or managers should be creative in designing more promotions 

for their products in response to the situation perse in order to attract tourists to use the services 

resulting in the better economy. Some businesses still pay as much. Originally, they had to 

bring business capital to pay, and they also had to manage their business in the same way, 

which was to organize various promotions to support the business and they also prepared 

personnel for government assistance measures. This study also allows us to understand the 

management of the above enterprises to employees in the organization and also helps to guide 

the revitalization of other businesses in the tourism industry. 
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Abstract 

This research paid attention to possible uses of blockchain technology and 

cryptocurrencies in the tourism industry. It aimed to explore factors affecting the use of this 

technology and applicability in the tourism industry. The study used a quantitative method in 

collecting the data with online questionnaire. The data was analyzed with a statistical program 

to draw conclusions. The results of the study showed that the majority of people were interested 

in the use of the technology for data storage in the tourism industry and the overall results 

support possible implication to use of this technology in a wide variety of fields. 

Keywords: Blockchain technology, cryptocurrencies, tourism industry 

Introduction 

This research sheds light on the importance of blockchain technology and 

cryptocurrencies due to their rapid growth over the years; it has an innovative operating system 

and it demonstrates its safety and versatility. By security this means that it decentralizes 

because without an intermediary it is more difficult to cheat or change data and it also works 

faster because there is no intermediary. Subsequently, the various functions of this technology 

such as NFT. NFT is tokens are created to express ownership and irreplaceable, thus it attracts 

people to pay attention and value to things that cannot be physically traded by them exchanging 

cryptocurrencies. Blockchain technology and cryptocurrencies are becoming more and more 

popular and this shows that we need to start paying attention to it. 

This research aimed to explore the trends in the use of blockchain technology and 

cryptocurrencies in the tourism industry as the blockchain trend is increasing rapidly. This 

factor makes blockchain technology and cryptocurrencies more interesting and educational.  

This blockchain technology is a decentralized processing and storage technology. This 

decentralization results in high security because no one has direct authority over all data. Also, 

hacking is very difficult as it is a chain of data. The traffic is very fast because the blockchain 

has no intermediaries and the taxes are low because the intermediaries are not paid. Thus, 

cryptocurrencies are born where cryptocurrencies are decentralized payments. It makes 

payment more convenient and faster as bank transfer is not required. By simply transferring 

money through the platform, you can quickly transfer money both domestically and 

internationally. All of these benefits are part of blockchain technology and when it comes to 

the tourism sector, the adoption of the technology is normal. But in this, blockchain technology 

in 2021 is still not widely accepted because in some countries; crypto-currency spending is not 

yet supported and the adoption of the technology is not so much. Therefore, this research 

highlights some of the factors related to blockchain technology and cryptocurrencies in the 

tourism industry. The benefits of blockchain mentioned above can affect tourism development 

and prepares businesses in the industry for the adoption of this new technology. 
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Literature Review 

A. Blockchain in the tourism industry- a review of the situation in Croatia and Macedonia 

          Blockchain technology is often perceived as a potential platform for launching new 

values applied in different business sectors and transactional systems. Blockchain 

developments and the blockchain second‐generation trends in the use of smart contracts could 

forward accumulated benefits to travelers [1]. This technology will simplify and speed up the 

process of checking travelers at ports, airports and in all other means of transport. Since the 

investments in blockchain solutions for the tourism industry are growing, it can be expected 

that these developments will have a significant impact on the future of tourism and how the 

processes will be handled. This research has compiled qualitative data to show the relationship 

between blockchain and the tourism industry. 

B. Blockchain adoption in tourism: grounded theory-based conceptual model        

This study shows the model that illustrates the many factors involved in blockchain 

technology and has been written that are useful in the adoption of blockchain technology and 

the tourism sector. It also talks about government regulation of cryptocurrency spending [2]. 

C. Future tourism trends: utilizing non-fungible tokens to aid wildlife conservation 

The application of blockchain NFT has been demonstrated in animal conservation and 

its connection to the game and the virtual world. This reflects how the technology will be 

useful in the tourism industry in more dimensions, for instance to target audience who may be 

interested in nature-based tourism or who are natural tourists. This crypto-wildlife archetype 

can also be extended further to not just wildlife but to game via virtual worlds [3]. With virtual 

reality combined with blockchain technology. Game reserves themselves could exist on the 

blockchain, along with all the characteristics and wildlife that make those game reserves 

unique. This opens up game reserves and tourism to a whole new market of online gamers, 

blockchain enthusiasts and tourists alike, accessible to anyone, anywhere around the world 

with internet access. 

D. The application of blockchain in tourism: use cases in the tourism value system 

The study provides the information related to blockchain technology and talks about its 

main applications in tourism as follows: (1) booking; (2) accommodation; (3) transportation; 

and (4) food and beverage. They have compiled various use cases, both advantages or positive 

aspects and negative attributes of arguments. 

Research Methodology 

 The study used a quantitative method with online questionnaire with 100 samples, but 

50 samples were returned due to the limitation of time. After that, the data was analyzed by 

using a statistical program. 
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Results 

The results presented that women were more interested in the topic than men, and most 

were between 20- 26 years old. The most common occupations are students and the other two 

are in entertainment and unemployment. Most of them have salaries below 15,000 baht and the 

next one is 15,001 to 25,000 baht. Moreover, 61% of people have never paid with 

cryptocurrencies as shown in Table 1. 

 

Table 1: Pay with crypto 

 

Frequenc

y Percent 

Valid 

Percent 

Cumulative 

Percent 

Valid Yes 19 38.0 38.0 38.0 

No 31 62.0 62.0 100.0 

Total 50 100.0 100.0  

 

The survey with the respondents who knows blockchain technology applications 

unveiled that they knew the Bitcub application the most followed by Binance, as in Table 2. 

For other applications are such as Zipmex, Ronin  wallet, Coinbase, they have never used.  

 

Table 2: Applications the respondents knows 

 

Responses Percent of 

Cases N Percent 

Application you knowa Binance 17 24.6% 34.0% 

Bitcub 37 53.6% 74.0% 

Metamas

k 

8 11.6% 16.0% 

Opensea 5 7.2% 10.0% 

Others 2 2.9% 4.0% 

Total 69 100.0% 138.0% 

 

Table 3 shows the respondents’ understanding of terminology and capability of 

blockchain technology. The result reported that the respondents followed the news about the 

technology as the highest (Mean = 3.26), followed by knowledge about the system (Mean = 

3.24) and tokens (Mean = 3.22). Overall, it could be noted that the understanding was moderate.  
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Table 3: Respondents’ understanding of terminology and capability of 

blockchain technology 

 N 

Minimu

m 

Maximu

m Mean 

Std. 

Deviation 

Your knowledge about 

System 

50 1 5 3.24 1.287 

How much do you 

follow the news 

50 1 5 3.26 1.192 

Kind of coin 50 1 5 2.92 1.383 

Project of coins 50 1 5 3.02 1.220 

Smart contact 50 1 5 2.96 1.370 

NFT 50 1 5 3.02 1.436 

Decentralize 50 1 5 2.98 1.478 

Farming 50 1 5 3.08 1.259 

Defi 48 1 5 3.06 1.420 

Tokens 50 1 5 3.22 1.266 

Valid N (listwise) 48     

 

Table 4 presents how much the related factors of the blockchain technology influence 

on use. The result reported that the most applicable factors included system security (Mean = 

4.14), specify ownership (Mean = 4.12) and merchant (Mean = 4.04). All factors gain high 

mean, which may explain that the blockchain security system has good performance. 

 

Table 4: How the blockchain technology factors influence on use 

 N 

Minimu

m 

Maximu

m Mean 

Std. 

Deviation 

Social 50 1 5 3.88 .982 

Speed 50 1 5 3.94 1.096 

System Security 50 1 5 4.14 .969 

Fee 50 1 5 3.94 1.114 

Transparency 50 1 5 3.88 1.100 

P2P system 50 1 5 3.92 1.122 

Social 50 1 5 3.86 1.030 

Speed 50 1 5 3.78 1.093 

System Security 50 1 5 3.92 1.047 

Fee 50 1 5 3.90 1.093 

Specify ownership 50 1 5 4.12 1.081 

Data Storage 49 1 5 3.98 1.127 

Virtual tourism 50 1 5 3.90 1.055 
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Can store artwork 50 1 5 3.94 1.077 

Trading images and 

videos 

50 1 5 3.94 .978 

Can be verified 50 1 5 3.98 .958 

Being a Copyright Tool 49 1 5 3.94 1.049 

Merchant 50 1 5 4.04 1.087 

Valid N (listwise) 48     

 

Table 5 shows the factors that affect the adoption of blockchain technology in the 

tourism industry. The result reported that the factor with the highest mean was data storage 

(Mean = 4.04), followed by booking platform (Mean = 3.98), virtual tourism (Mean = 3.96), 

financial transactions (Mean = 3.94) and campaigns (Mean = 3.92). 

 

Table 5: Factors affecting the adoption of blockchain technology in the 

tourism industry 

 N 

Minimu

m 

Maximu

m Mean 

Std. 

Deviation 

Supply chain 

management 

50 1 5 3.88 .918 

Data Storage 50 1 5 4.04 1.009 

Financial transactions 50 1 5 3.94 .998 

Safety 49 1 5 3.80 1.020 

Booking platform 50 1 5 3.98 .937 

HRM 50 1 5 3.88 1.062 

Virtual tourism 50 1 5 3.96 .947 

Campaigns 50 1 5 3.92 .986 

Valid N (listwise) 49     

 

Conclusion  

This research summarized that people of age between 20 to 26 years old were more 

interested in blockchain technology and cryptocurrencies than any other age groups and most 

are college students.  They tend to use Bitcub application much more than other applications.  

However, their cognition is still at an average level, so the next answers may not be very 

accurate. They see that the adoption of blockchain technology and crypto-currency is key to 

the security and storage of blockchain-style data.  Other factors are not much different such as 

speed, fees and art collection. It can be seen that the most applicable factor in the tourism 

industry is data collection.  The storage of data is consistent with the previous factor, which is 

security. By this, it shows that the blockchain users in this survey strongly believe in the 

security of the system. 
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Abstract 

 This research study, how’s the marketing mix factors (7Ps) that affect the purchase 

satisfaction of Thai orchids among European tourists. The research article has using 440 online 

questionnaires through the tourists who used to buy at least 1 time from visiting Thailand.  The 
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fact of the tourism industries had shown the source of the figure is at a top of the country 

income and tends to grow steadily every year. A total income from foreign tourists in the year 

2016 – 2019, there was a revenue value of 1,633,497 million baht - 2019 had a revenue of 

1,911,807 million baht. There were obtained from many sources, such as from visiting and 

spending in many sectors of the tourism industry, the inbound tours services, hotel’s 

accommodation, food and shopping the souvenirs to take home. The number of source’s 

income is souvenir. There are many income figures and various kinds of souvenirs. The fresh 

cut orchid from Thailand, which come in cut flowers in beautiful boxes, easy to buy to get on 

the plane right away. To use the data obtained to analyze what factors can be improved and 

developed for the overall benefit of the souvenir merchants. These most popular is very 

significant to be ready to prepare to accommodate the tourists. Many sectors expected that 

when Thailand re-opening the country again, tourists will return as before stating. This will 

clearly affect the recovery of the tourism sector, the travel industry will grow prosperous make 

income into the country as it always in the past. 

Keywords: 7Ps Marketing mix, Satisfaction behaviour in buying Thai orchids, Fresh cut orchid. 

Introduction 

Fresh orchid, a product that is classified as a powerful new economic plant that is 

outstanding in Thailand, has been called the queen of flowers because the longer life than the 

others of the vase. Therefore, it is popular and has always been got large income exporting 

product. In the past, fresh orchids have been exported to all regions of the world. Thailand has 

always been the number one market leader for Europe, an average growth rate of 1 0  -  1 5 

percent per year. Exports in January 2019 with a total value of 6.81 million US dollars, 

(Prangnuch Lerthiran) Bureau of Agricultural and Industrial Trade Promotion, Department of 

International Trade Promotion, February 2019. The European tourists are popular to buy 

Dendrobium orchids, caused its longer vase life. In the occasion of ceremonies and festivals 

are increasingly turning to orchids. They are inexpensive, easy to find and a variety of colors. 

Those were packed in boxes for tourists, it can be taken on a plane back to the country as a top-

class souvenir. Thai orchids are considered to be a very special product with an affordable price 

this research the researcher conducted a study on the satisfaction of purchasing fresh orchids 

from Thailand among the European tourists that are affected by the marketing mix factors 

(7 Ps), which consist of Product Factors, Price Factors distribution channel factors, 

(Place/Channel Distribution), factors of promotion, marketing (Promotion), (People),(Process) 

and factors of physical characteristics (Physical Evidence) that affect the satisfaction of buying 

fresh orchids from Thailand  among European tourists. The sample population that will be used 

in the study is a population of European tourists who have bought fresh orchids from Thailand 

at least once.  This data collection will be in the form of an online questionnaire in which the 

data received will be of the Primary Data category. The period of studying was started from 

September-October 2021. The results of the study will be helpful in improving marketing and 

business development which can meet the needs of buying Thai orchids among the European 
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tourists Marketing mix factors (7Ps) and behaviors affecting purchase satisfaction of Thai 

orchids among the European tourists relying on the Kotler concept, 2011. Wichian 

Wongnitchakul and Kornsiwat Kongthanasinthorn, (2010) define the meaning of concepts and 

theories about service marketing mix (7 Ps). Service marketing mix theory refers to marketing 

variables that control can which is used to respond satisfaction to the target group Each 

component of the marketing mix will have an impact each other and must be consistent to the 

marketing operations to be successful in accordance with the objectives. 

Objective 

To study the factors of marketing mix (7Ps) affecting the purchase satisfaction of Thai 

orchids among European tourists. 

Research hypothesis 

Marketing Mix Factors (7Ps) affecting Purchase Satisfaction of Thai Orchids among 

European tourists. 

Methodology 

This research is a (Quantitative Research), the population was European tourists who 

had visited Thailand. And have used the service. The sample size determination was based on 

the Yamane method, 1 9 7 3 , the survey research method, all data were collected by 

questionnaires, including data analysis using descriptive statistic, percentage, mean, standard 

deviation. To describe and test the relationship between marketing mix factors (7Ps) and 

purchase satisfaction of Thai orchids among the European tourists, Kotler and Armstrong 

(2005). Lovelock and Wirt (2007) defined the marketing mix as a marketing tool or factor that 

controls a business. It must be brought together to meet the needs, create satisfaction for 

customers target audience, to stimulate the target customers to create demand for products and 

services. In addition, Holloway (2004) applied the 4Ps marketing mix theory of Kotler and 

Armstrong (2005) into 7 factors: product, price, distribution channel. Marketing promotion, 

personnel, service process and physical characteristics the data analyzing, will be done after 

collecting data from 440 questionnaires and then processing with statistical software packages. 

By using basic statistics such as frequency, percentage, mean and standard deviation. Statistics 

section in test hypothesis the statistical value of Multiple Linear Regression was used, the level 

of statistical significance was set at 0.05  

Results 

This research was collected data from primary sources (Primary data) by using 

questionnaires distribution method to the sample group by sending an e-mail to a group of 

1,000 customers, Nantana Orchid Company. The research was conducted by having the sample 

take an online questionnaire via Google Forms for the data analysis and conclusions. This was 

done after collecting data from 4 4 0  questionnaires. The samples were calculated from the 

Yamane formula, 1973, and then processed using a packaged program using statistical 

methods. The analysis can be divided into 2 parts as follows (1) Descriptive Statistics (2) 

Inferential Statistics 
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Table 1 Number and percentage of demographic characteristics of the respondents 

sample                                                                                          (n=440)                                                                                                       

 Demographic characteristics of the 

respondent’s sample 

quantity Percentage 

    1. Sex   

       Male 254 57.73 

      Female 186 42.27 

 2. Occupation   

   General staff 251 57.05 

   Civil servant/state enterprise employee 54 12.27 

   Private business 7 1.59 

   Student 128 29.09 

3. Age   

   20 - 29  71 16.14 

   30 – 39  80 18.18 

   40 - 49  45 10.23 

   50 or over 244 55.45 

  4. Nationality   

      British 141 32.05 

      Swiss 48 10.91 

      German 29 6.59 

      Dutch 26 5.91 

      French 30 6.82 

      Swede 63 14.32 

      Danish 41 9.35 

      Norwegian  59 13.41 

   Others - - 

  5. Monthly Income    

    1000 - 1500 eur  70 15.91 

    1501 - 2000 eur.  100 22.73 

    2001 - 2500 eur.  81 20.68 

    2501 eur. Or more  179 40.68 

  6. Travel expenses   

   250 - 300 eur 191 43.41 

   301 - 350 eur. 50 11.36 

   351 - 400 eur. 44 10.00 

   401 eur. Or more 155 35.23 
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From Table 1, it was found that 57.73% males, 42.27 percent of the female population. 

Most of occupations general staff accounted for 57.05%. Most of the sample was aged 50 years 

and over, accounting for 55.45% with British nationality accounted for 32.05%, monthly income 

of 2501 eur. or more representing 40.68%, with expenses spent on tourism in Thailand at 43.41%, 

the budget for buying souvenirs at 4001 baht or more accounted for 31.59 percent of the total 

sample of 440 people. 

 

Table 2 presents the mean and standard deviation)                      (n=440)                                                                                                                                                 

European tourist satisfaction to buy fresh orchids from 

Thailand 

�̅� S.D. Variatio

n 

1. Repeat buying because the flowers are nice and durable. 4.52 0.875 the most 

2. To tell friends, the service process is impressive. 4.42 0.848 the most 

3. To buy more quantity because of a discount 4.33 0.843 the most 

4. Satisfied with the service of the salesperson. 4.46 0.800 the most 

5. Variety of distribution channels. 3.98 1.066 more 

6. Reasonable price 4.41 0.914 the most 

7. Trusted in quality 4.60 0.750 the most 

Total 4.39 0.690 the most 

 

 It shows the average and standard deviation of overall satisfaction among European 

tourists. The results showed that Overall satisfaction of European tourists to buy fresh orchids 

from Thailand at the highest level (�̅�4.39, S.D. = 0.690) 

 

 

 

 

 

 

 

 

 

 

  7. Purchase budget (Thai Bahts)   

   Less 1000 THB  116 26.36 

   1001 - 2000  102 23.18 

   2001 - 3000   83 18.86 

   4001 or more 139 31.59 

Total 440 100 
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Table 3  shows the results of the hypothesis test. by using multiple regression 

analysis. To analyze the factors of marketing mix (7Ps) and behaviors affecting 

satisfaction in purchasing Thai orchids among the European tourists 

Marketing Mix Factor (7Ps) Beta t P 

1. Product 0.112 3.685 0.000* 

2. Price 0.136 3.977 0.000* 

3. Place/Chanel Distribution 0.000 -0.031 0.976 

4. Promotion 0.083 3.259 0.001* 

5. Process 0.412 10.393 0.000* 

6. People 0.298 8.211 0.000* 

7. Physical Evidence 0.028 0.731 0.465 

          R2 = 0.905, F-Value = 280.720, n = 440, *p ≤ 0.000 

 

From Table 3 , the results found that on the product side, (Price) , (Promotion), p 

(Process) and knowledge (People) were affected the satisfaction of buying Thai orchids among 

the European tourists with a statistically significant level of 0.05  

Conclusion 

When tested, the marketing mix factor (7 Ps) influenced the purchase satisfaction of 

Thai orchids among the European tourists. It was found that the marketing mix (7 Ps) in terms 

of  (Product) affects the satisfaction of buying because of the color of orchids are more variety 

to choose from other flowers. It is beautifully packaged, suitable as a souvenir, type of 

packaging easy to carry on the plane and making pride. Consistent with Lakbanchong (2015), 

a study of 7Ps marketing mix factors affecting the decision to use Halal hotel services of Thai 

tourists in Phuket found that the product marketing mix affects the decision to choose halal 

hotel services of Thai tourists in Phuket.  The Marketing mix (7 Ps) (Price), the price is set 

appropriate for the quality. The value of the selling price compared to other types of flowers, 

including a clear price announcement.  

Summary of research findings, data analysis, opinion level of marketing mix (7 Ps) on 

purchase satisfied, found that overall, it's at a high level. When considering each aspect, it was 

found that all 5  aspects were at the satisfaction was at the highest level of 6  items including 

feeling trust in the quality of orchids followed by repeat purchases because the flowers are 

beautiful and durable, satisfied by the service of the salesperson, telling a friend, the service 

process is impressive, a reasonable price perhaps a chance to buy more quantity because of the 

discount. And have a level of satisfaction at a high level, including a variety of distribution 

channels and in hypothesis testing, it was found that the marketing mix (7Ps), product, price, 

promotion, process, and people influenced the satisfaction of buying Thai Orchid among the 

European tourists with a statistically significant level of 0.05. 
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Discussion and Recommendation 

From the study of 7Ps marketing mix, it was found that product, price, promotion, 

process, and people had an impact on the satisfaction of buy Thai orchids among the European 

tourists to determine the marketing policy of the Thai orchid distribution business there should 

be a reasonable price. Prices are varied so that you can choose according to your purchasing 

power. Prices are clearly displayed. To promote more marketing 
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Abstract 

 This research is the kind of the educational review which the researcher collects all the 

information and data from the secondary data as textbook, research paper, newspaper, thesis. 

In additional the researcher interview with the people who have experienced with Suan 

Sunandha University that have the objective as Then the researcher evaluated all the 
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information and data as to survey the context of Suan Sunandha Rajabhat University with the 

tourism. The paper is found out that Suan Sunandha University has the place where is 

appropriate for tourism place as Wang Suan Sunandha hotel, Kaew Chao Chom Restaurant, 

Saisutthanopadol Museum, Tunnel under Phranang, Jutha Rattanaporn Building 3  Silp 

Rattanakosin, Monument to Queen Sunandha Kumariratana.  

Keywords: Suan Sunandha Rajabhat University, tourism, University   

Introduction 

 Tourism is one of the industries. which is the largest business group in various business 

groups and related to many other businesses at this time, tourism business is considered to be 

a business with a high role that brings income to the country in many countries such as England, 

China or even Thailand itself. Therefore, the government has used tourism as one of the main 

strategies of the country's development. The Thai government's policy to encourage Thai 

tourists to travel more in the country especially in secondary city attractions that have tax 

deductible measures to support expenses in services such as tour packages as accommodation 

in a hotel or homestay in secondary tourist cities (Tourism Authority of Thailand, 2012) 

 According to the tourism situation in February 2020, it was found that the COVID-19 

epidemic situation from China affected the decrease in the number of foreign tourists arriving 

from Europe and other countries. This impact of COVID-19 is still severely shaken to Thailand 

continuously Thailand’s tourism sector has been stagnant since April 2020. (Division of 

Tourism and Sports Economy, 2020) As a result, businesses linked to tourism and employees 

working in tourism-related services both directly and indirectly such as airlines, hotel chains 

and tour companies including business groups as MICE (Meetings, Incentive Travel, 

Conventions, Exhibitions) car rental, tour company, cruise ship, museum, shopping, and 

restaurant. (Creative Economy Agency, 2020) 

 In the Rajabhat University Act 2004, His Majesty King Bhumibol Adulyadej is 

graciously pleased to proclaim that Rajabhat University shall be established instead of Rajabhat 

Institute. which has a total of 40 Rajabhat Universities around Thailand that there are policy, 

mission and objectives of Rajabhat University focuses on being a higher education institution 

for local development that enhances the intellectual power of the land. restore learning power 

uphold local wisdom creative arts for the stable and sustainable progress of the people 

participate in management maintenance balanced and sustainable utilization of natural 

resources and the environment with the purpose of education promote academics and advanced 

professions, conduct teaching, research, provide academic services to society, improve, 

transfer, and develop technology. preserving arts and culture produce teachers and promote 

teachers' academic standing by Rajabhat University Has duties as follows:  

1. Find out the truth for academic excellence based on local wisdom, Thai wisdom 

and international wisdom. 

2. Produce graduates with knowledge and morality awareness of being Thai that there 

is love and commitment to the locality and promotes lifelong learning in the 
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community to help local people stay up to date with changes the production of such 

graduates must be of a number and quality consistent with the country's graduate 

production plan. 

3. Enhance knowledge and understanding of values, awareness and pride in local and 

national cultures. 

4. Learn and strengthen community leaders religious leaders and local politicians have 

a sense of democracy, morality, ethics, and the ability to manage community and 

local development for the benefit of the public. 

5. Develop the teaching profession Produce and develop teachers and educational 

personnel to have quality and standards that are suitable for high-professional 

6. To coordinate and support each other among universities, communities, local 

government organizations and other organizations both within and outside the 

country for local development. 

7. Develop the research, promote and carry on projects arising from the royal initiative 

in practice as the University's Mission for local development (ท ี ่ ม า :  พ ร ะ ร า ช บ ั ญญ ั ติ  
มหาวิทยาลัยราชภัฏ, 2547) 

Suan Sunandha Rajabhat University as we know SSRU has managed and promoted 

tourism, namely Suan Sunandha Palace hotel provides room service. It is in the center of places 

that are important tourist attractions such as the Vimanmek Throne Hall, Ananta Samakhom 

Throne Hall Suan Dusit Palace courtyard grand palace Wat Phra Sri Rattana Satsadaram, etc. 

There are Ffully equipped with standard rooms with laundry service. including a banquet room 

conference room catering services both on-site and off-site the restaurant serves both royal 

Thai buffet dishes and a variety of beverages that There is also a swimming pool. for the 

convenience of guests. 

The Office of Arts and Culture is located at Building. which was originally a royal 

residence It looks like a two-storey twin palace with connecting paths. The left wing is the 

residence of Her Royal Highness Princess Sai Sawali Phirom, Phra Suttha Sininat Piya Maharaj 

Padivarada whereas The right wing is the residence of Her Royal Highness Prince 

Niphanpadon Wimonprabhavadi Krom Khun U-Thong, Khattinari District. The daughter of 

King Chulalongkorn and Phra Wimadatha that the ground floor is brick and mortar tiled floor 

that upstairs is a wooden structure. According to the Italian Renaissance architecture, under the 

supervision of Chao Phraya Yommarat (Pan Sukhum) construction, this palace is considered a 

source of artistic and cultural costs in the royal court. 

The former Saisutthanopadon Building Museum is the most important palace because 

it is the residence of Phra Wimadatha. and the little daughter (Her Royal Highness Princess 

Niphanaphadol Wimon Prabhavadi Krom Khun U Thong, Khattyanaree district or what the 

palace people call the name Somdej Phra Prachan Noi) Saisutthanpadon Palace Still 

outstanding in architecture, 2 0 1 6  won the Outstanding Architectural Conservation Building 

Award that is the large twin towers, half cement, half-timber where there is a walkway 

connecting the top and bottom which designed by Italian architects now and it is a learning 

center for art, architecture and succession of dishes in the palace, also available at Kaew Chao 

Chom Restaurant in Wang Suan Sunandha hotel. 



The 2nd International Students Conference on Academic Multidisciplinary Research 2022 
 

 

 

227 

 

 

Tunnel under Phranang Hill Inside Suan Sunandha Rajabhat University where this 

historic tunnel is a byproduct of digging a canal inside the Suan Sunandha Palace Park during 

the reign of King Rama V that his Majesty had the idea to make a storage for utensils such as 

kitchen utensils when the palace was broken. The tunnel was used as a bunker where prisoners 

and prisoners were kept during World War II. 

The monument of Her Majesty Queen Sunandha Kumariratana Located in the area of 

the Faculty of Education Suan Sunandha Rajabhat University It is revered as well as being the 

center of the minds of students and personnel of Sunandha gardeners. 

From these background and importance of the aforementioned problem The researcher 

is interested in studying about Survey the context of SSRU with the tourism attraction In order 

to find out the places that can be developed into tourist attractions and apply the results of the 

research as useful information. 

Research Objective 

 To Survey the context of Suan Sunandha Rajabhat University with the tourism 

Methodology 

 The researcher has done collecting secondary data including inquiries data from people 

who know and have experience about Suan Sunandha Rajabhat University that the key 

informant was the administrator of Suan Sunandha Rajabhat University. The selection of key 

informants in the qualitative research was based on theoretical sampling. including key 

informants used in qualitative research The key informants have the following qualifications: 

1. Being the management team of Suan Sunandha Rajabhat University at all levels 

2. The people who have worked at Suan Sunandha Rajabhat University for at least 15 

years 

3. The people who knowledge of cultural tourism 

4. The people who knowledge and understanding of tourism promotion 

Research Result 

 In this research that the researcher has searched the history of Suan Sunandha Rajabhat 

University that Suan Sunandha Rajabhat University was originally founded at the university as 

part of the Suan Sunandha Palace. which is considered a royal court area and is the place where 

His Majesty the King's royal resting place King Chulalongkorn, with His Majesty the King's 

wish to provide a variety of flowers and established as " Suan Sunandha Park" which got its 

name from the garden of Indra in the Daowadung heaven and the name of Her Majesty Queen 

Sunantha Kumariratana later in the reign of King Rama VI An additional palace was built to 

serve as a residence for the inner lord. as well as being a residence building for government 

officials, amounting to 32 buildings by Phra Wimadathe Krom Phra Suttasini Natpiya Maharaj 

Padewaradda has been pleased to establish “Niphakan School” was established within Suan 

Sunandha to serve as a school for ladies to educate the daughters of nobles, honored officials. 

and governors from various palaces, even in the year 1932. There was a change in the regime 
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that had a huge impact on the monarch system, causing the royal family in Suan Sunandha to 

be afraid of political threats, therefore they gradually left Suan Sunandha until the end. As a 

result, the once beautiful Suan Sunandha Palace was abandoned and left unattended and caused 

the Niphakan School to be closed. In the reign of King Ananda Mahidol (King Rama VIII) that 

the dilapidated Suan Sunandha Palace has been restored to be beautiful again. The Cabinet 

resolved to use the area of Suan Sunan Palace to benefit by converting from the inner court to 

an educational establishment and to establish a national educational institution. which 

contributed to the development of Suan Sunandha Rajabhat University. 

 

 

 

 

 

 

 

 

Picture 1: The logo of Suan Sunandha Rajabhat University 

 

 At present it is a royal seal that in the reign of King Rama IX, it is an image of the Atthit 

Uthumphon Throne Hall which consists of a circle In the center of the Chakra, there is an 

unalumed character with a radiance that radiates over the Chakra in the form of a seven-tiered 

amethyst and has a tiered tier located on the Atthati Throne Hall representing His Majesty's 

power in the land that the outer circumference of the upper seal has Thai characters saying 

“Suan Sunandha Rajabhat University” below has English letters calling "SUAN SUNANDHA 

RAJABHAT UNIVERSITY" 

The theme color of Suan Sunandha Rajabhat University is blue which meaning the king 

birth. and bestowed the name “Suan Sunandha Rajabhat University” green means the location 

of Rajabhat University in natural resources and beautiful environment whereas orange means 

the prosperity of local arts and culture that has advanced in Rajabhat University and gold means 

intellectual prosperity and white means to the pure thoughts of His Majesty the King. 

Dok Kaew Chao Chom is the symbol flowers of the University that It is a flowering 

plant that His Majesty King Chulalongkorn It was planted in the Suan Sunandha area and was 

bred when His Highness visited the Indonesia. This flower looks like a glass flower, but the 

petals are purple and blue yellow stamens, leaves like glass leaves, rounded together and more 

fortified. The first plant was planted on a mound in front of Building 11  the university. 

Currently, the plant is about 15 meters tall. 

From the literature review, it was found that Suan Sunandha Rajabhat University has 

managed and promoted tourism, namely Suan Sunandha Palace Hotel provides room service. 

It is in the center of a place that is a major tourist attraction. Whereas SSRU has many tourists’ 

attraction such as 
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Wang Suan Sunandha hotel where is a center for practicing professional experience 

to students Suan Sunandha Rajabhat University in related fields such as Tourism and 

Hospitality Industry Management, Hotel and Accommodation Business, Business English. 

Therefore, it is open for service in the form of a full-service standard hotel to the public. The 

rooms are equipped with full amenities such as televisions, air conditioners, refrigerators, 

telephones, and also serve royal food and beverages under the name Kaew Chao Chom 

Restaurant that offers royal cuisine. 

Kaew Chao Chom Restaurant where this restaurant reflects the royal lifestyle. that 

is meticulous from the selection of raw materials The method of making is complex, 

exquisite, exquisite, coupled with thrifty. And there are also modified recipes to combine 

ingredients or raw materials from abroad. Do not stick with the old stuff until it is a new 

menu such as Jelly Ho Mok, Lung Ofo Soup, Yam Yam Gai Tao, Curry Ratt Chuan, Chili 

Paste on the boat. and fresh coconut milk desserts, etc. 

Saisutthanopadol Museum where was used to a palace and this palace is the most 

important because it is the residence of Phra Wimadathe. and the little daughter (Her Royal 

Highness Princess Niphanaphadol Wimon Prabhavadi Krom Khun U Thong, Khattyanaree 

District or what the palace people call the name Somdet Ying Prachan Noi), this area used to 

be a restricted area that allowing only close relatives and senior governors only. This is the 

center of the last royal court of Siam Saisutthanopadol Palace is also outstanding in 

architecture, 2016 won the award for outstanding architecture and art conservation building 

where large twin towers, half cement, half-timber. There is a walkway connecting the top and 

bottom that designed by Italian architects and this now is a learning center for art and 

architecture that open every day as for public holidays from 09.30 to 16.00 and the 

succession of dishes in the palace is also available at Kaew Chao Chom restaurant of Wang 

Suan Sunandha hotel. 

Tunnel under Phranang Hill it is made ordered to be made as a storage for utensils 

such as kitchen utensils when the era of the broken palace This tunnel was used as a bunker 

where prisoners were kept. During World War II, this tunnel was first opened for those who 

were interested to visit and learn about the story of Suan Sunandha Royal Park. showing a 

historical picture from the royal park to the educational institution Under the title of 75 years 

of work from the royal park to educational. 

Jutha Rattanaporn Building 3 Silp Rattanakosin this building consists of different 

weights and housings of different sizes where according to his rank and number of people 

who come to live or reside Divided into large weights, medium weights, and small weights. 

and house which has a beautiful landscape management and a perfect blend of east and west 

where a small palace still elegant in Suan Sunandha. Set up close to each other in 3 buildings 

as a close relationship in Her Royal Highness Princess Jutharatana, Princess Maha Chakri 

Sirindhorn and Prince Athon Thiphayanipha and Chao Chom Fuzzy and Chao Chom Tit in 

the reign of King Rama 5, currently it is a learning source for 3 Rattanakosin arts. (SUAN 

SUNANDHA RAJABHAT UNIVERSITY) 
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Monument to Queen Sunandha Kumariratana this monument is in the area of the 

Faculty of Education Suan Sunandha Rajabhat University It is revered as the center and 

center of the mind. Students and personnel of Sunandha gardeners, Her Majesty Queen 

Sunandha Kumariratana Phra Borommaratchathewi Phra Piyama Consort in the reign of King 

Rama V (SUAN SUNANDHA RAJABHAT UNIVERSITY) 

 
Picture 2: The amosphere of Wang Suan Sunandha hotel (Wang Suan Sunandha hotel 2022) 

 
Picture 3: The atmosphere outside the tunnel under Phranang Hill (Suan Sunandha Rajabhat 

University 2021) 

 
Picture 4: The atmosphere inside the tunnel under Phranang Hill (Suan Sunandha Rajabhat 

University 2021) 
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Picture 5: The picture of Saisutthanopadol Museum (Musuem Thailand 2021) 

 
Picture 6: The atmosphere inside the Jutha Rattanaporn Building 3 Silp Rattanakosin 

(The Cloud 2019) 
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Picture 7: The atmosphere inside the Jutha Rattanaporn Building 3 Silp Rattanakosin 

(The Cloud 2019) 

 
Picture 8: Kaew Chao Chom Restaurant (Wang Suan Sunandha hotel 2020) 
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Picture 9: The picture of menu food Kaew Chao Chom Restaurant 

(Wang Suan Sunandha hotel 2020) 

Discussion 

 Suan Sunandha Palace Hotel that is a center for practicing professional experience. to 

students Suan Sunandha Rajabhat University in related fields such as Tourism and Hospitality 

Industry Management, Hotel and Accommodation Business, Home Economics and English. 

Therefore, it is open for service in the form of a full-service standard hotel to the public that 

the rooms are equipped with complete amenities such as televisions, air conditioners, 

refrigerators, telephones, and also serves royal food and beverages under the name Kaew Chao 

Chom Restaurant that offers royal cuisine. This corresponds to the current Faculty of 

Hospitality and Tourism. Prince of Songkla University Phuket Campus has initiated an 

academic service project and training programs that are available to both free of charge and 

cost for example, hotel management courses with Comanche system, Social Media Marketing 

courses, aviation courses, etc., which encourage the university to have potential in tourism. At 

the same time, it can also generate income for the university as well. (Prince of Songkla 

University) Kaew Chao Chom Restaurant at Suan Sunandha Palace Hotel Formerly, the 

location of Suan Sunandha Rajabhat University was the residence of His Majesty, Queen 

Mother, Princess Mother and Chao Chom of King Chulalongkorn. Therefore, it is famous for 

its cultural works and many other famous foods because Her Royal Highness Princess 

Saisawali Phirom Krom Phra Suttasini Natpiyamaharat Padivarada (Princess Saisawali 

Phirom)" Phra Akkachai you He supervised the amulet room that sweet and savory food, 

traditional food in the temple reflecting the royal way of life that is meticulous from the 

selection of raw materials The method of making is complex, exquisite, exquisite, coupled with 
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thrifty and there are also modified recipes to combine ingredients or raw materials from abroad. 

Do not stick with the old stuff until it is a new menu such as Jelly Ho Mok, Lung Ofo Soup, 

Yam Yam Gai Tao, Curry Ratt Chuan, Chili Paste on the boat. and fresh coconut milk desserts, 

etc. which is consistent with the research of (weera, 2015) the management team must have 

broad knowledge and vision and able to manage existing and local neighborhoods cause 

character and identity that can be created as a source of income for the university and people 

in the community and a good way of life as well. They can plan and direct policies related to 

tourism. truly focus and understand able to combine resources and environment with Rajabhat 

University that the story of the people in the community, art, culture, creating outstanding 

points. pulling the identity of Rajabhat University. Whereas Saisutthanopadol Museum where 

was used to a palace and this palace is the most important because it is the residence of Phra 

Wimadathe. and the little daughter (Her Royal Highness Princess Niphanaphadol Wimon 

Prabhavadi Krom Khun U Thong, Khattyanaree District or what the palace people call the 

name Somdet Ying Prachan Noi), this area used to be a restricted area that allowing only close 

relatives and senior governors only. This is the center of the last royal court of Siam 

Saisutthanopadol Palace is also outstanding in architecture, 2016 won the award for 

outstanding architecture and art conservation building where large twin towers, half cement, 

half-timber. There is a walkway connecting the top and bottom that designed by Italian 

architects and this now is a learning center for art and architecture that open every day as for 

public holidays from 09.30 to 16.00 and the succession of dishes in the palace is also available 

at Kaew Chao Chom restaurant of Wang Suan Sunandha hotel. This is consistent with the 

research of Weera Weerasophon who said that many Rajabhat Universities have established 

local museums. There is a collection of works to create a story to be displayed from the past to 

the present. The folk arts and crafts and local famous products exhibition rooms according to 

the agenda and occasions to attract tourists to come and visit to gain knowledge and 

understanding Organizing a seminar tour Selling hotel rooms of Rajabhat Organized tours by 

student guides, volunteers, sports centers, etc. (Weera Weerasophon 2015) 
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Abstract 

Women who have given birth through the vagina most often experience vaginal trauma 

and pain that follows. Especially in first-time births, the cause of vaginal trauma is caused by 

spontaneous laceration or episiotomy. This research aimed to study the effectiveness and 

satisfaction from the use of the workpiece. "The maternal wound dryer after heat delivery" was 

a quantitative research model. (Quantitative Research). The population in this study was 

Postpartum mothers with complications were perineal ulcers, pain, swelling, redness at the 

obstetric building, A Hospital, 11 people by Purposive Sampling and the sample calculation 

using Krejcie and Morgan's ready-made tables. The results of the study showed that the 

effectiveness of the postpartum maternal perineal dryer with heat. A sample of 11 people 

thought that the maternal perineal incubator was heat treated. It is suitable for the user group 

and corresponds to the objective at a high level (X ̅= 3.64), followed by easy to learn, durable 

and very cost-effective (X̅ = 3.55), followed by helping with perineal ulcers. It dries up and 

heals quickly at a moderate level (X̅ = 3.27) and is thought to help reduce complications from 

perineal cutting, such as reducing inflammation, pain and swelling around the perineal area. 

Moderate (X̅ = 2.73) 

mailto:emailaddress@ssru.ac.th
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Introduction 

Statistics of mothers who received maternity services during 2012 - 2014 had 413, 386 

and 356 deliveries, respectively.  Of the deliveries, almost all cases of perineal removal were 

performed in both the first and the second pregnancies.  The perineal rate in 2012 -  2014 was 

89.34% , 97.92 and 99.15% , respectively1.  Perineal removal can affect both short-  and long-

term postpartum mothers.  The most common symptoms after surgical removal of postpartum 

mothers were pain and swelling of the perineal wound.  cause discomfort interfere with daily 

activities Physical movements such as getting up, sitting, walking, and sleeping may result in 

the mother not getting enough rest, causing problems in raising children and breastfeeding. 

There is a problem in driving.  In addition, it causes complications such as perineal wounds 

with congestion.  infected perineal wound or there is a separation of the perineal wound This 

may cause the mother to have to be hospitalized longer than usual. causing more expenses long 

term effects It may result in postpartum mothers suffering from chronic perineal pain or pain 

during sex, which may affect the relationship between the couple and the mother's quality of 

life after giving birth.2 

In a review of papers and related research, several researchers have investigated 

different approaches to perineal care, including reduction of perineal wound pain and 

satisfaction between warm and cold perineal immersion.  It was found that warm and cold 

perineal infusion were not significantly different in pain relief, but mothers were satisfied with 

warm perineal infusion. because I felt that the perineal wound was not tight and the heat made 

me feel comfortable3 And from the ancient belief in caring for mothers after childbirth, the 

most popular is "live in fire", which is a traditional Thai wisdom. It is believed that using heat 

can improve blood circulation and help postpartum mothers feel refreshed and relieved from 

aches and pains, but staying on fire can be a lot of procedures and equipment.  Therefore, the 

researcher Therefore interested in developing from using local wisdom to invent innovations 

that rely on the principle of heat and innovations that can be used more conveniently and 

quickly both before and after use. 

 

Research objectives 

1. To study the effectiveness of using a perineal infusion machine in postpartum mothers with 

heat. 

2. To study the satisfaction of postpartum mothers with heat treatment of perineal wound dryers 

in postpartum mothers. 

 

Research methodology 

Research Style: Experimental Research  

Area of study: Obstetrics Building, A Hospital 
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Population and sample 

Population is postpartum mothers at the obstetric building, A Hospital. The sample group was 

postpartum mothers who had complications from perineal surgery.  Perineal inflammation, 

swelling, redness, 11 people 

research tools 

1. The instrument used for data collection were questionnaires. 1) The evaluation form for the 

effectiveness of the use of the perineal infusion machine in postpartum mothers with heat was 

developed from the research of Ms.  Onong Prachankhet 5 as a safety measure questionnaire. 

There were 7 opinions, divided into 4 levels. 2) The satisfaction assessment form on the effect 

of using the perineal wound dryer in postpartum mothers with heat. It was developed from the 

Chanyawee Chaiwong 6 satisfaction assessment form as an 8- item opinion scale, divided into 

5 levels, and ( 3)  the postpartum perineal wound REEDA SCALE.  The researcher developed 

an assessment form based on the review of related documents and research by Thipawan 

Chanmanee7, divided into five symptom assessments, namely redness, swelling ( edema) , 

ecchymosis, and screening.  Discharge from the wound ( Discharge)  the appearance of the 

wound (Approximation) is divided into 4 levels. 

Interpretation of Efficacy and Satisfaction Scores on the Use of Perineal Wound Incubators in 

Postpartum Mothers with Heat 

 

Efficacy of using a perineal infusion in 

postpartum mothers with heat ( full score 

28) 

Satisfaction with regard to the effect of 

using the perineal infusion in the 

postpartum mother with heat (40 scores) 

Level 4 means that the work is at a very 

good level. 

Level 5 means having the highest level of 

opinion. 

Level 3 means that the work is at a good 

level. 

Level 4 means there is a high level of 

opinion. 

Level 2 means that the work is at a fair 

level. 

Level 3 means there is a moderate 

opinion. 

Level 1 means it is a work at a level that 

should be improved and corrected. 

Level 2 means there is a low level of 

opinion. 

 Level 1 means having the lowest level of 

opinion. 

 

The evaluation criteria are divided as follows: 

Efficacy of using a perineal infusion in 

postpartum mothers with heat ( full score 

28) 

Satisfaction with regard to the effect of 

using the perineal wound dryer in 

postpartum mothers with heat (40 scores) 

3. 28 –  4. 00 means that the work is at a 

very good level 

4. 24 –  5. 00 means having the most 

opinions 
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2.52 –  3.27 means the work is at a good 

level 

3. 43 –  4. 23 means having a lot of 

opinions 

1.76 – 2.51 means that the job is at a fair 

level. 

2. 62 –  3. 42 means having a moderate 

opinion 

1 –  1. 75 means that the work is at the 

level that should be improved and 

corrected 

1.81 – 2.61 means having few opinions 

 1 - 1.80 means having the least opinion. 

 

2. Create an assessment of the perineal wound characteristics after childbirth, REEDA SCALE. 

The researcher developed an assessment form based on the review of documents and related 

research by Thipawan Chanmanee 2, divided into 5 symptom assessments, namely redness, 

swelling.  ( Edema)  Hematoma ( Ecchymosis)  The presence of secretions from the wound 

(Discharge) The appearance of the wound (Approximation) is divided into 4 levels as follows: 

Level 3 means there are many symptoms of each symptom. 

Level 2 means that the symptoms are moderate for each symptom. 

Level 1 means there are few symptoms of each symptom. 

Level 0 means no symptoms of perineal ulceration. 

 

Content validity 

The researcher used the questionnaire created for 3 qualified persons, consisting of 2 nurse 

teachers and 1 nurse, to check the content consistency. Then bring it to improve as 

recommended by experts. After that, the revised questionnaire was used to try out with 10 

postpartum mothers with non-sample perineal wound problems and to determine the 

reliability. (Reliability) is equal to .83 

Data Collection 

preparation 

1.  Contact and coordinate with the head of the postpartum wards, A Hospital to clarify the 

purpose, process and date and time of operation 

2.  Prepare the experimental team and collect data by 5 third year nursing students who have 

been trained to explain the objectives and methods of using the postpartum maternal wound 

dryer, including guidelines for collecting data and understanding to the questions in the 

questionnaire 

3.  The sample was selected by purposive sampling according to the specified properties that 

are postpartum mothers who have problems with perineal wounds, pain, swelling, redness, and 

heat at the postpartum ward and are willing to join the sample group 

4. The sample was found in the postpartum ward according to the date and time scheduled with 

the patient and the head nurse clarify the research objectives, explain the right to privacy and 

confidentiality and ask for consent to provide information once the sample group understood 

and agreed to it, the experiment was conducted and data were collected. 
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5.  Trial the heat treatment of the postpartum mother's wound dressing with the patient at the 

postpartum ward by explaining the usage advantages of using a warming machine for nursing 

mothers after childbirth 

experimental procedure 

In this study, the selection criteria for postpartum mothers with perineal complications assessed 

from the REEDA SCALE were:  redness, edema, ecchymosis, secretions from Wound 

(Discharge) Characteristics of the wound (Approximation) classified by score as follows 

Symptoms Interpretation of Score 

Redness 

 

0 = no symptoms 

1 =  Redness, measuring not more than 2. 5 mm on both sides of the 

perineal wound edge 

2 =  Redness, measuring not more than 0. 5 cm on both sides of the 

perineal wound edge 

3 = Redness, measuring more than 0.5 cm on both sides of the perineal 

wound edge 

Edema 

 

0 = no swelling 

1 = Perineal swelling less than 1 cm from either edge of the wound 

2 =  swelling around the perineal or vulva approximately 1- 2 cm from 

the edge of the wound on either side 

3 = swelling of the perineum or vulva greater than 2 cm from either edge 

of the wound  

Ecchymosis 

 

0 = no symptoms of hematoma 

1 =  Hemorrhage on both sides of the perineal margin of less than 2.5 

mm, or hemorrhage on either side of the perineal margin of less than 0.5 

cm. 

2 = Hemorrhage on both sides of the perineal wound margin of less than 

2. 5 mm. - 1 cm.  or hemorrhage on either side of the perineal wound 

margin of 0.5-2 cm. 

3 = Hemorrhage on both sides of the perineal margin greater than 1 cm, 

or hemorrhage on either side of the perineal margin greater than 2 cm. 

Discharge 

 

0 = no discharge from the wound 

1 = lymphatic drainage from the wound (serum) 

2 = Bleeding from the wound  

3 = blood, pus or pus leaking out of the wound  

Approximation  

 

0 = good wound 

1 = Isolated wound in the skin layer, width not more than 3 mm. 

2 = Isolated wound in the skin layer wider than 3 mm.  or deep into the 

subcutaneous fat layer 

3 = split wound deep to the fascia layer 
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If the postpartum mother has 2 out of 5 REEDA SCALE symptoms, the perineal wound is 

performed. 

Data analysis 

1. Personal data of the sample group including gender, number of children, quality assessment 

of innovations Innovation User Satisfaction The descriptive statistics were analyzed using 

percentage, mean and standard deviation. 

2. Satisfaction Assessment Data and evaluate the effectiveness of the innovative heat treatment 

for postpartum maternal wound dressing. The descriptive statistics were analyzed by means of 

mean, standard deviation. 

 

Protecting the rights of the sample group 

The researcher has defended the rights of the sample group.  by explaining the details and 

procedures of the research project until the sample group understood and sign consent to join 

the project voluntarily and the sample can refuse to participate in the research project at any 

time when they do not want to participate in the research project. 

Research results 

The sample of postpartum mothers at the obstetric building, A Hospital, 11 people who 

participated in the research project found that most of the postpartum mothers were 21-25 years 

old, accounting for 45.50 percent. Most had one child, accounting for 54.50 percent and most 

of them have been hospitalized for 1- 2 days, or 100% .  The most mothers had perineal 

complications in terms of swelling (X ̅=2.27), followed by redness (X ̅). =2.00), hemorrhagic 

symptoms (X ̅=0.55), wound secretion (X ̅=0.36) and good wound attachment characteristics 

(X ̅=0.00). 

 

Table 1 Percentage and mean classified by item of evaluation of perineal wound dressing in 

postpartum mothers with heat at the Obstetrics Building, A Hospital (n=11) 

Item 

Satisfaction level (percent) �̅� Interpretation 

 

The 

most 

 

A lot Moderate Little 
Should 

improve 
 

 

5 4 3 2 1 (5) 

Structure 

 

1. Do you think 

innovation uses the 

right materials? 

2. Do you think 

 

 

n = 2 

(18.2%) 

 

n = 2 

 

 

n = 9 

(81.8%) 

 

n = 9 

 

 

- 

 

 

- 

 

 

- 

 

 

- 

 

 

- 

 

 

- 

 

 

4.18 

 

 

4.18 

 

 

High 

 

 

High 
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Item 

Satisfaction level (percent) �̅� Interpretation 

 

The 

most 

 

A lot Moderate Little 
Should 

improve 
 

 

5 4 3 2 1 (5) 

innovation is safe to 

use? 

3. Do you think 

innovation is the right 

size? 

4. Do you think 

innovation has the 

right shape? 

(18.2%) 

 

- 

 

 

- 

(81.8%) 

 

n = 3 

(27.3%) 

 

n = 3 

(27.3%) 

 

 

n = 8 

(72.7%) 

 

n = 8 

(72.7%) 

 

 

- 

 

 

- 

 

 

- 

 

 

- 

 

 

3.27 

 

 

3.27 

 

 

Medium 

 

 

Medium 

 

Total 14.90 High 

Usage 

1. Do you think 

innovation is easy to 

use? 

2. You think that 

innovation can help 

reduce complications 

from perineal surgery, 

such as reducing 

inflammation, pain, 

swelling, redness in the 

perineal area. 

3. Do you think that 

the heat used for 

drying the perineal 

wound is appropriate? 

4. Do you think the 

length of time it takes 

to heal the wound is 

appropriate? 

 

- 

 

 

- 

 

 

 

 

 

 

 

- 

 

 

 

- 

 

n = 5 

(45.5%) 

 

n = 4 

(36.4%) 

 

 

 

 

 

 

n = 2 

(18.2%) 

 

 

n = 2 

(18.2%) 

 

n = 6 

(54.5%) 

 

n = 7 

(63.6%) 

 

 

 

 

 

 

n = 8 

(72.7%) 

 

 

n = 5 

(45.5%) 

 

- 

 

 

- 

 

 

 

 

 

 

 

n = 1 

( 9.10

%) 

 

 

n = 3 

( 27.3

%) 

 

- 

 

 

- 

 

 

- 

 

 

 

 

n = 1 

(9.10%) 

 

4.45 

 

 

3.36 

 

 

3.09 

 

 

 

 

3.64 

 

High 

 

 

Medium 

 

 

Medium 

 

 

 

 

High 

Total 14.54 High 

Sum of all 29.44 High 
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Table 2 Number and percentage classified by item of criteria used to determine effectiveness 

of the heat incubator for perineal wounds in postpartum mothers at the obstetric building, A 

Hospital (n=11). 

 

Criteria used for 

consideration 

 

 

quality of innovation 

�̅� 

   (4) 
S.D. 

 

 

Interpretation  

very 

good 

 

good 

 

Fair 

 

 

should 

improve 

4 3 2 1 

1. It is an 

innovation that is 

suitable for the 

user group. 

2. It is an 

innovation that 

can be used in 

practice. 

3. The use of 

innovation is 

consistent with 

the objectives. 

4. It is an 

innovation that is 

easy to learn, 

durable and cost-

effective. 

5. It is an 

innovation that 

can help reduce 

complications 

from perineal 

surgery, such as 

reducing 

inflammation, 

pain, swelling, 

redness in the 

perineal area. 

6. It is an 

innovation that 

reduces the 

n = 7 

(63.60%) 

 

n = 2 

(18.2%) 

 

n = 7 

(63.60%) 

 

n = 6 

(54.5%) 

 

 

- 

 

 

 

 

 

 

 

- 

 

 

n = 8 

(72.7%) 

n = 4 

(36.40%) 

 

n = 9 

(81.8%) 

 

n = 4 

(36.40%) 

 

n = 5 

(45.5%) 

 

 

n = 8 

(72.7%) 

 

 

 

 

 

 

n = 11 

(100%) 

 

n = 3 

(27.3%) 

- 

 

 

- 

 

 

- 

 

 

- 

 

 

 

n = 3 

(27.3%) 

 

 

 

 

 

 

- 

 

 

- 

- 

 

 

- 

 

 

- 

 

 

- 

 

 

 

- 

 

 

 

 

 

 

 

- 

 

 

- 

3.64 

 

 

3.18 

 

 

3.64 

 

 

3.55 

 

 

 

2.73 

 

 

 

 

 

 

 

3.00 

 

 

3.27 

0.51 

 

 

0.46 

 

 

0.51 

 

 

0.52 

 

 

 

0.47 

 

 

 

 

 

 

 

0.00 

 

 

0.47 

High 

 

 

Medium 

 

 

High 

 

 

High 

 

 

 

Medium 

 

 

 

 

 

 

 

Medium 

 

 

Medium 
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length of stay in 

the hospital. 

7. It is an 

innovation that 

can help the 

perineal wound 

dry and heal 

faster. 

Total 23.01  High 

 

 

In summary, from the table, it was found that the sample of 11 postpartum mothers at the 

Obstetrics Building, A Hospital, most of them thought that the heat apparatus for perineal 

wound dressings in postpartum mothers was appropriate for the user group and in accordance 

with the objectives. High level (x ̅=3.64), followed by high level of learning ability, durability, 

and cost savings (x ̅=3.55), followed by moderate drying and rapid healing of perineal wounds. 

( x ̅= 3. 27)  and think it can help reduce the incidence of perineal complications such as 

inflammation, pain, swelling, redness in the perineal area to a minimum. moderate (x ̅=2.73) 

Discussion 

            The purpose of this study was to determine the satisfaction of postpartum mothers with 

the thermal perineal apparatus and the effectiveness of the perineal apparatus for thermal 

postpartum mothers.  The results showed that 3 in 4 ( 72. 7% )  of the subjects thought that the 

perineal wound apparatus was appropriate for the user group and was consistent with the 

effectiveness of the perineal apparatus.  The objective is at a high level.  and help the perineal 

wound dry and heal quickly at a moderate level And I think it can help reduce the incidence of 

perineal complications.  Satisfaction Assessment Postpartum mothers had the highest 

satisfaction scores for innovation, use of suitable materials, and safety of use in terms of 

functionality.  The use of temperature in wound care was consistent with the wound healing 

theory regarding factors affecting wound healing.  The temperature around you that is colder 

than normal will slow the healing of wounds.  That means the heat will help the wound heal 

faster.  This is consistent with the comparative research on the use of heat and cold in viewing 

perineal wounds. 7 It was found that mothers were more satisfied with using warm water 

because they felt comfortable and the wound was not tight. 

Conclusion 

This research was developed based on the use of heat in the care of perineal wounds in 

postpartum women.  To design a method of using the innovative heat treatment perineal 

apparatus in postpartum mothers.  to be as effective as possible. Because this research study 

was a study in a small sample size.  This makes the comparison of the effectiveness of 
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innovations unclear. The results of an innovative study revealed that the heat treatment of the 

perineal wound in postpartum mothers Contributes to the satisfaction of postpartum mothers 

in reducing perineal complications such as inflammation, pain, swelling, redness in the perineal 

area.  This results in guidelines to be applied in the care and prevention of perineal 

complications in postpartum mothers. and is a development guideline both in nursing practice 

Nursing administration and further research 
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Abstract 

 Impact of Incentive in MICE industry is important because it made we know the 

impacts in part of environment economic and social. When we know that we will developed 

tourism industry. So in this topic will focus on developing incentive of MICE industry to be 

sustainable in every side for instance economic, social and environment. We will use the 

principle that "You can change yourself, you can change the world". So we should study the 

impacts that happened from incentive travel. Also we will solve the problems, make incentive 

travel become sustainable tourism and realize the impact stem from incentive travel. This 

article use methodology. First methodology that talk about developing incentive travel of 

MICE industry to become sustainable. Second methodology that talk about potential 

destination conform to methodology about venues of MICE tourism that talk in the readiness 

to business tourist. Third methodology there are non seasonal is the forecasting models for non 

seasonal data, low seasonal is the forecasting models for high seasonal data and high seasonal 

is the forecasting models for low seasonal data conform to methodology that talk about SWOT 

analysis. Fourth gross direct spending methodology that talk about expenditure and budget 

management conform to budget methodology. Fifth gross direct employment that talk about 

employment conform to politics methodology that talk about received opportunity. So we will 

find the way to solve the problem form incentive of MICE industry. First in a part of economic 

in MICE industry are rest of the economy and reductions in unemployment. Second in a part 

of social in MICE industry are creation of activities in promoting culture and traditional 

performance and local ways of life, Educate other businesses about sustainability by speaking 

at events and conferences and providing tour of facility’s sustainable practices. Third in a part 

of environment in MICE industry are use of green products, Toxic and chemical substance 

disposal management and Provide accurate information on packing selection to reduce the 

waste and reuse of certain type of waste and provide accurate information on food safety. The 

article is reduce the pollution that happened from incentive travel of MICE industry. To make 

the economy better than now, the income distributed and more growing in the future. And the 

last one is preserve the culture, tradition and custom alive. So incentive travel must not destroy 

or make deteriorated to surroundings. However we also restorative and developing MICE 

industry to be sustainable 

Keywords: Impact, Benefit, Business Travel, Sustainable, SWOT analysis 

Introduction  

 The tourism industry has been rapidly developing (Wang, 2012) due to the globalization 

of economy, technological advancements, complexity of business. (Karagiorgos, 2011 & 

Drogalas, 2011 & Giovanis, 2011) Meeting space is important for meetings in standard of 

hotels. (Madanoglu, 2015 & Ozdemir, 2015) and travelers, meeting planners and meeting 

participants. Hotel is one of the most interesting for arranging meeting because there are also 

have more facilities like accommodation and restaurant that is convenience for customers. In 

addition to represent that hotels are not only a place for rest but also a place for MICE industry. 
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(Hilliard, 2008 & Baloglu, 2008) In the competitive market environment, quality is considered 

the basic consuming condition. The hotel needs to improve its service efficiency (Wang, 2012 

& Chen, 2012) and customer satisfaction of decision. (Abdullah, 2009 & Rozario, 2009) Online 

reviews have a influences on decision making in hotel industry.  (Sparks, 2011 & Browning, 

2011) and bring about service quality measurements exclusively for the hotel industry ( Ho, 

2013 & Feng, 2013 & Yen, 2013) that showed customer value and service quality. (Nasution, 

2008 & Mavondo 2008) Threrfore, the hotel industry is a large business sector catering to the 

meeting industry. We are confident the readiness and the standard of hotel for meeting will 

help to ensure mice organizers and travelers choose Thailand as the destination for their next 

meeting. (Amandeep, 2017 & Singh, 2017) 

 The problem is what properties are more likely to have an impact on hotel site selection. 

( Baloglu, 2008) Some customer satisfaction causes problems to the service of the employees 

(Rozario, 2009) and we choose hotels because we think hotels service is good but service 

receiver maybe disagree. (Mavondo, 2008) Online reviews have many opinion from different 

experiences so the opinions have both advantage and disadvantage ( Sparks, 2011) such  as  

hotel performance control (Karagiorgos, 2011) and the size of the conference area in each hotel. 

(Ozdemiur, 2016) 

 This research  employed   used  a  questionnaire  for  hotel  manager   (Mavondo, 2008) 

by using total quality management, market orientation, external environmental factor and hotel 

performance. (Chen, 2012) Concentrate here, Keep up the good work, Low priority, possible 

overkill. (Li- Hsing Ho, 2014) And control environment, risk assessment, control activities, 

information and communication, monitoring. (Karagiorgos, 2011) And the most important is 

perceptions of trust and consumer choice, (Sparks, 2011) customers satisfaction, hotel 

enterprises, transportation, type of meeting room. (Wang, 2012) 

Objective 

1. In order to ranking a meeting room in hotel for government and private sector who 

interested and looking for arranging meeting and push forward Thailand to be the first 

alternative for meeting in MICE industry. 

2. To compare the standard between private and government hotel in Thailand. 

3. To push on the hotel to concern and aware to be standard MICE hotel.  

4.To know about the standard was used in MICE hotel. 

Scope study 

1. Content Standard of Mice hotel in Thailand 

2. Population hotels where have standard of Mice in Thailand 

3. Area Hotel in Thailand acceptable on items in The Standard MICE 

Benefit 

1. Able to use this research for making strongly decision in MICE hotel. 

2. Increasing value and efficiency of Thailand economy. 

3. As a guideline for other hotels which is not included in The standard of  MICE hotel 

to improve themselves to be MICE hotel. 
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Literature Review   

 Impact from Incentive with trans to sustainable MICE should concern on Economic are 

in nowadays the technology has influenced to every part of industry then result to reductions 

in unemployment, so that make the rest of economy. (Dwyer and Forsyth, 2017) In side of the 

impact for social the incentive of MICE industry that focus on business activities rather than 

leisure and sustainable activities. (Hamid and team, 2012) And in side of the impact for 

environment when tourists increase the impact on the environment will increase too. 

(Buathong, 2017) 

  When we know the problem we will find the way to solve the problem. First in a part 

of economic in MICE industry are rest of the economy and reductions in unemployment. 

(Dwyer and Forsyth, 2017) Second in a part of social are creation of activities in promoting 

culture and traditional performance and local ways of life. (Hamid and team, 2012) Third in a 

part of environment are use of green products, Toxic and chemical substance disposal 

management. (Hamid and team,2012). So we should realize and aware. 

 

Conception frame work 

 
  

 Following the conceptual frame work our article make we know the impact of incentive 

travel and found methodology from many articles such as venues of MICE tourism. But 

methodology that we choose is sustainable tourism development practices for MICE tourism 

to find the way to solve problems there are 3 part. First economic such as reduction in 

unemployment. Second, in part of social such as create of activities about culture and 

traditional. Third, in part of environment such as use of green products and we choose 
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methodology is SWOT analysis. First, Strengths of environment is the Thai convention and 

exhibition bureau (TCEB) and Thai MICE players made the effort to launch the "Green 

Meetings Campaign" with the aim of promoting environmental responsibility Meanwhile, they 

also let the campaign serve as a marketing device to attract oversea MICE businesses to the 

idea of organizing meetings in Thailand by offering to provide events that are unique, 

environmentally responsible and representative of Thai culture and hospitality. Second, 

strengths of social is get together by local people and personnel to tourism and develop into a 

sustainable tourism industry, weaknesses of social is crime has discourage contributed to the 

trust of organizations and tourists to choose the destination for organized incentive travel 

events, opportunities of social is Thailand has a unique culture so it makes Thailand a very 

popular tourist attraction that attract organizer come to arrange activities in Thailand and threats 

of social is MICE industry is focused on business too much and regardless of the remand of 

tourists as they want to relax. Third, threats in part of economic is because of the economic 

problems of volatility oil prices are not stable then the cost of dislocate to the destination and 

moving equipment always have higher cost. When they aware about that. We should realize to 

improve the problem for become sustainable tourism industry. 

Summary 

 From Sustainable methodology in part of Economic that help to increase the 

employment and make revenue and profit continuously to MICE industry because  incentive 

travel have a role in make revenue during the high season and low season of Thailand. The 

results of the survey by Spring news. In 2560 revenue increased 16% in the MICE industry. In 

part of Social made publish the arts and culture of Thai in type of events and media that 

prepared in incentive travel. In part of Environment that method made learning to reserve and 

care about environment such as used green products in Incentives travel and predict that reduce 

carbon dioxide gas. From the SWOT Analysis theory, we know the strengths and weaknesses 

of Incentive. What is control is the expenditure that is generated in Incentive and the 

uncontrolled is the environment, such as weather, traffic conditions and development in the 

MICE industry. 

Discussion/Implement 

 In part of Economic. First, used method Gross direct spending (Dwyer and Forsyth, 

2017) conform to travel budget are becoming increasingly important for destinations given the 

economic changes in recent years. (Xiang and Formica, 2006) Second, used method Budget 

(Xiang and Formica, 2006) conform to by spending group, by source of expenditure, by 

industry allocation and by timing that bring about circulating fund in economy system (Dwyer 

and Forsyth, 2017) 

 In part of  environment. First, used method sustainable tourism development practices 

for MICE tourism (Hamid and team, 2012) conform to the results show that the three CSR 

components in the MICE industry's environmental view are food, beverage and waste. These 

elements need to be communicated to the target audience and the public effectively. 
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(Pongtongmuanng, Sukabut and Rinthaisong, 2018) Second, used method sustainable tourism 

development practices for MICE tourism (Pongtongmuanng, Sukabut and Rinthaisong, 2018) 

conform to there are many items in the environment that need to be considered in order to 

practice the sustainable tourism development. (Hamid and team, 2012) Third, used method 

sustainable tourism development practices for MICE tourism (Hamid and team, 2012) conform 

to The Thai convention and exhibition bureau (TCEB) and  Thai MICE players made the effort 

to launch the "Green Meetings Campaign" with the aim of promoting environmental 

responsibility Meanwhile, they also let the campaign serve as a marketing device to attract 

oversea MICE businesses to the idea of organizing meetings in Thailand by offering to provide 

events that are unique, environmentally responsible and representative of Thai culture and 

hospitality. (Buathong, 2017) 

Suggestion 

1. These methodology are on less can indicator for standard to solve problems. Because 

those methodology have comprehensive in every part whether it be impacts, solutions and 

realize about impending impacts. Methodology we choose is sustainable mice, so there are 

cover in 3 parts be it economic, social and environment. 

2. By sustainable mice theory which uses for solving the environmental problems in by 

way such as incentive meeting should use the green products. 

3.  In terms of economic solutions, there are solutions is provide information on local 

attractions and cultural activities for the participants, encourage participants to purchase local 

and services, provide employment opportunities for local community members, allow local 

artists to display and sell their handicrafts at the property, from partnerships with locally owned 

business, use local goods and services whenever possible, involve the organization in local 

philanthropic projects and develop a public relations plan that ensures participants, community, 

interest groups and other to be aware of the community involvement, provide volunteer 

opportunities for participants and staff, exceed minimum local standards for employees’ wages, 

salaries and benefits, ensure that operation demands for basic service, provide education and 

training opportunity in the place of business for local community members, support training 

for community members for non-competitive tourism-related activities that complement the 

business and provide promotion information on local service and business to participant. 

4. Sustainable MICE methodology which uses for solving the problem in part of social. 

Such as existence  of plan activities it help improve quality of life of the community, existence 

of awareness raising programs for local community on environmental protection and creation 

of activities in promoting Culture and traditional  performance and local way of life. 
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Abstract 

In the latest years, Digital Transformation has featured as a phenomenon that contributes to the 

transition from the industrial age to an age of connected and intelligent products, causing large 

impact on organizations. The development and implementation of a Digital Transformation 

have become a source of attention for many organizations across manufacturing industries, 

companies that want to stay competitive, must be prepared to adapt the Digital Transformation 

process, which is more than just realization of new technology. Organizations that want to 

survive, should be able to respond to changes and expect them, meanwhile stimulate innovation 

itself. In this paper, we are describing the impact of COVID-19 on Digital Transformation 

initiatives, finally we suggesting new paths for research in this area. 

Keywords: Digital Transformation · Technology · Industry · COVID-19 

Introduction 

Today, Digital Transformation occur in public, private organizations and almost every 

industry, including the energy sector (K. S. Osmundsen, 2020). The Digital transformation of 

industrial companies is no longer a choice, it’s an evolutionary process that enabling business 

models, operational processes, and customer experiences to create a value with digital 

technologies and capabilities (Jones et al., 2021). Thus, many organizations perceive the 

necessity of transforming their organizations in order to stay competitive, and to hold on with 

the digital development in their industry (K. Osmundsen & Iden, 2018), in indeed, becoming 

digital is essential for survival. This study aims to provide views regarding the state of the of 

Digital Transformation today and the impact of COVID-19 on this transformation; how digital 

transformation was accelerated through the pandemic and what is the future of digital 

transformation. by presenting the impact of COVID-19 on current Industrial Digital 

Transformation, we briefly cover effects and disruptions have become especially noticeable in 

the context of COVID-19 pandemic on organizations, in terms of their Digital Transformation 

efforts and how the challenges concerning the COVID-19 pandemic has increasing companies’ 

awareness of the need to accelerate Digital Transformation. The paper contributes to the body 

of knowledge of Digital Transformation importance as well as a encourage companies towards 

successful digital transformation. white spots and opportunities for future research concerning 

Digital Transformation become much more manifest in such a structured approach. 

Methodology 

Our review study was performed with the aim of retrieving credible peer reviewed and 

academic research articles in this area, scholarly literature searches can be of many types, to 

achieve the objectives of this paper, a mix of bibliometric and systematic reviews is adopted, 

two bibliometric analyses were executed, which gave thorough maps of the knowledge 

structures of the "Industrial Digital Transformation" research field and the intersection between 

the "Industrial Digital Transformation" and “COVID 19” research fields. The results from the 
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clustering of the intersection between the "Industrial Digital Transformation " and “COVID 

19” research fields provided a basis for a systematic content review to identifying gaps and 

areas for future research. 

We started with the collection of pertinent literature, for that we used the Scopus 

database, the widest repository of peer-reviewed scientific literature, by using the “Industrial 

Digital Transformation” term in the topic (title, abstract and keywords). Scopus was queried 

on 1 January 2022, we opted this combination of keywords: “industrial AND digital AND 

transformation", aimed papers published written in the English language, in the two last 

decades, but we reduced the coverage to journal articles and conference papers. These choices 

permitted the borders of the analysis to be defined. In order to limit the study to the intersection 

between the "Industrial digital transformation” and “COVID 19” topics, a second extraction 

from the Scopus database was fulfilled, for the same time period, 2001–2021, Scopus was 

queried on 01 January 2022 with the combination of keywords “industrial AND digital AND 

transformation AND covid 19”. Concerning the investigate of the scientific literature dynamics 

related to the two document samples explored from Scopus Database, the methodology was 

based on the use of the Bibliometrix package application in the R software to evaluate the 

growth, maps, and trends of the scientific filed of research. 

Results 

Although the number of papers on Digital Transformation evolved over time, it was 

only after 2018 that their numbers increased significantly. there was an upsurge in publications 

from 2050 documents published in 2018 to 4486 documents in 2021. Research on digital 

transformation saw a significant increase of papers during the covid 19 pandemic period, which 

could represent a turning point, with an exponential shape in the last three years 2019–2021 

(Figure 1). The countries that most contributed to these publications are the United States of 

America, Germany and Popular Republic of China. 

 

 

 

 

 

 

 

 

 

 

Figure 1. Publications distribution 

 

Bibliometric results on the relation between digital transformation and COVID 19 

pandemic: 
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Figure 2 highlights the publications distribution exported from Scopus data on the intersection 

between digital transformation and covid-19, all articles were published in the three-year period 

of 2019–2021. 

 

Figure 2. Publications distribution for the second bibliometric research 

 

The three-field plot (Sankey diagram) in Biblioshiny 2.0 was created to depict the 

proportion of research fields and the recency of the papers that they cited to visually assess the 

relationship between, countries, affiliations, keyword, authors, etc. 

Figure 3 shows the three-field plot for research in digital transformation and covid-19 

relation between source (left), author (middle) and author keyword (right). The analysis 

established that which keywords had used most frequently by different authors and journals. 

The study of the top keywords, authors and sources indicated that “covid-19”, “digital 

transformation”, “digitalization”, “pandemic”, are the most used key words, and authors Joia 

La., Al-Ali M ,Ababneh N, Sullivan C, mainly used these keywords, published in sources such 

as International Journal of Advanced computer sciences, and sustainability . 

 

 

Figure 3. Three field plot source (left), author (middle) and author keyword (right). 
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Discussion and Conclusions 

Changes in the world during the healthcare and economic crisis in the first half of 2020 due to 

COVID-19 have revealed the need to develop a deeper understanding and preparedness for 

Digital Transformation (Patel et al., 2020) not only for the industrial sector but across the board, 

be it a family-run business or a global enterprise. The pandemic situation we live in, taking us 

towards a digital fever mentality. Companies that don’t attempt to benefit from Digital 

Technologies and don’t take features of data to predict trends in demand and make decisions 

that improve the workforce, will fail, and will not stay competitive (Fletcher & Griffiths, 2020). 

Despite that, as the lockdown became increasingly scale, the situation has fortified that Digital 

Transformation is a complicated and strategic activity that includes the entire organization. the 

pandemic changed many things about how companies doing their business (Patel et al., 2020). 

the manufacturing mindset changed, ensuring an adequate supply of the necessary tools in a 

very short period of time has been one of the most imperative challenges on the world to fight 

the COVID-19 from the start (Ben W et al, 2021), regular and established manufacturers were 

not able to increase their production capacities overnight. Advanced manufacturing technology 

in such an emergency has enabled rapid manufacturing of alternative personal protective 

equipment and other equipment, easing the burden on traditional manufacturing methods, and 

removing bottlenecks in the supply chain, companies and organizations utilized their 

manufacturing apparatus and digital competences to transform their facility to support the 

immediate needs around PPE and other essentials that became rare due to disruption (Rinker 

et al, 2021). For example, speeding up the production of critically required materials and 

equipment such as of masks and ventilators using the 3D printing. In the same context, 

Medtronic the medical devices manufacturing company and Intel, are working together to add 

IoT advantages, such as remote management capability for PB980 ventilators (John, 2020) 

which allows the clinicians remotely controlling and adjusting the settings of the ventilator. 

This will protect the healthcare worker and clinicians from patients recovering from COVID-

19 by staying away from them (Patel et al., 2020). Medtronic has also open sourced its 

ventilator design (Medtronic, 2021) to allow others to collaborate and speed up the 

manufacturing and contribute improvements to this critical device. The use of BLOKCHAIN 

technology for tracking the integrity of the ventilators is another use of digital technology 

(David W, 2020). (Nazir et al,2020) studied the frequently used digital technologies to face the 

COVID-19 challenges, they briefly mentioned the important innovation of 3D printing in 

rapidly designing and manufacturing medical equipment. They observe that 3D printing 

together with smart Computer Aided Design (CAD) helped to overcome the disruption caused 

by the lockdown of traditional manufacturing units especially for medical and testing 

equipment, and protective gears. General Electric (GE) healthcare has also diffused IoT-based, 

remote patient data monitoring technology, that allows the clinicians fight the battle against the 

critical COVID-19 (Patel et al., 2020). This solution would allow the controlling of critical 

patients across the health system (Amy S,2020). Those are examples of industrial Digital 

Transformation driven by COVID 19 pandemic, where industrial companies acted rapid. 

However, many of these initiatives will continue after the crisis and drive transformations in 
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other levels. Other examples include the use of drones for splashing virus disinfectants and the 

carriage of medicines to rural areas. According to (Fletcher & Griffiths, 2020), in terms of 

Digital Transformation there are three clef lessons that can so far be discerned from the 

pandemic period; First, organizations must improve their digital maturity; Second, less 

digitally mature organizations are more fragile; and organizations with higher levels of digital 

maturity are generally more flexible. In fact, there are many more lessons to be discerned in 

how data, information and technology was prevailed in this period. One major observation is 

that COVID 19 has made Digital transformation becoming a necessity for all businesses and 

for all sectors. Digital is no longer an option or an add-on, it is a necessity. 

In the end, there is still a limited number of papers exploring the implementation of 

Digital Transformation in practice, we encourage future research endeavors on Industrial 

Digital Transformation, as they could provide valuable insights, such as the roles that 

technologies will take in the future industry; the large scope of the Digital Transformation that 

emphasize the need to investigate from different academic points of view. lastly, Digital 

transformation in the industry has gone from being a choice that could give firms a competitive 

advantage, to being a necessity for surviving in the current context of industry 4.0 to keep up 

with emerging customer demands and thus survive in the face of the future, it allows firms to 

compete better in an economic environment that is constantly changing in echo of technology 

evolution. Companies must be attentive to the changing landscape of their industry and be sure 

to count with the right talent in order apply the right new business models, technology, 

organizational and cultural changes to be able to benefit from the opportunities of digital 

transformation. companies must radically change the way they operate, be ready to accept 

cultural change and rethink their current situation. 
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Abstract 

Global Middle Ages are 500– 1500 CE into a global history under the aegis of an 'age 

of Global Intensification.' An educational concept where exchanges of economic, intellectual, 

religious, and cultural identities of empires have been explored. It is a concept for the 

Eurocentric entrenchment of medieval studies, where various medieval civilizations' artistic 

production and material conditions have been discussed. Medieval France entertained inner 

imperial literary connections between inner European traditions such as Latin, Celtic, local 

customs, and different European cultures, especially with the Islamicate world, with a debated 

notion about its contribution to French medieval literacy. In this context, technology had been 

resorted to addressing the complicated idea of that imperial literacy. This paper has provided 

the knowledge of medieval literature, debating concepts, and incitement of digital technology. 

The report focuses on computer imitations to perfect how texts and pictures could have moved 

across geographical spaces, political systems, and religious, linguistic shares. Documentary 

analysis and qualitative approach have followed the methodological process of this paper. The 

feature question is, why does the debate emerge in the context of the contribution of French 

medieval literacy by the Islamic ate world?   

Keywords: Islamicate World, Digital Huminites, Medieval French Literacy, Place and Time, 

Textual and Cultural Transmission, Arabic Language.  

Introduction 

Global Middle Ages is an idea that has been increasingly used since 9/11 and has been 

established as a good area of study throughout history, economic, intellectual, religious, social, 
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and cultural connections, and exchanges between many empires of the medieval world and 

Western Europe. The discipline of medieval French literature was developed more slowly than 

other European languages and literature in the context of adopting the global turn. Medieval 

France had many interconnections within the Eurocentric region and extra-European cultures, 

particularly with the Islamicate world. However, French literature and languages had been 

neglected yet in the theoretical ideas of medieval studies. Technology such as video games has 

been created to address this complicated medieval inter-disciplinary literacy, especially in 

dealing with many contradictory issues and questions of medieval oral traditions, the 

transmission of cultures from around the world, from the Arabic world, Eastern world to 

Western Europe. Because of the initial stage of developing technologies like video games, 

answers will not be so perfect. Still, hope will be created to solve those complicated narrations 

of the global medieval literacy and linguistics. Therefore, the video game has been designed 

for the reflection of Tales in Crusader Cyprus" as an initial effort to discover the medieval clues 

on cultural transmission. Digital humanity is a process of visual learning through which 

medieval collections have been restored for more accurate and more precise learning and 

development by the audiences of many generations. Including the mentioned above video 

games, a digital maphas been discovered to understand the medieval social, cultural, political 

system. "Mappa-Mundi, a Latin word that means world map, helped introduce the medieval 

world of 500-1500 A.D. on a modern stage created by the University of Texas collections. The 

digital world map helps to grow research collaboration among many other disciplines that helps 

to precisely understand the medieval world. 

Literature Review 

Cultural diversity, amalgamation, storytelling, editing tales were few social and cultural 

sights of the medieval world between the Muslim states, the East, and the West. Learning the 

Arabic language, French literature were attractive among scholars of those days. But 

unfortunately, there is not much proper written evidence of those narratives and many 

educational activities, but on an oral tradition. Therefore, the digitalization of medieval 

collections was a step through many university libraries among scholars and students to restore 

the records for further learning and development. Video games on "Tales in Crusade Cyprus" 

are a marvellous example of digital medieval studies innovation.   

Methodology 

The paper has been assumed through subordinate sources of data. Subordinate sources 

of data include academic articles, websites etc. The description of sources has taken the method 

of writing the essay, reading, gathering in-depth insights on topics, exploring ideas, 

summarising, and interpreting and mainly expressed in words (documentary analysis through 

qualitative approach). The paper has discussed six points of medieval studies such as resisting 

the past: nationalism and foundational literature; the challenges of proof in pre-modern and 

oral societies; visualizing the history in immersive environments; case study: the thousands 
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and one night, East and West; geographies and temporalities; factors in medieval textual 

transmission. The paper has discussed a brief critique on French literature and language. It has 

focused on the contribution of Islamicate world for the development of European literacy and 

languages, as well as French literacy and languages, cultural transmission between the East and 

the West, and from the Muslim world. Finally, the paper has focused on its main theme 

digitalization of medieval studies where video games has been showed as the main virtual 

account for the realization of mingle medieval culture.   

Result and Discussion 

French medievalists had assumed that the role of Muslims was significant in the spread of 

Greek science, medicine, astronomy, agriculture, and their transmission to Western Europe 

(Amer &Ramsey, 2018). On the other side, French scholars agreed that French literature and 

culture were somehow isolated in their transmission way from Eastern to Western Europe. 

Many French scholars also recognize that the Islamicate world (Amer &Ramsey, 2018) had a 

significant role in developing and enlightening French literacy during the medieval age. 

However, the transmission of texts, ideas, and culture from around Europe, from the external 

world to medieval, Christian Europe, lacks proof to justify its transmission steps. Before the 

modern era, it was impossible to provide data and information about the movement from one 

place to another and its existence in the global Middle Ages (Amer & Ramsey, 2018). Many 

scholars such as R. Howard Bloch always argued about the transmission, interaction of two 

opposite cultures, literature, such as literal and cultural interaction between medieval Islam and 

Christendom. Many questions arise, such as how did text distribute from Muslim society to 

Medieval Europe? How did the French author know the Arabic author? If not, then how did 

they understand Arabic or French tales? Answer to those questions is not possible until 

historical information is available. In this context, scholars can point to the striking parallel 

between Arabic and French stories. Scholars can focus on the porousness (Amer & Ramsey, 

2018) of topographic, political, linguistic, cultural boundaries, religious differences etc. and 

remind the spectators and listeners about the reality throw-out of Medieval Europe. Medieval 

Europe had sufficient opportunity to learn Arabic, to exchange cultural tradition such as Arabic 

culture, as well as literature from both Eastern markets and the Muslim society to Western 

Europe through diplomatic exchanges, which was direct exchanges as well as throughout 

crusaders, trade, travellers' exchanges which is indirect exchanges. However, those cultural, 

academic, trade, and religious transmissions from the East and from the Islamic society to the 

West have been characterized through digital humanities such as the medium of video games 

(Amer & Ramsey, 2018). Videogame players manage to create an account of their own game 

identity, which shares their core faith, trust, etc., and other qualities. Those identities connect 

the game player's real word self and avatars game world self (Amer & Ramsey, 2018). 

Therefore, the game has a significant role in interaction in many features such as cultural, social 

values etc. In medieval cultural interaction, someone who enters the game with different forms 

has opportunities to gain new environmental experiences and form a real-world idea about the 

medieval culture. Video games have been regarded as a highly effective digital tool (Amer & 
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Ramsey, 2018) for language learning. Game players learn more quickly than non-game players; 

therefore, an example has been given through U.S. Army, which accepted video games for 

learning the Arabic language and Iraqi heritage that developed cultural integration and 

effectiveness among U.S. Army. Therefore, the video game is a medieval map through which 

it twists time and area to change the player's view of the world. The video game is still in the 

process of modification by creating maps to identify various cultures and for a showcase, 

exploration of cultural interaction virtually such as Islamicate world and Western Europe in 

the medieval age. The literary work has been focused on establishing virtual identity through 

an Arabic tale of 'Prince Qamar al-Zaman and Princess Boudour' (Amer & Ramsey, 2018) from 

the eminent collection of tales 'One Thousand One Night.' This tale reflects an interaction 

between the East and the West via the Lusignan court at the crusader kingdom of Cyprus circa 

1194. Princess Boudour becomes a courageous knight in the Arabic tale by dressing as a man 

from a woman. Because of her courage, the king gave his daughter to Boudour as a wife. 

However, Boudour told her original identity to her wife Hayat-al-Noufous because she failed 

to hide her biological sex. They both spend nights together happily until Boudour is reunited 

with her lost husband. All these acts and compositions of this Arabic tale had appeared in 

various French poetry and prose allures. They played from the thirteenth to the fifteenth century 

in many stories such as 'Yde' (Amer & Ramsey, 2018), 'Floire and Blanchefleur' (Amer & 

Ramsey, 2018), and 'L'Escoufle' (Amer &Ramsey, 2018). All these French texts follow a 

similar story from this Arabic tale. This is how cross-cultural transmission has been possible 

from the Arabic tale to the French poetries and proses and then visualized. This is a cross-

cultural significance. Those stories were told and retold when the East and the West had 

contact, especially in the Crusaders' kingdom and around the courts of Sicily and Cyprus. This 

is how 3D background shapes a visualization of the spread from the East to the West, from 

Arabic tales to medieval France, through images of same-sex marriage, mistaken gender 

identification etc. For a successful reproduction of inter-acculturation, place and period are 

important to choose (Amer & Ramsey, 2018). Therefore, the island of Cyprus circa 1194 was 

an important place for the amalgamation of the East and the West. It was because of its location 

between the land and the sea routes of the silk route (Amer &Ramsey, 2018). Cyprus has 

functioned as an intersection between the East and West of the medieval period where Arabs, 

Jews, Eastern and Western Crusaders, Christians, mercenaries, soldiers, travellers, pilgrims, 

tradespeople would come for their activities from the far East, Europe, Muslim states etc. They 

were amalgamated thus each other, and a cultural interaction was created. The culture of 

ancient Greek, Phoenician and finally Roman civilizations was created as a mingle image at 

that point of the intersection. By the end of the twelfth century, Cyprus had become a modern 

place through the building of ports, a place of many cultures and civilizations, which was the 

way of connection between the East and the West for the sharing of art and architecture, 

artifacts, art history among many communities and between the East and the West. The 

medieval textual transmission was also a sign of the virtual module for learning and 

development (Amer &Ramsey, 2018). Stories were marginally changed to satisfy customers, 

who disbursed for the floors. Local lords, knights (Amer &Ramsey, 2018) would add to the 
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accounts and add the attraction of locations to become popular among the audience. The entire 

section on making stories, changes, the cross-cultural and linguistic transmission was a part of 

medieval scholarship. Because of the storytelling through various characters such as merchants, 

travellers from their accounts, editing scripts from one court to another, new connections were 

made to explore the global nature of the movement of ideas and exchanges in other scripts. 

Therefore, dreaming or imagining is an immersive background that can assist operators in 

realizing and operating information better and continue to recollect the information they gain 

retentive.  

Conclusion 

The feature question is, why does the debate emerge in the context of the contribution of French 

medieval literacy by the Islamicate world? Due to a lack of evidence through the oral tradition 

of cultural transmission, it has occurred. Therefore, digital education has been introduced for a 

more precise and accurate presentation of detailed medieval scholastic narration.  
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Abstract 

The research is based on the Blended Teaching Method, taking Junior students of 

English Major of Haikou University of Economics as research objects. It uses questionnaires 

and interviews to conduct research between two semesters from 2021 to 2022. Under the abrupt 

change of big environment, English writing class has altered. Research results suggest: (1) 

Under the blended teaching method, most students have a more active mood and greater grades. 

Because they can review the online class by repeating playing the records. Besides, they can 

communicate with teachers in offline classes. (2) After the writing method has turned into a 

blended teaching method, teachers can conduct specific education on students, according to 

their writing levels. In that way, teachers can efficiently solve writing problems. (3) In view of 

long existence of coronavirus, blended teaching method not only provides a good method for 

English writing class, but also for other English class. In theory, the research provides a new 

perspective and mass evidence on effects of blended teaching method. In teaching, from 

learners, the research analyzes effects of blended teaching method, inspiring English writing 

class. 

Keywords: Coronavirus; Blended Teaching Method; English Writing. 

Objectives 

The new coronavirus epidemic has already affected teaching mode. National universities 

and colleges tend to conduct education with a blended learning mode. Whether this mode is 

effective or not is still a problem. The aim is to know the effect of blended learning under the 

epidemic situation, which could provide sufficient references for educational revolution in the 

future.  

Research Questions 

This research aims to clarify the teaching effects of blended learning under the Covid-19 

epidemic. The three questions guiding the study are: 

1. During the coronavirus epidemic, how did teachers of English writing class conduct the 

blended teaching approach in Haikou University of Economics? 

2. What kind of effects on English major students by using blended teaching approach during 

the epidemic? 

3. After the epidemic, what influences, and changes does the blended teaching approach on 

English writing classes in the future? 
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Literature Review and Theory 

This part mainly focuses on two parts: firstly, introduction of blended learning and 

secondly, analysis of writing teaching approaches.  

 

2.1   Introduction of Blended learning 

China and abroad mainly focus on researches of teaching effect, teaching design, 

influential factors, learning analysis, teachers, and educational organizations. 

One kind of research is a comparative study, namely comparing blended learning with 

face-to-face teaching or online learning. In 2019, Deng Yihua took research on smart 

classrooms based on Mosoteach selected 153 fresh students of Zhejiang Wanli University as 

research objects for one year. By questionnaire method, 78.52% of students think that they 

can get the most knowledge from blended learning. There are 15.56% of students think 

traditional teaching is the best one. Only 5.93% students think that online learning is a best 

way to study. By comparison, to some extent, blended learning can motivate the efficiency to 

learn for students.  

Another kind of research is about changes of students’ grades and satisfaction after 

conducting blended teaching mode. Zhang Qi-liang (2014) introduced flipped classrooms into 

teaching. Flipped classroom makes students learn conception and knowledge points by 

themselves out of class. Then in class, class becomes a place used to interact between teachers 

and students. By statistics on platform using situation, compared with last semester, Zhang 

found that 80% students felt satisfied about flipped classrooms because it is beneficial to 

improve their grades, self-learning ability and innovative consciousness.  

In the big data era, online platforms can collect loads of data about students’ learning 

behaviors from The Society for Learning Analytic. Analysis technology is to measure, collect, 

analyzed and report data about learners and their learning situations in order to understand 

and optimize the learning situation (Wei et al., 2013). 

A kind of research focuses on the roles of teachers in the blended teaching mode. 

Ablended learning environment, students end up with the course at the beginning of the cours

e. A nineweek followup study was conducted on the cognition and changes of college English 

teachers’ roles. Results suggest that in the process of blended learning, learners will rethink 

the roles of teachers based on their own learning experience and teachers’ actual teaching 

behavior. There are differences in the cognition of teachers’ roles among different learners 

(Nazarenko, 2015; Scott & Benlamri, 2010). 

 

2.2   The Analysis of Writing Teaching Approaches 

Traditional writing teaching method originated from the language teaching of Latin. In a 

long run, the traditional writing teaching approach is detrimental to students' interest and 

creativity. It also puts a bad impact on their critical thinking and writing skills as well as 

critical thinking in general. 

Since the 1960s, people have gradually recognized the deficiencies of the trad itional 

writing teaching approach. Theorists found that modern articles are less to observe writing 
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rules strictly according to writing brochures. In addition, many researchers suggest that 

acquiring grammar well or not has no necessary connectivity with writing abilities. In 1963, 

Braddock, Lloyd- Jones, and Schoer suggested on their researches that grammar learning has 

no promotional effects on the improvement of writing quality. After 1976, Eelley have 

conducted researches for three years, proving again the connectivity between grammar 

learning and writing quality (Zhang, 1997).  Since then, writing exports have gradually 

explored new writing teaching approaches from various aspects. 

The existed English writing teaching researches based on the blended writing teaching 

mode. The educational world conducts researches and analysis based on blended teaching 

approach, mainly from course modes and learning effects. In 2014, Zhang Qi-liang and Wang 

Ai-chun conducted a design of new blended learning mode based on flipped classroom. In 

2017, Yang Fang, Zhang Huan-ri and Zhang Wen-xia conducted a study on the blended 

learning based on MOOC and Rain Classroom. In 2019, Deng Yihua conducted a research on 

effect of blended teaching mode in smart classroom based on mosoteach. Although some 

scholars have already researched students’ writing output, studies on writing teaching effects 

and modes are very few under Covid-19 epidemic. The epidemic quickens the combination of 

offline and online writing teaching modes.  

Methodology 

The study uses the methodology of case study, and survey. A case study is an investigation 

of an issue bounded in one or more life settings over an extended period. The research takes 

writing course of English major in Haikou University of Economics as an example in order to 

discover the effects after using blended teaching approach, providing an in -depth 

understanding and interpretation. The first and second research questions need to use the 

methodology of survey. These two questions belong to descriptive question. Then, a survey is 

a study that uses questionnaires or interviews to discover descriptive characteristics. The 

research mainly understands basic teaching condition during the epidemic by interviews and 

questionnaires. In addition, analyzing and interpreting results. Using simple descriptive 

statistics to show means and data distribution, conduct means comparisons or test significant 

relationships, such as the blended teaching mode use before and after the epidemic. 

 

3.2   Participants 

The research invited 2 teachers and 100 students to participate my questionnaire survey 

and interview. The teachers have used the blended learning method in their writing class, who 

are professional writing teachers. 100 students, as English Major students, from Haikou 

University of Economics, volunteer to participate in my survey. In an interview, I mainly use 

We chat, QQ and telephone to talk with teachers. Questionnaires were mainly released online. 

 

3.3   Data Analysis 

According to interview, the teacher did not use the blended teaching mode widely in his 

writing class. So, why did they change? There are some reasons as follows: (1) Blended 

teaching mode was not completely established before. (2) Teaching method needs to be 
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observed further, like teaching application. (3) Blended teaching mode has no compulsory 

usage before. (4) The epidemic prompts teachers to do some adjustments in their teaching. (5) 

Technological advances make live and recorded classes more flexible. 

Although the epidemic puts huge impact on teaching and learning, the school tried its best 

to go on in academics. The teacher flexibly adjusts online and offline arrangements in accordance 

with the epidemic situation. On the basis of preventing infection, the teacher assigns digital files 

about teaching contents on Superstar Learning and Wisdom Tree. Except that, Ding Ding is 

usually used for live streaming. There’s no doubt that Ding Ding and Tencent Classroom 

contribute to China’s distance education during the epidemic. It is the epidemic that makes 

official educational application become popular in universities and colleges. Before than that, 

various educational applications show up early but lack of multifunction and live streaming 

completion. 

According to questionnaires, compared with traditional and online writing, blending 

teaching mode has better advantages in writing class of Haikou University of Economics. 

Firstly, blended teaching mode combines with face-to-face classroom and distance educational 

classroom. 66.67% students feel happy and relaxed about their writing class since they can read 

PPT and hand in homework online. Secondly, when teacher needs students to show up in face-

to-face classroom, students have an election to writing their stories at once according to existing 

materials, or to interact with the teacher about what problems he has met. Finally, after a 

semester, students get higher grades in writing. This chart proves that the grades change before 

and after using blended teaching mode. 

Name 
Offline writing

 (scores) 

Blended teaching 

mode writing （

scores) 

Wu Biting 91 96 

Chen Zhimin 90 87 

Fu Xiaofeng 80 86 

Sheng Siyu 80 83 

Cao Chunmiao 78 85 

Xin Xiaowei 78 87 

Pan Xiaohua 88 81 

Ye jingwen 81 87 

Feng Yuanying 81 79 

Zhao Jianing  70 73 

Chen Shuxian 74 81 

Lin Fulian 74 79 

Fu Na 69 71 

Table 1: Scores comparison between online and offline 
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Conclusion 

Blended Teaching Mode is a widely used devise to cater to the epidemic, which prompts 

traditional teacher to use this mode with auxiliary applications. In the future, there is a 

possibility that different virus become popular in society. It is a necessity for teachers and 

students prepare for blended learning mode. Apart from that, considering that students at 

Haikou University of Economics lack large quantities of lexical words and writing practice, 

teachers should give specific instruction to students’ offline and supervise their online 

resources learning. 

English writing usually consists of three parts: Pre-writing, While-writing and Post-

writing. Blended teaching mode has optimized these procedures in time and place. In the 

process of Pre-writing, students can upload their stories on www. Pigai. org when their 

inspiration comes up at the moment. They are not only limited by regular time. In the process 

of while-writing, they can check their stories by the technical method. For example, they can 

correct simple mistakes, such as lexical and grammatical mistakes. After that, students can 

communicate with English writing teachers specifically. In that way, it is beneficial to save 

time and energy of teachers and students. In the process of Post-writing, students could play 

class records over and over again, which is conducive to their consolidation and reflection.  

In conclusion, blended teaching mode not only changes the traditional method in 

writing, but also optimizes English writing process. In future, we hope this blended teaching 

mode can be used widely in English reading, listening, speaking and translation classes. 
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Abstract 

This research analyzes the market-based communication of new media platforms under the 

background of the COVID-19 epidemic. The content analysis method is used as the research 

method, and ROST CM6 is used to analyze the word frequency, semantic network, and 

sentiment of the extracted samples. Inspected the relationship between the number of media 

reports, content, and the development of the epidemic, and compared the differences in the 

expression of market-oriented discourses in different media. Finally, starting from the 

audience's right to know, it reflected on the functions of the media during the new crown 

epidemic and marketized new media platforms. To provide guidance on the content producer 

in new media market environment. 

Keywords: COVID-19; Media; Market-Based Communication; Discourse Expression 

Introduction 

In 2020, the global pandemic of COVID-19 began, and this public health emergency 

received widespread media coverage. However, as Lippmann points out, the symbolic reality 

constructed by this medium is an information environment inserted between people and their 

physical environment, as well as a subjective representation of reality (Lippmann & Curtis, 

2017). The study divides the current Chinese media ecology into two categories: market-

oriented and official-government-oriented, analyzes the content of their reports on the new 

crown pneumonia, and compares the reporting frameworks used by the two to complete reality 

reproduction (Cantor, 1980; Tuchman, 1973). 
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Literature Review 

Irving Goffman first proposed framing analysis in 1974 in Framing Analysis: 

Organizational Empiricism. It begins with William James's question: "under what 

circumstances do we believe things are true?" The term "frame theory" refers to a cognitive 

structure that people use to recognize and explain social life experiences. This cognitive 

structure enables users to locate, perceive, determine, and name seemingly infinite concrete 

facts (Lippmann & Curtis, 2017). Goffman's concept of framing resembles what psychology 

refers to as a "cognitive schema" or an "interpretative schema." Following Thomas Situation 

Theory's Chicago School, interactionists emphasized individual subjectivity, while Goffman 

and other Chicago School scholars reintroduced the concept of structure. Goffman's frame 

concept is distinguished by its emphasis on the dynamic tension that exists between the 

contradictory relationship between structure and agency (Goffman, 1974).  

Guy Tuchman's "Making News" and Todd Gitlin's "Media Mirroring of the New Left 

Movement" were developed in journalism research during the wave of sociological research 

on news production from the late 1970s to the early 1980s. Guy Tuchman proposes the concept 

of "news as a frame," believes that "the act of news production is the construction of reality 

itself, rather than the construction of images of reality," and is committed to preserving the 

existing social order (Chen, 2007; Jasper, 2006). Gitlin was concerned in the 1960s with the 

entanglement of the American media and the New Left movement, and introduced Gramsci's 

theory of hegemony, arguing that "the media framework is the principle of selection, emphasis, 

and presentation" and "to organize journalism's production." Although some scholars believe 

this represents a more expansive paradigm iteration, the emphasis shifts from information 

transmission to culturally oriented communication issues (Gitlin, 2003), reflecting the nature 

of news as a collective participant in social construction (Zang, 1999), but this is only a 

simplification of frame theory. Tuckerman, for example, substituted institutional production 

practices for the frame, denying that the initial frame is a complex composition comprised of 

natural, social, and cultural frameworks and spanning structural and individual dynamic issues 

(Tuchman, 1973). 

Research Questions 

• Through a literature review, this study will focus on the emotional and narrative aspects 

of news report texts and ask the following research questions: 

• What kind of different emotional frameworks do Chinese market-oriented media and 

government-oriented media have on the news coverage of COVID-19? 

• What is the different narrative focuses of China's market-oriented and government-

oriented media on COVID-19 news management? 
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Methodology 

Content analysis is a kind of non-intrusive research (unobtrusive research), which is a 

method to study and analyze the communication process in a systematic, objective, and 

quantitative method in order to measure some variables. The explicit communication content 

text is objectively analyzed to describe the research object mathematically and chemically and 

can also draw inferences about the reasons and results. 

In terms of research steps, the study draws on Weber's research steps (Weber, 1990). First, 

determine the research unit, and then formulate a coding table to unify coding rules and 

standards. Then precoding is performed, and after calculating the reliability and validity 

between coders, if the reliability and validity are insufficient, the coding rules and standards 

are revised. After the coder has formally coded, the reliability of the coding result will be 

checked, and if it passes the check, the coding will be deemed complete. 

 

Sample Collection 

Identifying the target media 

The research uses "Caixin.com" and the official Weibo account of "Hubei Daily" 

("@Hubei Daily" as the target media. The reasons are as follows: Caixin.com is a typical 

market-oriented media outlet in China. According to the "2020 Q3 Global Digital Subscription 

Report" by the International Journal Federation, as of the first half of 2020, Caixin's paid 

subscribers have exceeded 510,000, ranking 10th in the world. It is the only Chinese media 

outlet on the list and has 8.048 million followers on the social media platform Weibo. "Hubei 

Daily" is the provincial-level official media in Wuhan, Hubei (the area where the first cases of 

new coronary pneumonia were discovered in China), representing the official discourse, and 

"@Hubei Daily" has 5.032 million followers. Therefore, Caixin.com was chosen as a model of 

market-oriented media, and Hubei Daily as a model of government-approved media. 

Establishment of a time frame 

From January 1 to April 1, 2020, the sample population consists of all Weibo posts from 

Hubei Daily and Caixin. In terms of the sampling method, equidistant sampling is adopted; that 

is, weekly sampling in the content analysis. Starting from January 1, 2020, every 5 days, one 

day of Weibo content is selected as a sample. A total of 765 Weibo texts were sampled in this 

paper, including 442 from Hubei Daily and 323 from Caixin.com. 

Results and Findings 

The Emotional Underpinnings of News Reports 

An important topic of concern in this paper is the emotional frame. Goffman believes 

that the frame, as a schema of interpretation, can help people identify the social reality that is 

happening (Weber, 1990), and the so-called "emotional" are "those that make us start to pay 

attention to it. "Psychological experience of the surrounding world" (Goffman, 1974). In this 

study, "emotion" is operationalized and divided into three values: "positive emotion," "neutral 

emotion," and "negative emotion." After unifying the coding rules, two coders pre-coded each 

of the 100 research samples. For the coding result, Cohen's Kappa coefficient is used to 
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calculate the reliability. After calculation, the Kappa coefficient between the two coders is 0.87, 

which is greater than 0.75. Through the reliability test, it is considered that there is high 

consistency between the coders. Finally, the 765 samples were formally coded by one of the 

coders (Jasper, 2006). 

For RQ1, the null hypothesis is that there is no correlation between the media category 

and the emotional tendencies of the reports, and the alternative hypothesis is that the media 

categories correlate with the emotional tendencies of the reports: 

• H0: There is no correlation between media category and reported emotional tendency. 

• H1: There is a correlation between media category and reported emotional tendency. 

Regarding the reports on the topic of China's new crown pneumonia from January to April, 

the data shows that 26.9% of the market-oriented media reports are positive (n = 87), 33.7% 

are neutral (n = 109), and 39.3% are negative (n = 127); in addition, state media reported 43.9% 

of positive emotions (n = 194), 30.8% of neutral emotions (n = 136), and 20.8% of negative 

emotions (n = 92). Then, we used chi-square analysis to answer that there was a significant 

difference in the tendency of different types of media to report emotional tendencies ([2] = 

36.80, p 0.000), rejecting H0 and accepting H1. And through the ratio of emotional inclination, 

it can be judged that the market-oriented media is more inclined to report in the frame of 

negative emotions (n = 127, 39.3%), and government officials are more inclined to report in 

the frame of positive emotions (n = 194, 43.9%). 

Table 1 Chi-Square Analysis of the Correlation Between Media Category and Emotion Type 

 

News Report Narrative Rhetoric 

The results of the content analysis are shown in Table 2. In addition to the analysis of the 

content of the reports, this study uses the number of confirmed cases of COVID-19 in China 

from January to March as a realistic indicator to examine the relationship between the narrative 

framework of media reports and reality. 

Between January and February, the first cases of COVID-19 in China were detected, and 

the number of confirmed cases increased gradually (an increase of about 10,000 cases). During 

this period, "@Hubei Daily" highlighted hospitals (99 articles), "go all out" (56 articles), 

"containment" (56 articles), and "materials" (40 articles), focused on the narrative of 

constructive news, and tended to mobilize news. Medical supplies for social relief. In addition 

to emergency response (17 articles) and hospitals (14 articles), Caixin.com also highlights the 

anti-epidemic performance of government departments such as China (32) and the government 

(17 articles). 

Type Emotion type Total 

Positive Emotions Neutral Emotions Negative emotions 

Marketed Media 87（26.9%） 109（33.7%） 127（39.3%） 323（100%） 

Official 

Government Media 
194（43.9%） 136（30.8%） 92（20.8%） 442（100%） 

Pearson 
2

χ     36.80 

P-value    0.00 



ISCAMR 2022 
 

270 

 

 

Between February and March, the outbreak of COVID-19 cases in China increased (about 

70,000 cases). "@Hubei Daily" reported an increase in the frequency of the words "go all out" 

(93 articles) and "contains" (93 articles), and at the same time, the frequency of hospitals (161 

articles), medical care (59 articles), and rescue teams (52 articles) increased. On Caixin.com, 

words related to the dynamics of epidemic cases, such as confirmed cases (70), cases (35), 

patients (32) and new cases (21), were mentioned more frequently. 

The growth of COVID-19 cases in China flattened between March and April. The high-

frequency words of "go all out" in the "@Hubei Daily" report are outside the top ten high-

frequency words, and the frequency of new (82) confirmed (75), and patient (68) high-

frequency words has increased. The focus is still on the latest news about the confirmed cases 

of new coronary pneumonia in Wuhan, Hubei, China. New (116), confirmed (113), case (94), 

China (66), country (50), and death (40) are high-frequency words in Caixin.com's reports. In 

addition, the United States (35 articles) and Italy (35 it) words are more frequent, and media 

reports have begun to take into account domestic and foreign issues. 

 

Table 2 Results of Word Frequency Analysis for the Full Sample 

Time Media High-Frequency 

Words 

Word 

Frequency 

Ratio

（%） 

Media High-

Frequency 

Words 

Word 

Frequen

cy 

Ratio

（%） 

January-

February 

@Hubei

Daily 

Outbreak 491 44.4% Caixin.c

om 

Outbreak 176 41.2% 

Wuhan 124 11.2% confirmed 

diagnosis 

51 11.9% 

Hospital 99 8.9% Wuhan 48 11.2% 

Hubei 80 7.2% Cases of 

disease 

41 9.6% 

Infection 62 5.6% China 32 7.4% 

All-out effort 56 5.0% government 17 4.0% 

containment 56 5.0% Patient 17 4.0% 

cases of disease 50 4.5% Health 16 3.7% 

Wuhan 47 4.2% Emergency 15 3.5% 

material 40 3.6% Hospital 14 3.3% 

February

-March 

@Hubei

Daily 

Outbreak 460 34.0% Caixin.c

om 

Outbreak 243 44.9% 

Wuhan 171 12.6% confirmed 

diagnosis 

70 12.9% 

Hospital 161 11.9% Wuhan 35 6.5% 

Hubei 128 9.5% Cases of 

disease 

35 6.2% 

All-out effort 93 6.9% China 32 5.9% 

containment 93 6.9% Patient 32 5.9% 

personnel 82 6.1% Hospital 27 5.0% 

medical care 59 4.4% Isolation 25 4.6% 

patients 55 4.1% New 21 3.9% 

medical team 52 3.8% Testing 21 3.9% 

March-

April 

@Hubei

Daily 

Outbreak 481 35.5% Caixin.c

om 

Outbreak 345 36.5% 

Hubei 171 12.6% New 116 12.3% 

Wuhan 153 11.3% confirmed 113 12.0% 

Cases 111 8.2% cases 94 10.0% 

New 82 6.1% China 66 7.0% 

Hospital 80 5.9% Country 50 5.3% 

Personnel 76 5.6% Cumulative 50 5.3% 
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Conclusions 

Emotional Tendencies  

From the results of sentiment analysis, Caixin.com and Hubei Daily, as market-oriented 

media and government-oriented media, respectively, have significant differences in the 

selection of emotional frameworks for reporting. First of all, Caixin.com prefers to highlight 

text writing in the emotional framework of negative emotions in its reports, which is also 

confirmed in the word frequency statistics. For example, from January to February, Caixin.com 

paid more attention to the epidemic "China". In terms of "government" and "emergency", more 

media criticism of government departments is carried out. Secondly, Hubei Daily is more 

inclined to the emotional framework of positive emotions in its reports, and the social 

mobilization characteristics of positive emotions such as "going all out" and "containment" in 

the word frequency of the text are more obvious. Although 109 (33.7%) and 136 (30.8%) of 

the two media have neutral sentiment, this generally shows that under different emotional 

frameworks, news objectivity is not absolute objectivity. If it has a different emotional focus 

depending on the media category of the news report. 

Narrative Emphasis 

Judging from the word frequency statistics, in the early stages of the epidemic, 

government official media narratives focused on constructive social mobilization, while 

market-oriented media tended to monitor government emergency measures and accountability. 

During the outbreak, the government’s official media reported more on the rescue, highlighting 

the situation of rescue teams, hospitals, and supplies, while the market-oriented media paid 

close attention to the increase in the number of epidemic cases, targeting places where the 

government’s improper epidemic prevention led to an increase in cases. Criticize. As the 

epidemic waned, government-affiliated media began to pay more attention to domestic 

confirmed cases, while market-oriented media began to conduct horizontal comparisons of 

epidemics among different countries. This shows that at the same developmental stage of the 

same thing, different media will present facts from different angles according to their positions. 

Discussion 

In the aftermath of significant public events, news neutrality should serve as a moral 

compass, serving as a beacon for the journalistic business. This research establishes that news 

objectivity is not synonymous with absolute objectivity, yet this does not need us to abandon 

objectivity. People must accept this ideal paradigm only if we are attempting to grasp a means 

to comprehend the universe. Even this paradigm is not without its limitations (Wang, 2021). 

The modern academic community is always debating the most practical road to achieving the 

Diagnosed 75 5.5% Deaths 40 4.2% 

Patients 68 5.0% United 

States 

35 3.7% 

containment 57 4.2% Italy 35 3.7% 
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ideal of objectivity in journalism. The notion of objectivity in journalism is methodological 

objectivity, i.e., journalism can approach objectivity through, for example, multiple sources, 

and cross-corroboration (Kovach & Rosenstiel, 2008). Journalistic objectivity has evolved into 

more manipulable transparency that requires black-box news production to be opened to the 

public (Hellmueller et al., 2013). These academic and practical explorations of journalistic 

objectivity require the joint intervention of all societies. Objectivity is a core value of 

professionalism in journalism. 
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Abstract 

In 2019 alone, the number of Chinese students studying abroad broke a record high of 

703,5000, a growth of 6.25% (41,400 students) compared with 2018. Furthermore, a surging 

number of Chinese students have chosen Thailand as a study abroad destination at higher 

education level. Therefore, it is very important to investigate the influencing coefficients 

behind the fact. 

This thesis concentrates on cultural intentions and adopts Hofstede's cultural 

dimensions theory to be its framework. It utilizes five cultural dimensions including power 

distance, individualism, masculinity, uncertainty avoidance and long-term orientation. The 

research is based on the data collected by survey and it employs SPSS software to conduct 

quantitative research in order to find out the correlation between the framework and cultural 

intentions. 

Through regression and correlation analysis, it’s found that independent variable 

“individualism” is in negative interrelation with the dependent variable “intention to study”. 

Precisely speaking, “collectivism” acts as a significant influential factor for Chinese students 

to study at Thai universities in the aspect of cultural intentions. 

Keywords: Hofstede's Cultural Dimensions Theory, Intention to Study, Individualism, 

Collectivism 

Introduction 

In accordance with the data disclosed by Ministry of Education of the People's Republic 

of China, from 1978 to 2019, along with the globalization and internationalization strongly 

supported by booming economy of China, the accumulated number of Chinese students 

studying abroad reaches 6.56 million. Obviously, mobility of Chinese students across national 

borders has become common worldwide. However, the underlying reasons that motivate these 

students to pursue overseas study and influential factors are not sufficiently studied. (Wu, Q. 

2014) 

Previously, studies mainly focus on some quantitative index, such as school ranking, 

tuition fee and living expenditure. Nevertheless, soft power like culture, which weights heavily 

in the process of decision-making, is usually overlooked. Therefore, it is important to figure 

out the cultural factors that attract Chinese students to study at Thai universities. This research 

adopts Hofstede's cultural dimensions theory to detect correlation between cultural factors and 

intentions for Chinese students to pursue higher education in Thailand. Cultural dimensions 

consist of power distance, individualism-collectivism, masculinity-femininity, uncertainty 
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avoidance and long-term orientation, which will be explained and discussed expressly in the 

following chapters. 

All in all, the research findings have important implications for Thai universities to 

develop more effective recruitment strategies and study orientation particularly for targeted 

Chinese students. Meanwhile, it also serves as a guidance for Chinese families to take cultural 

factors into account when planning to study at Thai universities. 

Methodology 

The research aims to analyze the cultural intentions for Chinese students to further their 

study at Thai universities. The framework has five cultural dimensions and it’s vital to find out 

the underlying correlation between the framework and intentions. Qualitative research can 

hardly be conducted in a large scale and it’s easily subjective with personal bias. Therefore, 

the research approach of this paper applies a questionnaire survey conducted online by means 

of Google form and wjx.com with the purpose to collect the required data on this subject. To 

further interpret the collected information, quantitative methods were adopted to complete the 

analysis. Compared to qualitative research, statistics and analysis, made by quantitative 

research, are more objective. 

Findings 

Figure 1 Independent Variables and Dependent Variable Linear Regression Tables 
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All the factors are transformed into target variables respectively by computing the mean 

value in numeric expression. The multiple regression generated several tables (Figure 1). In 

accordance with the ANOVA table, the regression model is acceptable because Sig. (0.001) is 

less than 0.05. Judging from model summary, the value of R Square is 21.9%, which is lower 

than expected 50%.  

As indicated from the coefficients table, only Sig. of Individualism is below 0.05 but 

both its unstandardized Beta and standardized Beta are negative. It can be inferred that 

individualism is reversely correlated with “intention to study”, which means that collectivism 

is dominantly influential to the dependent variable “intention to study”. 

In terms of other independent variables, Sig. values are above 0.05, which cannot 

closely associate with the dependent variable “intention to study”. 

Conclusion 

This research is supposed to introduce the intentions for Chinese students to study at 

Thai universities from a cultural perspective. The initial research objective is to figure out 

whether Hofstede's cultural framework factors have significant effects on Chinese students’ 

intentions to study at Thai universities and then give feedback to Thai universities and 

stakeholders to better manage Chinese students. Judging from the research findings, the only 

independent variable with a significance value under 0.05 is individualism, excluding power 

distance, masculinity, uncertainty avoidance and long-term orientation. Besides, due to the 

negative correlation between individualism and dependent variable, collectivism plays a 

dominant role in “intention to study”. 

The quantitative research reveals that age groups pair generally with levels of 

education, along with an equal distribution of gender. However, the above-listed limitations 

have to be taken into account. The survey was filled out by only 85 valid respondents from 

various schools in different parts of Thailand. Additionally, the mass majority of the surveyed 

participants were full-time students who may lack of work experience and cultural cognition. 

Furthermore, it is important to mention that the omitted variable bias cannot be ignored. Since 

respondents hold different perceptions and experience toward cultures at Thai universities, and 

other factors may also impact “intention to study” in a positive or a negative manner. 

Based on the results of the survey, the following conclusion can be made. Within an 

assortment of cultural factors, collectivism gained more popularity among Chinese students 

concerning intention to study at Thai universities. Since both Thai and Chinese cultures are in 

favor of collectivism, Chinese students prefer to immerse themselves in a similar cultural 

atmosphere when selecting the host country to study abroad. This may be an incentive to be 

investigated further as this study didn’t analyze it in details. 
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Discussion and Recommendation 

Based on the findings of this research, it suggests that Thai universities, especially for 

those departments relevant to international students management, can take some concrete 

measures to improve their performance in the following phases: school marketing campaign, 

student recruitment, student orientation, student activity and alumni networking. Chinese 

students are susceptible to opinions from their surrounding friends and parents. Hence, in 

marketing campaigns and student recruitment activities, differential strategies should be 

deployed towards student cohorts and their parents. On the social media platforms for students, 

key opinion leaders of similar age group can serve as strong stimulants to attract and inspire 

students. As for parents group, search engine optimization with detailed school profiles enable 

them to better and deeper understand the target universities and guide parents to recommend 

their children to consider those schools. 

Through studying targeted participants and data analysis by means of multiple 

approaches, it has been found that culture shock is contextually based; students are able to 

tackle culture shock and obtain cross-cultural capability with the help of student associations 

and social support; and cross-cultural adaptability can be fortified by communication with 

people of the same cultural backgrounds. (Lin, C. 2006) Chinese students value collectivism 

greatly and would like to get connected. After admission to Thai universities and prior to the 

start of an academic year, student orientation should provide opportunities for students to 

establish relationship with cohorts to enhance their sense of belonging as a whole. During 

students’ study period, Thai universities can create more teamwork in teaching and daily life. 

For instance, students are able to work as a group toward academic goal and participate in 

student unions and associations. Moreover, alumni networking is also vital to students to feel 

like being a part of a community.   
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Abstract 

 Obviously speaking, yoga can lead to enhanced productivity and increased quality of 

life. Keeping in view, the aim of this study is to investigate the systematic review analysis in 

consonance to health and fitness benefits of yoga in contemporary world.  Keeping in view, in 

the selected review analysis the researcher found that Yoga is explored in a physiological 

context as an exercise form and the potential of yoga as a continued source of complementary 

and alternative edicine (CAM) in Western culture is broadly discussed. Yoga is more than just 

exercise. It can be viewed as a reliable and safe form of complementary and alternative 

medicine in entire world. Yoga has promising potential for healing with documentation to 

support its ability to ameliorate maladies across the medical spectrum in contemporary world. 

The evidence explored in this research study clearly suggests the inherent link that exists 

among one’s body, mind, and spirit.  

Key words: Yoga practices, Physical, Physiological Profile.    
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Introduction 

Infact, Yoga is the only science which takes care of the all-round development of three 

essential elements- body, mind and soul together. Yogic Practice is a holistic science which 

includes the culture of the body, the mind as well as the spirit. Yoga, not only improves physical 

and mental health and intellectual ability, but also improves character and behaviour of men 

by nipping in the bud the devil in them with the help of Yama-Niyama. This provides a strong 

moral foundation to men’s life on which they build their physical, mental, intellectual and 

spiritual super-structure and prove themselves to be a man or a woman in the real sense of the 

term. Yoga is a philosophy which first developed in India, in which physical exercises and 

meditation are believed to help people to become calmer and united in spirit with God. Yoga 

is a type of exercise in which you move your body into various positions in order to become 

more fit or flexible, to improve your breathing and to relax your mind. Concept of Yoga The 

word ‘Yoga’ is not unfamiliar to us. We have some ideas about it, though the ideas may be 

wrong or right. At one time, yoga was confined to very few dedicated people, initiated to that 

order by their Gurus, most of whom were ascetics and hermits. The general belief, even among 

the educated people, was that yoga was meant only for those people likewho had left their 

worldly life and started living in hermitage, and not for the householders. But, after it has been 

popularised among the masses by yogis like Swami Ramdev, Shri Ravi Shankar and others, 

through mass-media, particularly through television and mass-yoga-camps, it is now widely 

practised by the common people, irrespective of gender, religion, caste, birth, age and 

profession, in order to gain relief from ailments and to lead a healthy, happy and prosperous 

life. Yoga imparts a certain quality to life. Yoga for example, tells us how to think, behave and 

grow to our fullest maturity. It provides us with procedures that consistently help us in every 

area of our life. Yoga can thus be defined as an ancient system of self-development that 

expedites man’s natural process of evolution. This applies to all departments of one’s life, with 

a special reference to the evolution of consciousness. The earliest reference to yoga techniques 

can be found in the Shruti Literature-the latest period of which would be around 1500 B.C. The 

middle period Upanishad, like Maitri A.D, contain numerous references to the ideology and 

technology of Yoga. 

 Problem in hand: The statement of the  research problem is reported as under:  

“Analysing The Role Of Yoga Practices For Shaping Physical And Physiological Profile 

In The Contemporary World- A Meta-Analysis” 

 Objectives of the study: The purpose of the study is as under:  

❖ To explore the role of Yoga practices for shaping physical and physiological profile in 

the contemporary world.  

Methodology: The presents study was carried with the help of descriptive research method. 

The researcher examined the secondary data for generalising the results of the study. 

Accordingly the parameters are reported as under:  

❖ Rationale of the study:  This  needs  to  be  paired  with  other  activities  that  will  

overcome  their  internal  barriers,  that  can  make  them  mindful of the internal shifts 

happening in their bodies  and brain, that can make them conscious of their own  
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stresses,  and  this  can  allow  them  the  capacity  to  concentrate on the subject matter 

they are learning. It was delineated that higher intensity and integrative yoga practices 

coincide with greater health benefits (Cramer H, Quinker D, Schumann D, Wardle J, 

Dobos G, et al. (2019). Others seek the benefits of yoga on a deeper level, desiring 

personal wellness and the yogic virtues of self-acceptance, mindfulness, and non-

competitive spirit [Lee M, Huntoon EA, Sinaki M (2019) Still others use yoga as a route 

which allows them to prevent, reduce, or control diseases and their associated risk 

factors (Wang,  C. C., Li K, Choudhury A, Gaylord S (2019)  For those combating 

chronic illness or rehabilitating an injury, yoga can be seen as an alternative outlet for 

therapy and healing, as discussed below. However, the most common reason for taking 

part in a personal yoga practice is to more effectively manage stress (Cramer H, Ward 

L, Steel A, Lauche R, Dobos G, Zhang Y: 2016). Yoga practice has also led to pain 

relief and increased range of motion for individuals with musculoskeletal disorders 

including osteoarthritis, carpal tunnel syndrome, multiple sclerosis, and chronic back 

pain (Patwardhan AR, Lloyd LW (2017).  In addition, yoga may hold an important role 

in improving cardiopulmonary measures including lung function, exercise capacity, 

and resting heart rate. Yoga practitioners have displayed a reversal of the negative 

effects of stress, and reduced risk factors for cardiovascular disease and hypertension. 

Yoga practice has helped individuals maintain and enjoy healthier body weights, lipid 

levels, and blood pressures.  Further, yoga has been shown to reduce the symptoms of 

obstructive airway diseases by significantly improving oxygen delivery (Cramer H, 

Anheyer D, Saha FJ, Dobos G: 2018).  For certain ailments, yoga has been recognized 

as an equally effective method of treatment for disease as that of traditional medicine.  

This evidence of healing, however, is of a holistic platform, one which nurtures the 

body, mind, and soul to influence three primary realms of wellbeing – physical, 

emotional, and spiritual. Although not a customary method of treatment, yoga is a 

trendy physical practice that has yielded attainable health benefits to those of both 

sound and compromised immunities (Campo M, Shiyko MP, Kean, MB, Roberts L, 

Pappas,  E. 2018). Ross A, Touchton Leonard K, Kang L, Wallen G (2016) examined 

yoga’s influence on personal affect and found that, after one week of yoga practice, 

study participants experienced a 47% decrease in overall negative effect and  13% 

increase in overall positive affect. The most pronounced emotional differences noted 

were a 55% decrease in irritability and a 28% increase in feelings of contentment. The 

seemingly inherent ability of yoga to balance the autonomic nervous system leads to 

positive emotional shifts for individuals, thus enhancing quality of life. Yoga’s function 

in the alleviation of stress can resultantly ameliorate various factors for chronic disease. 

Because high blood pressure, high glucose, high cholesterol, and obesity pose the 

greatest risks for chronic conditions ways of preventing, limiting, or treating these 

health issues is paramount. Yoga, when used as an integrative health tool, can 

simultaneously impact all four interrelated factors (Jemni, M., Sands, W. A., Friemel, 

F., Stone, M. H., & Cooke, C. B. 2006). Thirty-two experimental, quasi-experimental, 
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or observational articles using both diseased and healthy populations were reviewed by 

Yang The results from Yang’s 2007 study indicated that yoga has the ability to 

positively impact primary risk factors (high blood pressure, high glucose, high 

cholesterol, and obesity) for chronic disease, thereby improving one’s personal health 

and longevity. Further, yoga has a direct relationship to weight loss. Yoga practiced at 

regular intervals allowed participants of one study reviewed by (Jemni, M., Sands, W. 

A., Friemel, F., Stone, M. H., & Cooke, C. B. 2006) to attain a normal body weight 

within the first year of intervention. Yang indicated that yoga contributes to a 

significant decrease in levels of blood glucose, with the earliest results shown after 40 

days of practice. Additionally, in patients with hypertension, cardiovascular disease, 

and diabetes, yoga helped lower blood pressure levels during the third week of trials. 

Within the fourth week of yogic exercise, Yang (2007) further noted measurable 

decreases in cholesterol with improvements in deterioration. Yogis and yoginis can 

enjoy the health benefits of yoga early on in their adoption process. This is opposed to 

the delayed satisfaction oftentimes experienced when engaging in traditional exercise 

programs. Research investigating the effects of yoga on health outcomes has rapidly 

grown over the past decade. For some conditions, such as chronic low back pain, 

multiple randomised controlled trials have been conducted and systematic reviews have 

concluded that yoga is an effective treatment (Yang’s 2007).  For many other 

conditions, preliminary results suggest that yoga practice leads to symptom reduction, 

increased function (physical, cognitive, mental), and improved quality of life. These 

results are documented in more than 200 reviews of yoga for improving health 

outcomes among people with major health conditions including cardiovascular disease, 

metabolic syndrome, diabetes, breast cancer, multiple sclerosis, depression and anxiety 

and asthma.   Yoga is increasingly being considered to be a viable, integrative treatment 

option within inpatient, outpatient and community settings for health and wellness. 

Modern postural yoga has become a practice that millions of people participate in each 

year, with classes meeting the current definition of exercise. However, it remains 

unclear whether the scientific community considers postural yoga to be a form of 

physical activity and would include it  as  a  recommended form of  exercise to  improve 

health-related outcomes. Samad, K. M. (2015) argued that yoga has strong roots in 

shaping physical and physiological profile of people for  long period of time. Apart 

from the above reported research studies, the role of yoga has been highlighted in 

multiple studies like; “Thoker, A. A.  (2016), Wood C. Mood. (1993), Hoff, J., 

Helgerud, J., & Wisloeff, U. (1999), Halin, R., Germain, P., Buttelli, O., & Kapitaniak, 

B. (2002), Kaj, M., Németh, J., Tékus, E., & Wilhelm, M. (2013), Violan, M. A., Small, 

E. W., Zetariuk, M. N., & Micheli, L. J. (1997) and Werner, P. H., Williams, L. H., & 

Hall, T. J. (2012)”. These researchers found that yoga practices hold immense value in 

physical fitness and health.  
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Conclusion 

Yoga offers new learning possibilities to a wider group of students than traditional 

sports or fitness curriculum, making it a valuable addition to any educational program. Yoga 

can play a key role in cultivating mind control and concentration which helps a sportsperson to 

perform at their game. It offers children and adults an opportunity to experience success in 

physical activity, which can help build a foundation of strong of life. Apart from this, it was 

observed that Yoga’s function in the alleviation of stress can resultantly ameliorate various 

factors for chronic disease. Because high blood pressure, high glucose, high cholesterol, and 

obesity pose the greatest risks for chronic conditions ways of preventing, limiting, or treating 

these health issues is paramount. Apart from the above reported research studies it was found 

that yoga hold immense value in shaping the physical and psychological profile of an 

individual.  

• Competing interest: The research declared that no potential if interest with 

respect to authorship, research and publication of this article.   
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Abstract  

 Home Stay business is related to the tourism industry and be the most business to make 

income and important careers. The objectives of this research were to reviewing literature. And 

create a conceptual framework about Factors of Marketing Mix Affecting to Selection of 

Accommodation Home Stay in Koh Samui district, Surat Thani. The research related Thai and 

foreign tourists who selected accommodation in Home Stay style.  The results of the study are 

variables as personal factors, marketing mix factors and deciding to use the service. The results 

of this study will be used as a framework and finding relations about deciding to use the service. 

Keywords: marketing mix, deciding, service, home stay, Koh Samui. 

Introduction  

Tourism business is the operation of service activities related to tourism such as travel 

services, hotel accommodation services and tour guide services. The tourism industry is a trade 

and service industry that contributes to generating income in foreign currency and promote 
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other related businesses such as hotel business, restaurant business and tourism service 

businesses, etc., which are in line with the national strategic plan on building competitiveness 

on the issue of creating diversity in tourism (National Strategic Plan 20 years 2018 – 2037) and 

in line with the National Economic and Social Development Plan on the issue of building 

competitiveness of service and tourism businesses that have potential to grow and support the 

manufacturing sector emphasis on improving relevant laws (National Economic and Social 

Development Plan No. 12, 2017 – 2021). Hotel accommodation is one of the businesses that 

have a direct relationship with the tourism industry and it is a business that generates income 

and creates an important career. There are many types of hotel business like homestay business 

is an activity that emphasizes the participation of people in the community consisting of 

housing services. Tourism activities that are related to nature culture and traditions of the 

community. In addition, government agencies have paid more attention to promoting tourism 

in this form of tourism to raise the quality and standard of service to be accepted by tourists at 

the national level. 

At present, there is a continuous increase in market competition in the hotel business. 

This is because homestay tourism is becoming popular among nature tourists. In addition, 

homestay accommodation, only the entrepreneur has a "home" and the local culture of the 

village can be opened as a homestay causing the new generation to turn their attention to 

opening a homestay a lot. 

From the problem of market competition has brought the 7Ps marketing mix strategy 

as an educational approach to make the business aware of the needs of service users and factors 

that make tourists decide to use the service which can use the research results to plan to create 

a competitive advantage in the homestay business consistent with past research by Montree 

Kerdmeemun (2018), it was found that occupation, income, contact channels, ways to get 

information about homestays marketing promotion personnel service affecting the decision to 

stay at the homestay of foreign tourists. 

        Therefore, the researcher is interested in studying the factors of marketing mix that 

affect the decision to choose homestay accommodation in Koh Samui District, Surat Thani 

Province to help homestay operators and those interested in such business get to know the 

needs of consumers in using homestay services as a guideline for development improve the 

business to be able to respond to the needs of tourists and to create an appropriate competitive 

advantage in the market. 

 

Objective 

        To create a conceptual framework of Marketing mix factors affecting the decision to 

choose homestay accommodation which is the study of theoretical information, concepts and 

related research to lead to complete research in the future by studying data from a sample of 

tourists who use homestay accommodation in Koh Samui District, Surat Thani Province. 
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Literature review 

From the study of concepts, theories and related researches on issues related to 

demographic characteristics marketing mix and consumer purchasing decisions. The researcher 

therefore summarizes the interesting details as follows. 

     Demographic characteristics 

Demographic characteristics refer to important characteristics of a population such as 

age, gender, marital status, income, occupation and education, etc., which are used as the basis 

for market segmentation (Schiffman & Kanuk, 2007). Faculty (1996) said that Demographic 

characteristics include age, gender, family status, income, occupation, education, these are the 

most frequently used criteria for market segmentation. Demographic characteristics are 

important characteristics and measurable statistics of a population that help to set goals. 

Demographic data will be accessible and effective in determining the target market as well as 

being easier to measure than other variables. 

        From past research, Montri Kerdmeemun (2018) found that personal factors such as 

occupation and income influence the decision to stay at homestay among foreign tourists. 

Therefore, demographic characteristics refer to the important characteristics of the population 

that are important in business management because it is a fundamental factor that is related to 

attitude of consumer behavior and easy to measure which demographic characteristics will 

allow business operators to share market share better set of  marketing goals. 

     Marketing Mix 

  7 Ps Marketing mix is a controllable marketing variable or tool. Companies are often 

used to meet the satisfaction and needs of their target customers. Originally, the marketing mix 

had only 4 variables (4Ps), Product, Price, Place and Promotion. Later, 3 more variables were 

invented, People, Process and Physical Evidence to conform to the concept that important in 

modern marketing especially with service business. Therefore, it can be called as a 7Ps 

marketing mix (Kotler, 1997), while Siriwan Sereerat et al. (1998) said that the concept of 

marketing strategy for service business (Market Mix) in the book of modern marketing 

management. The purchase decision process is a hierarchical step and it found that consumers 

who go through a 7-step decision-making process are those that provide services using the 

Marketing Mix (7Ps). 

From past research, Jeeraporn Pengtowong (2016) found that service marketing factors 

that influenced accommodation selection behavior of foreign tourists at a high level were 

service process, people, and price and enjoyment. Phan Chotiphong (2017) found that the 

marketing mix that affects the decision-making process of tourists to use the homestay service 

in terms of prices, place, promotion, process and physical environment. There was a 

relationship with behavior after using the service significantly at the 0.05 level. Therefore, in 

the homestay accommodation business marketing mix refers to marketing tools used for 

business administration to create quality management that can create value for customers by 

taking into account about the satisfaction of customers as the main which is a variable that 

indicates perception and expression in order to decide to choose a service. It consists of product, 
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price, place, promotion, people, process and physical evidence. 

     Consumer decision making  

 Consumer purchase decision refers to the process of choosing a product from two or 

more alternatives. Consumers are considered in relation to the decision-making process 

(Schiffman & Kanuk, 2007). Subsequently (Kotler, 1997), consumers' decision-making is 

driven by intrinsic factors such as motivation, perception, learning, personality and attitude to 

demonstrate the need, while Chatyaporn Samerjai (2007) said that decision is the process of 

choosing to do something from the various options available which consumers often have to 

decide on the choice of products and services always where he will select the goods or services 

according to the information and limitations of the situation. Decision making is an important 

process that lies within the minds of consumers. 

Consumer purchase decision refers to the process of choosing a product from two or more 

alternatives. Consumers are considered in relation to the decision-making process (Schiffman 

& Kanuk, 2007). Subsequently (Kotler, 1997), consumers' decision-making is driven by 

intrinsic factors such as motivation, perception, learning, personality and attitude to 

demonstrate the need, while Chatyaporn Samerjai (2007) said that decision is the process of 

choosing to do something from the various options available which consumers often have to 

decide on the choice of products and services always where he will select the goods or services 

according to the information and limitations of the situation. Decision making is an important 

process that lies within the minds of consumers. 

From past research, Jeeraporn Pengtowong (2016) discovered that service marketing 

factors influenced accommodation selection behavior of foreign tourists, and Montree 

Kerdmeemun (2018) found that personal factors were as follows: Occupation, income and 

marketing factors such as contact channels, platforms to get information about homestays, 

marketing promotion and personnel service. Therefore, the decision to buy a product or service 

means choosing what is considered the best from the many options available thorough 

consideration in order to get the best in the future. 

Conclusion 

From the review of concepts, theories and related research, it was found that the 

decision to choose homestay accommodation will influence the marketing mix that comprises 

product, price, place, promotion, people, process and physical evidence. They were also 

influenced by different personal factors in terms of gender different, age different, status 

different, occupation different and monthly income affects the choice of service in the 

homestay business which can be built into a conceptual framework as follows: 
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From that conceptual framework, it can be concluded that the primary variables are       

1) personal factors consisting of gender, age, status, occupation, and monthly income;                  

2) marketing mix factors, consisting of product, price, place, promotion, people, process and 

physical evidence and dependent variables such as decision to choose homestay 

accommodation. 

Discussion 

From the study of the marketing mix that affects the decision to choose homestay 

accommodation consistent with the research of Jeeraporn Pengtowong (2016), it was stated 

that the factors in service marketing that influenced the accommodation selection behavior of 

foreign tourists at a high level were service process, people, and prices. From the study, I think 

that the marketing mix factors play an important role in deciding to use a homestay include 

process, price and place. As for personal factors, it affects the decision to use homestay 

accommodation consistent with the research of Montree Kerdmeemun (2018) that found that 

occupation, income, contact channels, platform to get information about homestays, marketing 

promotion and personnel service affecting the decision to stay at the homestay of foreign 

tourists. In my opinion about the study, the personal factors that play an important role in the 

decision to use homestay accommodation are monthly income and the occupation of the tourist. 

 

Demongraphic Variables 

1. Gender 

2. Age 

3. Married status 

4. Occupation 

5. Income per month 

Marketing Mix  

   1. Product 

   2. Price 

   3. Place 

   4. Promotion 

   5. People 

   6. Process 

   7. Physical Evidence 

Selection of 

Accommodation  

Home Stay 
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Recommendation 

This study is just a conceptual framework that led to the determination of important 

variables used in the study of marketing mix factors affecting the decision to choose homestay 

accommodation in Koh Samui District, Surat Thani Province and lead to quantitative research 

In the next complete research. 
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Abstract 

Swat is a beautiful valley and attracts tourists from all over the world. But 

unfortunately, the Taliban was a stronghold in the valley and that was the dead fall period for 

tourism in Swat. In 2009, Pakistan military started operations and again took charge in Swat 

and then life can go back to normal. This study underlines the revival of tourism in Swat with 

a special aim to understand the government policies and steps for the revival of the tourism 

industry in Swat. Pakistan has enormous tourism potential with wide variety of landscape and 

government of Pakistan is specially focus on the revival of tourism industry however, due to 

terrorism and security issues in Swat tourism industry suffer a lot in recent decades. Swat is 

also known as Switzerland of Pakistan and a highly terrorism-hit tourism stop. The purpose of 

this study is to investigate the revival of tourism industry in Swat after terrorism and to 

examined government policies and its implementation for the revival of tourism. The study 

also aims to investigate the areas and aspects which are neglected by the government. The study 

is quantitative in nature, the data is collected through survey methods using structured 

questionnaires. The sample for this study is 500 people (tourists and local residents of Swat). 

The results of the research show the government is working for the revival of the tourism 

industry in Swat; however, there are some areas which are ignored by the government. The 

results also show that infrastructure is not properly developed, and some basic facilities also 

need to be improved for the revival of the tourism industry. The study concludes that for the 

revival of the Swat tourism industry, the government with the help of local departments need 

to take emergency steps and a strong monitoring policy must be adopted to review the progress. 

Keywords: Swat, Tourism, Terrorism, Revival of Tourism 

Introduction 

Tourism is a major driver of economic growth in many countries. Tourism is an 

employment industry that, in many countries, works as a growth engine by generating income 

and providing employment in this and related industries. International tourism plays a 

significant role in establishing global peace by offering an incentive for peace and bridging 

cultural divides. Tourism sector also contributes to raising the level of parental income in 

destination nations on a micro level in two ways. First, it improves efficiency by increasing 
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competition among tourism-related businesses and other global tourist destinations, and 

second, it makes it easier for local businesses to take benefits of economies of scale. In both 

the formal and informal sectors of the tourism industry, tourism growth boosts both income 

and employment. 

Swat a beautiful valley in northwest Pakistan. The valley is a short distance from 

Pakistan's capital, Islamabad, and is popularly known as Switzerland of Pakistan because of its 

snow-covered mountains and beautiful green surroundings. But unfortunately, Swat was 

formerly a Taliban stronghold where television was prohibited, public hangings were 

widespread, and girls were forbidden from attending school. It was, unfortunately, the main 

picture for the Pakistani Taliban's terror campaign from 2007 to 2010. The valley is coming 

back to life after a security operation that concluded in 2018, and it is already welcoming a 

regular influx of tourists.  

They worked against females' education to impose a rudimentary form of Sharia rules 

in the Swat. According to the Education Department, 640 schools in Swat and its surrounding 

regions were damaged during this time. This tenure portrayed the negative image of Pakistan 

internationally and locally. That time when the local and national tourists were not willing to 

come to the Swat. It was a hard time for the tourism industry of Pakistan. 

Tourism industry plays an important role for economic growth especially in developing 

countries. Because the tourism industry can generate huge revenue that helps to be grow up 

from developing country. Swat is the most beautiful place and attracts a lot of tourists from 

around the world. People especially come to Pakistan to visit the Swat valley. But the Taliban's 

hold of Taliban in swat valley was demotivating the tourists from Pakistan. Because Taliban’s 

take hold in swat and also the terrorist group were attacked in different areas of Pakistan. Also 

the Sri-lanka cricket team was the victim of an attack in Pakistan. This time was the downfall 

of Pakistan. After this people was not willing to come in Pakistan 

To overcome this crisis the government of Pakistan, took an initiative to overcome this 

situation, and then in 2009, the Pakistani army initiated a full-scale military offensive against 

the Pakistani Taliban, which was declared a victory in 2018. 

After the successful operation, the traders who skipped town during the Taliban era 

have returned, and Mingora, Swat's capital, has re-emerged as an economic center. Before the 

Taliban era, Tourists have come in massive numbers to avoid the hot summers of the larger 

cities. But after the Taliban era, It is impossible to promote the Swat destination through 

advertising and media in such a critical circumstance because tourists would not believe. So 

tourism promotion is the only option to attract tourists and encourage them to visit Swat Valley. 

The positive word of mouth spread by happy tourists will be a powerful tool for attracting 

visitors to the region.  

Prime Minister Pakistan Imran Khan has also welcomed foreign travel bloggers to 

Pakistan to portray a positive picture of the country to digitally millennial across the world. 

The hotel business, which has been hit particularly hard by terrorism, is likewise cleaning up 

the remains.  

However, others claim that these glowing assessments ignore the underlying issues 

confronting this extremely traditional country, which may not be ready for contemporary 
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tourism yet. A large number of people are visited in Swat valley every year.  

As per the province tourist agency, one million visitors, including foreigners, visited 

Swat in 2018. This number was going to exceed but unfortunately, the Covid-19 came and 

everyone was bound to stay at home. All governments imposed a lockdown and implemented 

the policy of work from home. (Butt et al., 2021) Now, everything is going well and authorities 

expect this number will exceed. The study has significance for the government policymakers, 

tourists, event management, academies, and businesspersons to understand the dynamics of 

tourism development in the area and also to thoroughly know about the government policies 

about the tourism industry. The study is also important to know the Swat tourism industry 

before and after terrorism in that area. The purpose of this study is to understand the effects of 

terrorism on the tourism industry and also steps taken by the government for the development 

of the tourism industry after terrorism and also to recommend standards for the revival of the 

tourism industry, infrastructure development for tourism in Swat and also to point out neglected 

strategies by the government and related stakeholder for the development of tourism industry 

in Swat. The study is quantitative in nature and a survey method was used to investigate the 

issue, a structured questionnaire was used to obtain the results for a sample of 500 tourists and 

local citizens of swat. 

Research Objective 

The main objective of this study is the impact of terrorism in Swat on the tourism industry and 

revival of the tourism after terrorism. Other objectives of this study are discussed below: 

• To understand the ground realities regarding tourism development in Swat 

• To explore the aspects of government policies for tourism development in Swat 

• To investigate the tourist’s perspective regarding tourism revival in Swat after terrorism 

• To examine the neglected areas of tourism development in Swat 

• To understand the local and foreign funding for the development of tourism in Swat 

after terrorism. 

Literature Review 

Travel and tourism have a strong connection with other businesses in the national 

economy, creating huge indirect revenue and enhancing foreign investment, trade 

opportunities, private sector development, and public infrastructure. Pakistan has a lot of tourist 

potential due to its rich culture, geographical and biological variety, and history. Tourism has 

evolved into a tool for generating significant economic advantages. Swat, Malam Jabba, 

Kalam, Kaghan, Murree, Chitral, Gilgit Baltistan, Hunza, and Neelam valleys as well as other 

geographical ranges and historical and archaeological sites, are among the country's tourism 

attractions (Arshad et al., 2018). 

According to Freytag et el. (2011), Terrorism is not influenced by socioeconomic 

progress. We have a different point of view. To begin, we should emphasize that terrorism's 

opportunity costs are influenced by a country's socio-economic situation. We believe that the 

same logic applies to terrorism based on fundamental values. 
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Tourist comfort is an essential factor to consider while choosing a vacation resort. Comfort is 

critical for product consumption in the tourist business. Tourist satisfaction is the most 

important factor in attracting visitors to a location again and again. Comfort is a key factor to 

predict advocacy activity. Good feelings are linked to positive word of mouth and 

recommendations to other tourists to visit the place, according to the hospitality literature. It 

may be stated that if a consumer has a favorable sensation or pleasure, he or she will 

disseminate good responses and encourage other customers to utilize the brand. It implies that 

he or she serves as a brand ambassador. (Qayyum, A., 2015) 

Terrorism may put costs on a target country in a variety of ways. Terrorist attacks have 

economic implications by diverting GDP, damaging infrastructure, allocating governmental 

investment money to security, and restricting commerce. If a developing nation loses enough 

foreign investment, which is a major source of savings, it may face slower economic 

development. A sufficiently intensive terrorist campaign may considerably restrict capital 

inflows, just as capital may exit a country destroyed by civil conflict (Zakaria et al., 2019). 

Previous studies related the digital marketing efficacy of various social media 

platforms especially in the hotel business has been undertaken. According to a study of Leung 

et al. (2015), that is about the investigation of the efficiency of digital marketing in the hotel 

industry. The information was gathered using an online survey form. The finding showed that 

tourist or tourist groups social media experiences shape their mindsets by influencing to 

the different social media apps, which in helping to shape their sentiments toward hotels and 

resorts, and that hotel clients' attitudes toward hotels and resorts shape their hotel booking 

intentions and, as a result, their intentions to spread word of mouth. The study also found that 

different social media platforms had similar marketing efficacy, implying that hotel managers 

employ the same marketing strategies for different social media apps. 

Bloomberg et al., (2004) used a Markov model to investigate the relationships between 

terrorism and economic conditions for panel data from 130 countries from 1968 to 2000. They 

discovered that terrorism has a negative relationship with economic growth. They concluded 

that terrorism converts investment expenditure into government expenditures. Terrorism has 

varied effects on different countries; terrorist actions are more often in advanced countries and 

have a smaller impact than in developing countries. Terrorism and economic activity are 

interconnected, according to their results. 

Peace and security anywhere in the world are two significant factors of tourist 

development. International tourism is heavily reliant on peace and stability (Liu, et al., 2017).  

The rule of law and social economic justice, which are products of the host country's 

political economy, maintain security and attract international visitors, resulting in increased 

economic activity and tourism. Pakistan is dealing with a serious terrorist problem that is 

harming worldwide tourism. Pakistan agreed to join the fight against terrorism after the 9/11 

attacks. Due to the fight against terrorism, the country has suffered major human and financial 

losses. Due to the fight against terrorism, the country has suffered significant human and 

financial losses. Tourism is one of the industries that has been badly impacted by terrorism. 

Terrorism caused damage on the infrastructure as well. More money were given to the fight on 

terror rather than spending them on general development projects or tourism-related 
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infrastructure in order to tackle terrorism. As a result of terrorism and damaged infrastructure, 

Pakistan's tourist industry has suffered a decline. According to Seabra et al. (2020) study, 

Terrorist operations have a negative influence on tourism. Because of the threat of terrorism, 

outside or inside tourists groups avoid such nations or area. Empirical study demonstrates a 

detrimental association between terrorism and tourist activities in a lot of governments 

(Gaibulloev et al., 2019). 

Some other essential element of the tourism sector is the ability to travel to different 

places with safety and comfort. The host country's infrastructure must be well-designed for this 

purpose. It would be made up of good transport facilities, infrastructure such as roads and 

railways, airports, seaports, and shipping, among other things. The tourism infrastructure also 

includes communication services and accommodation facilities (Khan, R. et al. 2016). 

With the use of Pakistani data, Siddique et al. (2017) attempted to investigate the impact 

of terrorism on domestic and international investment. To determine the long-term link, they 

used the ARDL co-integration technique. They discovered that terrorism and investment influx 

have a long-term relationship. The empirical findings indicated that domestic investment and 

foreign direct investment had a detrimental impact on terrorism. Furthermore, the economy 

and human capital are reasons for increased investment. 

According to Jiao, H et al. (2010), there are five essential entrepreneurial skills: 

(environmental sensing, organizational learning, and technological advancement, market 

related, change and renewal and customer relationship).The capacity of an organization to use 

specific and appropriate management strategies, structures, and processes to increase, support, 

and encourage learning is known as organizational learning capability (OLC) (Qamar, F., & 

Baloch, Q. B. (2017). 

 Terrorism and its effects on the tourist business are investigated by Bac, Bugnar, and 

Mester (2015). They emphasize the idea that terrorism has been used as a political tool 

throughout history. They come to the conclusion that, in addition to enhancing security 

protocols, the tourist sector must adopt crisis management systems capable of dealing with a 

variety of disasters. They say that with effective crisis management, any location can weather 

any disaster, whether natural or man-made. Seabra et al., (2014) used sample data from 600 

international tourists travelling in Portugal, Spain, and Italy to investigate the impact of terrorist 

risk perception on purchase participation and safety concerns among international visitors. 

They claim that when travelers are looking for travel information, they pay attention to the 

media. As a result of the unfavorable publicity surrounding a terrorist assault on a tourism 

destination, the tourism sector may suffer damages. Crisis management is also stressed in their 

work. 

Because existing organizational practices and routines may hinder a firm's flexibility to 

adapt to new changes in a fast changing environment, it should create new technologies and 

adjust its resource structure to respond to new environmental opportunities. 

Organizational learning capacities are also known as the building of capacity and the efficient 

combining of ideas in touch with a variety of organizational boundaries, as well as via particular 

management approaches and innovations (Khalib et al., 2015). 
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In many nations, the relationship between tourism and development is clear. According to 

Feridun (2011), terrorism is expected to have a negative impact on tourism in nations where 

terror strikes are common. His research intends to add to the expanding body of knowledge by 

looking at the causal impact of terrorist acts on the tourist business in Turkey. Tourists and 

tourist destinations were a new sort of terrorist target in the mid-1990s, as a method of 

destroying Turkey's tourism industry. He models the association between terrorism and tourism 

using the ARDL technique. He finds from the test that tourism and terrorism have a long-term 

equilibrium level connection. Terrorism has a negative causal influence on tourism, according 

to the findings. 

According to Rabia Zafar (2011), “The struggle for Swat was one of the most successful 

counter-terrorism cases in contemporary history in many aspects”.  It was a turning point for 

Pakistan's military, which finally acknowledged the Taliban as an enemy after years of struggle. 

The war against Islamist militancy has taught Pakistan and the world community a lot, 

especially those nations and organizations that are focusing on development as a strategy of 

defeating extremism. In the case of Turkey, Khalid (2016) investigated the impact of trade 

liberalization on economic development. They utilized a data collection spanning the years 

1960 to 2014. They used the ARDL bound test to look into the short and long-term relationship 

between economic growth and trade openness. The findings demonstrated that trade openness 

boosted growth in the short term but had little effect in the long run. Furthermore, for a long-

term relationship, the results are statistically direct and significant. The findings suggested that 

capital and the trade index drive economic growth, with both contributing to and maintaining 

short and long-term economic growth. 

 

Research Question 

The Research Questions are: 

1. What initiatives government takes to promoting tourism of Swat? 

2. What difficulties tourists have to face in the visit of Swat? 

3. Which areas are needs to work, but government neglected these areas? 

4. How social media play a role in revival of swat tourism? 

5. To what extent do tourists believe that positive policies help them promote tourism? 

6. How tourism related organization playing his role for revival of Swat tourism? 

7. What facilities are developed by government for the tourists? 

 

Research Methodology 

a) Method 

The study was quantitative in nature. In this study, the main focus was observed the government 

and local authority’s efforts for the revival of tourism in Swat. For this purpose, a structured 

survey form was developed and this form was distributed among the 500 people that belong 

from Swat, tourists or tourist groups, also those who are working in tourist agencies and among 

those government employees who are directly or indirectly linked with the revival of tourism 

in Swat. The survey form was shared by the link to that person who agreed to participate in this 

survey. 
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b) Variable 

1. Dependent Variable 

The dependent variable of this study is tourism. Because there are many things, that are 

important for the tourist attraction. 

2. Independent Variable 

The independent variable of this study is Infrastructure, Government policies, Technology, 

Organization, and related market. Tourism is linked with these things that are why they are all 

independent variables. 

• Government Policies 

Government policies are an important element for tourism. This element has a direct link with 

the tourism industry. 

• Infrastructure 

Infrastructure is important for tourism. People are attracted by the infrastructure. 

• Related Market 

Related market is referred to the tourism related market that means hotel industry. 

• Technology 

Technology is referred to as new media (social media). New media is a powerful tool for 

promotion or marketing and having an impact on people. According to the Leung et al. (2015) 

study, marketing through social media is the most effective tool especially for the hotel 

industry. So, the promotion of tourism is linked with technology. 

• Organization 

Organization means tourist groups or companies that work for the promotion of tourism in 

Pakistan. These types of organizations play a vital role in promotion of tourism. 

 

 

 

 

 

 

 

 

 

c) Study Tool 

To analyze the efforts of the government for tourism in Swat, a survey form was developed to 

understand the revival of tourism. The survey from the first part is about the demographic data, 

and the second is related to the revival of tourism such as the infrastructure, policies and 

organization efforts, related markets like (hotel and food) and last one is technology meaning 

new media that is used in promotion/image building, changing of perception. 
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Result and Discussion 

The survey was conducted among the citizens of Swat, tourists, also those working in tourist 

agencies and among those government employees who are directly or indirectly linked with 

the revival of tourism in Swat. The total number of responses is 500 that we already discussed.  

 Age Employment status Sex 

18-23 23-30 30-40 40> Student Employed Unemployed M F 

1 48.6% 11.4% 32.2% 7.8% 59.2% 36.2% 4.6% 61.5% 38.5% 

Table 1: Demographic table  

 

According to table 1, 48.6%of respondents was in the age group of (18-23), 11.4% respondent 

was from (23-30) age group, 32.2% respondent was from (30-40 age group) and 7.8% 

respondent was from 40 above of age group. Most of the responses are from the age group of 

(18-23) which is because maybe the young age group is interested to participate in the survey 

rather than other age groups. According to Swindle et al., (2014), the most of young people are 

participated in survey that is may be because they are familiar with mobile or new technology. 

The table 1 also shows that 36.2% employed was participating in survey and 4.6% participant 

is jobless. But on the other side 59.2% responses was received from the students. That is 

because they were from young group and also have a potential to visit of Pakistan beautiful 

places. According to the study of Ali et al., (2015), the youth has a potential to do anything 

such as they was working to promote in tourism of Gilgit-Baltistan. That is why may be they 

are interested to participate in tourism related survey. 

Also the table 1 shows that the 61.5% responses were from male and 38.5% responses were 

from female. That mean female was not interested in participate in the tourism related survey 

or maybe they are not interested in tourism rather than male. That is possible due to the culture 

of Pakistan because in Pakistani culture have no acceptance for women tourism and out-going 

of women and participated in activities. According to the Drucza et al. (2018), in Pakistani 

culture and history, they neglect the women’s contribution throughout the independence 

movement. That is also happened in this century but know the acceptance come in the society. 

People appreciate the efforts of women in this time. Thus that 38.5% girl was taking part in 

tourism that is useful for the promotion of tourism. 

 

Do you think government work for 

development of infrastructure? 

Agree Strongly 

agree 

Neutral Disagree Strongly 

Disagree 

 44.2% 30.2% 15% 6% 4.6% 

Table 2: Revival of Tourism 

 

According to the table 2, 44.2% of respondents agreed and 30.2% strongly agree with that the 

government has done work for the development of infrastructure. 15% of respondents were 

neutral with the statement. 6% of respondents disagreed and 4.6% respondent strongly 

disagreed. Most respondents agreed that the government is working to improve the 
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infrastructure in Swat. Working on infrastructure is the key point to promote tourism anywhere. 

According to Nguyen, Q. H. (2021) study, there is a big role to attract tourist groups like 

Thailand, Switzerland, and Turkey etc. These countries attract tourists by their infrastructure 

and generate a huge amount of revenue from tourism. In Pakistan, Infrastructure is very weak. 

Government needs to work more on it. That is useful for the tourism industry. 

 

Do you think there are some areas of 

development neglected by government for 

the revival of tourism in Swat? 

Agree Strongly 

agree 

Neutral Disagree Strongly 

Disagree 

 21% 23.% 19% 23% 14% 

Table 3: Revival of Tourism 

 

With the reference of table 3, the 21% respondent are agree and 23% respondent are strongly 

agree with that government neglected the some areas of development for the promote the 

tourism. 19% of respondents are neutral. But the other side 23% disagrees and 14% strongly 

disagree with that statement. That is true, the government neglected many areas of development 

like proper ways, safety issues etc. Many cases with the tourists in that they are harassed or 

victims of robbery by locals. There is no proper rule and regulation. According to Pradeep, N.C 

et al., (2018), there are a lot of challenges in development of tourism and policies for tourism, 

especially the issue of the police department. Because they are not supportive and cooperative 

with tourist. They behaved rudely with tourists and that point is working to build a negative 

perception. This point is the same in Pakistan, especially in Azad Kashmir or some other areas. 

Recently, a group of tourists was the victim of harassment by AZK Police in 2021. So, the 

Government must focus on all areas that are needed to promote tourism.   

 

Do you think New media play a role in 

changing of perception of people and 

useful for the revival of tourism in Swat? 

Agree Strongly 

agree 

Neutral Disagree Strongly 

Disagree 

 31% 48% 8% 6% 7% 

Table 4: Revival of Tourism 

 

According to table 4, the new media has a great role in changing the perception of people and 

revival of tourism. The 31% of respondents agree and 48% strongly agree that new media play 

a role in the revival of Swat. But on the same side 6% disagree and 7% strongly disagree with 

that statement. But it is a fact that the media is the most powerful tool in the current era. People 

are making perceptions and adopting lifestyles by influencing the media. From the study of 

Poecze et al. (2020), new media is used to perception building. All of the products are 

advertised or marketed through new media. Also the new media is used in politics for 

perception. In some places media trust is leading in the negative side. But overall, the positive 

use of new media has the power to do anything. 
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Do you think Tourist 

agencies/Organizations play a useful role 

for the revival of tourism in Swat? 

Agree Strongly 

agree 

Neutral Disagree Strongly 

Disagree 

 29% 37% 8% 16% 10% 

Table 5: Revival of Tourism 

 

From table 5, the 29% of respondents agree and 37% strongly agree that tourist agencies are 

playing a role in the revival of Swat. The 8% respondents are neutral and the same side 16% 

disagrees and 10% strongly disagree. The results show that most people admit that organization 

and tourism agencies play a role in the revival of Swat tourism. According to some previous 

study, the role of organization is tourism promotion is important. The tourism agency is helping 

to portray the positive image of Swat. That was helpful to attract the tourists in Swat (Bhatti, 

H. A., 2015). 

 

Do you think tourism related market play 

a role for the revival of tourism in Swat? 

Agree Strongly 

agree 

Neutral Disagree Strongly 

Disagree 

 41% 23% 14% 13% 9% 

Table 6: Revival of Tourism 

 

According to table 6 the tourism related markets are playing a role in the revival of tourism in 

Swat. 41% of respondents agree and 23% strongly agree and 14% are neutral. On the other side 

13% disagree and 9% strongly disagree. With the reference of Baloch et al. (2020) study, the 

hotel industry is also the key element for promoting tourism. Because they can develops good 

customer relation with visitors. That is giving the positive image and is helpful to promoting 

tourism. Thus, the related market role in promoting tourism in any area is important. 

 

Do you think government arranges to 

facilitate the tourist and provide guidance 

in the case of any emergency? 

Agree Strongly 

agree 

Neutral Disagree Strongly 

Disagree 

 26% 41% 29% 13% 11% 

Table 7: Revival of Tourism 

 

The role of the government to promote tourism is important. The facilities from the government 

give a message that the place is for visitors. 26% of respondents agree and 41% strongly agree. 

But 29% are neutral. That may be because they have not received any positive responses from 

the government. Also on the same side, 13% disagree and 11% strongly disagree. They disagree 

with that because maybe they are victims of incidents during travel and not having support 

from the government in this emergency. According to Aman et al. (2019), his research shows 

that providing facilities to the tourists helps to promote tourism. In Pakistani culture, Pakistanis 

are famous for their hospitality. So, the facilities to the tourist groups from local and 

government authorities in emergency and provide guidance helpful to promote tourism. 
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Do you think road infrastructure is 

developed for the revival of Swat?  

Agree Strongly 

agree 

Neutral Disagree Strongly 

Disagree 

 41% 37% 20% 1.5% 0.5% 

Table 8: Revival of Tourism 

 

According to table 8 the most responses show that infrastructure is developed for the revival 

of Swat. 41% respondents agree and 37% strongly agree with the statement. 20% of 

respondents are neutral from this point and a small number of groups disagree with that. 1.5% 

of respondents disagree and .5% respondents disagree. Infrastructure is the key point in 

developing tourism. Tourism is attracted by the infrastructure. According to Arshad et al. 

(2018), the government is giving attention to the infrastructure in northern areas. These areas 

are important for the growth of the economy because they help us to generate revenue by 

tourism. 

 

Do you think internet and other related 

facilities are developed for the revival of 

Swat Tourism?  

Agree Strongly 

agree 

Neutral Disagree Strongly 

Disagree 

 4% 5% 29% 30% 32% 

Table 9: Revival of Tourism 

 

According to table 9, 4% of respondents agree and 5% strongly agree that they developed 

facilities for promoting tourism. 29% of people are neutral about that. But 30% disagree and 

32% strongly disagree with that. The results show that most of the respondents disagree with 

that because maybe there are no facilities developed for promoting tourism. But there is no 

development in this area. Government needs to focus on this area for the growth of the tourism 

industry. According to Mason et al. (2000), the development is important for tourism because 

the internet and other facilities are required in daily routines. This is the basic source of 

communication in today life. So the developments in this area are beneficial for tourism 

promotion. Because such areas like Azad Jammu Kashmir or other areas have not proper 

internet or signal for communication. 

 

Do you think government is taking serious 

steps for revival of Swat Tourism? 

Agree Strongly 

agree 

Neutral Disagree Strongly 

Disagree 

 5% 7% 72% 8% 7% 

Table 10: Revival of Tourism 

 

The table 10 data show that 72% of respondents are neutral. 5% agree and 7% strongly agree. 

8% disagree and 7% strongly disagree. Most of respondent are neutral about the statement that 

Government is taking serious steps for revival of Swat Tourism and 8% respondents are 

disagree with the statement but 7% respondents are 7%.It Shows 72% People don’t bother and 

they are remain neutral and also may be they are not looking any government steps to promote 
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tourism. According to the Shojaei et al. (2007), government support in promoting tourism is 

necessary. In Pakistan, the Govt. of Pakistan takes initiative for promoting tourism. 

 

Do you think transports facilities are 

developed for the tourism in Swat? 

Agree Strongly 

agree 

Neutral Disagree Strongly 

Disagree 

 31% 37% 12% 11% 9% 

Table 11: Revival of Tourism 

 

The Table 11 data show that 37% of respondents strongly agree 31% respondents agree with 

the statement, 12% are neutral but the 9% strongly disagree that transport is developed in swat, 

which means respondents are not satisfied with the transport facilities in swat. Transportation 

is the key factor in tourism. It is the basic need for tourists. Because without the proper transport 

facilities, traveling is not possible. According to the lamsdon el al. (2007), transport is linked 

with tourism. Because transport is the basic need of travelers. Proper transport facility is also 

the key element to tourist attraction. 

 

Do you think government tourism policies 

are positive for revival of Swat tourism? 

Agree Strongly 

agree 

Neutral Disagree Strongly 

Disagree 

 26% 23% 13% 18% 20% 

Table 12: Revival of Tourism 

 

In this Table 12, the respondents of 26% agree 23% strongly agree with the statement, but the 

20% of respondents strongly disagree 18% respondents disagree with the policies of transport 

in swat and 13% respondents remain neutral through the statement. It means 26% of 

respondents agree that the government tourism policies are positive for revival of swat tourism. 

According to the Sharif et al. (2017) study, the government is giving attention now to the 

tourism department and investing in promoting tourism and now the government is on the right 

track. Especially in the current government, prime minister Imran khan working for promotion 

of tourism. For this purpose, they open the door of Gurdawara Nankana sahib for Sikh 

community. Now, different people from across the world are come to visit the Gurdawara.  PTI 

government is lunching different policies and executed different plan for tourist. 

Conclusion 

This study was conducted to analyze the government work for promoting tourism in 

Swat and also highlight those sectors where the government is not giving attention. The study 

results show that the government is working to promote tourism but some areas are neglected 

by the government. As per the result, the government tourism policies are making a positive 

impact for revival of tourism. But on the other side, a huge number of respondents are neutral 

about the government taking serious steps for tourism promotion. Tourism industry can 

generate a huge amount of revenue. Government needs to take serious steps to promote 

tourism. Government is working on infrastructure, transport, roads etc. The economy's 

infrastructure has had a positive influence on tourism. The growth of infrastructure, especially 
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in the tourism sector, needs the attention of public sector policies. The country's general 

economic growth has also emerged as a key factor of tourism. Government is also developing 

the facility for tourists in emergency cases. But unfortunately, some areas still do not have any 

facility for helping tourists in the case of an emergency. Also the facility of the SIMS, internet 

is not available in almost all northern areas. Some areas have the facility of a network. 

Government needs to work in these areas, because it is the basic need of today's daily life. Also 

the related market or tourism promoting organization helps in the revival of tourism in Swat. 

New media is also used for advertising, promotion or perception building. The media plays a 

positive role in the revival of tourism in Swat. Tourism industry is the key element for 

economic growth. So, to be a developed country, the government needs to work in all areas of 

tourism.  

Limitation 

The study was investigated with limited variables and the data was collected from the 

locals and tourists. There is no government stance directly collected as data. The study is also 

limited in using closed ended questions where there is also need to collect the response through 

open ended questions for analyzing the attitudes and behavior of the respondents. The study 

sample size was also less because of the time limitations; in future studies will be conducted 

with large sample size for better understanding which areas are neglected by the government. 

Also, the future studies will be conducted in the other areas; those were not discussed in this 

study like social or physical risk etc. 
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Abstract 

The purpose of this study is based on exploratory research to identify “Challenges in Quality 

of Education in HEIs of Pakistan”. In this research Curriculum, Corruption in education, Less 

training institutions, Teacher’s behavior and less research work are independent variables and 

Quality of Education is dependent variable. Questionnaire will be as a tool for collecting data 

in this survey and source of data will be primary. Exploratory research approach is used to 

achieve the objectives of the study. In this regard primary data was collected from a sample of 

100 students using close-ended questionnaire. Then the data was analyzed through exploratory 

factor analysis to test the hypothesis and present the student’s perceptions. From the last few 

years, Pakistan is facing a lot of challenges in education sector such as curriculum, less training 

institutions, corruption in education, teacher’s behavior, less research work. Emerging issues 

in education sector are less training institutions and trend towards research work which is 

essential to follow for the growth and strength of any economy. The purpose of our research is 

to identify the major challenges in educational sector in Pakistan which the educational sector 

is suffering from last few years. In future, we will research on the solution of these problems. 

To increase the literacy rate, the Govt. of Pakistan has announced that the education is 

compulsory for sixteen years old for every citizen. This attempt will play an important role in 

the development of Pakistan. 

Keywords: Curriculum, Corruption, Teacher’s Behavior, Research Work. 

Introduction 

What does quality mean in the context of education? Many definitions of quality in education 

exist, testifying to the complexity and multifaceted nature of the concept. Considerable 

consensus exists around the basic dimensions of quality education today, however. Quality 

education includes: 

✓ Learners who are healthy, well-nourished and ready to participate and learn, and 

supported in learning by their families and communities 

✓ Environments that are healthy, safe, protective and gender-sensitive, and provide 

adequate resources and facilities. 

It is well said that education is the road to national development. “Education is a vital process 

of the development of any society. It is considered one of the main pillars of a society” (Adams, 

1988). Education creates awareness among the people about life and challenges in the world. 

Quality of Education is a description of how well the learning opportunities made available to 

students help them to achieve their awards. It is about making sure that appropriate and 
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effective teaching, assessment and learning opportunities are made available to students. 

In Pakistan the education system is categorized into five levels. These are: 

➢ Primary Level 

➢ Middle Level 

➢ Secondary Level 

➢ Intermediate Level 

➢ University Level 

After focusing on levels of education system, if we talk about schools, colleges and 

universities, they are also categorized into three types. These are: 

➢ Government Schools 

➢ Private Schools 

➢ Madaras  

Quality of Education in HEIs of Pakistan is really having a bad configuration at the moment. 

There is no doubt in accepting the fact that education stands the backbone for the development 

of nations. This research is aimed at identifying the factors affecting quality of education in 

HEIs of Pakistan. Several researches has been conducted related to this sector. Role of TQM 

in educational sectors is the basic research problem. According to current surveys, we can say 

that 60% of the population is literate but the reality is very different. In Pakistan, the quality of 

education has a declining trend. Previous researches provided only short term solutions of the 

problems. Previous researches provided only problems rather than solutions and only 

information related to public sector HEIs. 

Currently the economic situation in Pakistan is under severe stress and education sector has 

received the highest impact. The Constitution of Islamic Republic of Pakistan has led to the 

fact in the following words: 

“The state of Pakistan shall remove illiteracy and provide free and compulsory secondary 

education with minimum possible period”. 

This research focuses on complete overview of challenges in quality of education in HEIs of 

Pakistan. This research also provides information about long term solutions of the problems. 

In this research most important challenges are discussed along with their recommendations. 

This research will be helpful to students, researchers, managers, policy makers, trainers, target 

population and general public. 

Statement of the problem 

The challenges in quality of education in HEIs of Pakistan can be found back to the very 

beginning of the country when the newly independent state came into an already defined 

system of education. This whole system was very weak, poorly managed and classified. The 

system could not be improved according to the social category of the people. Due to this, 

Pakistan is still scuffling with the lowest literacy rate in the world even after 73 years of its 

existence since 1947 to 2020. This study aims to analyze the various challenges in quality of 

education in Higher Education Institutions of Pakistan. 
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Research Objectives 

 Main Objective: 

• To identify the Challenges in Quality of Education in HEIs of Pakistan. 

Sub Objective: 

• To identify the relationship between Curriculum and Quality of Education. 

• To identify the relationship between Less Training Institutions and Quality of 

Education. 

• To identify the relationship between Corruption in Education and Quality of Education. 

• To identify the relationship between Teacher’s Behavior and Quality of Education. 

• To identify the relationship between Less Research Work and Quality of Education. 

 

Significance of the study 

The results of the study will be great benefit to the following: 

• This study will provide information regarding Challenges in Quality of Education in 

HEIs of Pakistan with additional information and knowledge to help them in their 

further research.  

• For the researchers, the study will help them uncover critical areas in the educational 

process that many researchers were not able to explore in their previous study. 

• The data gathered will be helpful for managers making decisions and strategy 

formation. 

• The study will help policy makers to develop policy guidelines that will be helpful for 

new policies, staff training, removing gaps in existing policies and information. 

As per the topic, this will be an opportunity for government to pay more attention on the quality 

of education in Higher Education Institutions of Pakistan. 

 

Theoretical Framework 
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Methodology 

Research Strategy 

An exploratory approach has been adopted for this research. The reason for using this approach 

is to identify the challenges in quality of education in HEIs of Pakistan. 

Sample 

A sample of five universities was selected on the basis of commonality i.e. all institutions were 

from the public sector and chartered by the same Provincial Government. Similar environment, 

dependency on same superior ministry, locality and nature explains selection of this sample. 

A total of 100 questionnaires were sent to the selected five universities in the sample. 

 

Research Instrument  

The research used triangulation in order to carry the reliability and validity of the data for 

results. So, to conduct this triangulation the researcher used questionnaire for the students, 

walk-in observations and interviews of the teachers.  

Data Analyses & Results 

This following section of research paper analyzes the data collected. Firstly, sample 

characteristics were discussed; secondly, sample adequacy is checked; thirdly, Exploratory 

Factor Analysis (EFA) is conducted to address the purpose of this study. 

Randomly walk-in observations of the teachers were taken, keeping in mind the data gathered 

via questionnaire by the students in order to validate the data further. Next, unguided interviews 

of the teachers were conducted to know the perception of the scenario. The teachers came up 

with the other major  problems that they were facing like lack of resource’s that could enhance 

student’s research skills and how this have affected their behaviour.  

Ethical Consideration  

The subject of study will be briefed about the nature of study before collecting data. The data 

provided by respondents will be kept confidential. Further, a permission form will be signed 

from the participant before they engage in research in order to protect the participant right. 

The permission will include the following: 

• The right of participant voluntarily and right to withdraw any time. 

• The purpose of study, so that individual understands the nature of the research and 

impact on them. 

• Comprehensive information will be provided to respondent in order to make them clear 

about aspect, objectives and outcomes of research. 

• Signature of both researcher and respondent.  

 

 

 

 

 

 



ISCAMR 2022 
 

308 

 

 

Future Direction 

The purpose of our research is to identify the challenges in quality of education in HEIs of 

Pakistan which educational sector is suffering from since last few years. In future we will 

research on solutions of these challenges. To increase the quality of education, the government 

of Pakistan announced that education is compulsory for 16 years old for each and every citizen. 

It will play an important role in the development of Pakistan. 

Conclusion  

This paper concludes that education develops people in all zones of life such as: social, moral, 

spiritual, political and economic. It is a strong force which allows every nation to achieve its 

overall national goals. It is a traditional fact that countries which have developed a sound 

system of education also have a sound social and political system. With effective educational 

systems, many countries in the world are playing a leadership role in the civility of nations. 

The quality of education system in Pakistan has not been able to play its vital role effectively 

in nation building. This factor has contributed towards the development of frustration among 

Pakistani society.  

Finally, this study concludes that there is a vital need to reform the system of quality of 

education in Pakistan and for this purpose this study presents the following recommendations 

as given. 

Recommendation 

Following are the recommendations for quality of education in Higher Education Institutions 

of Pakistan. 

• The curriculum should be assessed on annual basis. In this regard a wide survey could 

be conducted to pursue options of teachers, parents and community regarding their 

expectations and observations. In this light the expert recommendations of the 

education researchers, curriculum goals should be redefined.  

• In the view of importance of education, the government should take solid steps towards 

implementation instead of bulging policies. In this regard, government should establish 

more training institutions for the better and continuous feature of quality of education 

in Pakistan. 

• The system of accountability must also be strengthened and all the professionals 

connected with the system of education should be educated to own their responsibilities 

on individual and collective basis. This will help in creating a sense of ownership of the 

system and its functions. 

• Government should also conduct workshops and training programmes making all 

teachers aware about their behavior towards students. 

• The culture of research must be promoted within educational institutions. For this 

purpose, the pace of research oriented programmes in teaching and learning should be 

accelerated in all the educational institutions around the country especially at higher 



The 2nd International Students Conference on Academic Multidisciplinary Research 2022 
 

 

 

309 

 

 

levels. Government must increase the volume of funding to higher education 

commission for this purpose. 
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Abstract 

President Rodrigo Roa Duterte is infamous for  is speech.  He is  known internationally  

to  use  derogatory  terms  against  everyone:  his  critics,  activists, human  rights  rapporteurs,  

United  Nations  delegates,  a  U.S. president,  even  the  Pope,  and  especially  the  media.  

This research utilized a  qualitative  method.  This  paper’s  goal  was  not  to  justify  nor  to  

rebut  his statements,  but  to  scrutinize  them  based  on  the  Speech  Act  Theory.  The study 
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utilized  President  Duterte’s  first  and  last  State  of  the  Nation Addresses,  on July  25,  2016  

and  July  26,  2021. Moreover, this  research  wanted  to  try  to  find  answers  on  the  

questions: what  are  the  most  common  illocutionary what  do  they  connote? The overall 

results found that majority of Duterte’s speeches are representative (61.95%), while the 

Declaratives are the least, which only account for 0.21% 

 of all utterances. 

Keywords: Speech Acts, Duterte, Illocutionary Force, SONA 2016, SONA 2021 

Introduction 

Apart from its  prime  importance  in  meaning  transfer,  language  is  also used  as  a  

sign  of  wealth  and  a  sign  of  authority — particularly  by  prominent figures  like  politicians.  

This  manifestation  of  power  of  language  use  is  never been  more  prevalent  since  the rise  

of  internet  and  broadcast  media. Many politicians  are  now  utilizing  the  media  for  political  

gains,  and  some other  times  they  tend  to  attack  in  reverse  propaganda. Donald Trump  of  

the United  States  (Quealy,  2021),  internationally,  and  locally  Rodrigo Duterte  of  the 

Philippines  are  always  on  the  headlines  when  it  comes  to  a  close  relationship between  

politics  and  discourse.  They  are  known  to  have  sharp  words  when exchanging  utterances  

with  media  and  are  viewed  to  have  shifted  the  global political  discourse  with  their  

rhetorics  (Greene,  2016).  Their  words  are  tallied every  now  and  then  for  misogynistic  

remarks,  praises  for  controversial  political figures,  and  threatening  speeches  on  

geopolitical  relations  (Ismael,  et  al., 2019). Duterte,  specifically,  has an  entire  section  in  

Rappler  solely  dedicated  to his  insults.  He  is  infamous  for  his  badmouth  on  U.S . ex-

President  Barack Obama,  and  even  to  the  Pope.  “Insults  are  part  of  Duterte’s  performative  

style of  governance,  and  even  his  diplomacy”  (Ranada,  2019). According  to  Casiple  as  

cited  by  Berowa  (2019),  Duterte’s  swearing  and cursing  can  be  contextualized  “as  part  

of  a  populist  appeal  that  disregards political  correctness  and  appropriate  civilized  behavior  

in  favor  of  aggressive language  use”  to  deal  with social  outcasts  such  as  criminals  and  

bureaucrats who act as  protectors  of  illegal  activities  which  is  termed  as  populist 

democracy phenomenon.  

Several studies were  conducted  regarding  his  speech,  but  all  of  them are  solely  

political  and  philosophical  in is  conducted. As  a pragmatic nature.  It  is  for  this  reason  

that  this  study analysis,  this  type  of kind  in  the  university  which  specifically examines  

the speeches  by  President Duterte, specifically the first and  the  sixth SONAs,  through  

linguistic  approach, particularly  through  pragmatics. This  study  wants  to  understand  the  

contextual variables  of  Duterte’s  speech,  and  tally  the  major  illocutionary  forces  and  

their functions  in  the  broader  linguistic  discourse  through  the  lens  of Speech  Acts Theory.  
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Research Questions 

In  this  study,  the  researcher  would  want  to questions:  

1. Give  answers  on What  are  the  types  of  illocutionary  force  are  found  on  

President Rodrigo  Duterte’s SONAs? 

2. What  is  the  breakdown  of  illocutionary  acts  found  on  President Duterte’s 

SONAs? 

Literature Review and Theory 

This content  analysis  is  anchored  on  the  Theory  of  Speech  Acts, particularly  on  

illocutionary  acts.  This  communication  theory  is  developed  from a  philosophical  doctrines  

proposed  by  the  seasoned  linguist,  John  L.  Austin (1962), in  his  work  How  to  Do  

Things  with  Words  which  talks  about  non declarative  uses  of  language. This theoretical  

lens  is  important  in  this  study  and  is  relevant  as  it  this research  seeks  to  identify  the  

major  themes  and  Illocutionary  forces  of President  Durterte’s  SONAs  on  July  25,  2016  

and July  26,  2021.  

Although  started  as a  concept  for  philosophy  of  language  in  literature, this  theory  

eventually  executed  into  linguistics,  particularly  in  pragmatics. Pragmatics  is  one  of  the  

linguistic  branches  which  studies  the  meaning  a speaker  creates  and  how  a  listener  

interprets  the  message.  Austin  introduced the  concepts  of  “locutionary  act”,  “illocutionary  

act”,  and  “perlocutionary  act” which  will  be  called  “speech  acts”. Austin  noted  that  

utterances  differ  in meaning  in  between  the  speaker  and  the  receiver  (Petrey,  2016). 

According to  this  theory,  an  illocutionary  act  is  an  act  that  asserts, demands,  promises,  

suggests,  exclaims,  vows.  This  act  declares  a  personal intent. Meanwhile,  the  

perlocutionary  act  is  an  act  that  motivates,  persuades, convinces,  scares,  amuses  and  

insults.  This  act  has  an  agenda  pointed  to someone  who  Is  a  subject  of  the  utterance  

(Kloosterhuis,  2016). Locutionary  act  on  the  other  hand  means  the  utterance  of words  

with  what  exactly  meant  by  the  speaker  (Levinson,  2017).  

The  first  type  of  illocutionary  act  is  Declaration:  this  utterance  executes the  

existence  of  the state.  This  is  the  act  that  is  used  during  baptizing, excommunicating  

pardoning,  blessing,  and  sorts.  The  second  type  of illocutionary  act  is  Direction:  this  

utterance  tells  the  listener  to  do  something. This  is  the  act  that  is  used  during  ordering,  

commanding, defying,  challenging,  daring,   the  likes. The  third  type  of  illocutionary  act  

is  Assertion:  this utterance  represents  the  happenstance  existing.  This  is  the  act  that  is  

used during  stating,  announcing,  claiming,  telling,  insisting,  and  akin  to the these.  The 

fourth  type  of  illocutionary  act  is  Commission:  this  utterance  states  that  the speaker  will  

do.  This  is  the  act  used  during  vowing,  promising,  threatening, intending,  and  the  other  

similar  actions. The  last  type  of  illocutionary  act  is Expression:  this  utterance  expresses  

what  a  speaker  thinks  of  feels  about  a happenstance. This  is  the  act  used  during  

congratulating,  welcoming, apologizing,  thanking, and sympathizing. Illocutionary  act  is  
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highlighted  in  this  study  as  this  study  as  the  research deals  with  illocutions  found  on  

President  Duterte’s  SONA  2021. 

The utilization  of  this  theory  in  this  study  is  essential  as  the  data  gathered here  

are  from  speeches,  and  the  thorough  scrutinizing  of  these  materials  need contextualized  

references  and  proper  pragmatic  observation.  With  this  theory, the  researcher  lays  down  

the  study  to  see  the  deeper  meanings  and  the  greater effect  of  the  utterances  given  by 

President  Duterte.  

Methodology 

This  research  uses  descriptive  qualitative  (QUAL)  method  of  research. Descriptive  

analysis  is  the  most  widely  used  method  in communication  studies  and  regarded  as  

potentially  the  most  important  in  the social  sciences  (Krippendorff,  1989;  2018). 

Qualitative  method  is  specifically  utilized  in  this  study  as  the  subject  of this  research  

is  grounded  on  social  sciences,  particularly  those  that  have political  and  linguistic  

implications.  The  utterance  of  President  Duterte  will  be subjected  to  intensive 

communication  study  with  the  use  of methodologies  anchored  from  the  theoretical  lens.  

Silverman (2020)  pointed out  that  this  method  is essential  in “addressing  social  issues  in  

research.” Since  this  study  involves  with  political discourse,  particularly  speeches of  

President Duterte  it  is  just  right  that  the  research  utilize  a  method that  can  best  describe  

and  analyze  the  utterances  coded  in  this  study,  which  is the  qualitative  method. Alvesson  

and  Sköldberg  (2018)  espoused  this,  saying  that  qualitative method  can  be  good  approach  

in  data  interpretation  that  involves  perceptual, cognitive,  theoretical,  linguistic,  political  

and  cultural  problems  as  it  presents clear  perspective  and  observation  on  the  interpretive,  

political  and  rhetorical parts  of  the  research  which  are  not  given  equal  importance  in  

quantitative method. 

The  researcher  only  collected  the  data  necessary  for  the  research. Since  the 

SONAs 2016  and  2016  are Gazette,  which  can  be  accessed  at readily  available  in  the  

site  of  Official https://www.officialgazette.gov.ph/ study  will  only  focus  on Data Collection 

these  specific  speeches  alone. The data was analyzed using content analysis. The study 

utilized a corpus of 24,071  words  from  President  Duterte’s  two  speeches  which comprised  

the  67  pages. To analyze  the  data,  the  researchers  first  had to  gather  them  from  the 

source, then create  a  table  for  the  data  to  be  tabulated,  then  categorize  it  based on their  

respective  codes.  There  concepts  then have  to  be  reviewed and finally determined  before  

creating  a  report.   
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Results 

This chapter presents the Illocutionary Forces that were gathered during the study from 

the analysis made on the two speeches of President Duterte. 

 

Table 1 Types of Illocutionary Acts in President Rodrigo Duterte’s SONA 2016 

Types of Illocutionary Force   f % 

Representative 

Directive 

Commissive 

Expressive 

Declarative 

363 

136 

119 

15  

3 

57.08%   

21.38%  

18.71%  

2.36%  

0.47%   
Total 636 100.00%  

 

Table 1 lists the 636 illocutionary acts discovered in Duterte’s 30-page SONA 2016 

here. The most common illocutionary type is representative, in the table, accounting for around 

363 occurrences or 57.08% of all illocutions in the speech. Directives are the second most 

common Illocutionary type, with 136 occurrences (21.38%), followed by commissives with 

119 occurrences (18.71%). Expressives and declaratives were the least common, accounting 

for 15 utterances (2.36%) and 3 utterances (0.47%), respectively.  

 

Table 2 Types of Illocutionary Acts in President Rodrigo Duterte’s SONA 2021 

Types of Illocutionary Force   f % 

Representative 

Directive 

Commissive 

Expressive 

Declarative 

508 

151 

55 

56  

—  

65.97%  

19.61%  

7.14%  

7.27%  

0.00%   
Total 636 100.00%  

 

Table 2. In his 38-page 2021 SONA, Duterte made 770 illocutionary acts. The most 

common illocutionary type is representative, accounting for about 508 occurrences or 65.97% 

of all illocutions in the speech. It then followed by directives at 151 or 19.61. The lesser two 

classes, expressives and commissives, had 56 utterances (7.27%) and 55 utterances (7.15%) 

respectively. In the meanwhile, no data for declaratives has been discovered. 
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Conclusion 

Based on the findings of the study, I can claim that President Rodrigo Roa Duterte’s 

speeches during his first and last SONAs can change in intensity depending on the message he 

wants to convey. These intentions in his words can have an impact on why and how his listeners 

should react. While he is infamous around the world for his bold statements, it is not true that 

he only speaks in a derogatory manner. His words vary in volume, tone, and function. These 

may be seen in the data, particularly how his commissive-heavy 2016 SONA evolved to a more 

expressive-laden one in 2021. Based on the findings and discussion, five classifications of 

illocutionary acts were discovered from the (SONAs 2016 and 2021). The total number of 

utterances uttered by President Duterte is 1205, with representative illocutionary acts 

accounting for 63.90% of the utterances and directive illocutionary acts accounting for 20.16% 

(or 243 utterances). Commissive and commissive illocutionary acts contain minor percentages, 

respectively 9.46% (114) and 6.22% (75). Declarative illocutionary acts, on the other hand, are 

the least common, accounting for only three occurrences (0.24% of the total data). This 

illustrates that through employing illocutions like assuring, reassuring, and committing, the 

commissioner was engaging his government with the people. This was aided by his second’s 

frequent use of illocution, directives, commands, requests, and appeals to his subordinates to 

carry out his intentions. As a result, the audience’s reaction and action to his message is 

influenced by his choice of language and illocutionary acts. It is quite crucial to have the ability 

to decipher the hidden message of utterance. If one is not careful, some words or utterances 

may be misinterpreted as something negative. We can have a better understanding of the 

utterances by studying Pragmatics and Speech Acts. Politics is a recurring theme in the 

Philippines. In the press, politicians’ words, whether directed at celebrities or ordinary citizens, 

are not taken lightly. As a result, everyone must understand the speaker’s genuine meaning, 

not just in politics but also in everyday conversation, because not everything spoken reflects 

the speaker’s aim, and not all intent is directly expressed. 

Discussion and Recommendation 

Representative. On their A Speech Act Analysis of Teacher Talk in an EFL Classroom, 

Basra & Thoyyibah (2017) employed the representative speech word clue list produced by 

Searle himself and used by Qadir and Riloff in 2011. The list will also be used in this 

publication. As representatives, the speech word hint list classifies hypothesizing, asserting, 

boasting, complaining, concluding, deducing, diagnosing, claiming, presuming, and 

suspecting. In the analysis of this study is discovered that 871 of the 1406 utterances have the 

features of representative speech acts. This means that President Duterte, as per the result of 

this research, generally made use of these different ways of representations. This result is also 

confirmed with the analysis of speech functions, of which the dominant feature is statement, 

plus the declaration, accounting to 773 occurrences or about 77.68% of the entire speeches. 

Directive. This is the second most prominent illocution, indicating that speeches 

contain utterances that ask the audience for something, command someone to do something, or 

request someone to do something, though not as frequently as representatives. They account 



The 2nd International Students Conference on Academic Multidisciplinary Research 2022 
 

 

 

315 

 

 

for 20.41% of the total data collection with 242 utterances. Directive speech acts with the force 

or intent to ask, order, demand, request, beg, plead, beseech, entreat, invite, permit, advise, 

dare, defy, and challenge are classified as directions in the speech word hint list (Qadir and 

Riloff, 2011; Basra & Thoyyibah, 2017). 

Commissive. President Duterte employs commissive speech acts to his speeches quite 

decently. He has 174 occurrences of commissives, from the combined tally of SONA 2016 and 

2021. This makes up roughly 12.38% of all talks, which is significantly larger than the next 

most common illocutionary force This sort of illocution is more common in the 2016 SONA, 

with 199 instances (18.71%), more than the 55 instances (7.14%) in 2021. This demonstrates 

that Duterte made more promises, pledges, and vows in 2016, his first year in office, than in 

2021.  

Expressive. The data contains 71 utterances (or 5.05%) with an expressive speech act 

word hint. Thanking, apologizing, congratulating, condoling, deploring, praising, and 

welcoming are among the speech word hints utilized by Qadir and Riloff (2011) and Basra and 

Thoyyibah (2017). The most expressive speech acts uttered among the 71 utterances are: 

“Putang  Ina," “Daghang  Salamat,”  as  well  as “Oh,  my  God!” Duterte  always  mentions  

an  exclamation  like  “p***** i**” during  or  after reprimanding  or  anytime  he  went  off  

script,  usually  with  a  dialogue.  “Daghang salamat”  and  its  derivatives  are comes  to  a  

conclusion.  

Declarative. Declarative  speech  acts  are  used  the  least  by  President in  his  talks.  

In  the  cumulative  tally  of 1406 utterances of the SONAs, he  only  uses  declaratives  three  

times. This  accounts  for  about  0. 21%  of all  discussions,  far  less  than  the  other  categories  

of  illocutionary  force. Only  the 2016  SONA  contains  this  form  of  illocution,  and  none  

in 2021. This  indicates  Duterte's  proclivity  for  declaratory  statements.  This  is reasonable  

because  baptism,  excommunicating,  pardoning,  and  blessing  are only  performed  on  rare  

occasions  and  only  in  extraordinary  circumstances because  these  acts  have  the  potential 

Implication  for  Practice to  alter  the world. 

While the focus of this research is on Duterte’s first and last SONAs in 2016 and 2021, 

the method of analysis can be applied to other public figures’ remarks. And, in order to 

maximize the utility of this research, the following suggestions for future research can be 

considered based on the researcher’s findings: First, while this work focused entirely on 

Duterte’s utterances, the findings of this study cannot be utilized as evidence for the president’s 

overall style of speaking because the data was gathered from only two addresses. Nonetheless, 

the findings of this study can be used as a foundation for future research into Duterte’s speeches 

and other linguistic materials. Second, future researchers may analyze other speeches delivered 

by the President, or other public figures in the Philippines for that matter, to see the pragmatic 

forces imbedded in their speeches, and also to add more information and insights on the role 

of language in politics and public policies in the country. Third, future researchers may 

examine additional speeches by President Duterte or other public personalities to determine 

whether their remarks had a favorable or bad impact on their audiences. Fourth, future 

researchers may reanalyze with the same materials that were used in this study to find out if 
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the study was done professionally and to correct if there may have to be. As the results of this 

study were collected from the two SONAs, more studies may be made to confirm the findings 

of this study. 
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Abstract 

 This research aims to determine the linguistic manipulation strategies and respondents' 

impressions on the selected politicians' speeches. The researchers utilize a descriptive method 

by gathering information through open-ended interview questions to distinguish the 

respondents' impressions on the politicians' speeches. In this study, videos from Facebook and 

YouTube are utilized to demonstrate political discourse, which aids in the achievement of the 

study's objectives. The content of the questionnaires determines the respondents' perceptions 

of how the politicians employed their language throughout their speeches. Following the 

collection of all of the data, it is subjected to content analysis and then explained narratively in 

accordance with the qualitative nature of the study. The findings of this study reveal that each 

respondent has their own impressions about the language used by political personalities in their 

speeches, which is consistent with previous research. The researchers discover four types of 

verbal manipulation tactics used by the political figures: conversational, rational, authoritarian, 

and emotive manipulation strategies, all of which are applied by the political figures. As a 

result, it is concluded that one's credibility in teaching and learning is influenced by one's 

linguistic proficiency.  

Keywords: Content Analysis, Impressions, Linguistic Manipulation, Political Figures, 

Speeches  

Introduction 

 Language is culturally transmitted; people learn it through social interactions. Most 

people learn their first language from their parents. The media, other family members and 

friends can influence their vocabularies, choices of language and how they view things based 

on their comprehension. Language was used to analyze and explain occurrences based on their 

context. Political discourse is participatory at all times, whether through interruption, dispute, 

or negotiation. Furthermore, political vocabulary is frequently ambiguous, similar to the words 

of a horoscope, allowing the electorate free to interpret what is stated however they like. Given 

the importance of political discourse, stressing that in political language should serve as a 

reminder to be vigilant and critical of the language used the next time a person sees a politician 

deliver a speech and attempts to discern what is genuinely being said. Politicians are renowned 

for fostering this electorate consciousness in the population. Manipulation of elections is one 
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of the most conspicuous and distinctive characteristics of political speech. This function is 

crucial because it has the capacity to either win or ruin political subjects' pre-election 

campaigns via a cannonade of linguistic tactics used to construct what is referred to as 

"language manipulation." Manipulation of the public's political ideals and information by these 

politicians has the ability to sway them in either direction. In a tense political climate, the term 

"politically conscious" is frequently used to refer to individuals who have identified their 

correct political stance, their genuine identity. In these instances, "consciousness" refers to truth 

or destiny. These uses of political consciousness are typically laden with political overtones. 

Additionally, the combination of a politician's motions and movements is targeted at a certain 

audience based on their words and attitude. The public is caught between reality and 

manipulation, between truth and deception, and between the public's perception of politics and 

its phantom image. 

Objectives 

 This study aimed to determine the linguistic manipulation strategies and respondents’ 

impressions of the selected politicians’ speeches. Specifically, it aimed to answer the following 

questions:  

1. What are the impressions of the respondents on the language used by the political figures?  

2. What are the linguistic manipulation strategies used by the politicians according to the 

respondents?  

3. What are the pedagogical implications of the linguistic manipulation strategies and 

respondents’ impressions in language teaching? 

Theoretical Framework 

 Individuals might describe language manipulation in a variety of ways. Numerous 

hypotheses and investigations have been undertaken on this subject. With the assistance of 

these studies and theories, this research sought to ascertain the various linguistic manipulation 

tactics applied by different political personalities and their impact on the impressions of a 

particular audience. According to Tabarak (2020), an associate professor of English at the 

University of Wasit, language is employed for a number of objectives in addition to 

communication under the Linguistic Manipulation Theory. It serves a manipulative purpose. 

Manipulation is a linguistic phrase that possesses great creative potential, which is especially 

pertinent in the context of linguistic manipulation theory. Language manipulation functions 

generate a hidden, masked layer of linguistic data that is difficult to separate from informative 

content. Manipulative language exists in the gray area between two polar opposites - a 

falsehood and valid (full, true) information. A lie and manipulation are diametrically opposed 

to distinct types of truth: a falsehood is adversarial to "semantic truth," whereas manipulation 

is antagonistic to "pragmatic truth." Manipulation is a pragmatic term that refers to the situation 

in which the listener is uninformed of the speaker's underlying intentions behind the words 

stated. When a speaker manipulates, he or she deliberately adopts an utterance style devoid of 

direct indications of his or her intended condition. Manipulation accomplishes its objectives in 

this manner without the verbal intention being readily apparent. Negatively, manipulation is 

considered as a social psychological phenomenon that has a harmful impact on both individuals 

and society. Language becomes manipulative due to a variety of variables, including 
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association with the speaker's goals, the ambiguous influencing nature of the speech, and the 

settings of communication (social context), rather than through the use of specific lexical or 

grammatical elements. Despite several theories and research, we still lack a study that examines 

how various political personalities manipulate language in order to influence their audience's 

perceptions in society. This theory contributed to the researchers in aiming to understand the 

manipulation strategies used by some politicians. 

Methodology 

 The Politicians’ Speeches: Linguistic Manipulation Strategies and Impressions is a 

qualitative type of research that utilized descriptive research design, which is to be done by 

open-ended interview questionnaire. The process started with composing generative 

questions—neither static nor restrictive—that served as a guide for the whole research process. 

Through open-ended interview questionnaires, the researchers discovered the insights and 

impressions of the respondents. Coding is also utilized by the researchers to categorize 

qualitative data and articulate the consequences and details associated with these categories. 

The respondents of this study are from the age bracket of 18 to 50 years old. Most of the 

respondents are college undergraduates and have access to television and social media to 

update themselves about the news and issues. Additionally, the inclusion of demographic 

information (Age, Sex, and Occupation) in the questionnaire enabled researchers to develop a 

deeper understanding of their respondents' backgrounds and determine if this impacts their 

perceptions of the different political speeches. The main platform used to gather data is Google 

form in which open-ended interview questionnaire is indicated. Google Form is a web-based 

application for creating data collection forms. Together with the questions, there are five (5) 

selected politicians’ speeches videos from YouTube that are also indicated on Google form. 

The collected pieces of information are automatically entered into a spreadsheet. After the 

approval of the study, the researchers conducted the study with the respondents by giving them 

the open-ended interview questionnaire via Google form to answer. The respondents were 

required to watch the resource videos from well-known politicians/government officials linked 

in the Google form before answering the following open-ended questions. When the survey 

was completed, the data gathered from the respondents’ answers were analyzed through the 

process of content analysis wherein data is analyzed narratively in line with the qualitative 

nature of the study. The presentation and interpretation of data were done through the process 

of coding and descriptive analysis. This analysis of the researchers served as the basis of the 

findings of this research.  

Results 

 The four linguistic manipulation strategies: Conversational, Rational, Authoritarian, 

and Affective reveal that the politicians’ use of language can provide different impressions to 

the audience. Linguistic manipulation strategies are established based on how people perceive 

verbal messages regarding the issues presented to them. Based on the narrative of the 
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respondents, most of them emphasized that the politicians in the videos they have watched 

discussed their ideas naturally using common words, which became convenient for the listeners 

to understand. While according to some respondents, some speakers incorporated logic and 

their credibility to manipulate their language. Also, some respondents perceive that the words 

of a high-ranking government official are very powerful, and some speakers manipulated their 

language through emotions, sincerity, genuineness, honesty, and conviction to their statements 

that can affect the people.  

 Furthermore, the respondents’ awareness about the politician’s manipulation of 

language is also evident. Their impression is manifested that this kind of phenomenon is needed 

to communicate efficiently with the people. Language is the foundation and key to achieving a 

particular goal: whether the politician is naturally communicating, using logic, being powerful 

with their words, or showing different emotions when speaking in public. Hence, a politicians’ 

ability to influence people by their language is crucial to be effective and successful in their 

speech. 

Pedagogical Implications of Respondents' Impressions on Political Speeches in Language 

Teaching 

 The pedagogical implications derived from this study are as follows: On the 

respondents' impression in political speeches, it is found that in learning to speak, the students 

followed specific strategies in their communication to conceal their linguistic inadequacy. 

Among all the respondents' impressions, it explains the influence of speakers in language 

speaking and its impact on the listeners to improve their speaking styles. Furthermore, the trace 

in the link between language and politics has obtained a connection between effective 

communications skills. Additionally, the informal language learning environment emphasizes 

teaching in an informal language learning setting to communicate extensive language learning. 

Similarly, in language learning, a formal register is the type of discourse used when the teacher 

is concerned with articulation, word use, and sentence construction. Incorporating formal and 

informal registers into classroom interaction proved effective action for vocabulary expansion 

and context teaching opportunities for English learners. Also, utilizing appropriate language 

use while teaching enables teachers' professionalism, action planning, set targets, and 

accreditations resulted in good language teaching performance. Lastly, the significance of 

dialogue in education has concentrated on studying the learner's language conversation to shed 

light on the types of experiences that efficiently stimulate higher-order thinking skills.  

 On the linguistic manipulation strategies, this study establishes that the strategies are 

consistent with the rhetorical appeals employed to elicit approval or agreement from an 

audience by appealing to natural human inclinations or shared experience. These rhetorical 

appeals are vital factors in a Rhetoric that aims to examine the techniques writers and speakers 

use to inform, persuade, and motivate specific audiences in particular situations.  
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Conclusion 

 In conclusion, there are five impressions of the language used by politicians, and they 

are inappropriate, colloquial, informal, pertinent, and formal. Politicians also use four types of 

linguistic manipulation strategies, namely conversational, rational, authoritarian, and affective. 

The four linguistic manipulation strategies reveal that the politicians’ use of language can 

provide different impressions to the audience. The pedagogical implication of the linguistic 

manipulation strategies and respondents' impressions in language teaching utilize 

communication strategies and correlate communicative abilities and strategies in classroom 

teaching. Accordingly, it provides opportunities in the teaching and learning field for 

communicative interactions to improve and teach language to have an extensive vocabulary for 

continuous learning. It is also revealed that the four linguistic manipulation strategies are 

consistent with the rhetorical appeals. Teaching rhetoric by emphasizing rhetorical appeals 

present in the linguistic manipulation strategies found in this study elucidates the existing 

reality of public speaking in the country. Thus, it is beneficial for students to be honed as 

effective speakers. 

Discussion and Recommendation 

 Based on the conclusions made, the following are hereby recommended: I. Student 

speakers can emphasize rhetorical appeals in the linguistic manipulation strategies by appealing 

to natural human inclinations or shared experience to ensure that a specific speech can be 

delivered effectively. II. Teachers can relate all the language impressions to be part of the 

communicative interactions. III. Communication courses can apply timely linguistic 

manipulation strategies in secondary schools. IV. Future researchers can add or discover 

additional manipulation strategies that politicians utilize, such as conversational, rational, 

authoritarian, and affective. V. A similar study may be conducted with professionals as 

respondents. This study can also be further researched on by tapping into the nontechnical part 

of linguistic manipulation strategies in a discourse, since this study focused on impressions, 

which may include the thought process of the speaker, ideology, and agendas in public 

speaking that may influence their speech as a whole. 
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Abstract 

      This study tests the effectiveness of assimilating teacher-made videos to teaching to 

ease students’ learning difficulties in time of pandemic under the Modular Distance Learning 

Delivery (MDL) modality. The study randomly selected two groups of 42 Grade 7 regular class 

students of Luciano B. Rama Sr. Memorial National High School, Esperanza, Poro, Cebu. The 

respondents were active users of online platforms such as Facebook who joined the 

Randomized Control Trial (RCT) intended to test the effectiveness of the intervention. This 

RCT involves three stages: Pretest with a survey (stage 1), Intervention Period (stage 2), Post-

test (stage3), imposing different treatments in each group (control group: without video lesson; 

experimental group: with video lesson). The survey results provided strong evidence that most 

of the respondents have positive attitude towards the integration of teacher-made videos as 

95.24% of the respondents consider teacher-made videos generally support their learning. The 

RCT, on the other hand, revealed that there is a significant difference on students’ performance 

between the control group and the experimental group (the t Stat of 3.75 is greater than the t 
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Critical value of 1.68 at 0.05 level). In other words, the students who were able to watch the 

teacher-made videos performs better than those who answered the modules or SLHTS without 

any supplementary material used. Hence, the integration of teacher-made videos to MDL is 

highly effective and plays great role in reducing students’ burden while independently learning 

through modular scheme. 

Introduction 

      One of the goals of the K-12 program, is to provide every learner an opportunity to 

acquire quality education to become globally competitive through an implementation of a 

sound curriculum (Sec. 2 of Republic Act No. 10533). However, the execution of this target 

was disrupted with the sudden outbreak of Corona Virus disease in late December 2019, 

commonly known as the COVID-19 pandemic. By this, education sector, like any other critical 

sectors, has been seriously affected according to the Global Campaign for Education (2020).  

      Furthermore, this unforeseen advent of Covid-19 pandemic compelled student learning 

to be critically susceptible; leaving uncertainties on the attainment of the goals of the K-12 

program. In the Philippines, the Department of Education implemented the Basic Education 

Learning Continuity Plan (BE-LCP) as an interim package of education inventions as stipulated 

in the DepEd Order No. 012, s. 2020, dated June 19, 2020. This intervention highlighted the 

continuance of the teaching process by embracing mandatory K-12 curriculum modifications 

such as the realignment of learning resources, implementation of multiple learning delivery 

modalities, provision of requisite training for teachers and school leaders, and conduct of 

proper orientation of learner’s parents or guardians (DepEd Order No. 012, s. 2020). As 

anticipated, the resumption of classes in different learning modalities was commenced on 

October 5, 2020 with the strict compliance on the guidelines stipulated under the Basic 

Education Learning Continuity Plan (BE-LCP) and the COVID-19 Inter-Agency Task Force 

for the Management of Emerging Infectious Diseases Resolutions or IATF health protocols as 

a directive by the Philippine President: Rodrigo Duterte. 

      Thus, the Luciano B. Rama Sr. Memorial National High School, as one of secondary 

schools of Poro District in the Cebu Province Division, correspondingly took some innovations 

as it embraces the Modular Distance Learning or (MDL) learning delivery modality, of which 

the incorporation of educational videos as supplementary materials for students’ learning is 

instigated.  

      Hence, this research is designed to test the effectiveness of incorporating educational 

videos towards students’ learning under the Modular Distance Learning or (MDL) learning 

delivery modality. This research further aims to uncover students’ attitude or disposition 

towards this form of Information and Communications Technology (ICT) teaching integration 

technique under the new-normal teaching-learning scheme. 
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Methodology 

      A mixed method of qualitative and quantitative research was utilized in this study where 

in the researcher used a blend of a social survey and an experimental pretest-posttest design 

through a Randomized Control Trial (RCT) that aimed to test the effectiveness of an 

intervention: integrating teacher-made video lessons to student learning in this time of Covid-

19 pandemic as students undergo Modular Distance Learning (MDL) scheme. As this study 

intended to uncover students’ attitude towards this type of ICT-Integration to teaching, a 

qualitative research method was employed through a social survey using a questionnaire. On 

the other hand, an experimental method was utilized for the Randomized Control Trial (RCT) 

in which the respondents were randomly assigned to an intervention group or a control group. 

      The conduct of the Randomized Control Trial (RCT) involved three stages of data 

gathering- namely, Pretest (stage 1), Intervention Period (stage 2), Post-test (stage3). Stage 1 

sheltered on the pretest (before treatment or intervention) among the research respondents 

covering the competency to be learned in the selected week on the Quarter II (4th week of 

November, 2021) in the school year 2021-2022. Along with the pretest was the conduct of a 

survey to uncover the attitude of students regarding the integration of educational videos to the 

teaching-learning process. Stage 2 included the intervention period where the two groups of 

respondents, namely, the control group and the experimental group received different 

treatments; the experimental group will be viewed with a teacher-made video lesson while the 

control group was a placebo or received no treatment at all. This was the stage where the 

manipulation of the independent variable (teacher-made educational videos/video lessons) to 

the dependent variable (student learning) was done. Stage 3 followed the intervention period 

where a post-test (after treatment) was conducted for the purpose of measuring the 

effectiveness of integrating teacher-made educational videos to students’ learning at this time 

of pandemic.  

      The data collected from the three stages of this study shall be analyzed and interpreted 

through pertinent statistical procedures such as to arrive at the necessary findings and 

conclusions.  

      The researcher opted to use a carefully-planned sampling procedure to come up with a 

sample that served as a representing body of the entire population being studied. Since there 

were 134 total population of the Grade 7 Regular Class students who were active members of 

their class group chats (GCs), the researcher has decided to produce a good sample through a 

stratified random sampling by dividing the population into two subpopulations or strata: 

learners with grades 90 and above and learners with grades from 80 to 89 based on their average 

grade in the First Quarter of the School Year 2021-2022. For the conduct of the Randomized 

Control Trial (RCT), the two strata were further equally distributed to Control Group and 

Experimental Group using a random assignment procedure. 

      The following statistical tools were used to analyze and interpret the results of the 

pretest and posttest conducted during the Randomized Control Trial. The researcher 

specifically utilized frequency count and percentage to interpret the survey results to be able to 

arrive at the necessary answer to the research question number 1 which was intended to uncover 
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students’ attitude towards the integration of teacher-made video lessons to teaching under the 

MDL modality. On the other hand, a t-test for pre-post mean gain for both the control group 

and the experimental group was undertaken to answer subproblem number 2 to find out 

whether there is an increase in scores of both groups from pre-test to post test. This statistical 

technique can also be done using an Excel formula of the T-test on Paired Two Sample for 

Means. For subproblem number 3, t-test of the gain is utilized to compare the gain after a 

treatment for the control group and experimental group. Here, the gain is the difference 

between the posttest and pretest scores. This statistical technique can also be done using an 

Excel formula of the T-test on Two-Sample Assuming Unequal Variances. 

      The results were utilized in the proposal of a monograph on teaching-learning that will 

be useful to enhance student learning in the face of the new-normal educative-process. 

Results and Discussion 

      Learning share a significant chunk on student’s life. However, the advent of Covid-19 

crisis left havoc and unpredicted transformation on teaching-learning process allowing new 

learning delivery scheme adaptation among schools world-wide but leaving anguishes on 

learners as independent learning became a necessity. That is why educational sectors found 

some salient solutions to this instructional crisis; the inclusion of educational videos to 

supplement distance learning. Thus, this study was designed to test the effectiveness of 

integrating teacher-made educational videos as supplementary instructional material to student 

learning in time of pandemic under the Modular Distance Learning Delivery (MDL) modality. 

This research further aimed to uncover students’ attitude or disposition towards this form of 

Information and Communications Technology (ICT) teaching integration technique under the 

new-normal teaching-learning scheme. 

 

Part A: Survey Results 

 

Table 1 

 

Attitude Towards the Integration of Teacher-Made Educational Videos to Teaching 

Under the Modular Distance Learning Delivery Modality 

Item Number            Yes                Percentage            No            Percentage        Total  

           1                30 students           71.43%         12 students       28.57% 

           2                27 students           64.29%         15 students       35.71% 

           3                33 students           78.57%         9 students         21.43%           100% 

           4                39 students           92.86%         3 students         7.14% 

           5                40 students           95.24%         2 students         4.76% 
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 Note: The following are the questions used in the survey. 

1. Do you find it exciting and interesting to watch videos related to your lessons? 

2. Can you understand clearly the topic taught when there is a video presented by 

your teacher? 

3. Do you find it easy to answer the activities in the Self-Learning Modules (SLMs) 

/ SLHTS with a supplementary video viewed? 

4. Will you become more interested if your teacher makes his/her own video 

lesson? 

5. Do you find teacher-made educational videos helpful for your studies in general? 

 

 

      Table 1 is representing the tabulated responses of the 42 Grade 7 Regular Class 

respondents of Luciano B. Rama Sr. Memorial National High School who are considered 

“active” on online platforms like Facebook and Messenger. The survey which is consisting of 

five (5) Yes-or-No questions was certainly conducted to uncover student-respondents’ attitude 

towards the integration of educational videos to teaching as included in the survey taken (Part 

I) during the first stage of the Randomized Control Trial (RCT).  

      As presented, 30 out of 42 respondents answered YES to the question: “Do you find it 

exciting and interesting to watch videos about your lessons?” which gained 71.43% of the total 

population, while only 12 answered NO which is 28.57%. This means that majority of the 

students under study find it “exciting” and “interesting” to watch videos related to the topic at 

hand. On the other hand, the second item with the question: “Can you understand clearly the 

topic taught when there is a video presented by your teacher?”, 27 respondents answered YES 

with the percentage of 64.29% while 15 of them said NO gaining a percentage of 35.71% of 

the total population. It is observable that, still, majority of the students who took the survey 

agreed that if their teacher lets them watch a video about their topic, greater comprehension 

among them takes place. For item 3 with the question: “Do you find it easy to answer the 

activities in the Self-Learning Modules (SLMs) / Self-Learning Home Tasks (SLHTS) with a 

supplementary video viewed?”, it can be observed in the table above that 33 or 78.57% of the 

42 students answered YES while the rest of them selected NO which is 21.43%. Still, based on 

the data presented, it can be interpreted that most of the respondents find learning with 

supplementary videos about their lessons ease the struggles they face while in the Modular 

Distance Learning (MDL) modality. Similarly, the question: “Will you become more interested 

if your teacher makes his/her own video lesson?” of item number 4 received the greatest 

number of affirmation (YES) with the tally of 39 students having the percentage of 92.86% 

while only 3 said NO which is 7.14%. The data proved that having teachers make their own 

video lessons can get high positive impact on students’ motivation in learning. Furthermore, in 

the item no. 5 that states: “Do you find teacher-made educational videos helpful for your 

studies in general?”, 40 respondents showed confirmation (YES) gaining 95.24% while only 

2 expresses negation (NO) with 4.76% of the whole population of respondents. It is clear that 

most of them consider teacher-made or personalized video lessons support their learning as a 

whole. 



The 2nd International Students Conference on Academic Multidisciplinary Research 2022 
 

 

 

327 

 

 

Part A.2: Summary of Survey Results 

 

 

 

Figure 1- Percentage of YES Responses 

 

      Figure 1 above further presents a more detailed comparison on the positive responses 

from the five (5) questions included in the survey. This was purposely administered to uncover 

students’ attitude towards the integration of teacher-made educational videos to teaching under 

the Modular Distance Learning (MDL) modality.  

      As presented above, the data shows that among the questions asked, item number 5 

(with the question: “Do you find teacher-made educational videos helpful for your studies in 

general?”) got the greatest number of responses gaining 23.67% of the total YES responses. 

This means that most of the student respondents considered teacher-made educational videos 

helpful to their studies in general.  

      Whereas, item number 2 with the question: “Can you understand clearly the topic taught 

when there is a video presented by your teacher?” gained the lowest approval from the 

respondents having only 15.98% of the total responses. This means that there is no strong 

evidence that supports the idea that students can understand clearly the topic taught when 

viewed by their teacher with videos.  

     The data obtained provides strong evidence that most of the Grade 7 Regular Class Students 

who are active online have positive attitude towards the integration of teacher-made 

educational videos to teaching while studying under the MDL modality. 

 

 

 

17.75%

15.98%

19.53%
23.08%

23.67%

Item 1: Do you find it exciting and interesting to watch videos related to your lessons?

Item 2: Can you understand clearly the topic taught when there is a video presented by
your teacher?
Item 3: Do you find it easy to answer the activities in the Self-Learning Modules (SLMs) /
SLHTS with a supplementary video viewed?
Item 4: Will you become more interested if your teacher makes his/her own video lesson?

Item 5: Do you find teacher-made educational videos helpful for your studies in general?
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Part B: T-test for Pre-Post Mean Gain 

      In this part, the researcher attempted to calculate the pretest and posttest scores of 

students from the two groups in terms of the significant increase or gain. This statistical 

analysis was undertaken to specifically answer the research question number 2: “Is there a 

significant increase in scores gained by the control group and the experimental group after the 

posttest taken during the Randomized Control Trial (RCT)?”. Tabulation, discussion and 

interpretation was hereby included to arrive at the desired findings of this study.  

      PART B.1: T-test for Pre-Post Mean Gain of the Control Group. Ho: There is no 

significant increase in scores gained by the control group from the pretest and posttest taken 

during the Randomized Control Trial (RCT). 

 

t-Test: Paired Two Sample for Means (Control Group)  

   
  Post-Test Score Pretest Score 

Mean 2.238095238 2.904761905 

Variance 1.69047619 1.49047619 

Observations 21 21 

Pearson Correlation 0.676488162  
Hypothesized Mean Difference 0  
df 20  
t Stat -3.005371535  
P(T<=t) one-tail 0.00349542  
t Critical one-tail 1.724718243  
P(T<=t) two-tail 0.006990841  
t Critical two-tail 2.085963447   

Figure 2- T-test on Gain of the Control Group 

      The figure 2 shown above presents the t-test result after running an Excel formula of 

the T-test on Paired Two Sample for Means to compute for the t-test on pretest-posttest mean 

gain of students in the control group. This statistical technique was used to see if there is an 

increase in scores from the pretest to posttest taken by the students in the Randomized Control 

Trial (RCT). This group was considered a “placebo” or receiving no treatment (blinded on the 

treatment or wasn’t provided with a video lesson).  

      Based on the result presented above, the absolute value of the t Stat (t computed value) 

is 3.005 which is greater than the t Critical value (t-table value) of 1.72 at 0.05 level. Here, 

the t-computed value lies on the rejection region. For this analysis, the p-value 0.003 is less 

than the alpha level of 0.05. Thus, the result is statistically significant and the null hypothesis 

is rejected. In other words, there is a significant difference in scores gained by the control group 

from the pretest and posttest taken during the Randomized Control Trial (RCT). However, the 

data shows that the mean of the pretest score (2.90) is higher than the mean of the posttest score 

(2.23) and the negative t-value of -3.005 suggest that most of the students got lower scores 

during the post-test compared to the pretest conducted. Hence, it can be considerably noted that 

the scores of students in the control group reduced after the posttest.  
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     PART B.2: T-test for Pre-Post Mean Gain of the Experimental Group. Ho: There is no 

significant increase in scores gained by the experimental group from the pretest and posttest 

taken during the Randomized Control Trial (RCT). 

 

t-Test: Paired Two Sample for Means 

(Experimental Group)  

   

  

Post-Test 

Score Pretest Score 

Mean 3.333333333 2.904761905 

Variance 1.233333333 0.99047619 

Observations 21 21 

Pearson Correlation 0.663497317  

Hypothesized Mean Difference 0  

df 20  

t Stat 2.257064382  

P(T<=t) one-tail 0.017673449  

t Critical one-tail 1.724718243  

P(T<=t) two-tail 0.035346899  

t Critical two-tail 2.085963447   

Figure 3- T-test on the Gain of the Experimental Group 

 

      The figure 3 shown above presents another t-test result after running an Excel formula 

of the T-test on Paired Two Sample for Means to compute for the t-test on pretest-posttest 

mean gain of students in the experimental group. This statistical technique was used to see if 

there is an increase in scores from the pretest to posttest taken by the students in the certain 

group during the Randomized Control Trial (RCT). This group received the treatment or was 

provided with a video lesson about the lesson under study. As presented above, the t Stat (t 

computed value) 2.25 is greater than the t Critical value (t-table value) of 1.72 (lies on the 

rejection region) with the p-value of 0.03 that is less than 0.05 alpha level. This means that the 

result is statistically significant, thus the null hypothesis is rejected. In other words, there is a 

significant increase in scores of students in the experimental group from the pretest to posttest 

taken during the Randomized Control Trial (RCT). Correspondingly, the change or increase of 

mean of pretest and posttest scores (from 2.90 to 3.33) confirm that students got higher scores 

after the treatment, that is, the integration of a teacher-made video lesson related to the topic at 

hand. Thus, it can be interpreted that students from the experimental group who were able to 

watch the video lesson perform better 
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Part C: T-test of the Gain 

 

      In this part an attempt has been made to measure difference in students’ performance 

between the two groups based on their scores from the pretest and posttest. This effort has been 

carried out to be able to find an answer to the research question number 3, which states: “Is 

there a significant difference on students’ performance between the control group and the 

experimental group after the Randomized Control Trial (RCT)?”. A thorough discussion and 

interpretation is hereby included in this section to arrive at the desired findings of this study.  

 

Ho: There is no significant difference on students’ performance between the control group and 

the experimental group after the Randomized Control Trial (RCT). 

 

t-Test: Two-Sample Assuming Unequal Variances  

   

  

Gain of Experimental 

Group Gain of Control Group 

Mean 0.428571429 -0.666666667 

Variance 0.757142857 1.033333333 

Observations 21 21 

Hypothesized Mean 

Difference 0  
df 39  
t Stat 3.75088642  
P(T<=t) one-tail 0.000286107  
t Critical one-tail 1.684875122  
P(T<=t) two-tail 0.000572215  
t Critical two-tail 2.02269092   

Figure 4- T-test on the Gain Between the Pretest and Posttest Scores of the Control and 

Experimental Group 

 

      The figure 4 presented above is a t-test result from an Excel formula ran using the T-

test on Two-Sample Assuming Unequal Variances to compute for the t-test of the gain 

between the control group and the experimental group after the Randomized Control Trial 

(RCT). This was completed to compare students’ performance during the conduct of the study. 

Based on the presented data, the t Stat (t-computed value) is 3.75 which is greater than the t 

Critical value (t-table value) of 1.68 at 0.05 level. Here, the t-computed value (3.75) lies on 

the rejection region. Also, the p-value (0.0005) is less than 0.05 level of significance which 

means that the result is statistically significant, so the null hypothesis is rejected. Thus, the data 

provides strong evidence that there is a significant difference on students’ performance 

between the control group and the experimental group during the Randomized Control Trial 

(RCT). Also, this is confirmed by the different means of the gain in scores between the two 
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groups (control = -0.66; experimental= 0.42) which also means that the experimental group or 

the students who were able to watch the video lesson personally prepared by the teacher 

performs better than those who answered the modules or SLHTS without any supplementary 

material used.  

Conclusion 

     This is one of the studies steered in time of COVID -19 pandemic to initially find ways to 

ease students’ learning weight and struggles amid the crisis. This particularly aimed to 

comprehensively test the effectiveness of integrating teacher-made videos to distance learning 

which was augmented due to the pandemic. In this study the researcher concludes that 

educational videos or video lessons have high personal impact on students’ learning. Also, it 

was found in this study that the integration of teacher-made educational videos to modular 

learning (MDL) is effective and functions a great role in supporting and reducing students’ 

burden while learning independently in their respective households. As it has been 

hypothesized, the researcher found that students who were able to watch teacher-made videos 

perform or learn better than those who study using the Self-Learning Modules (SLMs) or Self-

Learning Home Tasks (SLHTs) alone. The researcher also concluded that it is important for 

teachers to innovate their teaching techniques into video-based and personalized or 

contextualized strategies by creating self-made videos for their students to easily understand 

the lesson at hand, be more motivated to learn and surpass the learning difficulty brought by 

the pandemic. These findings demonstrate the importance of introducing or exposing students 

to more personalized or teacher-made videos to enhance their learning and motivation. 

Additionally, students must be provided with extra or supplementary learning materials 

especially in this time of crisis where most of them study independently through Modular 

Distance Learning (MDL) modality. It is highly recommended that teachers may create their 

own video lessons so that students can easily grasp the lesson presented in their Self-Learning 

Modules (SLMs) or Self-Learning Home Tasks (SLHTs), be more motivated to learn and be 

able to exceed the educational struggles brought by the Covid-19 pandemic. It is also suggested 

that further study shall be conducted relevant to the study at hand to evaluate the effectiveness 

of this specific innovation for the modular distance learning approach since the scope of this 

study is limited only to one school, one week and one topic in a quarter.  
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Abstract 

The rise of technology has created a lot of changes in the education system, it challenges 

the teachers to uphold innovation in producing instructional materials which help the 

enhancement of needs for 21st century learners, and one of these is Podcast. There have been 

noteworthy potential gains that this mobile advice can bring to language learning (Oberg & 

Daniels, 2013) Numerous approaches have emerged due to computer technology in facilitating 

language learning skills. Podcast is a useful platform being implemented by teachers to 

demonstrate educational content and to encourage learning outside the learning premises.  This 

suggests that podcasting greatly helps learners develop macro-skills of the English language. 

Although existing studies have proven that Podcast made a significant impact as teaching and 

learning material, the researchers want to know the effectiveness of Podcast in the Writing 

Performance. The researchers used a descriptive method, which included the instrument used 

in the study. This thesis puts forward recommendations which are based on fact-finding with 

accurate interpretation of findings. Therefore, 30 respondents were chosen. In conclusion, the 

students improved in terms of their writing performance after using the podcast. This study 

suggests that podcasts can be used in higher education as teaching and learning material.  

Keywords: Podcast, Approach, Language Acquisition, Technology, Writing Performance 

Introduction 

Due to computer technology, new techniques to facilitate language learning skills have 

arisen. It is a significant step forward in improving instruction, particularly for young students. 

As a result, including technology as a tool for instruction should be one of the things to consider 

while establishing or upgrading a curriculum. Podcasting is a new technology enhanced 

learning method that teachers can utilize to deliver educational content, even to practice the 

language skills and to encourage learning outside of the classroom. According to (Goldman, 

2018) in his paper 'The Impact of Podcasts in Education,' such podcasts can improve numerous 

aspects of education when correctly applied. Podcasts can be used by instructors as a creative 

teaching resource to create new classroom activities.  
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It provides a variety of learning benefits to students both inside and outside the 

classroom, assisting in the learning process. The theory of Behaviorism by Skinner that is 

inclined to this study also suggested that children acquire language through reinforcement, in 

which right utterances are rewarded, and children recognize the words' communicative value. 

Learning is an active process under constructivism, in which students construct knowledge 

through experiences, observation, and exploration. Because podcasting allows learners to 

generate knowledge through active observation, inquiry, and processing of information, this 

approach to learning is appropriate to podcast technology. Listeners, for example, could alter 

the host's statements. They might then replicate their speech patterns and improve their 

listening and speaking abilities.  

Learning institutions are now trying to stay up with the fast-paced technological 

development that is currently taking place in this new normal setup. They are reducing their 

use of books and increasing their use of technology-enhanced learning tools. The researchers 

find evidence that Podcast is a type of instructional material that can assist learners in 

developing 21st-century abilities. Podcasting not only finds school-related audio files on the 

Internet, but also provides teachers with the ability to create their own content. This allows 

teachers to create recordings of lectures based on student needs and provide the best possible 

learning experience. Subsequently, the researchers intend to achieve the evidence that 

podcasting may also be an alternative tool for educational institutions to provide quality 

education to their students. In addition, listening to podcasts can be very helpful in improving 

student writing performance, especially during this global crisis. 

 

Objectives 

Learning institutions are not trying to stay up with the fast-paced technological 

development that is currently taking place in the new normal learning setup. Henceforth, the 

researchers intend to achieve the effectiveness and evidence that Podcasting may also be an 

alternative tool for educational institutions to provide. quality education to learners. Whereas, 

Podcasts can be helpful in improving student writing performance. 

 

Research Questions 

The study sought to answer the following questions:  

1. What is the writing performance of first year English major students before listening podcast 

in terms of:  

A. Content (Focus and Details)  

B. Conventions (Grammar, Mechanics, Spelling and Usage)  

C. Organizations (Structure and Transition)  

D. Style (Choice, Arrangement of words and Creativity)  

2. What is the writing performance of first year English major students after listening podcast 

in terms of aforementioned variables?  

3. Is there a significant difference in the writing performance of the students before and after 

listening to podcast? 
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Literature Review and Theory 

Innatism Theory says that children's brains are not empty buckets that only use 

language by way of repetition and imitation. The philosophy of innatism notes that learning is 

common for humans. The Innatist believes that the process of language learning in children is 

the same as the development of their biological function. It is the inherent element that activates 

their mechanism of language development. On the other hand, Interactionist Theory says how 

effective teaching and learning at a distance depends upon the nature of an interaction and how 

interaction is facilitated through a technological medium. 

Focusing specifically on writing skills, podcasting can be seen as a promising tool, not 

only because of its availability for enriching vocabulary, but also because of its features such 

as providing more exposure to authentic language, a good tool for reviewing lessons, and 

offering language learners with samples of real language and authentic materials. 

Innatist served as an existing knowledge of the students, it will guide to properly 

understand the topic. While in the interactionist theory, it has 3 components, and these are 1) 

learner-content interaction 2) learner-instructor interaction 3) learner-learner interaction. This 

research will focus more on the learner-content interaction that promote interaction between 

this content and the learner in way that will cause the learner “to construct knowledge through 

a process of personally accommodating information into previously existing cognitive 

structures”. Such interaction should induce the learner to develop new or modified knowledge 

and skills.  

Methodology 

The researchers used quasi-experimental methods to gather information about the 

study. Since the study is quasi-experimental in nature, the researchers employed a descriptive 

research design. According to Mugenda A.G. and Mugenda O.M. (2003), descriptive research 

design aimed to provide information on population or phenomenon characteristics. The 

researchers gathered the findings to research questions in the form of questionnaire, pre-test 

and post-tests which include essay questions that were given to First Year English major 

students. The distribution of respondents based on who are currently enrolled in their second 

semester in the year 2020 - 2021 at Rizal Technological University, Boni Campus: 

 

Table 1 Respondents of the study 

 

CED-02-201A N Percentage 

Male 2 students 6.7% 

Female 28 students 93.3% 

Total 30 100% 
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The table 1 shows that there are 2 male students with the percentage of 6.7% and 28 

female students with the percentage of 93.3% enrolled under section CED-02-201A. Therefore, 

most of the students were female. 

The instrument that was used is a research-made questionnaire composed of four parts; 

Student Profile, Essay (Before Listening to Podcast); Descriptive Rubric (Before and After 

Listening to Podcast); and Interview Questions. The data gathered through Google Forms has 

been tallied, tabulated, analyzed, and interpreted to come up with the complete progression of 

this research study. In interpreting the data effectively, the researchers used the Z test as a 

statistical tool to interpret the data. The Z test was used to determine the significant difference 

in the writing performance of the students before and after listening to podcasts.  

 

𝑧 =
𝑥 − 𝜇

𝜎 ∕ √𝑛
 

 

z = sample mean     μ = population mean   

σ = population standard deviation    n = sample size 

 

Lastly, frequency count and percentage distribution were utilized to describe the writing 

proficiency of students before and after listening to podcasts. 

 

Result and Discussion 

Table 2 The Writing Performance of the respondents before and after listening to 

podcast 

Writing 

Performance 

Before After 

Mean Verbal 

Interpretation 

Mean Verbal 

Interpretation 

Content 4.07 Pass 4.4 Pass 

Convention 3.17 Pass 3.55 Pass 

Organization 3.67 Pass 3.93 Pass 

Style 3.77 Pass 4.5 Pass 

The table 2 shows the summary of findings of the study. It answers the statement of the 

problem in the Writing Performance of First Year English major Students before and after 

listening to podcast. 

 

Content. In Content, the researchers got an average mean of 4.07 before listening to podcast, 

and 4.4 after listening to podcast and both resulted in verbal interpretation as Pass. Thus, this 

indicates that podcasts help the learners in the writing performance, whereas pointing ideas is 

far easier in using a podcast as learning material.  
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Convention. Next is the Convention whereas the researchers got an average mean of 3.17 

before listening to podcast and 3.55 after listening to podcast. Both got a verbal interpretation 

as Pass. Hence, the respondents demonstrate some understanding of the types, conventions, 

terminology, and techniques relevant to the significance of the sources to be used. 

 

Organization. While in the Organization, the researchers got an average mean of 3.67 before 

listening to podcast and 3.93 after listening to podcast both resulted in verbal interpretation as 

Pass. Therefore, it indicates that the podcast helps the respondents in terms of organizing the 

structure and transitional devices in their writing performance of the students. 

 

Style. Finally, the researchers got an average mean of 3.77 before listening to podcast and 4.5 

after listening to podcast in the Style. Both got a verbal interpretation as Pass. Moreover, the 

use of podcasts as a learning material helps the students in styling their own written output. 

Meaning, their choice and arrangement of words improve, as well as their creativity in writing. 

 

Table 3 The Writing Performance of the Respondents result in Z test 

 

Writing 

Performan

ce 

Indicator 

Mean z-value z-

critical 

two-tail 

Decision Remarks 

Pre-Test 14.66666

7 

  

-

2.430802 

  

1.95996 

Since z-value’s absolute 

value is greater than the 

z-critical value, the null 

hypothesis will be 

rejected. Therefore, we 

can say there is a 

significant difference 

between the two data 

sets. 

Significan

t 

Post-Test 16.26666

7 

Significan

t 

 

The table 3 shows the Significant Difference in the Performance of respondents before 

and after listening to Podcasts. 

The result in the statistical analysis prior to listening to podcasts with a total mean 

average of 14.66 inferred a lower possibility that the students were exposed to podcasts 

efficiently and effectively. In terms of expectancy prior to listening to podcasts, from M= 14.67 

to M=16.67, this means that the mean score for pre-test is less than the results in post-test. It 

can be interpreted that students perform better after using podcasts than before. Furthermore, 

with the result of -2.4 significant difference in the Z test implies better outcomes of students 

who were exposed to podcasts. Statistically, the value is definitely absolute than the total z-
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critical value and this, therefore, means that the results from the post-test were affirmative. 

These differences in remarks were statistically significant, as can be seen from the results of 

the Z test. Thereafter, the respondents agreed that the topics in the podcast were appropriate 

and useful in improving their writing skills. Answering the third question, whether podcasts 

enhance their writing skills before and after listening; the findings suggest that podcasts can 

enhance students’ listening and writing skills better than traditional classroom instruction 

especially during pandemic. 

Conclusion 

The following conclusions are developed based on the findings:  

1. It can be concluded that the majority of students were already well versed in the creation 

or drafting of essays before and after listening to podcast. Most were unfamiliar with 

English grammatical rules and needed a one-to-one attention for further improvement.  

2. In terms of the writing performance, it showed that the podcast helped the respondents 

in expounding the point and idea as a learning material. Thus, this showed that the 

vocabulary skills of the respondents were articulate and were conversational in nature.  

3. The researchers found out that there is a significant difference in their writing 

performance after listening to podcast. This concludes that the podcast helped higher 

education students to improve their writing skills.  

4. It is evident that podcast is a powerful tool for both students and teachers in today's 

world. Therefore, the purpose of this research was achieved as to whether podcast 

improved student's writing performance. 

Recommendation 

The study revealed that the effectiveness of podcast in the writing performance of the 

First-Year English major students. Based on the findings of the study, the following 

recommendation were made: 

1. Since the effectiveness of podcast in the writing performance of the students has 

been proven in terms of; content (focus and details), conventions (grammar, 

mechanics, spelling, and usage), organization (structure and transition), and style 

(choice, arrangement of words, and creativity), teachers should incorporate using a 

podcast as a learning material in teaching English lesson. 

2. Implementation of Podcast as a learning material in teaching English should be 

encouraged by school administrators and embraced by educators in an effort to 

improved quality education. 

3. The thesis acted as a reference for prospective scholars, allowing them to contribute 

to the advancement of future researches or dissertations. 

4. A similar study must be conducted to a larger group of subjects to determine if the 

same findings will be established. 
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Abstract 

If Mobile Assisted Language Learning (MALL) applications and Facebook Messenger 

have comparable features and users, can Facebook Messenger foster CLT approach too? 

However, according to Appel and Pieter (1987, as cited in Besa 2013), an overview of the 

language situation must be obtained before any further steps can be taken. Henceforward, the 

study aims to unpack students’ chit-chat in the Messenger application to determine why 

conversational English is missing in action. The study employed Interpretative 

Phenomenological Analysis to present the lived experiences of fifteen English Major students 

situated in three existing group chats. The participants’ personal information is not to be 

disclosed in lieu of the Data Privacy Act of 2012. The recorded data from the observation and 

interview supplied responses and insights to the themes that emerged, the materialization of 

New London Group’s modes of communication, the language used by the students, and the 

circumstance of English in the students’ chit-chat. The study found that conversational English 

was underdeveloped and displaced by conversational code-switching. The pervasiveness of 

conversational code-switching can be attributed to actuation of the group chats as online 

learning community that promoted a shared context and natural language.  

Keywords: code-switching, instant messaging, learning community 

Introduction 

The demand for communicative competence in the English language motioned a shift 

from grammar-based to Communicative Language Teaching (CLT). Traditional approaches 

that focus on structure and form were preferred in language classrooms; however, for its failure 

to develop learners' communicative skills in the target language, language teachers have 

gradually acknowledged the strength of the CLT approach (Larsari, 2011). Henceforward, the 

need for communicative competence brought alternative ways to employ the CLT approach, 

predominantly using mobile devices. 

Mobile devices conform as the extension for learning tools that enable a new ground for 

learning, especially for ESL learners. The use of mobile devices in the context of learning has 

been given the acronym of MALL, which stands for Mobile Assisted Language Learning 

(Darrin, 2015). Remarkably, several language-learning applications allow users to interact with 

native speakers through chats and video calls. Nushi and Makiabadi (2019) asserted that the 

effectiveness of these applications by describing its purely social environment that contributes 

to its effectiveness. 

The rise of social media websites, on the other hand, also has an eloquent influence on 

today’s generation, including the mode of education. Since online platforms are different from 

a face-to-face set-up, users tend to use instant message (IM) for chatting academic and non-

academic related matters. These instant messaging (IM) applications include the most well-

known feature of the Facebook application, Messenger. However, they are often unconscious 

of their language usage while communicating with their peers. 

Today, everyone knows the importance of learning the English language, but they do not 
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know how and when it should be practiced. If Mobile Assisted Language Learning (MALL) 

applications and Facebook Messenger have the same features and users, does that mean that 

Facebook Messenger can foster Communicative Language Teaching (CLT) too? However, 

according to Appel and Pieter (1987, as cited in Besa 2013), an overview of the language 

situation must be obtained before any further steps can be taken. 

Henceforward, the study aims to unpack students’ chit-chat in the Facebook Messenger 

application to determine why conversational English is missing in action. The researchers did 

not disclose the participants’ identity in compliance with the Republic Act No. 10173 or known 

as the Data Privacy Act in the Philippines, a law that protects all forms of information, 

including personal, private, and sensitive contents.  

The researchers sought to answer the questions: 

1. What themes emerged in the students’ chit-chat in the Facebook Messenger 

application? 

2. What New London Group’s modes of communication were materialized in the 

students’ chit-chat in the  Facebook Messenger application? In terms of visual, 

linguistic, spatial, aural, and gestural. 

3. What is the language used by the students in their chit-chat in the Facebook 

Messenger application? 

4. Where is English in the chit-chat of the respondents? 

The study will be beneficial to future educators, as it will provide a resolution with the 

practice of the English language. In addition, the results will offer insights to teachers and 

professors about activities or platforms that promote the language learning of the students. The 

study will be of great support as related studies and reference for future researchers. 

Literature Review and Theory 

Computer Mediated Communications (CMC) 

In recent years, the rapid development of information and communication technologies 

has been accompanied by an increase in interest in computer-mediated communication (CMC). 

Computer-mediated communication (CMC) was an umbrella term that encompassed various 

forms of human communication through networked computers, which could be synchronous 

or asynchronous and involve one-to-one, one-to-many, or many-to-many exchanges of text, 

audio, and/or video messages (Lee & Oh, 2017). Since the late 1980s, this trend had led 

teachers and learners alike to engage with the possibilities and complexities of CMC for 

language teaching and learning (Simpson, 2002). In his article, he stated that CMC was 

classified into two types: synchronous and asynchronous. Asynchronous CMC included 

participants who were not always online at the same time, whereas synchronous CMC involved 

real-time interaction. Simpson also stated that in computer-mediated communication, 

particularly online chat, teachers and students should be aware that misspellings, abbreviated 

words, and unpunctuated turns were the norm rather than the exception, as it is clear that in 

online chat, turn taking speed appeared to be more important than careful writing. In addition, 

McQuail (2005) broadened the term by not limiting it to networked computers, but as “human 
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communication that occurs through the use of two or more electronic devices.” 

Dynamics of the CMC process. In a study related to language learning, Sotillo (2000) 

investigated the discourse functions and syntactic complexity in English-as-a-second-language 

(ESL) learner output obtained through two different modes of computer-mediated 

communication (CMC): asynchronous and synchronous discussions). Two instructors and 25 

students from two advanced ESL writing classes took part in this study. The findings revealed 

that the types of interactional modifications observed in face-to-face conversations that were 

thought to be required for second language acquisition were similar to the quantity and types 

of discourse functions observed in synchronous discussions. The discourse functions found in 

asynchronous discussions were more constrained than those found in synchronous discussions, 

and were similar to the traditional language classroom's question-response-evaluation 

sequence. In terms of syntactic complexity, learners were able to formulate syntactically 

complex language due to the delayed nature of asynchronous discussions. Sotillo (2000) 

concluded that “asynchronous and synchronous CMC had different discourse features which 

may be exploited for different pedagogical purposes.” 

Online community development. Educators and researchers turned their attention to 

issues related to building community among the online learners as the Internet-based 

applications began to proliferate (Bruffee, 1993; Dede, 1990, 1996; Harasim, Hiltz, Teles & 

Turoff, 1995; Kaye, 1995, as cited in Romiszowski & Mason, 2004). As various online 

programs replaced the on-campus experience, there was a growing interest in understanding 

how interactions among learners were addressed in the online world. The need to understand 

what community means in an online environment fueled many studies, which revealed a 

number of positive outcomes for individuals and the learning communities to which they 

belong. The strong interpersonal ties shared by community members increase the flow of 

information among all members, the availability of support, commitment to group goals, 

cooperation among members, and satisfaction with group efforts (Argyle, 1991; Bruffee, 1993; 

Dede, 1996; Harasim et al., 1995; Wellman, 1999, as cited in Romiszowski & Mason, 2004). 

Individuals tended to benefit from community membership by experiencing a greater sense of 

well-being and happiness, and having a larger set of colleagues to call on for support in times 

of need (Haines & Hurlbert, 1992; Haines, Hurlbert & Beggs, 1996; Walker, Wasserman, & 

Wellman, 1994; Wellman & Gulia, 1999b, as cited in Romiszowski & Mason, 2004). 

Communicative Language Teaching (CLT)  

Communicative Language Teaching was an approach designed to motivate students 

communicate (Thorp, 2017).  The core principle of the communicative language teaching 

approach was to learn in the language, learn to use the language and not to learn the knowledge 

of the language (Savignon, 1987; Savignon, 2002). Essentially, the goal of CLT was to assist 

students in mastering the communication skills of the target language. Undeniably, CLT had 

been widely used in many language learning environments, the said approach took over from 

Grammar Translation Method and Direct Method which was popular way back the year 1800’s 

and early 1900’s (Richard & Rodgers, 2001).  

In a study conducted by Dos Santos (2020), the CLT approach was discussed in order to 
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encourage students to freely share and discuss their ideas with peers and teachers, and it was 

frequently used as the primary comprehensive training method in many theories and practices. 

Moreover, the approach in Western societies tended to be student-centered rather than teacher-

centered. Teachers promoted student communication by implementing effective learning tasks. 

CLT was a situation-oriented language teaching practice as well as a student-centered language 

teaching practice (Da Silva & Bittencourt, 2015; San Valero et.al, 2019; as cited by Dos Santos, 

2020). The approach also assisted learners in increasing their overall interest in teaching and 

learning. 

The CLT approach also encouraged teachers and students to explore their current 

communities, environments, and societies for teaching and learning materials and tools. Two 

recent studies (Dos Santos, 2019a; Dos Santos, 2019b) revealed that teachers could create 

visual-based teaching and learning materials using students' communities as a source. Related 

materials from communities were some of the interesting and up-to-date teaching and learning 

materials that allowed students to share and chat about their daily lives with their classmates.  

In addition to these, the researcher (Dos Santos, 2019a; Dos Santos, 2019b) suggested that 

teachers create social media-based discussion groups and chatting platforms for students to 

practice reading, speaking, and writing skills, as these students were more likely to share their 

feedback and tasks with others, particularly in East Asian teaching and learning environments 

(Han, 2017). Furthermore, students were encouraged to refrain from speaking in their native 

language. This was done so that they could fully participate in the learning environment. 

During the exercise, for example, students were asked to do their best to use English as their 

primary language. Initially, the emphasis was on the student communicating an authentic 

message in an individual context and making them understood. Language errors could be 

discovered during the conversation and teachers would then introduce any possible phrases, 

sentence structures, or grammar, etc. after the exercise. 

The primary goal of communicative language teaching was to facilitate successful 

communication and communicative competence in the target language; thus, training and 

practice in the target language were required. However, as society and technology continue to 

evolve, the opportunity for improvement, exercise, or practice of the target language was no 

longer limited to the four walls of the classroom, but can now occur at any time and from any 

location.  

Theoretical Framework 

The researchers ought to understand why the English language is missing in students’ chit-

chats in the Facebook Messenger application. Thereby, the New London Group's five modes 

of communication were also employed in this study. It is the concept of comprehending 

information and creating meaning through the manipulation of different modes, such as visual, 

linguistic, aural, spatial, and gestural meaning. Each mode has a unique characteristic that is 

used to create meaning, communicate, and represent knowledge and ideas (Edith Cowan 

University, 2020). The researchers used its notion to determine how its manifestation affected 

or enriched the communication between the participants of the study. 
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Methodology 

Participants 

The researchers used the purposive sampling technique under non-probability sampling 

to choose the participants of the study. The subjects were chosen based on their availability or 

purpose of the study, and in some cases, at the sole discretion of the researcher (Edmond, 2013, 

as cited in Baraceros, 2016). Thus, the study administered 15 participants who were divided 

into three existing group chats, experiencing a phenomenon significant to the study. The 

researchers considered participants who were taking Bachelor of Secondary Education Major 

in English at Rizal Technological University-Pasig Campus during the second semester of the 

academic year 2020-2021. 

Design 

The nature of the study was qualitative with Interpretative Phenomenological Analysis. 

Interpretative Phenomenological Analysis attempts to explore personal experience and is 

concerned with an individual’s personal perception or account of an object or event, as opposed 

to an attempt to produce an objective statement of the object or event itself (Smith and Osborn, 

2007). 

Materials 

The researchers employed observation and held an interview session to obtain data for the 

study. The responses from the interview allowed the participants to speak for themselves, 

providing multiple perspectives while the recorded data of the students’ chit-chat for one week 

provided the basis for the researchers’ statements. 

Procedure  

Three existing group chats were used in this study. The first group chat constituted of six 

participants (Student 1, Student 2, Student 3, Student 4, Student 5, and Student 6), the second 

group had five participants (Student 7, Student 8, Student 9, Student 10, and Student 11), and 

the third group chat was made up of four participants (Student 12, Student 13, Student 14, and 

Student 15). The researchers observed a session of live chat among students that transpired 

during asynchronous and synchronous classes as well as during their spare time to 

accommodate the definition of chit-chat. The observation period was from the 24th of February 

to the 2nd of March 2021. A structured interview was held by the researchers in the Facebook 

Messenger application a week after observation. 

The researchers did not disclose the participants’ identity in compliance with the Republic 

Act No. 10173 or known as the Data Privacy Act in the Philippines, a law that protects all 

forms of information including personal, private, and sensitive contents. 

Results and Discussion  

Emerging Themes in the Students’ Chit-Chat 

Academic tasks. The theme of academic tasks involved the participants asking for 

updates, raising queries, and sharing encountered problems to their co-participants about their 

academic tasks. The following were sample statements used by the participants to initiate and 
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develop the theme: “Di ko mabuksan google docs ko sa phone” [I can’t open the Google 

Document in my phone.] (Student 2), “Anong pagkakaintindi nyi dito?” [What did you 

understand from here?] (Student 3), “Hii Guysuu. Yung Poem kay Sir diba iaanalyze lng un?” 

[Hi, guys. The poem given by Sir is just going to be analyzed, right?] (Student 5), “may ipapasa 

ba ngayon kay sir???” [Is there any activity that we are going to pass to Sir today?] (Student 

10), and “Pano nyo gagawin yong activity 5.2?”  [How will you do the activity 5.2?] (Student 

14). 

Most of the participants recalled participating in the discussion of academic tasks and 

asserted asking updates, queries, and encountered problems from their co-majors. Student 7 

and 9 stated that they “ask for updates” to be “updated from time to time.” The same need for 

updates was mentioned by Student 15, yet she “received few answers” from her co-participants. 

Student 3 commented that she mostly discussed academic concerns in the group chat and asked 

questions for she wanted to know if she “missed something in the instruction,” on the other 

hand, Student 6 sought “to be enlightened.”  The discussed theme roused from the participants’ 

need to be informed and guided with their activity’s instruction after the initial instruction of 

their professors in both synchronous and asynchronous classes. 

Asynchronous and synchronous class schedules. The theme of asynchronous and 

synchronous class schedules included the participants’ regular inquiring and updating of their 

class schedules in their corresponding group chats. The following were sample statements from 

the recorded observation:  “Guys be ready. Mag sesend na ako ng Link” [Guys, be ready. I’ll 

be sending the link.] (Student 3), “Feeling ko walang class” [I have a feeling that we don’t 

have a class.] (Student 4), “(forwarded a link)” (Student 7), “Send link nlng ah” [Kindly send 

the link, okay?] (Student 8), and “Wala pang link no?” [There is no link still, right?]  (Student 

14).  

The theme of asynchronous and synchronous class schedules was also much recalled by 

the participants as they commented that they asked for updates about their class schedules and 

synchronous class’ link regularly. Student 1 commented that “most of the time yun yung 

tinatanong sa GC namin” [most of the time, that’s what we ask in our GC]. Student 4 noted 

that they are not sure if they would have class on certain days so she would ask “if the professor 

won't have a class or if he would... have a class during that period.” As a result, group chats of 

the participants contained numerous links for a meeting in various video conferencing 

platforms.  Student 5 confirmed this as she stated that “dun kami naglalagay ng schedule and 

updates” [we put our schedules and updates in there].  The probable fixation of the participants 

on this theme is provided by Student 13 as she disclosed that she does not want “to miss any 

classes.” Correspondingly, Student 14 revealed that missing a class is a “laking kawalan” [big 

loss].   

Developing of camaraderie. The theme of developing of camaraderie involved sharing 

of notes and reviewers, teasing co-majors, and checking their well-being or routine. The 

following were statements from the observation’s recorded data:  “pisti HAHAHAHAHA 

nakaka lift up ng spirit” [What a pest; it lifts up my spirit.] (Student 1), “MISS KO NA 

MATULAK SA TRIC” [I miss being pushed in the tricycle.] (Student 5), “MGA NAATWAG 

UNDAW MGA YUNYAMAN SA FUTURE” [Those who have been called would be rich in the 
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future.] (Student 8), “ano ulam niyo” [What’s your viand, guys?] (Student 10), and “Basta 

sama sama tayo” [We should be all together.] (Student 12).  

The participants stated that they are at ease with their co-majors. Hence, teasing them and 

sharing of academic-related information and materials were to be expected. Students 3 and 6 

stated that they are at ease with their co-majors for “we are like sisters in our squad” and “we 

are close” respectively. Student 4 said that they practiced the sharing of notes to “help our 

friends in answering or if they do not attend to the class.”  The sharing of academic materials 

was illustrated by Student 11 with her statement of “if our professor shared his/her PPT is too 

fast and some of us can’t follow during discussion, we would ask somebody from the group 

message if they have notes or screenshotted of the lesson.” As a result, certain students like 

Student 14 acted as “the one who is sending or providing the resources or the files.” 

Concerns about professors. The theme of the concerns about professors contained the 

complaints and appeals that the students were not able to tell their professors in person. The 

following statements contained the participants’ input in the theme: “Si sir feeling priority 

kaloka” [Sir feels like he’s a priority. This is crazy.] (Student 2), “Kasi naalala ko nung 

nagtanong si (classmate’s name) kung paper yun, nabara lang sya ni sir” [I remember when 

(classmate’s name) asked if it is a paper, Sir just ridiculed him/her.] (Student 3), “Ang gulo 

kasi daning ideas na binibigay ni sir” [It’s confusing because Sir kept on giving ideas.] 

(Student 6), “Lahat mmn ng pinapasukan nya nag papa leave yan” [All of his/her class 

involved kicking a student out.] (Student 8), and “Ang gulo kase ni mam sana ineexplain muna 

bago pasagutan asap” [Ma’am is unpredictable. She should have explained it first before 

asking us to answer ASAP.]  (Student 15).  

When interviewed, Student 1 openly commented that her co-majors would rant in their 

group chats to “ilabas nya yung galit or inis just like that” [release anger or irritation, just like 

that]. Correspondingly, Student 14 admitted that she ranted because their professors were 

“giving us too much assessment or task—giving us too much load.” Student 15 also disclosed 

that she partook in the theme as she “shares what’s on my mind with regards to this.” Relatedly, 

Student 8 and 13 sequentially disclosed that “after Zoom or GMeet, we talk about it,” especially 

“if the professor assigned some activity within that day.” The emergence of this theme may be 

answered with Student 2’s statement of “we have concerns about all our professors.” 

The emergence of the themes revealed how the participants’ group chats in the Facebook 

Messenger served as an online learning community or online study groups, wherein the 

students were constantly in touch with each other and were reminded of their education. 

Student learning communities are often cited as a high impact practice in efforts to improve 

student success in higher education (Otto et al., 2015). Timmis (2012) argued that IM 

conversation offers a means of sustainable peer support among undergraduate students through 

digitally mediated communication and collaborative activities that cross formal and informal 

boundaries. 
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Materialization of New London Group’s Modes of Communication 

Visual mode. The visual mode of communication refers to the images and characters that 

people see (Lumen Learning, 2010). The recorded data from the observation showed that the 

participants were able to experience sending and receiving this mode of communication 

through images of themselves, screen shot of their devices, graphics interchange formats or 

GIFs, emojis, and their classes’ materials. Student 4 noted that pictures and memes “convey 

the message that we want to say.”  Correspondingly, Student 14 stated that she used pictures 

“in different purposes.” As an illustration, Student 6 noted her use of visual mode for 

informational and entertainment purposes by sending “screenshot of some announcements with 

regards to our assignments, activity etc.” and using her classmate’s pictures “for making memes 

for our group chat only.” On the other hand, Student 9 and 3 revealed that “it’s easier to convey 

a message through pictures” especially if “kapag hindi na namin kaya i-explain” [we can’t 

explain it anymore]. 

Linguistic mode. The linguistic mode of communication refers to written or spoken 

words and it includes word choice, the delivery of written or spoken text, the organization of 

words into sentences and paragraphs, and the development and coherence of words and ideas 

(Lumen Learning, 2010). The recorded data from the observation showed that the 

communication in the Facebook Messenger application heavily relied on written 

communication. Student 6 asserted the abundance of written texts as she and her co-majors 

“used written words through our chat to convey our messages.” Student 3, on the other hand, 

disclosed their comfortable and “informal way of talking” stemming from “intimate 

relationship as friends.” Student 5 also mentioned conversing in a language that have “mga 

words na kami lang nakakaintindi” [words that only us understand]. Similarly, Student 8 

disclosed that “they tell whatever they want even if it’s nonsense” in their group chats. Student 

14, on the other hand, noted that their group chat is “more into casual conversation” as they 

“no longer think of the grammar.”    

Spatial mode. Spatial refers to the arrangement of elements in space. It involves the 

organization of items and the physical closeness between people and objects (Lumen Learning, 

2010). In the recorded data from the observation, spatial mode of communication entailed the 

digital layout and organization of the written texts and of the group chat itself. The three groups 

of participants utilized varied themes of the Facebook Messenger application in their chit-chats. 

On the contrary, Student 2 and Student 3 claimed that the spatial mode of communication is 

non-existent as “we are utilizing… online communication,” and “we are only communicating 

in Messenger.” Relatedly, Student 6 claimed and there is “no physical closeness” as “we don’t 

meet personally and physically” respectively. On the other hand, Student 14 referred to another 

kind of “closeness” to be seen “on the way we are talking to each other.” 

Aural mode. The aural mode of communication focused on sound including, but not 

limited to, music, sound effects, ambient noises, silence, tone of voice in spoken language, 

volume of sound, emphasis, and accent (Lumen Learning, 2010). The recorded data from the 

transcription included transcription of voice messages. When interviewed, most of the 

participants spotted the aural mode of the application as they exchanged voice messages and 

engaged in video calls.  Student 2 noted that their voices “are often energetic” in video calls 
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since “we're always prepared to talk to each other especially when we have something or to 

gossip about.” On the other hand, Student 10 and 12 respectively stated that they used voice 

messages to “tell our opinions” and add-on “explanation about the specific topic.” 

Correspondingly, Student 1 and Student 9 disclosed that they are more likely to use the aural 

mode “kapag ka may gusto silang iexplain na mahaba tapos hindi kaya… ng written reply” 

[when there is a long matter that they want to explain, but they can’t… in a written reply] since 

“it’s tiring to type messages especially if you are telling a story.” 

Gestural mode. Gestural refers to the way movement is interpreted. Facial expressions, 

hand gestures, body language, and interaction between people are all gestural modes (Lumen 

Learning, 2010). It works with linguistic, visual, aural, and sometimes even spatial modes in 

order to create more detail and communicate better. The recorded data from the observation 

included the exchange of images, emojis, and voice messages, as well as the employment of 

the reaction feature of the Facebook Messenger application. Likewise, Student 2 and 5 

commented that during their video calls they “show different gestures…and movements” and 

“nakikita ko naman mga facial expression nila” [I can see their facial expressions] 

respectively. Student 3 and 4 mentioned that they utilize video calls to discuss “about the 

groupings in reporting” and “clarify something that we don't understand.” Student 14 also 

asserted the manifestation of the mode in video calls. However, she said that “madalang lang 

kaming magvideo chat kasi madalang yung internet, so emojis can do and GIF” [we don’t 

usually video chat since the internet is unstable, so emojis and GIF can do]. 

The recorded data from the observation reflected that even though there are varied modes 

of communication, the participants were able to make meanings out of them and have a smooth 

flow of chit-chat as they actuated the group chats as online learning communities. The recorded 

chit-chat showed their immediate feedback and transmission of social cues in a personalized 

platform. Lauricella and Kay (2013) have found that both text and IM are useful and viable 

tools to augment the communication among peers and faculty in higher education. In a 

multimodal sense, modes such as audio, visual, or spatial do not only expand, exemplify, or 

modify the linguistic meaning but work simultaneously in representing meaning in order to 

empower the way people communicate (Jewitt, 2008). Hence, the presence of multimodality 

further affirmed the actuation of the group chats as online learning community.   

Language Used by the Students in the Chit-Chat 

Conversational code-switching. The data from the recorded observation showed that the 

participants used their first language (Filipino) for most of their chit-chat alongside with 

insertion of a few English words. This occurrence is called code-switching. Code-switching is 

the practice of alternating between two or more languages or varieties of language in 

conversation (Oxford Languages, 2019). The following were statements taken from the 

recorded data of observation that showed the participants’ utilization of code-switching: 

“Guysss may plano na po, ta-type ni student 8 pero mag call tayo, for ony 20 minutes para ma 

explain, mga 1 pm po ahh” [Guys, we have a plan. Student 8 will type it but we first need to 

have a video call that will last for only 20 minutes. The meeting is around 1 PM, okay?]  

(Student 7), “Mag recorded nlang tayo dto kay sir para play nlng ng play” [Let’s just record 
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a video for Sir so we can just play it.] (Student 8), “Sama ako wala ko alam schoopll here” 

[Let me join. I don’t know any school here.] (Student 13), “Mag popost daw si Queen about 

don” [Queen said that she would post something about that.] (Student 14), and “Lets go with 

san juan nalang” [Let’s just go with San Juan.] (Student 15). 

When interviewed, Student 4 stated that she tends to code-switch during the times that 

“hindi ko siya ma-explain in English [I can’t explain it in English]… I would transfer it in 

Filipino then that's it.” On the other hand, Student 6 and 9 remarked unconscious practice of 

code-switching as they stated that “I don’t even notice that I’m combining both the phrases and 

the words” because “that is how we communicate with each other even in a face-to-face basis.” 

Moreover, Student 7 and Student 3 stressed that they “cannot avoid code switching” as “there 

are here are phrases or words that do not have a direct translation in L1 or L2.” 

Some reasons why people use the method (code-switching) is for them to convey thoughts 

and concepts that might be easier to explain using that specific language, to fit in with a group, 

and sometimes a force of habit (Shofner, 2016). On the same vein, Paolillo (2011) found that 

communication media that support simultaneous communication of any sort, whether they use 

voice or text, would be expected to foster the creation of shared context, and hence favor 

codeswitching. 

Underdeveloped conversational English. The recorded data from the observation also 

showed use of the English language when Student 3 reminded the other participants with their 

activity by sending: “Technical Communication * Each group will present a manual in 

introducing their groups. *Each member must contribute by providing individual information 

in every category. *Be Creative in creating your manuals. Categories: 1. The best ways to 

communicate with us. 2. The times and hours we like to work. 3. Things we love, 4. Things we 

struggle with. 5. Other things to know about us. 6. Personal advices for myself.”  Also, Student 

8 informed the other participants in her group about their distribution of tasks by sending: 

“Reporting MOTIVATION (Student 7 –Student 8) Defining Stories (Student 9) Define 

different genres. (Student 11) Different types of short stories (Student 8) (Freystag pyramid) 

Student 7    Applying the choosen story (novel)   In element of story -Characters, setting, theme, 

ETC. (Student 10) COMPILING OF PPT THURSDAY (march 4, 2021).”  Lastly, Student 14 

constructed a message to be sent to a professor and asked the other participants to check her 

planned message comprising: “Good morning, Ma'am. Are we the one who will process our 

internship in the school that we will be choosing po? How about the branch that we will be 

residing po in 4th year? Is it still in pasig or boni?” 

As the participants made ample use of conversational code-switching, English was shown 

to be limited in their chit-chats. However, the utilization of English in the recorded data cannot 

be considered as conversational English as they were no turn-taking. A turn is the basic unit of 

conversation (Wong & Waring, 2010). Relatedly, Feldman (1999/2006) sustained that there 

should be an exchange of views, a dialogue, that consists of connected remarks. Hence, 

conversational English in the chit-chats of the participants was underdeveloped. However, the 

participants claimed to practice conversational English when interviewed though their 

explanations from the said practice may be alluded as misperception of conversational code-

switching as they periodically insert English words and phrases in the chit-chats. 
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The participants of the study are non-native speakers of the English language and regard 

English as their second language.  Buckmaster (2000) stated that all language learners are 

natural translators because they map L2 directly on the mother tongue to shortcut the process 

of learning. Relatedly, Weigt (2008) said that language learners have to respond to the 

requirements of life and function as translators in everyday situations. The current study did 

not examine the cognitive function of the participants, but it is probable that the substantial use 

of the conversational English required translation or preparation. Hence, the participants’ 

natural language in their chit-chats involved conversational code-switching instead of 

conversational English. 

Conclusion 

 Based on the findings above, the researchers were able to found the following: 

The study revealed that the participants were mostly concerned with their academic lives 

and used group chats as an online learning community platform. 

The researchers discovered the participants' understanding of the various modes of 

communication in Facebook Messenger. It demonstrated their immediate feedback and social 

cue transmission in a tailored avenue. It also affirmed the actuation of the group chats as an 

online learning community platform.  

Conversational code-switching pervaded in the chit-chat of the participants. Its 

pervasiveness can be attributed to actuation of the group chats as online learning community 

that promoted a shared context and natural language.   

Conversational English was found to be underdeveloped and displaced by conversational 

codeswitching, denoting that it is not missing. 

Recommendation 

The researchers extend the following recommendations in relation to the important points 

found in the study: 

The researchers thrust the merit of employing Communicative Language Teaching (CLT) 

approach through conversational English to promote the language skills of the students. The 

supposed use of conversational English in Facebook Messenger will promote the 

communicative competence of the language learners outside the classroom. 

The study revealed that conversational code-switching is used by the participants in chit-

chat in Facebook Messenger. With this, further study about the language used in online 

communication is suggested.  

Lastly, the researchers recommend the current study to be used as a related study and 

references for future researchers. 
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Abstract 

Since the COVID-19 pandemic has prompted new approaches to education where 

online learning platforms are being used more frequently, it is essential to analyze English 

communication and explore students' experiences that may contribute to learning the English 

Language. This qualitative research explored students' experiences with the new normal 

education set-up. The researchers used the phenomenological method to determine the 

experiences of selected Senior High School Students from Northern Mindoro Academy. It 

allows the researchers to describe and interpret the experiences of the students on the topic. It 

involves the collection of data using interview. The four primary recurring themes emerged 

from the data analysis are the students' best experience, their motivation in learning the 

language, their ways of maintaining motivation, and strategies to develop English proficiency 

in the new normal education set-up. The researchers conclude that majority of the respondents 

still attained the best English communication experiences amidst the present situation. Based 

on the findings and conclusions presented, future researchers may combine the new normal 

setup and face-to-face learning to determine English communication experiences; they may 

use other methods like triangulation to enhance the credibility of the study. Future researchers 

may do comparative studies between public and private institutions to provide the best 

strategies and effective tools for the students' online learning. 

Keywords: New normal education set-up; English communication; best experience; 

motivation; strategies. 

Introduction 

 Language plays a pivotal role in our everyday lives. It serves as a great tool that allows 

us to acquire and transmit information, learn new knowledge and ideas, and express our 

emotions and feelings in oral or written form; thus, language makes communication plausible. 
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It is an essential element in our everyday activities. When it comes to the educational aspect, 

language is indispensable for making and using knowledge, which is considered critical to 

achieving the so-called "competitiveness." It helps students to be able to grow, develop, open 

doors for prodigious opportunities and boost them to scale out in their chosen field. 

 Studies have shown that students exposed to an environment that often uses English are 

said to have high motivation to learn the language. Likely, it becomes easier for them to attain 

and develop their proficiency in English. Studies have shown that students exposed to an 

environment that often uses English are said to have high motivation to learn the language. 

Likely, it becomes easier for them to attain and develop their proficiency in English. Moreover, 

Karahan (2007) avers that a positive language attitude lets learners have a positive orientation 

towards learning English. As such, attitudes may play a crucial role in language learning as 

they appear to influence students' success or failure in their learning. However, Chamber (1999) 

asserts that learning occurs more quickly when the learner has a positive attitude towards the 

language and learning. Language attitude studies explore how people react to language 

interactions and how they evaluate others supported the language, the behavior they observe, 

and skill development in learning. A positive attitude brings out more significant overall effort 

on language learners. It typically results in tremendous success in world language proficiency 

and competence in specific language skills like listening, speaking, reading, and writing. A 

positive attitude also helps learners maintain their language skills after classroom instruction 

(Gardner, 1985). 

 With Rahayu (2015), the main focus of her study is how teachers motivate their students 

since the main problem of the students comes from internal and external factors. She said that 

teachers must integrate effective teaching strategies to help students overcome their English 

language problems. Likewise, in the study of Alo and Sanico (2020), the same problem as the 

study of Castillo (2015) emerged. Learners' surroundings can affect their motivation in learning 

the English language. Students are still optimistic about learning the language with the help of 

effective teaching strategies.  

 The learning strategy of the students is also essential for language learning. According 

to Weden (1991), learner strategies refer to language learning behaviors; learners involve in 

learning and manage the learning of a second language, what they know about the strategies 

they use, and what they know about the parts of their language learning other than the strategies 

they use". This simply means that the learner who understands learning can also identify the 

methods and techniques in learning a language. With regard to learners’ learning strategy, 

O'Malley et.al. (1994), found out that students themselves can learn the English language with 

the use of their own strategies where they can easily understand and speak the second language.  

Students' attitudes towards learning and using English language when communicating 

could be affected by factors that include teaching methods and the learning environment. Since 

students' attitudes concerning English language communication can be modified by experience, 

an effective language strategy can encourage students to be more positive towards the language 

they are learning and using. The study conducted by Al Noursi (2013) indicated that students 

generally have positive thoughts and emotions towards learning the English language. Since 
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students hold significant positive attitudes toward learning the English language, it gives a 

partial view that English communication experiences of students could be influenced by the 

effective teaching methods and the learning atmosphere that the teacher creates for the students. 

This implies that if students possess a positive attitude in varying degrees, it can be changed 

by thoughtful instructional methods. Hence, learners learn more when teaching strategies are 

effective, when they are motivated, have a low level of anxiety, and have a positive belief in 

learning the English language.  

 In terms of learning the English language in the new normal set-up, Chizmar & Walber 

(1999) and Smith et al. (2005), concluded that online classes can still give a positive learning 

experience to students since their time is flexible with their suited place and pace. These 

positive experiences will encourage students to re-enroll in online courses in the future 

(Blackmond & Major 2012). 

 There has been no research on the language educational experiences of second language 

learners at Northern Mindoro Academy, wherein English is the primary medium of instruction 

in the majority of subjects. Thus, the researchers hope to explore this area to contribute 

information to both students and teachers by providing various language experiences of 

students and helpful factors and not in learning and using English. Also, this study presents 

valuable information to the field of English language studies. 

 With the unique case of English in the country, learning it as a second language 

becomes imperative due to the positive impact that one can gain personally and professionally. 

However, achieving fluency and accuracy take time and ceaseless practice, specifically to 

students. Undoubtedly, they go through a meaningful learning process to use English 

effectively and efficiently in oral and written form. This study explores the significant 

experiences of the learners from Northern Mindoro Academy during the pandemic and their 

best experiences, motivation, and strategy of students in speaking the language amidst the 

pandemic.  

Methodology 

Research Design and Methodology   

 This study utilized the qualitative research design. The gathering of data only involved 

surveyed answers of all the participants that revealed the students' perspectives towards their 

experiences in English communication. The researchers used the phenomenological method of 

research. This method was used because of its appropriateness to the problem. It allowed the 

researchers to describe and interpret the experiences of the students on a particular topic. It 

involved the collection of data through the use of a survey questionnaire.  

Data Gathering Procedure 

The researchers made use of the Messenger application to gather data as it was the most 

convenient platform for both the researchers and participants to conduct the survey. The 

respondents from Northern Mindoro Academy were given a survey questionnaire containing 

four (4) questions that needed short responses from the participants.   
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Data Analysis  

The researchers used thematic analysis to analyze the data by identifying common 

themes and patterns that can be derived from the data. The following categorical treatment was 

used to analyze and give interpretation to the data gathered:  

1. experiences that they encountered  

2. experiences that affect motivation during the new normal setup  

3. practices to maintain motivation  

4. learners learned to achieve confidence in speaking the language. 

The thematic analysis for this research involves organizing and preparing data for the 

study. The researchers classified the factors contributing to the students' language learning 

based on their responses to the survey questionnaire. The researchers used coding to label and 

organize the qualitative data to identify different themes and relationships between them and 

categorization. Researchers then interpreted the recurring attributes observed in the data into 

meaningful units or categories. All of these processes aimed to summarize the language 

learning experiences of the students. 

Results 

This study explored the different experiences of selected senior high school students 

while developing their English proficiency. It showed that despite the current situation, 

students were able to attain the best experiences that include having convenience, time for their 

family while still learning online and understanding of the lessons more through different 

resources available on the internet making their learning still productive and meaningful.  

The majority of the respondents have the motivation to study and learn despite the new 

normal set-up. These experiences during pandemics influence the learners' motivation in 

learning the language. The majority of the respondents' best experiences positively affected 

their motivation. Hence, most of them explored their practices to maintain their motivation. It 

is also revealed that strategies such as practicing, exploring, and passion for learning the 

language also help the majority of respondents to be motivated in using the English language 

in the new normal setup. 

Conclusion 

Based on the findings of the study, the following conclusions are drawn: 

1. In the process of developing their English proficiency in the new normal educational 

set-up, the majority of the respondents experienced having convenience, time for their family 

while learning online, and understanding of the lessons more through different resources 

available on the internet.  

2. The respondents’ best experiences affected their motivation by having a 

positive/open mindset, creativity, and family connection. Moreover, avoiding destruction, 

having peace of mind, a positive outlook, goals settings, and family-related help them cope 
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with the new normal setup. 

3. Strategies such as practicing, exploring, and passion for learning helped the learners 

maintain their motivation in developing their English proficiency in the new normal set-up. 

Discussion and Recommendation  

1. Experiences of the respondents in their process of developing their English 

proficiency in the new normal education set-up  

  The majority of the respondents expressed their own best experiences as the result of 

the process of developing their English proficiency in the new normal educational set-up. 

Respondents' best experience is the convenience that it could bring to their lives, since they are 

not allowed to go outside, learning becomes more convenient for them. Several advantages 

were presented in terms of its convenience such as being able to learn on their own with the 

help of the different sources available on the internet and giving more focus and attention to 

their studies. Few of them stated that they became more conscious and more disciplined. 

Respondents have said that they did not have to get up early and ready themselves for school, 

which is a benefit for them because it allowed them to spend more time learning. they were 

able to spend more time with their families and cherish every moment, particularly during this 

difficult period. On the other hand, due to the benefit of having more time, they were still able 

to socialize and stay connected with their peers through social media platforms such as 

Facebook and Instagram. In addition, their learning became more detailed and allowed them to 

further their knowledge. These various best experiences support the arguments of Blackmond 

& Major (2012) which asserted that students who have positive experiences are more likely to 

re-enroll in online courses in the future, so an institution that seeks to increase online enrollment 

would benefit from such information. Respondents’ best experiences in an online educational 

set-up include convenience, accessibility of time, and understanding. They were able to 

embrace, accept new everyday set-up interactions in education, and provide positive responses. 

In terms of its convenience, several respondents showed their positive thoughts and experiences 

that gave them benefits and satisfaction by offering the accessibility of time and place without 

the chance of risking their health outside. The current global pandemic has drastically altered 

the ways in which teachers and students promote learning. The majority of the respondents 

reported that they were "able to learn on their own" with the help of online resources readily 

available on the internet just as Chizmar & Walber, (1999); Smith et.al., (2005) envisioned 

with the online learning environment which increases access to material and offers learners the 

flexibility to learn at a pace, place and time suited to them. The majority of the respondents 

were grateful for the opportunity to still have time with their family and have good 

opportunities to connect with peers. Online learning offers them an efficient way of acquiring 

understanding through extended lessons including online resources readily available on the 

internet.  
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2. Experiences during the pandemic that influences the learners' motivation in 

learning the language 

The majority of the respondents were still motivated despite the situation. Respondents 

harnessing positive/open mindset excellently affect their learning. With their goals set in mind, 

respondents were able to gain focus, measure their progress, and prevent them from 

procrastinating. These acts of setting goals keep them motivated and driven and make them 

learn the best possible way. Moreover, surrounding themselves with positive people enabled 

them to get motivated and be on the right track toward achieving their goals. 

 Other respondents' best experiences affected their motivation positively as they were 

able to channel their creativity. Though creativity is subjective to the respondents, obtaining 

their form of self-expression provides them a liberating effect and acts as their outlet for 

relieving their stress brought about by the pandemic.  

 Some respondents managed to connect with their loved ones during this pandemic. 

Their best experiences provided them an opportunity to strengthen their ties with their family. 

The support coming from their families made them at least, better in every aspect. 

 Because of students' motivation, the positive/open mindset, creativity, and connection 

to family undoubtedly made an impact on their performance in learning. They were able to 

explore, embrace the new normal set-up experiences, and enjoy challenges.  

 Similar to the findings of Pagente (2015), the result in this study tells us that students 

are well motivated to use English language because of the belief that it will help them attain a 

better life in the future. They are motivated as well because of the people around them. Their 

family, friends, and peers play a crucial role in goal setting, attitudes, and learner's beliefs 

towards learning the English language. The latter sub-theme corresponds to the findings of 

Blackmond and Major (2012), indicating that family members and sometimes friends and 

classmates support their online studies.  

3. Experiences during pandemic that influences the learners' motivation in 

learning the language 

Majority of the respondents maintain their motivation by avoiding distractions in 

learning, like using mobile phone, watching movie/tv etc., while studying. They also have 

peace of mind which is essential to students' acquisition and mastery of social and emotional 

skills amidst the situation. Respondents also have a positive outlook wherein they can focus on 

the good things while practicing positive self-talk. Furthermore, setting a goal in learning and, 

most importantly, receiving support from the family, where parents give their support to them 

and take a keen interest in their education help them do better in education and in later life.    

This positive attitude of the students confirms Al Noursi's (2013) findings that students 

generally have positive thoughts and emotions towards learning the English language. The 

researchers then conclude that students have established the importance of the language and 

know better when they are motivated and possess a positive view in learning the English 

language. Karahan (2007) avers that a positive language attitude lets learners have a positive 

orientation towards learning English. As such, attitudes may play a crucial role in language 

learning as they appear to influence students' success or failure in their learning. However, 
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Chamber (1999) asserts that learning occurs more quickly when the learner has a positive 

attitude towards the language and learning. Language attitude studies explore how people react 

to language interactions and how they evaluate others supported the language, the behavior 

they observe, and skill development in learning. A positive attitude brings out a more 

significant overall effort on language learners. It typically results in tremendous success in 

world language proficiency and competence in specific language skills like listening, speaking, 

reading, and writing. A positive attitude also helps learners maintain their language skills after 

classroom instruction (Gardner, 1985). 

4. Learners’ practices and ways in maintaining motivation to develop English 

proficiency in the new normal education set-up 

The majority of the students perceived that by practicing and exploring their passion 

for learning the language will help them be motivated to use the English Language even in the 

new normal education set-up. Through practicing, respondents gain confidence in speaking the 

English language. It can also help them be confident in speaking to other people, especially in 

class. They also said that by practicing the language, they could easily be language proficient 

and fluent. Moreover, the will and passion of the respondents help them to be motivated to 

learn the language. They said that if they are passionate about learning, they can successfully 

learn the English language. And lastly, exploring the language helps the respondents to know 

the structure of the language with the help of reading textbooks. The respondents thought that 

it could help them not to be afraid of using the language. The learning strategy can create a 

significant impact in having confidence in speaking and learning the English Language. This 

strategy includes practice, exploration, and passion for learning the language. This was 

supported by the result of the study conducted by O'Malley et al. (1994). He states that the 

learning strategies of good language learners, once identified and successfully taught to less 

competent learners, could have considerable potential for enhancing the development of second 

language skills. In terms of the will and passion of students to learn the language, it can be 

related to the study of Al Noursi (2013) where students’ positive attitude can help modify their 

attitude with the help of their experience which will lead to effective language teaching 

strategies and will encourage students to be more positive towards the language they are 

learning.  

 

Based on the findings and conclusions presented, the following recommendations are 

suggested; 

1. English teachers should establish good relationship with their students and may come up 

with more strategies in teaching that will be beneficial for the students to practice, 

explore, and magnify their passion for learning the English language in the new normal 

education set-up.  

2. Parents may help their children improve their studies by creating a conducive atmosphere 

and giving more attention on external factors as this is also important to students’ self-

determination in online learning. 

3. More studies should be conducted to collect more English communication experiences 

in the new normal educational set-up so that the data can be compared to obtain reliable 
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information. 

4. Future researchers can combine the new normal set up and face-to-face learning to 

determine English communication experiences and may use other methods like 

triangulation to enhance the credibility of the study. 

5. Future researchers may do comparative studies between public and private institutions 

to provide the best strategies and tools that are effective for the students' online learning.  

6. Further studies with a larger sample size may be done to ensure that the findings are 

more generalizable. 
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Abstract 

The study focused on determining the specific social environments that affect mostly 

the students’ learning of Philippine culture and up to what extent do the family, peers, 

community and school affect on it. The respondents were chosen using non-probability 

convenience sampling where the researcher took 20 students as participants. The researcher 

described the profile of the respondents in terms of gender, age, course and year level. The 

social environment was described in terms of family, peers, community and school. The 

researcher gathered, determined and analyzed the results of the students’ responses using a 

survey questionnaire as the instrument of the study. This research proves and ponders that 

social environments are great factors that can affect on a student’s learning of Philippine 

culture. 

Introduction 

Culture is one of the basic fields of Social Sciences that are included as a part in the 

curriculum to be taken by students in different academic levels (Imperial et al., 2013). 

According to Tylor (as cited in Spencer, 2012), this phase of Social Science referred to as a 

quality possessed by all people in all social groups who nevertheless could be arrayed on a 

development. Dallo (2013) stated that to learn culture is a great task in fact that it gives wide 

understanding of our ancestors and it will give people an opportunity to learn things that 

surrounds in the society. 

There is so called, “Social Environments” in Sociology that can be attached to the 

process of learning of the second language that refers to the immediate physical and social 

setting in which people live or in which something happens or develops (Barnett, 2011). They 

can be considered as the factors that can affect to the learning process of culture. Social 

environments like family, school, peers and community have big roles to the eagerness of every 

individual in discovering different disciplines like culture of a country (Durrschmidt, 2012). 

With social environments, man can absorb the culture virtue to the fact that these factors are 

the shelter of everyone’s intellect since birth. 

Firstly, in terms of closeness in everyday lives of students, they are much related with 

their family, peers and to the community which they are belong. According to Building (2010) 

the family, peers and community have important role in guiding and educating every individual 

in terms of social capacity because the length of time an individual has interacted with their 

family as well as their peers and the duration of time a student lived in a community influences 
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the extent to which they engage with the manner of cultivating and exposing themselves in 

cultures of the society.  

 A student spends so much time for family and peers because these environments are 

the common ambiance that a student interacts. Building (2010) added that the children and 

parents who have strong and supportive social relationship develop positive rapport. As 

children learned the culture of specific country which they belong, they were more likely to 

develop if they have a strong, positive, and supportive social relationship. In learning process 

(particularly in the learning Social science dimension like culture), peers may have a pleasant 

interaction by the mores and values that a typical Filipino setting achieves. For example there 

is a member of a peer that is fond of watching cultural events, everyone may imitate the manner 

of admiring that perspective then the possibility to learn the love for the country’s culture may 

increase the ability of every member of the peer to come-up with that perspective. 

It is common that the school including the teachers were one of the main instruments 

for a student to become knowledgeable in fact that their goal is to educate an individual. Many 

researches proclaimed that teachers and schools are the greatest factor for students to become 

learned in different disciplines. Schools in the Provincial and Federal government are 

experiencing problems like insufficiencies of materials of instruction such as audio-visual aids 

for teaching Social sciences in part of culture, the type of school system is overcrowded 

(Ahmad, Khan,&Munir, 2013). Related to the teachers, schools also affect on it as said in the 

study. The part of school also influences the learning process of a student, according to Bandura 

(as cited by Hapi, 2014), classroom is a place where a formal learning occurs. The physical and 

social climate appears to the output of students after an academic year. 

Due to technological blast, students nowadays became more doted and affectionate of 

different gadgets and latest inventions; the essence of the country’s culture can be affected 

because the new era of students are here and a more contemporary world is coming. Building 

(2010) believes that learning is greatly influenced by one’s physical surroundings and the 

present time’s modernization. With his theory, it can be proven that the social environment in 

the present era affects the learning of students particularly in terms of culture.  

 With these problems, the researcher decided to conduct a study of the role of social 

environment on students’ learning of Philippine culture. As the researcher find different 

information and references about the topic, the researcher became more interested of it because 

of the curiosity on what are the roles of social environment when it comes to students as they 

learn culture of the country.  

 As this research’s prediction that among the four specific social environments 

mentioned, there would be a result in high level of effectiveness in terms of students’ learning 

of Philippine culture but also the researcher surmised that there are some in the low and average 

level depending on the responses of the students. Researcher feels that it can affect the learning 

of a student and can lead to different results and outcomes. The purpose of this study is not 

only to find the roles and levels of social environment’s effect on that learning perspective 

among students but also to thrust the value of culture to the mind of everyone who will see this 

research. 
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Statement of the problem 

Specifically, the study will seek to answer the following questions: 

1. What are the types of Social environment that mostly affect the students’ learning of 

Philippine culture? 

2.  Up to what extent do the following types of Social environment affect the students’ 

learning of Philippine culture?: 

2.1 family 

2.2 peers 

2.3 community 

2.4 school 

 

Theoretical Framework 

 This research used two “Theories of Learning” in the principle of Education that had 

been formulated by their great proponents who are scientist and philosophers. These two 

learning theories ponder the learning strategies and manners in order for students to learn 

different areas of studies but we focused on the field of culture. The theories’ principles were 

bind together as one because they trace a single path which is the manner on how and up to 

what level these different types of social environment affects the certain learning of students 

which focuses on the learning of Philippine culture.  

Social Learning Theory. Bandura (as cited in Hapi et al., 2014) developed a social learning 

theory of human functioning, meaning that people are self-organizing, pro-active, self-

reflecting and self-regulating, not merely reactive to social environment or inner cognitive 

affective forces. The concept on how a social environment affects on the learning of Philippine 

culture is a focal point of Bandura’s theory. In this learning theory, it explains that for a student 

to learn, it is better to come-up with the process of “imitation” to learn other knowledge that a 

student wants to be possessed. For example, students want to become knowledgeable about 

Filipino folklore, they must apply the essence of that field of culture in different subjects like 

literature and civics. 

Operant Conditioning Theory.Skinner (as cited in Hapi et al., 2014) developed the theory 

that attempts to modify behavior through the principle of “reinforcement” that uses either 

positive or negative reinforcement to students learning process. Through the essence of the 

theory, an individual makes an association between a particular behavior and a consequence. 

For example, in the family, there are so called “forced culture” that every member of the family 

must adopt. These members will be forced to follow and to adhere those policies in order to 

cope with that culture. 
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Method 

At this part of the paper, it describes the methodological process and the things that are 

related on how this research paper was done. The researcher used the four major subsections 

of method namely: Participants, Research Design, Measures and Procedures. 

Participants 

 The researcher decided to acquire 20 students as the respondents of the study. Eighty 

percent of the participants were female and the remaining 20% were represented by male 

participants. In terms of age, majority (60%) of the respondents belong to the 17-18 age range. 

Respondents with 19-20 years of age come next which comprises 40% of the total respondents. 

Otherwise, out of the 20 respondents, 30% were BS Psychology students, another 30% were 

represented by BS Social Work students, AB Communication, BS Math and AB Political 

Science students occupied 10%. But the two courses, AB History and AB Economics embody 

only 5% of the total population. On the other hand, 70% of the respondents are third year 

students and the other 30% was represented by second year students. 

Research Design 

 This research followed a quantitative approach for the study which Burns and Grove 

described (as cited in Shilubane, 2009) as a subjective and systematic process to describe and 

test relationships of the variables used. A Research Journal Article design of research paper 

with an American Psychological Association (APA) style was used as the format of the entire 

paper. The study might involve the social environment as the independent variable of it which 

was described in terms of family, peers, community and school. The researcher thought that 

learning of Philippine culture as the dependent variable for the study that would be the basis 

for specific types Social environment’s extent of affects. 

Measures 

 The research instrument used in the study was a form of survey questionnaire that 

consists of questions that we had created. The research instrument was composed of two parts, 

the first part was a one item kind of multiple choices wherein the respondents will choose the 

best type social environment that could affect the second language learning of the students and 

the researcher expected to explain why they choose it. The second part of the instrument would 

be a 5-point Likert Scale test wherein the four category (four type of social environment: 

family, peers, community and school) was composed of three statements which a respondent 

must have chosen his or her answer from the scale ranging from N (never) to A (always).  

Procedure 

 Participants were gathered by means of Non-probability convenience sampling wherein 

the respondents were gathered in a process that does not give all the individuals in the 

population equal chances of being selected because only 20 students were participated in the 

data-gathering scenario. They gathered in terms of groups but before the day of distribution of 

survey questionnaire, they were informed about the data-collection procedures for the research 

who they will stand as the participants. The researcher distributed the questionnaires because 

the students have different courses, therefore their classes were in different areas of the school 

and also to achieve our tasks in a shorter period of time. The researcher chose the time wherein 
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the participants were free and have the time to answer it in order for their class not to be 

interrupted. The researcher administered the respondents to become aware on the instructions 

of the survey and to answer them if they had questions regarding the survey questionnaire.  

 This research used the formulas for computation of percentages of the results in relation 

of Ymas (2008), the principle of Rate, Base and Percentage. To get the percentage, divide the 

number to the base and multiply it to 100. In the part of computation of the Likert scale, in 

every item, just multiply the number of respondents who answered in different choices (e.g. N 

for never and so on) to the value of every choices (e.g. N is equivalent into one, R is equivalent 

into two and so on) and divided it with five to get the mean. After the researcher got the mean 

of every item, then add these three means and divided into three to get the general mean. The 

researcher analyze the findings by means of the possibilities that might cause the respondents 

to answer these and its possible conclusion that we could came up with the effectiveness of 

these social environments. The researcher also compared the relation of the answers to come 

up with the results and to determine what social environments got the highest and lowest 

means. 

Results and Discussion 

The researcher got the percentages of respondents’ choices on specific Social 

environments that they think could affect their learning of second language. After the 

computation and analysis, peers got 35%, school earned 30%, community took 20% which got 

the top three highest percentages of respondent’s choices. Family was given 15% which were 

in lower percentage. We considered these results as preliminary opinions of the respondents. 

 

Table 1 

Family. 

 

  Item        Mean 

 

1.1 When I was a child, I had been taught by                        2.2 

       my parents about Philippine Culture   

  1.2  Through my parents, I learned the culture                       2.5  

          of Filipinos. 

  1.3  My family taught me some indigenous                          2.1  

          plays like sungka 

 

General Mean                   2.27 

 

Item 1.2 got the highest mean of 2.5 while Item 1.3 got the lowest mean of 2.1. Family, 

as one of the social environments as a factor in learning Philippine culture gained a general 

mean of 2.27 
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Table 2 

Peers. 

 

  Item        Mean 

 

  2.1 My friends and I have a time to read                         2.12  

         Filipino literary pieces in the library. 

  2.2  I, together with my friends, watch Filipino             2.5  

          culture-based movies. 

  2.3  We use to speak our mother tongue for fun,             3.3  

           bonding and learning.  

 

General Mean                   2.64 

 

This section, Peers, came up in a general mean of 2.64. The highest mean 3.3 went to 

Item 2.3 while Item 2.1 got a mean of 2.12 which was the lowest mean. 

 

Table 3 

Community. 

 

  Item        Mean 

 

  3.1 I am willing to listen to seminars (related                        2.8  

         with Philippine heritage) in our community. 

  3.2  I am willing to communicate with indigenous                 3  

           people in our community (if necessary). 

  3.3  I give my attention to watch cultural               2.8  

            performances. 

 

General Mean                   2.9 

 

Item 3.2 got the highest mean of 3 while both the item 3.3 and 3.1 have mean of 2.8 

while. Community, as one of the social environments as factors in learning Philippine culture 

of students gained a general mean of 2.9. 

 

 

 

 

Table 4 

School. 
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  Item        Mean 

 

  4.1 I study my lessons well in Social Sciences                       4.8  

         subjects intending Philippine culture. 

  4.2  I nurture the culture and heritage that my                        2.9 

                               my school is preserving.      

  4.3  I am willing to join cultural events in school.             2.3   

 

General Mean                   3.33 

 

  

This section, School came up in a general mean of 3.33. The highest mean 4.8 went to 

Item 4.1 while Item 4.3 got a mean of 2.3 which was the lowest mean. 

In terms of ranking of general mean, school got the highest rank with 3.33, followed by 

community with 2.9 general mean, the third one was the peers with 2.64 general mean. Family 

placed in the lower part of the rank which got the general mean of 2.27. 

In view of the fact which the researcher predicted that there are types of social 

environment which would be resulted into high, low and average level of effectiveness, it had 

been matched in the findings. Inasmuch as these four types are in different fields, it was 

expected that it had different circumstances that were inclined with it. 

According to the respondents’ preliminary opinion as presented in the results, peers, 

school and community are the top three social environments which they think mostly affect 

their learning of culture while family is in the lower rank. The researcher concluded that it had 

consistent results because after the computation  in the likert scale type of questions, school, 

peers and community were also the top three that inferred to be most influential social 

environments. The researcher surmised that all social environments that had high means were 

the mostly affects the student’s learning of Philippine culture. 

Based on the reasons of the respondents, majority of their answers were related and 

tracing a single path. They chose school/peers or community because these were the social 

environments which their times were allotted in a day. Other answers were: in school in view 

of it was the place where they acquire their academic knowledge, in peers by reason of they 

were you interact mostly wherever they are and in community in that you always interact with 

the persons mostly in the outside of house. Family is at the lower rank even though these two 

had been answered but majority of the respondents did not choose these in fact that they were 

not having a close family ties.  

As stated in Table 1which depicted by the family, item 1.2 (Through my parents, I 

learned the culture of Filipinos) got the highest mean. There may be a possibility that naturally, 

parents teach their children to learn culture inside the family that a common Filipino family 

follows. Item 1.3 (My family taught me some indigenous plays like sungka) that got the lowest 

mean. Not all household has their own cultural materials. But the general mean comprise only 
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in low level of effectiveness which was matched with the statement of Building (2010) that 

family could contribute a lot in the learning of a student but it would not be present if there are 

circumstances which lead it to the failure to achieve parent-children learning relationship such 

as lack of knowledge and materials that will support the process of learning. 

 In terms of peers, in item 2.3 (We use to speak our mother tongue for fun, bonding 

and learning.) from Table 2 got the highest mean of 3.3 while the lowest mean, 2.5, went to 

Item 2.2 (I, together with my friends, watch Filipino culture-based movies.).This section gained 

a general mean of 2.64 which lead to come up with average level of effectiveness. As Bandura 

(as cited in Hapi et al., 2014) explained that the effectiveness of peer relation in terms of 

learning method was great especially on their favorite field or topic was being studied since in 

a group of students have different interest which every student wants to push through but it was 

better to have a single and combined activities for them to be done with enjoyment.  

The community came-up with an average level of effectiveness after acquiring 2.9 

general mean as stated in table 3. Item 3.2 (I am willing to communicate with indigenous        

people in our community) got the highest mean that may be concluded that the majority of the 

students were open to communicate to indigenous people in their community. Both Items 3.1 

(I am willing to listen to seminars related with Philippine heritage in our community) and 3.3 

(I give my attention to watch cultural performances) gained mean of 2.8. In other words the 

majority of the students were having other sources to acquire their knowledge in learning 

Philippine culture. It reflects on the explanation of Kwarteng (2014) which presents that “lack 

of self-awareness” in community is the greatest hindrance for students to learn. 

Table 4 in the school section, Item 4.1 (I study my lessons well in Social Sciences                  

subjects intending Philippine culture) got the highest mean. This social environment also got 

the highest general mean that can obviously be concluded that peers had the highest influence 

to students’ learning. Therefore, the majority of the students learned the Philippine culture by 

studying their lessons in school in fact that there are subjects that are inclined with it. In Item 

4.3 (I am willing to join cultural events in school) got the lowest mean, majority of the students 

did not want to join cultural events in school because of the lack of self-confidence to perform 

in different fields of events based on culture. The school grabbed a high level of effectiveness 

when the general mean only comprise 3.33 which was proven by Ahmad et al. (2013) that even 

school was the place where the formal learning happens, there were so called, “destructive 

factors” which were present in the time of discussion that could be barrier for students to learn 

such as the poor capacity of a teacher teach, low-quality physical climate inside the classroom 

and others hence the teaching-learning process was not so good. 

This paper prove that family, peers, community and school were deserving to be the 

major types of social environment that could affect on the students’ learning of culture 

according to the findings despite being in a different level of extent on how they affect aside 

from being common environments where a student interacts in a day. The results in the first 

question (What are the types of Social environment that mostly affect the students’ learning of 

Philippine culture?) of the questionnaire and in the second question (Up to what extent do the 

following types of Social environment affect the students’ learning of Philippine culture?) were 

connected and not merely in far responses. Because the results in the first part (in terms of 
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ranking) will be school, community, peers and family while in the second part resulted into 

peers, school, community and family. The top three type of Social environment of both were 

the same but not in the same position but it concluded as the same results. The researcher 

considers this research as a study with accurate findings which could be added to the literature 

as basis for future researches that would be conducted.  

Since, it was established in the study according to students, family, peers, school and 

community were mostly the four common social environments that affect their learning in 

terms of Philippine culture. It was advisable for the future researchers who would be 

conducting other researches which were related with our study to improve it and take a chance 

to enlarge its extent not to stick in a single university. In accordance with this study’s scope 

and limitation, it was focused with the locality of a university in Bulacan which had the said 

students who became the respondents of this research. 
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Abstract  

The Business Process Outsourcing (BPO) business in the Philippines is one of the 

fastest-growing industries, contributing between 10% and 15% to the global BPO industry. In 

recent years, the local BPO industry has grown at a compounded annual growth rate of more 

than 10%, ensuring the country's economic stability. Quezon City is known as the Philippines' 

ICT Capital and home to more than 100,000 IT-BPO employees, the greatest population in the 

Metro. The city experienced the most substantial office growth in 2019, with 135 BPO 

establishments and 75 BPO companies. This paper presented the current state of the 

socioeconomy of the Business Outsourcing Process (BPO) industry in Quezon City. 

Employment status, revenue status, and tax collection are the primary indicators to analyze the 

impact of the BPO industry in the city's socio-economic development. The data collecting 

process used are qualitative and case study approach, which focuses on data-based analysis 

from the Philippine Statistics Authority (PSA), Philippine Economic Zone Authority (PEZA), 

and City Government of Quezon City, and thorough analysis of data from government bodies 

and key informants from the BPO sector. This study fills the knowledge gap by discussing the 

present status of BPO industry to Quezon City to assess its impacts to the City’s socio-

economy, encouraging assistance and future strategies for the development of the City’s BPO 

industry and socioeconomic status itself.  

Keywords: Business Outsourcing Process (BPO), Socio-Economic Status, Socio-economy, 

Quezon City  

Introduction  

Despite the difficulties and problems that many economies are facing, the IT-BPO 

industry has been growing its activities over the previous decade (Thompson, 2020). According 

to a Forbes Insights survey, 60 percent of multinational CEOs felt that BPO played a vital role 

in sustaining market models by the year 2010. Almost every business today outsources some 

of its marketing tasks. The global business process outsourcing market climbed to $250 billion 

in value (Oxford, 2020). Business process outsourcing accounts for 10 to 15% of the global 

BPO market in the Philippines, with the local BPO industry rising at a compounded annual 

growth rate of 10% in recent years and being ranked among the top 10 biggest outsourcing 

choices worldwide every year (Digo, 2021). The BPO sector is one of the Philippine economy's 

two principal 'legs,' having created more than a million employment in recent years, indicating 
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its importance to the economy. BPO firms, on the other hand, were unable to sustain regular 

labor levels in 2020 because of the pandemic (Thompson, 2020). International companies that 

have been impacted have reacted in various ways. Some companies try to entice workers to 

work from home by supplying digital technology to their houses (International Labour Office, 

2020). Because the average household in Manila has 4-5 people with "poor yet costly internet 

connection," (Salac et al., 2016) most work from home opportunities are inadequate. According 

to studies, the BPO industry's future and the livelihoods of its workers, particularly those who 

work from home, are in jeopardy due to challenges experienced by large-scale homeworkers, 

which are expected to come from the widespread withdrawal of Foreign Direct Investment 

(FDI) (Thompson, 2020). Despite the current problems posed by internet connectivity and data 

issues, the government continues to make an effort to train the workforce in digital skills. Even 

then, it is unclear if the country's BPO economy will be able to meet such huge developments 

in certain local government entities. In this regard, the researchers aimed to assess the impact 

of the BPO industry on the socio-economic development of the Quezon City LGU; more 

specifically, this paper fills in the knowledge gap by elaborating on the current state and impacts 

of BPO, as well as how the local government supports the industry's operations. As a result, 

this study could be used as a starting point for future research and studies.  

Objectives  

This study analyzes the impacts of the Business Outsourcing Process (BPO) industry 

in achieving the socio-economic development status of the Quezon City LGU. Moreover, it 

discussed the present condition of the socio-economic status of the BPOs located in Quezon 

City and how the city assists and helps the BPO industry's operations.  

Research Questions  

This study seeks to evaluate the impacts of BPO Industry to the local economy of Quezon 

City. Specifically, the researchers intend to respond to the following:  

1. What is the present socio-economic status of Quezon City, in terms of local 

employment, revenue, and tax collection?  

2. How does the BPO industry contribute to the development of the local economy of 

Quezon City?  

3. In exchange, how does the Quezon City LGU support the development of the BPO 

industry in its locality?  

Literature Review and Theory  

In this study, the researchers utilized Michael Porter's Theory of Competitive 

Advantage (1985). The National Government or Local Government of Quezon City can act as 

a catalyst to achieve a national vision and improve the BPO industry in a globally competitive 

economic environment, making Quezon City a more attractive location for BPO industries in 

a global competitive economic environment. According to Porter (1985), the competitive 

advantage theory says that states and corporations should seek policies that produce high 

quality services that can be offered at high market prices. The priority of national strategy, 

according to Porter, should be on productivity increase. This argument is based on the idea that 
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low-cost labor is widespread and that natural resources aren't required for a healthy economy.  

The Theory of Competitive Advantage recognizes the importance of governmental 

actions and the opportunity for a competitive strategy. In this theory, the government is 

anticipated to play a key role in assisting industries in growing and gaining trust. In addition, 

he believes that the national government should adopt policies that encourage the development 

of national advantages for the country's industries in order to strengthen its worldwide 

competitiveness. In the Philippines, various implementations were done in order to establish a 

harmonious flow of businesses. The local government of Quezon City, as the nation’s leading 

revenue collector, proves that when Porter’s theory is applied to the BPO industry today, we 

can see that the competitive advantage lies more on human factors considering that the trend 

of Artificial Intelligence is not yet hitting hard.  

Methodology  

The researchers gathered data from the Philippine Statistics office (PSA), Philippine 

Economic Zone Authority (PEZA), Quezon City Local Government Unit in order to get 

employment status, tax collection status, and revenue statistics. Due to the qualitative character 

of case studies, the study includes data defining an occurrence in terms of its real-world 

concepts.  The research used a qualitative data gathering method, as well as textual or content 

analysis of material. Using this form of data collection, researchers may filter accurate and 

adequate data required for the study from a variety of sources. The content analysis filled a 

knowledge gap by providing missing information regarding the effects of the BPO business in 

the locality of Quezon City. Using these data gathering techniques made it simple to understand 

the data, transforming it into valuable information for decision-making and producing 

conclusions on the BPO industry's influence on the LGU of Quezon City's socio-economic 

development.  

Results  

For the past five years there has been a continuous increment in the numbers of Business 

Process Outsourcing firms in Quezon city. Quezon City is recognized as the ICT capital of the 

Philippines. The city possesses the requirements of the investors such as suitable places, talents 

and infrastructures. The Philippines Statistics Authority (PSA) had reported that Quezon City 

is home to 106,721 IT-BPO employees, the highest number of all cities in the National Capital 

Region in 2020. Along with this tally, it is ranked second next to Makati City among all the 

cities in Metro Manila to have the highest number of IT-BPO establishments with 135 

infrastructures and 75 BPO taxpayer companies. The Business Process Outsourcing industry is 

recognized for its contributions in Quezon City. However, it did not last long due to an 

unexpected global health crisis. With this in mind, the researchers conducted an analysis of the 

BPO industry's contribution to Quezon City's socioeconomic status. It evaluated the BPO 

industry's current status and contribution to the Quezon City LGU using socioeconomic 

indicators such as employment, taxation, and revenue. Additionally, it presented the assistance 

provided by the LGU to the BPO industry in order to aid in its development.   
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The Employment Status of BPO Industry in Quezon City year 2018-2020  

In 2018, there is no global pandemic that disrupts the natural life of work and school. 

The Philippines' global ranking continuously places it among the top global business process 

outsourcing providers, expanding and significantly broadening its portfolio of third-party 

services (Oxford, 2018). The BPO industry located in Quezon City employed over 88,009 

people in 2018, contributing an average of 7.4% to the total economic employment rate of 

Quezon City. BPO employees in Quezon City continued to increase in 2019, by more than 15% 

from the last statistics, employing 101,250 BPO workers and a 7.9% contribution to the total 

employment. According to Accenture research published in 2019, firms that strategically scale 

AI achieve a triple return on investment compared to those pursuing siloed proofs of concepts. 

The decrease in employees in 2018 numbers may imply that BPO companies strengthen their 

competitiveness through investing and shifting in Artificial Intelligence but eventually comes 

back to employing more people in 2019. The year 2020 brought a different and challenging 

opportunity for the Philippine BPO market. Lockdowns were implemented, and the 

government's priority became the health of the Filipino people (Department of Health, 2020). 

However, BPO activities have been exempted from closure during quarantine periods, 

indicating their importance to the country's economic interests and adapted work-from-home 

arrangements (Thompson, 2020).  

Regardless of the COVID-19 Pandemic in 2020, Quezon City's BPO industry 

demonstrates resiliency, expanding 5% over the previous year 2019 and employing 106,721 

workers. It also contributed 9% to the total economic employment rate of Quezon City. This 

employment number increases month by month as more people discover they can work from 

home, avoid costly travel, and maintain employment as lockdowns occur periodically 

(Talmage-Rostron, 2021). Also, the closure of other businesses leads workers to shift careers 

into remote work, e-commerce, and automation (Lund et al., 2021). The figure 1 below 

illustrates the annual shifts in total employment rate of the BPO industry located in Quezon 

City from 2018 to 2020.  

Employment statistics for 2021 are unavailable since the Philippine Statistics Authority 

(PSA) has not produced recent employment statistics, and the Quezon City Local Government 

Unit (LGU) does not share data with researchers for privacy reasons.  

The most prominent businesses within the industry in terms of employment size are 

those engaged in Call Center Activities in Quezon City in the year 2020. PSA code N8821, 

Call Center activities have the highest employment number with 99,623 employees and 100 

establishments. Following call centers, the next large BPO businesses are involved in back 

office activities under PSA code N8222. These back-office operations include settlements, 

clearances, record maintenance, regulatory compliance, accounting, and IT services (Barone, 

2020), with 29 establishments and 6,892 employees. PSA code N8229, Other Non-voice 

Related Activities, operates on a small scale of 6 establishments and 206 employees. In total, 

135 BPO establishments and 106,721 employees in Quezon City, classified according to the 

type of BPO Activities. The Philippine Statistics Authority (PSA) states that the list of BPO 

establishments in Quezon City is based on the database of all establishments in the Philippines. 
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The PSA does not claim whether these BPO establishments are registered with any regulatory 

body, such as the SEC, CDA, or DTI.  According to Philippine Economic Zone Authority 

(PEZA), the total employment of PEZA-registered businesses in Quezon City's economic zones 

is 202,725 as of November 2021. PEZA emphasizes that this data does not represent the total 

number of employees at all BPO businesses in Quezon City, but only those registered with 

PEZA. However, the PEZA-registered BPO businesses cannot contribute to the Quezon City 

Local Government Unit because of PEZA memorandum circular no. 2002-007 states that all 

BPOs registered with PEZA are exempt from LGU permits and Local Taxes, Licenses, and 

Fees.  

Revenue Status of the BPO Industry in Quezon City from 2019 - 2021  

In order to further study the contributions of the BPO Industry to the local 

socioeconomic status of Quezon City, the researchers collected statistics from the City 

Treasurer’s Office and from the Bureau of Local Government Finance. The Treasurer’s Office 

of Quezon City and the Bureau provided a rough amount of the annual revenue only due to 

privacy and security policy. Aside from that, BPO companies have initially declined to share 

the information about their yearly revenue, employment status and tax collection. The 

companies are strict with data and privacy matters especially if it is concerning their clients, 

workforce, and other economic values.  

Based on a report from Quezon City Treasurer’s Office, the ₱25,600,000,000.00 rough 

amount is composed of the revenue from Call Centers Activities, Back-office Operations 

Activities, and Other Non-voice Related Activities in the year 2020. Data from the Bureau of  

Local Government Finance (BLGF), Quezon City’s Business process outsourcing (BPO) 

industry revenue increased by nearly 14% from ₱19.33 billion in 2019 to ₱22.04 billion in 

2020. The Treasurer’s Office showed the 16% annual percentage growth rate from ₱22.04 

billion in 2020 to ₱25.69 billion in 2021. Quezon City has a total assets of P96.423 billion in 

2019 which means that the BPO industry contributed about 18.63% to the annual tally. In 2020, 

the Quezon City LGU gained P355.91 billion total assets with the BPO industry contributing 

about 4.87% to it. There is still no data on the total assets of Quezon City LGU in the year 

2021. Philippine tax collection laws stated that local government units can take two percent 

from the total annual revenue of the Business process outsourcing (BPO) industry under its 

jurisdiction. The data does not include the numbers from some Business Process Outsourcing 

(BPO) entities who are under the tax exemptions of the Philippine Economic Zone Authority 

(PEZA).   

Tax Collection of the BPO industry of Quezon City from 2019 - 2021  

Taxes are necessary as they allow governments to generate revenue for social projects. 

It would be impossible for the government to contribute to the various sectors if it did not have 

to pay taxes. The local government of Quezon City has been recognized as the top revenue 

collector of the Philippines in 2021 which emphasizes the value of tax collection. As we all 

know, Quezon City is one of the infrastructure hubs in the country. Different establishments, 

businesses, and companies were present in this area which allows revenue generation to foster. 

The QC Treasurer’s Office provided data regarding the monthly tax collection from the year 

2019-2020.  According to the City Treasurer’s Office, this industry is considered as one of the 
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key contributors to their total revenue annually. There is a 14.02% increase from 

₱386,600,000.00 in 2019 to ₱440,800,000.00 in 2020. The following year brought a more felt 

rise at 16.57% amounting to ₱513,800,000.00. Both 2020 and 2021 as we all know were 

relatively affected by the Covid-19 pandemic which is why a lot of people found it in-demand 

because it is a job that can be done at home. The Bureau of Local Government Finance (BLGF) 

hailed Quezon City as the nation’s top revenue generator in 2020. As stated by them, the city 

taxes accounted for at least 94% of the total revenue at ₱22.04 billion in 2020. Considering the 

working population of the city, it is undeniably true that the local BPO industry hired a lot of 

employees from 2019-2020. Moreover, according to the data from the Treasurer’s Office, the 

top taxpayers in the industry were Accenture Inc., Concentrix CVG Philippines Inc., and 

Alorica Teleservices Inc. These top three companies as well as the others, however, do not pay 

their taxes monthly because they pay depending on their agreements to the LGU. In the 2021 

data, Accenture Inc. paid ₱78,342,832.97, Concentrix CVG Philippines Inc. paid 

₱27,997,309.04, and Alorica Teleservices Inc. paid ₱23,991,578.95. Since 135 establishments 

are located there, the researchers can say that there are really a lot of sources for tax collection 

in Quezon City.  

The Present Socio-Economic Status of the BPO Industry in Quezon City   

Executive Order No. 12 Series of 2021: Creating the Quezon City Business Process and Global 

Services Industry Development Council 

Quezon City meets the critical investor’s requirements such as suitable space, talent, 

infrastructure, and business environment, which are necessary to attract a global services 

locator. As a result, Quezon City is recognized as the Philippines' ICT Capital. To preserve the 

status, the city established the Quezon City Business Process and Global Services Industry 

Development Council, or BPGS Council. Whereas this council acts as planning, implementing, 

and coordinating office for the development of the business process and global services 

industries. It collaborates with other national government agencies and industry associations to 

promote ICT investment as a strategy for poverty alleviation by increasing resident competency 

and job creation. It fosters public-private partnerships and advises appropriate regulations for 

business processes and global services industry initiatives, particularly in light of the COVID-

19 pandemic afflicting the BPO industry's working class. 

Conclusion  

Based on the gathered data, the researchers arrived at the following conclusions. 

Quezon City's BPO industry remained resilient despite the occurrence of Covid-19 and steadily 

growing through 2019 to 2021. The socio-economic aspect of employment rate, revenue status, 

and tax collection significantly increased due to the industry's continuous operation, allowing 

a massive number of employees to work on-site or remotely. Since Business Process 

Outsourcing (BPO) is one of the sectors that has continued to hire employees from 2019 to 

2021, the Quezon City Local Government Unit has further acknowledged the immense impact 

of the BPO industry on the local socio-economic development. The local collaboration program 
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between the private and public sectors supported the operation of the BPO sector and the 

maintenance of jobs, and the generation of dollars. The Business Process Outsourcing (BPO) 

industry has earned a significant amount of revenue vital to the economy of the local 

government unit of Quezon city and the state. With the help of Executive Ordinance no. 12 

series of 2021 of Quezon City, it gives priority towards the BPO/ICT industry. One of the 

industry's challenges was the pandemic which is why the BPO employees received aid and 

assistance from the Quezon City LGU. These workers were included in the priority list of the 

city in order for them to continue their operations while being safe at the same time. There are 

other challenges that are faced by the BPO employees that the government and BPO industry 

can collaborate further.  

Discussion and Recommendation  

Business Process Outsourcing (BPO) is a vital industry in the Philippines that 

contributes at least nine percent of the Philippines' gross domestic product (GDP) growth 

(Ashira et. al., 2017). This sector is one of the most dynamic and fastest-growing industries 

that secures the country's economy (Llanto, 220). The Business Process Outsourcing industry 

is recognized for its contributions to the Philippines. The study focuses on the locality of 

Quezon City, known as the ICT capital of the Philippines. This study evaluated the BPO 

industry's current status and contribution to the Quezon City LGU using socio-economic 

indicators such as employment, taxation, and revenue. Additionally, it presented the assistance 

provided by the LGU to the BPO industry to aid in its development. Quezon City's BPO 

industry remained resilient despite the occurrence of COVID-19 and steadily growing from 

2019 to 2021. The socio-economic aspect of employment rate, revenue status, and tax 

collection significantly increased due to the industry's continuous operation, allowing many 

employees to work on-site or remotely. Since Business Process Outsourcing (BPO) is one of 

the sectors that has continued to hire employees from 2019 to 2021, the Quezon City Local 

Government Unit has further acknowledged the immense impact of the BPO industry on the 

local socio-economic development. The local collaboration program between the private and 

public sectors supported the operation of the BPO sector and the maintenance of jobs, and the 

generation of dollars. The Business Process Outsourcing (BPO) industry has earned a 

significant amount of revenue vital to the economy of the local government unit of Quezon city 

and the state.  
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Abstract  

Economic development comprises of various strategies that has an ultimate goal of 

improving the financial and social standing of a country. Despite concerted efforts in South 

Africa, inequalities and other similar issues notably prevail. An innovation strategy provides 

many benefits for governments; more so one that is customer centric. This study explored the 

benefit of utilizing design thinking in public sector initiatives. Government entities can take 

advantage of a customer centric strategy by designing their offerings to meet the needs of 

businesses and civil society rather a core focus of service delivery or improving the country’s 

gross domestic profit. A qualitative study was done at a Municipality in South Africa with 

senior staff members. The Municipality was found to not have a deliberated innovation strategy 

where innovation was given prominence. Due to a high demand and limited resources, most 

initiatives were reactive in nature. A customer centric strategy hones in on fast changing 

customer needs where the customer is placed at the center of all decisions and the result is 

offering that directly meet the needs of the customer. Customer centricity can be fostered 

through an innovation strategy that incorporates design thinking where customers of the public 

sector can be viewed as citizens and businesses.  

Key words: Economic development, Innovation, Customer centricity, Design thinking.  

Introduction  

Local economic development incorporates partnerships between public sector 

organizations, community based groups and the private sector in order to stimulate the local 

economy and manage existing resources (Rogerson, 2018a). There are ongoing debates 

regarding the inclinations of economic development; on whether it is pro – poor, if uneven 

development is occurring or if traditional strategies are even effective (Bond, 2018). Global 

local economic development has converged to be the development of policy frameworks that 

is representative of the social and economic trends that impact local economies (Rogerson, 

2018b). This is inclusive of trade and commerce, globalization and employment dynamics. A 
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traditional service delivery focus on functions such as water and infrastructure act in favour of 

necessity but doesn’t contribute enough to nurturing factors for economic development. 

Despite evidence of urbanization in South Africa, areas outside cities receive notably 

disproportionately less attention, considerable uncertainty remains on population projections 

in spatial expansions (Güneralp et al., 2017).  

Purpose of the study 

Customers are at the receiving end of offerings. In the case of governments, customers 

can be viewed as businesses and citizens. The purpose of this study was to introduce a new 

approach of viewing initiatives economic development by using design thinking as a problem 

solving mechanism.  

Research question: How can design thinking benefit public sector initiatives in economic 

development? 

Literature review  

Conventional theory on economic development views functions of markets in isolation 

from the greater socio – economic system where demand and supply functions are inter – 

related for market equilibrium (Morgan, 2015). Despite the prioritization of regulatory 

processes on a nation level, several countries are not able to meet the real needs of society with 

the implemented resources (Prokopenko and Omelyanenko, 2017). A development strategy 

that is innovation driven supports national strength and improvements in societies productive 

strength (Chen et al., 2017). An innovation strategy that is deliberated by government can 

improve economic diversification, quality of life, the knowledge economy, competitiveness 

and play a role in job creation (Moonesar et al., 2019).  

An innovation strategy prompts executives to re – think existing business models in 

order to as the effects would create new wealth for stakeholders and new value for customers 

(Huang et al., 2019). Technology driven innovations often involve a significant amount of 

investment, yet several challenges arise in channelling these initiatives towards realizing its 

business value (Mithas and Rust, 2016).  Thus, it is the business strategy that has to be aligned 

to innovation such that it influences markets and the discovery of opportunities (Njoroge et al., 

2019). A technological innovation strategy should begin with an assessment of the internal and 

external environments in the context of business objectives in order to ascertain a proposal of 

the most appropriate organizational resources (Huang et al., 2019).  

A customer centric strategy delivers an improved performance as the customer benefits 

from superior service and the organization benefits from as it creates value in a unique way 

(Hemel and Rademakers, 2016). As the customer’s value increases, this strengthens the sense 

of confidence and cooperation between the customer and provider. In the current digital 

economy, it is easy for customers to have the luxury of choice for the decisions they make. A 

customer centric strategy hones in on fast changing customer needs where the customer is 

placed at the center of all decisions and the result is offering that directly meet the needs of the 

customer (Kreuzer et al., 2020). Government entities can take advantage of a customer centric 

strategy by designing their offerings to meet the needs of businesses and civil society.   
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A customer centric strategy requires organizations to exploit end – user synergies 

(Manral and Harrigan, 2018). Design thinking explores possibilities by harnessing systemic 

reasoning coupled with abilities such as imagination and intuition (Naiman, 2019). In enacting 

design thinking, the corresponding strategy can be conceptualized as a practice (Knight et al., 

2020). This encompasses daily activities that bring the design strategy into being. A design 

strategy brings new voices of customers or end users (Knight and Tsoukas, 2019), as the 

strategic intent of activities largely customer centric. A customer centric focus supports value 

creation from the acquisition, assimilation and application of external knowledge. Design 

thinking is an enabling strategy in that it allows for learning about what could be desirable to 

end users through prototyping and an opportunity to see things from the perspective of the end 

user (Liedtka and Kaplan, 2019).  

Methodology  

This study was conducted at a Municipality in South Africa. The participants work 

experience in relation to innovation and general ways of working was sought out in order to 

understand how they approach innovation through various areas of their work. Qualitative 

research provides detailed descriptions and interpretations through it data and analysis that 

make theoretical explanations feasible (Eisenhardt et al., 2016). The research approach selected 

for this study was thus qualitative research. Data was collected by conducting individual 

interviews with the participants that consisted of pre – determined questions that were semi – 

structured. In order to gain in depth information pertaining to innovation within the 

organization, senior level staff where considered due to their experience. These participants 

would have a good understanding of how the public sector has been operating as well as have 

been actively engaged in activities with various stakeholders internally and externally to the 

organization and would be able to share a public sector account of actual events and their 

outcomes.  Non – probability sampling was used to deliberately select the sample that 

participated in the study. The results were coded using NVIVO and analysed using thematic 

analysis.  

Results and Discussion  

People are clear on what they are doing and what their department is doing but how it 

fits into the broader goal of the city is unclear. Sometimes there is a disconnect there. Actions 

and decisions for economic benefit are mostly based on economic theories that are at least 50 

years old and are focused on the notion of continuous growth (Ross, 2019). Instead of being 

fixated on GDP, focus should be shifted to a foundation of well – being for all of humanity 

which is redistributive and regenerative that enables a more sustainable economy (Schokkaert, 

2019). The economic system is thus controlled by boundaries that balance the social foundation 

and the economic ceiling. The challenge of this model is to first understand the current status 

of humanity so that a way forward can be forged.   
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Despite evidence of urbanization, areas outside cities receive notably 

disproportionately less attention, considerable uncertainty remains on population projections 

in spatial expansions. The majority of black South Africans are still victims of poverty, 

unemployment and inequality, and often demonstrate their discontent with protest action 

(Masipa, 2018), consequences of which affect the stability of the country. Participants claimed 

that the Municipality was not adequately playing their role as actions are more reactive rather 

addressing problems that prompt people to make much noise about. One of the reasons for this 

was seen to be an issue with their problem solving capacity or with having adopting a practical 

problem solving approach such as design thinking. Steps have not been taken too seriously 

implement such techniques.  

An unprecedented revolution is transforming governments, economies and societies in 

unpredictably complex ways. Current innovation challenges in society and life are complex 

and multi – faceted, which can also be referred to as wicked problems (Hautamäki and 

Oksanen, 2016). Further to service delivery, challenges that citizens are confronted with can 

be addressed with design thinking. Innovation delivers more than service delivery when taken 

to a human level of complex problem solving. One of the core skills of public innovation is to 

solve user needs. Humans are at the epicentre of the majority of government activities. The 

actions of design thinking aim to transform existing situations into desired situations (Chan, 

2018). Participants explained government’s role in terms of innovation should be more in the 

context of citizens’ interest for their future health and wealth by understanding how it plays it 

out in various spaces and how to further enable what they are doing. Design thinking has been 

known to be the best innovation technique for over 50 years (Johansson‐Sköldberg et al., 2013), 

that can serve as strategic tool to conceptualize innovations. A participant stated that leveraging 

innovation will enable local government to do things smarter and more efficiently.  

There is often no roadmap and participants described how they have to come up with 

new ways of dealing with issues in context of understanding the frameworks. It is usually done 

within a stipulated parameter. Another participant concurred by stating that nothing is actually 

deliberated. There isn’t a deliberated process where it will be integrated in their work. 

Developing or fostering a partnership to do greater things may not even be seen as innovation. 

People are looking to get better value from limited resources. Confounding of issues, relating 

to the complexity of matters, creates chaos and the inability to manoeuvre a smooth path 

forward (Reeves and Reeves, 2015). Design thinking is able to humanize and simplify 

complexity (Kolko, 2015). Problems that exist in a complex system are viewed in their entirety 

from a broader context (Dell'Era et al., 2020). The concepts and processes in design thinking 

prompt creativity and imagination that are important for innovation and can effectively resolve 

problems (Diethelm, 2019). Design thinking provides more structure for the understanding of 

problems (Naiman, 2019).  
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Conclusion 

Design thinking is one of the most common ways in which innovations can be 

conceptualized. The strength being that it has a focus on customers’ needs. In the public sector, 

citizens and businesses are on the receiving end of offerings from government. This study was 

conducted at a Municipality in South Africa and was carried out with a qualitative research 

approach. Senior staff members were interviewed on aspects pertaining to their work 

experiences. Innovation was found to not be a prominent feature in the activities related to 

economic development. Developing an inclination towards customer centricity with design 

thinking improves governments problem solving capacity and helps create solutions that will 

have a greater impact on citizens and businesses. 
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Abstract 

Music is something that we all have heard since long times ago and many of us probably 

enjoy with listening to it. It affects human’s feelings, also has many uses. Whether it can be 

music therapy, reducing stress, relaxing the brain, helping to wake up etc. Therefore, interested 

in seriously study about how listening to music can be more effective while studying or 

working. Listening to music may increase the efficiency of someone's studying or working. So, 

what kind of people like or dislike listening to music? There are many questions that make the 

research more interesting. It will find out all the answers from the observations, to survey the 

respondents for bringing their opinions lead to the results. Analyzing and finding the ways to 

strike a better balance between learning and working efficiency. This probably be a small idea 

that most people looking for. What if music can help to improve student’s efficiency and labor 

productivity, so it should be supported. 

Keywords: Music, Productivity, Efficiency, Emotions, Focus  

Introduction 

Listening to music is the top activity that people choose to do when they want to escape 

the toxic space. In the past, many people believed that listening to music while they are working 

will help them to adjust the mood and enjoy working more, also leading to be a better working. 

On the other hand, there are also some groups of people who cannot listen to music while they 

are studying or working, because it can lead to be a problem for them. The problems of impact 

of music on labor or studying efficiency are as follows. 

First of all, studying or working is the most important parts of human life and human 

activities. Human usually spend their time on learning about 12.5% and spend for working 

about 31.3% of their life. Therefore, effective of studying and working are essential for human 

beings, then we must be careful or avoid distractions and should support something like music 

that will encourage us on learning and working more efficiently. 

mailto:denis.us@ssru.ac.th
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Secondly, music has an impact on human mood, for the songs that are instrumental music 

will have a greater impact on the listener than songs with lyrics. Listening to music can affect 

human emotions very well, also it can be caused people to be emotionally amenable to the 

rhythm and can imagine various images in the concept of listening to music. However, whether 

the concept is happy or sad, it depends on the rhythm of the song. 

Silence may be golden, but most of workers feel they are more productive at the office 

when they are listening to music, based on the new research from staffing firm Accountemps 

shows. For 85% of observation on respondents who can do, they enjoy turning on the tunes at 

workplace. The observation has done by (Accountemps, 2018; David, 2017) shows that 

employees with ages 18 to 34 are appreciate music while they are working the most (95%), 

comparing to those ages 35-54 (84%) and 55 and older (66%). Therefore, this observation 

shows more than 7 in 10 (71%) professionals said they are at least somewhat more productive 

when music is playing at the office (Farris, 2021; Frank, 2017). 

In the observation of 75 responses (Gmtrocks, 2019; Bunnak & Tran, 2021), 65.3% of 

students said that they listen to music when they are studying, about 28% said that they 

sometimes tune into music when they are studying and about 6.7% of students do not listen to 

music when they study. 

According to the latest IFPI Music Consumer Insight Report (Beary, 2017), for which 

19,000 peoples from 18 countries were observed. The figure 4 shows people who listens to 

music when working or studying 40%.  

Thirdly, the capability of working and studying in Thailand is not very high when 

compared with other countries whether it is because of lower compensation, boredom, 

discouragement, dispiritedness, or no goals in life (Colletta, 2020). Doing work without 

thinking, not concentrating, not understanding, feeling unhappy with what you are doing or 

many other reasons. 

For several consecutive years, Thailand has scored the lowest among ASEAN countries 

in terms of the university’s education meeting the needs of a competitive economy. From the 

IMD ranking in education, the score of university’s educations meets the needs of a competitive 

economy improves from 5.52 to 5.96. The ranking moved up from 6 spots to 37th. But still less 

than Singapore's scores until now. 

The purpose of studying - based on the results of Thai workers and students’ observation 

and on the results of foreign and Thai experiences that analyze for offering some 

recommendations and guidelines of music use for increasing efficiency of labor and studying 

in conditions of modern Thailand to people in Damnoen Saduak (Ratchaburi, Thailand). 

Objectives of the study: 

1. To measure behaviors or experiences of people in Damnoen Saduak (Ratchaburi, 

Thailand) in listening to music while they are working or studying. 

2. To measure attitudes or opinions about listening to music while working or studying 

of people in Damnoen Saduak (Ratchaburi, Thailand). 

3. To measure the impact of demographics and personal attitude on music impact work 

and studying efficiency of people in Damnoen Saduak (Ratchaburi, Thailand). 
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Set of hypotheses: 

Hypothesis 1: Most people in Damnoen Saduak (Ratchaburi, Thailand), their behaviors 

like listening to music while working or studying. 

Hypothesis 2: Most people in Damnoen Saduak (Ratchaburi, Thailand) work or studying 

efficiency when listening to music. 

Hypothesis 3: Most people in Damnoen Saduak (Ratchaburi, Thailand) have a good 

attitude towards listening to music while working or studying. 

Hypothesis 4: Most people in Damnoen Saduak (Ratchaburi, Thailand) perceptions if 

listening to music while working or studying would help in increasing efficiency. 

Method of the study 

This study was based on surveying a behaviors and attitudes of responders to get an 

insight into how music can improve study or work. This survey is conducted since the 

September 17, 2021 at 10 o'clock until September 19, 2021 at 15 o'clock. At the Damnoen 

Saduak (Ratchaburi, Thailand) with the students and workers of Damnoen Saduak (Ratchaburi, 

Thailand) by participating through Google form to attain the objectives of this research, a 

survey with 100 random students and workers in Damnoen Saduak (Ratchaburi, Thailand) will 

be performed, which would help to show and aggregate the picture of the research hypothesis. 

Results of the study 

Analyze of survey collected data allows us to get some findings and to test hypotheses. 

Out of 100 peoples surveyed, 92 peoples at 92% have feel that the brain is brighter when 

listening to music while studying or working, and 8 people at 8% don't feel that the brain is 

brighter when listening to music while studying or working. 

Out of 100 peoples surveyed, 74 people at 74% have feel like missing something or too 

quiet if without music while working or studying, and 26 people at 26% don't feel like missing 

something or too quiet if without music while working or studying. 

Out of 100 peoples surveyed, 80 people at 80% choose to turn on the music while 

working or studying rather than silent, and 20 people at 20% do not choose to turn on the music 

while working or studying rather than silent. 

Based on this data we can say that Hypothesis 1: Most people in Damnoen Saduak 

(Ratchaburi, Thailand) behaviors like listening to music while working or studying is proven. 

Out of 100 peoples surveyed, 53 peoples at 53% think when there is music in the 

background while studying or working, will it be easier to remember the information, and 47 

people at 47% do not think when there is music in the background while studying or working, 

will it be easier to remember the information. 

Out of 100 people surveyed, 54 people at 54% think they can study or work properly 

when listening to music, and 46 people at 46% think they cannot be able to study or work 

properly when listening to music. 
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Out of 100 people surveyed, 62 people at 62% think listening to music while studying or 

working help you to focus more and not be distracted, and 38 people at 38% do not think 

listening to music while studying or working help you to focus more and not be distracted. 

Based on this data we can say that Hypothesis 2: Most people in Damnoen Saduak 

(Ratchaburi, Thailand) work or studying efficiency when listening to music is proven. 

Out of 100 people respondents survey, 39 people agree that feel good or comfortable 

every time when listen to music while working or studying, 29 people both strongly agree and 

uncertain that feel good or comfortable every time when listen to music while working or 

studying, 2 people strongly disagree that feel good or comfortable every time when listen to 

music while working or studying, 1 people disagree that feel good or comfortable every time 

when listen to music while working or studying, which Average is 3.92 and Standard deviation 

is 0.90. 

Out of 100 people respondents survey, 33 people both agree and uncertain that feel more 

wakeful when listening to music while studying or working, 31 people strongly agree that feel 

more wakeful when listening to music while studying or working, 2 people disagree that feel 

more wakeful when listening to music while studying or working, 1 people strongly disagree 

that feel more wakeful when listening to music while studying or working, which Average is 

3.91 and Standard deviation is 0.90. 

Out of 100 people respondents survey, 34 people both agree and uncertain that listening 

music help to improve relationship with coworkers, 28 people strongly agree that listening 

music help to improve relationship with coworkers, 3 people disagree that listening music help 

to improve relationship with coworkers, 1 people strongly disagree that listening music help to 

improve relationship with coworkers, which Average is 3.85 and Standard deviation is 0.90 

(Table 1). 

Based on this data we can say that Hypothesis 3: Most people in Damnoen Saduak 

(Ratchaburi, Thailand) have good attitudes towards listening to music while working or 

studying is proven. 

Out of 100 people respondents survey, 37 people uncertain that want to listen to music 

while studying or working, 32 people agree that want to listen to music while studying or 

working, 25 people strongly agree that want to listen to music while studying or working, 5 

people disagree that want to listen to music while studying or working, 1 people strongly 

disagree that want to listen to music while studying or working, which Average is 3.75 and 

Standard deviation is 0.93. 

Out of 100 people respondents survey, 42 people uncertain that can study or work 

efficiency better when listening to music, 30 people agree that can study or work efficiency 

better when listening to music, 21 people strongly agree that can study or work efficiency better 

when listening to music, 6 people disagree that can study or work efficiency better when 

listening to music, 1 people strongly disagree that can study or work efficiency better when 

listening to music, which Average is 3.64 and Standard deviation is 0.92. 

Out of 100 people respondents survey, 41 people uncertain that listening to music while 

studying or working helps you get your work done faster, 23 people strongly agree that 

listening to music while studying or working helps you get your work done faster, 22 people 
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agree that listening to music while studying or working helps you get your work done faster,  

11 people disagree  that listening to music while studying or working helps you get your work 

done faster, 3 people strongly disagree that listening to music while studying or working helps 

you get your work done faster, which Average is 3.51 and Standard deviation is 1.06. 

Based on this data we can say that Hypothesis 4: Most people in Damnoen Saduak 

(Ratchaburi, Thailand) perceptions if listening to music while working or studying would help 

increasing efficiency is proven. 

Out of 100 people surveyed, 76 people at 76% don't feel annoyed or moody with music 

while working or studying, and 24 people at 24% feel annoyed or moody with music while 

working or studying. 

Out of 100 people surveyed, 58 people at 58% don’t think listening to music while 

studying or working makes not concentrate, and 42 people at 42% think listening to music 

while studying or working makes not concentrate. 

Out of 100 people surveyed, 74 people at 74% don't rarely like listen to music while 

studying or working, and 26 people at 26% rarely like listen to music while studying or 

working. 

Conclusions and Recommendations 

1. For school and university, music should be introduced into the lesson or inserted 

while teaching or doing activities, summarizing the lesson in a short song to make it easier to 

remember and not boring to study. The teacher must choose songs that are suitable for each 

step of the teaching activities. In teaching students to sing, it takes into consideration both the 

physical and mental readiness of the students, especially young children. 

2. For hospital, there are different types of patients, so choose the right music for the 

patient. Initially, it should be instrumental music, no lyrics, natural sounds such as birds or 

waterfalls, relaxing and refreshing music, the tone of the music is not too high, and the music 

is not played loudly. If possible, in some cases, let the patient choose a song they like to listen 

to reduce anxiety, stress and may help to divert attention for a moment. 

3. For the office or company, there are people who like to listen to music while working 

and can work more efficiently when listening to music, and there are people who don't like 

listening to music while working or can't work well while listening to music. Therefore, 

managers or bosses should allow employees to listen to music while working. There may be 

conditions such as should only listen in private through headphones. and should not turn up too 

loud so as not to disturb colleagues. 

4. For business owners, whether it's a restaurant, coffee shop, barber shop, doll shop, 

various shops. Should play music in the shop to create atmosphere and add charm to your shop, 

playing music may make a good impression on customers, music genres may be played at this 

particular store, creating a different feeling to be remembered of the customer by playing music 

at the appropriate volume, If it's a restaurant at night, maybe hire live music to attract customers 
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or at least if you're slow to serve customers, there's still music to listen to so the restaurant isn't 

too quiet. 

5. For people, music can help reduce stress and anxiety and reduce distractions from 

others, music can influence feelings of sadness, it can make you feel good, depends on the 

music you listen to, music is the motivation to do things that keep you awake. Therefore, listen 

to music to stimulate the brain when waking up. Listen to drowsy music or listen to music 

during your workout or all the time that you want but choose music to suit the situation and 

location. 
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Abstract 

The objectives of this research were 1) to study the online shopping behavior of Gen Y 

and Gen Z populations, 2) to study factors influencing online shopping decisions, 3) to study 

problems and obstacles in consuming the online products under the situation of Covid 19 and 

4) to compare the online shopping behavior of the Gen Y and Gen Z populations. The sample 

group consisted of 154 Gen Y and Gen Z populations, in Thailand. The research instrument 

was a questionnaire. Data were analyzed by frequency, percentage, mean, standard deviation, 

Chi-Squared, t-test, and one-way ANOVA. The research results showed that 1) The behavior 

of online product consumption of Gen Y and Gen Z populations under the Covid-19 situation 

found that Gen Y and Gen Z populations had an experience of consuming online products or 

used to consume online products. They use online shopping services every day, using the 

Internet more than 9 hours a day. Fashion is the type of product purchased online the most. The 

cost of online shopping is in the range of 501-1,000 baht. They are buying products via 

Instagram. Criteria for online shopping decisions buying with a reasonable price and reliability. 

Feelings after online shopping, Gen Y and Gen Z populations are satisfied and will continue to 

purchase. 2) Factors influencing the decision to shop online include the convenience of online 

payment, credibility, ease of delivery, purchase, cost, and product price. 3) The problems and 

obstacles in consuming online products found that the most common issues and obstacles were 

that the product received was different from the image seen online. 4) When comparing the 

relationship between the Gen Y and Gen Z populations with the types of products purchased 

online, there were no differences in opinions on buying every kind of product. But when 

comparing their income to the type of goods purchased online, it found that those with incomes 

less than 25,000 baht had different opinions about buying home appliances than those with 
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incomes more than 25,000 baht 

Keywords: Consumption, Gen Y, Gen Z, Covid-19 Situation 

Introduction 

The pandemic of Covid-19 has spread around the world since 2020. The pandemic is a 

factor that has stimulated the online commerce business to overgrow. When technology 

facilitates shopping, it makes buying and selling products more convenient and quicker. 

Together with various measures, the government has set up to prevent the spread of COVID-

19, and also the population is more skilled and able to use technology. From such factors, it is 

what encourage the consumption of online products to become a “New Normal” for the 

population in this era (Digital Economy Statistics Development Group, Economic and Policy 

Department, Bank of Thailand, 2021). According to a report from the Ministry of Commerce 

(2022), the Covid-19 situation has driven online purchases to increase by 0.45 times, with the 

vast majority of online shoppers being young generations under 39 years old, in line with the 

behavior of Generation Y (Gen Y) and Generation Z (Gen Z) grew up with more advanced 

technology. Therefore, it can be said that the Gen Y and Gen Z populations are the primary 

demographics that are important for online shopping.                                 

Although Gen Y and Gen Z populations are grown up with technology and have the same 

ability to use technology, that doesn't mean that Gen Y and Gen Z are all the same. Therefore, 

the researcher is interested in studying the online consumption model of Gen Y and Gen Z 

populations under the Covid-19 situation to obtain information about the online product 

consumption behavior to improve the online products and services to meet the needs of the 

Gen Y and Gen Z populations.  

Objectives 

1. To study the online shopping behavior of the Gen Y and Gen Z populations 

2. To study the factors influencing online shopping decisions 

3. To study the problems and obstacles in consuming the online store service under the 

Covid 19 situation 

        4. To compare the online shopping behavior among the Gen Y and Gen Z populations.  

Research Question 

1.What is the online shopping behavior of the Gen Y and Gen Z population? 

2.What factors influence online shopping decisions of Gen Y and Gen Z populations? 

3. What problems and obstacles while consuming the online products under the Covid 19 

situation?  

        4. What is the difference between Gen Y and Gen Z's online shopping behavior?  

Literature Review and Theory 

The research on the online consumption Model of Gen Y and Gen Z populations under 

the Covid-19 situation. The researchers studied and reviewed various theories related as 

follows: 
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 1. The concepts and theories about the Covid-19 situation, the spread of COVID-19 the 

outbreak began in 2020 with the origin of outbreak in Wuhan Province, the people's Republic 

of China to other regions until the epidemic spread worldwide. For more than three years, the 

world has had to face the fight against the deadly disease and had to change lifestyles to the 

"New Normal," the population must learn to live with the COVID-19 virus, mutations of 

Covid-19 again and again from Alpha, Beta, Delta and Omicron strains are highly invasive. 

Still, they do not cause severe symptoms like previous strains. Various measures in Thailand 

can control the outbreak very well. The government has a lenient policy to allow the economic 

sector to continue. Opening a country to welcome tourists without quarantine must still be 

subject to appropriate public health measures. That's the beginning of learning to live with 

COVID-19, which will never disappear from the world (Department of Disease Control, 

Ministry of Public Health, 2022). 

 2. The concepts and theories about e-commerce. It is a comprehensive online 

transaction, trading goods, payments, advertising, and other services through electronic media. 

The e-commerce process consists of five steps: 1) information discovery, 2) purchasing, 3) 

payment, 4) delivery of goods and 5) after-sales service. The advantages of e-commerce are 1) 

reducing the burden of expenses, 2) convenience and fast, 3) consumption at anywhere any 

time, 4) easy for payment, and 5) a good image for the store. The disadvantages of e-commerce 

are 1) unsafe of personal information, 2) limiting consumer group to only those who use 

technology, and 3) not updating the product from an electronic store. The trend of e-commerce 

continues to grow and become popular among Gen Y and Gen Z populations (Ministry of 

Commerce, 2021). Problems and obstacles of online stores are as follows: 1) no market 

analysis, fail to operate their business; 2) delivery is not systematic, causing errors and more 

complaints. 3) not updating the product in real-time; sometimes the product is out of stock, 

sometimes the product does not match the catalog causing customers dissatisfaction and loss 

of credibility. 4) no after-sales service such as warranty, return, or replacement. After-sales 

service will make customers feel at ease and trust the brand, and 5) customers will compare 

prices from the several brands before deciding. (The Federation of Thai Industries, 2021) 

 3. The concepts and theories about the online product consumption model. Today, 

technology plays a significant role in life and business. Organizations and merchants are 

relying on online channels. A website, an application or a social network are the tools for 

presenting products and services, communicating with customers, and listening to customers' 

feedback. Online business trends in Thailand are growing rapidly. Large entrepreneurs, SME 

entrepreneurs, and general stores focus on online marketing. Because in addition to saving time 

for both the purchaser and the seller, Online marketing is also convenient and fast. Customers 

can consume products and services via various devices such as notebooks, computers, 

smartphones, etc. (Kasikorn Research Center, 2021). Types of products are divided into four 

categories as follows: 1) convenience goods, 2) shopping goods, 3) specialty goods, 4) 

emergency goods, and 5) unsought goods (Pattapong, 2021). Ministry of Commerce (2021) 

divided the products into 13 categories as follows: 1) apparel & accessories, 2) food & beverage 

products, 3) health care products, cosmetics & personal use, 4) home & office products, 5) 
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electrical appliances & electronic devices 6) mobile phones & accessories products 7) sporting 

& stationery products 8) music, movies & other entertainment products 9) software & game 

products 10) reservation & services products, 11) computer products, 12) toys, and 13) books 

& magazine products (Ministry of Commerce, 2021). 

 4. The concepts and theories about consumer behavior. It is related to a person's 

behavior concerning a product selection and factors influencing decisions. Factors influencing 

consumers' decisions include cultural, social, personal, and psychological factors (Pisitkasem, 

2013). 

 5. The concepts and theories about Gen Y and Gen Z behaviors. However, Gen Y and 

Gen Z populations grew up with technology and are familiar with technology. But they are not 

the same in every aspect. The Gen Y population is born between 1980 and 1997. They grew 

up with digital technology, use portable technology, prefer comfort, expect high-paying work, 

expect compliments, impatience, and are interested in IT. They manage a balance of time for 

themselves. For example, after work, they will spend their own time on activities that interest 

them, such as going to the gym, socializing, etc. The Gen Z population is the population born 

after 1997 who was born in the modern technology era with many facilities and lived in a digital 

society. They communicate wirelessly, and they accept cultural differences. They prefer short 

information with easy-to-understand such as graphs, statistics, images, etc. The Gen Z 

population also had a low tolerance similar to that of the Gen Y population (Post Today, 2019). 

From the literature review, the researcher applied those concepts to this research. 

Methodology 

 The research on the online consumption model of Gen Y and Gen Z populations under 

the Covid-19 situation is a survey research with the following procedures: determination of 

population and sample, design research tool, data collection, and data analysis.  

Population and Sample 

 Population. The population in this study are Gen Y and Gen Z populations in Thailand. 

 Sample. Determine the sample size because the exact population is unknown. 

Therefore, the researcher determined the population proportion to be .40, requiring a 95% 

confidence level and a tolerance of 5% to allow for a sample size of 369 people (Srisa-ard, 

2002). Therefore, the researcher collected 30 percent of the data, totaling a sample of 111 

people, to prevent errors that may occur during the data collection. The researcher, therefore, 

determined a sample size of 154 people. 

 Sampling. The researcher conducted random sampling using a simple random sampling 

method. The quota sample was selected by using a 60:40 ratio. The total number of Gen Y 

samples was 92 people, and the Gen Z group was 62 people, a total of 154 people. 

 

 

 

 

 



The 2nd International Students Conference on Academic Multidisciplinary Research 2022 
 

 

 

395 

 

 

Design Research Tool 

 The research tool was a questionnaire that the researcher created according to the 

research objectives, with the process of creating the tool as follows: 

  1. Study the principles, models, and methods of developing questionnaires from 

books and related research. 

  2. Set a conceptual framework for constructing research questionnaires. 

  3. Draft questionnaires to be used for the research in accordance with the 

established terminology. 

  4. Bring the completed questionnaire to the advisor to check the quality and 

correction. 

  5. Correct the questionnaire according to the advisor's advice. 

  6. Apply the revised questionnaire for data collection. 

 The questionnaire composes of both closed-ended questions and open-ended questions. 

By ranking the content of the questionnaire to cover the required information which is divided 

into 4 parts as follows: 

  Part 1 Personal Information There are six closed-ended questions. 

  Part 2 Explores the behavior of online shopping. There are nine closed-ended 

questions. 

  Part 3 Explores factors that influence online shopping decisions. There are 25 

closed-ended questions. 

  Part 4: Open-ended questions are problems and obstacles in online shopping 

and recommendations. 

 

Data Collection 

 Researcher plans for data collection are as follows: 

  1. The questionnaire was used to collect data by selecting samples based on 

probability (probability sampling) using a simple random sampling method collecting a total 

of 154 sets. 

  2. The researcher distributed the questionnaires through various online channels 

such as Facebook, Instagram, Line, and Twitter. 

  3. Collect data Between 30 November 2021 to 2 December 2021 

  4. Bring all the questionnaires to check for completeness. and continue to 

analyze the data 

 

Data Analysis 

 The researcher collected, analyzed, and processed it with a computer using the 

packaged program SPSS (Statistical Package for Social Science) for statistical analysis. The 

details of the data analysis are as follows. 

 1. Questionnaire part 1 asks about “Personal data” to distribute the frequency and the 

percentage and present it in the form of a table and interpret the results.  2. 

Questionnaire part 2 asks about the “Online shopping behavior” to distribute the frequency and 
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percentage and present it in the form of a table and interpret the results. 

 3. Questionnaire part 3 asks about “Explore factors influencing online shopping 

decisions.” Then, find the mean and standard deviation according to the type of online products. 

And rated the scores using the assessment criteria according to the scope of the average score. 

 4. Questionnaire part 4 asks about “Problems and obstacles in online product 

consumption and recommendations” to divide the frequency, percentage, and interpret the 

results. 

 5. Comparing the relationship between online shopping behavior of Gen Y and Gen Z 

populations using Chi-Square, t-test, and one-way ANOVA.  

Results 

 1. The sample group is the Gen Y and Gen Z population in Thailand, consisting of 41 

males and 113 females, divided into 92 Gen Y and 62 Gen Z, a total of 154 people. Most of 

them got a bachelor's degree, are students with an average income of less than 5,000 baht and 

are domiciled in the central region.  

 2. Online product consumption behavior of Gen Y and Gen Z populations under the 

Covid-19 situation; the research results are as follows:  

  2.1 The online product consumption experience, 99.4% used to consume online 

products. 

  2.2 Frequency of online product consumption, 93.5 percent use online shopping 

services every day. 

  2.3 The duration of internet usage per day, 42.2% use the internet for more than 

9 hours. 

  2.4 Type of products purchased online, 51.3% were fashion products, 41.6% 

were home appliances, 38.3% were food supplements and health products, and 37% were 

beauty products, respectively. 

  2.5 The expenses spending on online shopping, 50% bought products in the 

price range of 501-1,000 baht, 27.9% bought products in the price range of 0-500 baht, 12.3% 

bought products priced more than 2,000 baht, and 9.7% bought products in the range of 1,001-

2,000 baht, respectively. 

  2.6 The shopping channels, 31.3% bought products via Instagram, 30.7% 

bought products via Shopee, 24.1 percent bought products via Facebook, and 13.9 percent 

bought products via Lazada, respectively. 

  2.7 The criteria for the decision to shop online: 51% bought it for reasons of 

reasonable price and reliability, 50% bought it for personal preference, and 100 percent bought 

it because it was recommended by a close person, respectively. 

  2.8 The feeling after consuming online products, 98.7% are satisfied and would 

continue to purchase, and 2% are dissatisfied.   

 3. Factors influencing the decision to shop online by product type include beauty 

products, food supplements, health products, fashion products, and home appliances. The 

results of the research are as follows: 
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  3.1 Factors influencing the decision to purchase beauty products. The factor 

influencing the decision at the highest level was the convenience of online payment (x̅ = 4.58). 

The factor influencing the decision at the high level was the convenience of purchase (x̅ = 

4.49), product promotion (x̅= 4.44), reasonable price (x̅= 4.37), and online store image (x̅= 

4.15), respectively. Details are shown in Table 1. 

 

Table 1 Factors influencing the decision to purchase beauty products 

Influencing Factors Mean S.D. Level of important Priority 

Convenience of online payment 4.58 0.624 Most important 1 

Convenience of purchase 4.49 0.659 Very important 2 

Product promotion 4.44 0.676 Very important 3 

Reasonable price 4.37 0.695 Very important 4 

Online store image 4.15 0.757 Very important 5 

x̅ 4.41 0.523 Very important  

 

  3.2 Factors influencing the decision to purchase food supplements and health 

products. The factor influencing the decision at the highest level was the reliability of the 

manufacturer (x̅ = 4.51). The factor that influenced the decision at a high level was the speed 

of responding to inquiries (x̅ = 4.40), product reputation (x̅  = 4.28), product promotion (x̅  = 

4.25), product reviewed by the user (x̅ = 4.20), store image (x̅  = 4.17), and cheaper than the 

traditional store (x̅ = 4.14), respectively. Details are shown in Table 2. 

 

Table 2 Factors influencing the purchase decision of food supplements and health products 

Influencing Factors Mean S.D. Level of important Priority 

Reliability of the manufacturer 4.51 0.658 Most important 1 

Speed of responding to inquiries 4.40 0.718 Very important 2 

Product reputation 4.28 0.745 Very important 3 

Product promotion 4.25 0.819 Very important 4 

Product reviewed by the user 4.20 0.851 Very important 5 

Store image 4.17 0.791 Very important 6 

Cheaper than the traditional store 4.14 0.768 Very important 7 

x̅ 4.27 0.594 Very important  

 

  3.3 Factors influencing the decision to purchase fashion products. The factor 

influencing decision at the highest level was the ease of delivery and payment (x̅= 4.56), the 

factor influencing decision at a high level was the variety of clothing type (x̅ = 4.44), product 

quality and the reasonable price (x̅ = 4.41) product exchange & refund (x̅ = 4.36), lower price 

than the traditional store (x̅= 4.33), product promotion (x̅ = 4.29) and the unique design & 

difference from other brands (x̅= 4.29), respectively. Details are shown in Table 3. 
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Table 3 Factors influencing the decision to purchase fashion products 

Influencing Factors Mean S.D. Level of important Priority 

Ease of delivery and payment 4.56 0.647 Most important 1 

Variety of clothing type 4.44 0.676 Very important 2 

Product quality and the reasonable 

price 

4.41 0.673 Very important 3 

Product exchange & refund 4.36 0.711 Very important 4 

Lower price than the traditional 

store 

4.33 0.733 Very important 5 

Product promotion 4.29 0.738 Very important 6 

Unique design & difference from 

other brands 

4.29 0.740 Very important 6 

x̅ 4.38 0.537 Very important  

 

  3.4 Factors influencing the purchase decision in the category of home 

appliances. The factor influencing the decision at the highest level was the product price (x̅= 

4.54). The factor influencing the decision at the high level was the ease of delivery and payment 

(x̅= 4.47), speed of delivery (x ̅ = 4.47), after-sales service and product warranty (x̅= 4.45), 

product quality (x̅= 4.40), and attractive advertising (x̅= 4.24), respectively. Details are shown 

in Table 4. 

 

Table 4 Factors influencing the purchase decision of home appliances 

Influencing Factors Mean S.D. Level of important Priority 

Product price 4.54 0.606 Most important 1 

Ease of delivery and payment 4.47 0.688 Very important 2 

Speed of delivery 4.47 0.688 Very important 2 

After-sales service and product 

warranty 

4.45 0.696 Very important 3 

Product quality 4.40 0.718 Very important 4 

Attractive advertising 4.24 0.724 Very important 5 

x̅ 4.43 0.549 Very important  

 

 3.5 Problems and obstacles in consuming online products of Gen Y and Gen Z 

populations under the Covid-19 situation, it was found that the problems and obstacles sorted 

by frequency were: products different from the picture seen online, delay in delivery, damaged 

product, expired product, and the internet signal is unstable. 
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 3.6 Compare the relationship between Gen Y and Gen Z populations with criteria for 

decision-making on online shopping. The results showed that the Gen Y and Gen Z populations 

and their criteria for decision-making on online shopping are related at the level of statistical 

significance of 0.05. In different gen groups, the decision criteria for decision-making on online 

shopping are different. Details are shown in Table 5. 

 

Table 5 Relationship between Gen Y and Gen Z populations with criteria for decision-making 

on online shopping 

Criteria for decision-making on online 

shopping 

 

Citizen 

Gen Y Gen Z 

Reliability 19 (12.3%) 32 (20.8%) 

Reasonable price 34 (22.1%) 17 (11.0%) 

Recommendation from others 0 (0.0%) 2 (1.3%) 

Personal preference 29 (18.8%) 21 (13.3%) 

𝑥2= 11.660    Sig. = .009 

 

 3.7 Compare the relationship between Gen Y and Gen Z populations with the types of 

products purchased online. The results showed that the Gen Y and Gen Z populations and the 

types of products purchased online were not related at the level of statistical significance of 

0.05. Different gen groups had no different opinions on purchasing products of each category. 

Details are shown in Table 6. 

 

Table 6 Relationship between Gen Y and Gen Z populations with the types of products 

purchased online 

Types of products purchased 

online 

Citizen n Mean S.D. t p 

Beauty Products Gen Y 82 4.3722 .48970 .732 .465 

Gen Z 72 4.4341 .55999 

Supplements and Health 

Products 

Gen Y 82 4.2300 .61178 .891 .374 

Gen Z 72 4.3155 .57290 

Fashion Products Gen Y 82 4.3728 .55112 .207 .836 

Gen Z 72 4.3909 .52530 

Home Appliances Products Gen Y 82 4.4411 .54645 .300 .765 

 

 But it is worth noting when comparing income and types of goods purchased online. 

The results showed that People with incomes less than 25,000  baht had different opinions on 

purchasing home appliances than those with incomes over 25,000 baht at a level of statistical 

significance of 0.05. Details are shown in Table 7. 
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Table 7 The difference between those who earn more than 25,000 baht and those who earn 

less than 25,000 baht per consumption of home appliances by the LSD method 

 

Gen Y & Gen Z Citizens’ 

Income 

Average opinions on 

consumption of products in 

the category of home 

appliances 

Compared to those who 

earn more than 25,000 

baht. 

Less than 5,000 ฿ 4.3545 .006** 

5,001-10,000 ฿ 4.4228 .018* 

10,001-15,000 ฿ 4.6111 .250 

15,001-20,000 ฿ 4.1852 .007** 

20,001-25,000 ฿ 4.2381 .020* 

More Than 25,000 ฿ 4.8485 - 

 *  Statistically significant at the 0.05 level. 

**Statistically significant at 0.01 level 

Conclusion 

 1. Online product consumption model of Gen Y and Gen Z populations under the 

Covid-19 situation, the research results can be summarized as follows. The samples were Gen 

Y and Gen Z populations in Thailand. Most of them have a bachelor's degree, are students, 

have an average income of fewer than 5,000 baht, and are domiciled in the central region. 

 2. Online product consumption behavior of Gen Y and Gen Z populations under the 

Covid-19 situation. The research results are as follows: they have experienced consuming 

online products or are familiar with consuming the online products, use online shopping every 

day, using the Internet more than 9 hours a day, fashion is the type of product purchased online 

the most. The cost of shopping online is in the range of 501-1,000 baht. Most of the products 

are purchased via Instagram, the online shopping channel. The criteria for deciding to buy 

online products are reasonable price and reliability. In terms of feelings after consuming online 

products, most of them are satisfied and will continue to order products.  

 3. Factors influencing online shopping decisions by product type can be summarized as 

follows: 

  3.1 The factor that influenced purchasing beauty products at the highest level 

was the convenience of online payment. 

  3.2 The factor influencing the decision to purchase food supplements and health 

products at the highest level was the reliability of the manufacturer. 

  3.3 The factors that influenced buying fashion products at the highest level was 

ease of delivery and payment. 

  3.4 The factor influencing purchasing home appliances at the highest level was 

product price. 

 4. Problems and obstacles in consuming online products among Gen Y and Gen Z 

populations under the Covid-19 situation. The most common problem and obstacle were that 
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the product received differed from the online image. 

 5. Comparison of online shopping behavior of the Gen Y and Gen Z populations can 

be summarized as follows: 

  5.1 The relationship between Gen Y and Gen Z populations and their decision-

making criteria for online shopping. The results showed that the Gen Y and Gen Z populations 

and their criteria for making online purchases were related. At the level of statistical 

significance of 0.05 by different Gen groups, the decision criterion for online shopping was 

different. 

  5.2 Relationship between Gen Y and Gen Z populations and types of goods 

purchased online. The study results revealed that the Gen Y and Gen Z populations and the 

types of products purchased online have no relationship. At the level of statistical significance 

of 0.05 by different Gen groups, there was no difference in their opinions on purchasing 

products of each category. If comparing income and types of products purchased online, the 

results showed that people with incomes less than 25,000 baht had different opinions on 

purchasing home appliances than those with incomes over 25,000 baht at a level of statistical 

significance of 0.05. 

Discussion and Recommendation 

1. The sample population of Gen Y and Gen Z are mostly college students; 99.4% have 

experience in online shopping. It is consistent with the Ministry of Commerce (2021) report 

that the people who shop online the most are between the ages of 20-29 and college students. 

And also, consistent with Sukkam (2017) research report, most online consumers are between 

the ages of 21 and 25 and are college students. The majority of the Gen Y and Gen Z population 

spend more than 9 hours a day on the internet, and this is consistent with a Post Today (2019) 

report that the Gen Y and Gen Z populations spend most of their time online. The Gen Y and 

Gen Z populations buy online products in the price range of 501-1,000 baht, consistent with 

the research results of Sukkam (2017); it found that online product consumers choose to buy 

products in the price range of less than 1,000 baht. The most online purchases were fashion 

items, in line with a Ministry of Commerce (2021) report that apparel and accessories were the 

most popular items to buy online. As for online shopping channels, Gen Y and Gen Z 

populations shop online via Instagram, which is different from Sukkam's (2017) research. It 

found that online products consumers buy online via Facebook. At that time, there may not 

have been too many platforms for social media, so Facebook became popular. When Instagram 

appeared with multiple formats and more options that matched Gen Y and Gen Z preferences, 

the decision to shop online for Gen Y and Gen Z populations was based on product prices 

consistent with Sukkam (2017) & Plodkrathok (2020) found that product price is the first factor 

in online shopping decisions among consumers. 

2. Factors influencing the decision to shop online by type of product found that the 

convenience of online payment influences the decision to purchase beauty products. The 

credibility of the product manufacturer is a factor that influences the decision to purchase food 



ISCAMR 2022 
 

402 

 

 

supplements and health products. Ease of delivery and payment influence the decision to 

purchase fashion products. And the price of the product is a factor that influences the decision 

to buy home appliances. Consistent with the research of Sukkam (2017), Hongyont (2019) & 

Plodkrathok (2020) had the same results that price, convenience, promotion, and product 

quality were factors that influence consumers. 

3. Problems and obstacles in consuming online products among Gen Y and Gen Z 

populations under the Covid-19 situation. The most common problem and obstacle were that 

the product received was different from the image seen online. This is consistent with the 

Federation of Thai Industries (2021) report that online store problems, for example, stores not 

updating products in real-time, sometimes out of stock. Sometimes the product does not match 

the picture in the store, causing dissatisfaction and loss of credibility 

4. When comparing the relationship between the Gen Y and Gen Z populations with the 

criteria for making online shopping decisions. The findings showed that the Gen Y and Gen Z 

populations had different criteria for making online purchases, consistent with Post Today 

(2019) said that the Gen Y and Gen Z populations, even those who grew up with technology 

and the ability to use the same technology but that doesn't mean that Gen Y and Gen Z have all 

the same features. 

5. When comparing the relationship between Gen Y and Gen Z populations with the types 

of products purchased online. The results showed that the Gen Y and Gen Z populations had 

no different opinions on purchasing each type of product. But when comparing income and 

types of products purchased online. The results showed that people with an income less than 

25,000 baht have different opinions about buying home appliances than people with over 

25,000 baht. Home appliances products are large items and expensive compared to other 

products. The Gen Y and Gen Z populations are still students with no income the deciding to 

buy home appliances products; individual buyers must consider their necessity based on 

personal factors to consider consistent with Pisitkasem (2013), who said that factors 

influencing consumer purchasing decisions include cultural, social, personal, and 

psychological factors. 

6. Suggestions for further research. 

  6.1 There should be a comparative study of domestic and international products 

that Gen Y and Gen Z populations consumed online. 

  6.2 There should be a study of cultural differences between the population and 

the consumption of online products. 

  6.3 There should be a study of trends in online product consumption after the 

Covid-19 crisis. 
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Abstract  

According to the United Nations world population aging, Thailand is undergoing a 

transition into an Aged Society, which the United Nations stated. Which country has a 

population aged 60 years and over that accounts for more than 10% of the total population? 

This research mainly aimed to 1) study the factors affecting the adjustment of the aviation 

business to the elderly society and 2) study the needs of the elderly in the aviation business. 

The research instrument was the questionnaires distributed to 230 Thai citizens who are airline 

passengers and returned 218 completed responses. The statistics were frequency, percentage, 

mean, and standard deviation. The results found that most respondents were females, ages 

between 21 and 30, single, and most were students and government officers with bachelor's 

degrees level or undergraduate studies. Overall, passengers think that the adjustment of service 

attitude towards aging people is the highest significant.  (mean = 4.6). The results showed that 

giving service to the elderly is more difficult than other ages; particularly, the health problems 

of the aging people are a major concern to the service. And Thailand is entering a fully aging 

society; thus, the elderly will be a problem in getting services from the airlines in the future. 

Introduction 

An aging society is not just a society where more and more people are getting older. 

But the proportion of older people is constantly increasing. It will impact society, the economy, 

and the aviation industry in the future. That means how must the aviation industry prepare for 

this change so that it will be less affected or live with that change very well.  

Objective 

1. To study the factors affecting the adjustment of the aviation business to the elderly 

society. 

2. To study the needs of the elderly in the aviation business. 

Literature Review 

The elderly are an age that requires special care because it is the age that has changed 

and deteriorated in many aspects, both physically and mentally (Heller, 2003). Chronic diseases 

require care and treatment, such as high blood pressure, diabetes, coronary artery disease, 

osteoporosis, gout, herniated disc, and retinal disease, including mental, emotional, social, and 

economic changes (Guillaume, 2006). For these reasons, some older adults may not be able to 
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cope with individual air travel, which can cause many problems during the journey. Therefore, 

the primary purpose of caring for the elderly is to enable them to be happy, independent, have 

a good quality of life, and rely on themselves with the most negligible dependence on others 

even if the body is deteriorating or has any underlying disease. It is considered that the country 

has stepped into an aging society. It will become a "full aged society" (Aged Society) when the 

proportion of the population aged 60 years and over increases by 20 percent. It is predicted that 

in 2021, Thailand will enter a whole aging society with people over 60 years old, more than 

20% of the total population (Suwansingha, 2020). This situation is the result of economic 

development and national development. Scientific progress. Technology and medicine have 

made people live longer. Family planning policy or fertility control causes a rapid reduction in 

fertility and the continued decline in population mortality levels causing the number and 

proportion of the elderly population of Thailand to increase rapidly. (Hawkins, 2017, 

Witthawassamrankul, 2021). 

Methodology 

Research Design 

            The authors used the survey method in this study to collect data by select sampling from 

the airline’s employees or passengers who know about it.  

Sample 

           Two hundred thirty questionnaires were randomly distributed, but the actual received 

were 218 samples. The sampling groups were passengers at Don Muang Airport, 

Suvarnabhumi Airport, and online passengers via Google Form.  

Instrument 

           The questionnaire has been developed based on prior literature in elderly decision-

making when traveling by air. The research instrument was a survey questionnaire divided into 

four parts: 

Part I: Respondent information.  

            This part was designed using closed-ended questions on the respondent record of each 

participant regarding general information, namely, gender, age, occupation, and education 

level. 

Part II: Level of people’s satisfaction with the Elderly Care and Service in the airline industry 

           This part is about the questionnaire of closed-ended questions and asking about care and 

self-service to elderly passengers.  

Part III: Physical of Elderly Factors:  

           This part was about a questionnaire of close-ended questions asking about the factor 

effect with elderly passengers such as level of graduated’ elderly passenger.  

Part V: Comment and others 

           This part was an open-ended question, asking respondents to give ideas concerning the 

elderly and air travel. 
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Data Collection 

Data were collected between September 2021 and October 2021on passengers of both 

short and long-haul flights offered by the airline in Thailand. In total, the researchers collected 

responses from 218 customers. The usable sample size was 218 respondents. A large part of 

the samples consists of low-cost airline passengers. The rest of the samples include full-service 

airlines passenger 

Data Analysis 

           The analysis aims to identify factors that determine or are associated with aging 

passengers’ behaviors when traveling by air. Data were obtained for comparing the mean 

score between the satisfaction levels of the airlines and customers and the respondent’s 

decision-making. The result of the study was computed in terms of frequency, percentage, 

and mean.  

           Using a five-point Likert scale type, the interval of ranges to measure each variable 

was calculated from Lowest to Highest as follows: 

 
𝐻𝑖𝑔ℎ𝑒𝑠𝑡 𝑃𝑜𝑖𝑛𝑡−𝐿𝑜𝑤𝑒𝑟 𝑃𝑜𝑖𝑛𝑡

𝑆𝑐𝑎𝑙𝑒 𝑃𝑜𝑖𝑛𝑡
   = 

5−1

5
 

= 0.8 

 This mean the interval value between each level is 0.8 the item with interval value have 

been decreasing the criteria for interpreting the levels of satisfaction are shown in the following 

range of mean score.  

 

Table 1:  

Rating of satisfaction and interpretation of the scale.  

Rating of Satisfaction Interpretation of the scale 

5 Excellent 

4 Good 

3 Average 

2 Fair 

1 Poor 

 

Table 2:  

Satisfaction level and interpretation 

 

Satisfaction Level Mean Score 

Highest 4.49-5.00 

High 3.50-4.49 

Moderate 2.50-3.49 

Low 1.50-2.49 

Lowest 1.00-1.49 
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Results 

 Fundamental research results of personal information. Data were obtained from 218 

samplings, both elderly passengers and all ages in the airline and airport; we classify as three 

parts; 

1. The demographic information of respondents. 

2. Level of People's satisfaction with service in the airline industry. 

3. Preliminary research results on the physical factors.  

Part I: Respondents' personal information 

Respondents were asked to state their gender, age, occupation, and education. The 

majority of the respondents were female, with 123 (56.4%) female, 60 (27.5%) male, and 35 

(16.1%) other. The majority of respondents were between 21 and 30 years old, and about a 

quarter were 31 -40 years, 41 (18.8%) were 15-21 years, 38 (14.7%) were between 41 and 50 

years, and the remaining respondents were older than 50. 

 

Table 3:  

Personal Factor Number of people Percentage 

Gender   

Female 123 56.4% 

Male 60 27.5% 

Other 35 16.1% 

Total 218 100% 

 

Personal factor Number of People Percentage 

Ages   

15-20 41 18.8% 

21-30 70 32.1% 

31-40 45 20.6% 

41-50 38 14.7% 

51-60 14 6.4% 

Up to 60 10 4.6% 

Total 218 100% 

 

Status Number of People Percentage 

Status   

Single 117 53.7% 

Married 79 36.2% 

Other 22 10.1% 

Total 218 100% 
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Personal factor Number of People Percentage 

Occupation   

Student 61 28% 

Employee of company 48 22% 

Government Officer 56 25.7% 

Personal Business 30 13.8% 

Other 23 10.6% 

Total 218 100% 

 

Personal factor Number of People Percentage 

Education   

Junior High School 4 1.8% 

High School 17 7.8% 

High Vocational Cert.  21 9.6% 

Bachelor Degree & 

Undergraduate 

111 50.9% 

Master Degree 38 17.4% 

Doctorate Degree 26 11.9% 

Other 1 0.5% 

Total 218 100% 

 

Part II: Level of People’s satisfaction with service in the airline industry  

 

Table3: Number, percentage, the mean and standard deviation of the people who agree or 

disagree.  

Elderly Level of Agreement �̅� 

% 
Amount Rating 

 5 4 3 2 1 

1. How much is the current airline 

service for aging people? 
77 72 53 12 4 4.1 Very good 4 

2. How generous is the airline's 

service to the aging people who do not 

have an accompanying person to take 

care of them? 

80 62 44 24 8 3.6 Very good 4 

3. How important is the adjustment of 

service attitude towards aging people? 
72 69 50 16 11 4.6 Very good 5 

 

Part III: Level of people’s satisfaction with service in the airline’s industry  
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Table 4: Number, percentage, mean and standard deviation of the use service.  

Elderly Level of Agreement �̅� 

% 

Amoun

t 
Rating 

 5 4 3 2 1 

 1. From the situation, Thailand has 

stepped into a full of an aging 

society. How much impact do you 

think it has on the aviation industry? 

86 

(2.15)  

56 

(1.12) 

48 

(0.72) 

14 

(0.14) 

14 

(0.07) 
1.09% Low 1 

2. How much does the education 

level of the aging people affect the 

service? 

81 (2.0) 
49 

(0.98) 

42 

(0.63) 

33 

(0.33) 

13 

(0.06) 
1.09% Low 1 

3. Nowadays, how many aging 

people use the service of the 

airline? 

80 

(2.00) 

76 

(1.52) 

38 

(0.57) 

16 

(0.16) 

8 

(0.04) 
1.09% Low 1 

4. How important is the age of the 

aging people to travel? 

70 

(1.75) 

69 

(1.38) 

43 

(0.64) 

24 

(0.24) 

12 

(0.06) 
0.02 poor 1 

5. How much are the health 

problems of the aging people a 

significant concern to the service? 

83 

(2.07) 

54 

(1.08) 

47 

(0.70) 

23 

(0.23) 

11 

(0.05) 
4.13% good 4 

6. How much do you think the 

elderly are the age with higher 

purchasing power than other days? 

73 

(1.82) 

64 

(1.28) 

38 

(0.57) 

31 

(0.31) 

12 

(0.06) 
4.04% good 4 

7. How difficult is the service to the 

elderly than other ages? 

89 

(2.22) 

56 

(1.12) 

38 

(0.57) 

27 

(0.27) 

11 

(0.05) 
4.23% good 5 

8. Thailand is entering an entirely 

aging society. What do you think 

about the future? How much will 

the elderly be a problem in getting 

services? 

79 

(1.97) 
55 (1.1) 

43 

(0.64) 

25 

(0.25) 

16 

(0.08) 
4.04% good 4 

 

Conclusion 

 This research aims to study and survey people’s satisfaction in using the service and 

managing an elderly passenger. It is a guideline for improving service and response for 

passengers. To answer the research question, what are the factors affecting the aging citizens 

in receiving airline service? From the result of the present study, it is evident that aging citizens 

have difficulty when traveling by air. The airlines and aviation agencies concerned should 

adapt their services to support them, whether they can adjust to the airline service and 

technology such as searching for information, making an online reservation, and checking in. 

Similarly, various studies confirm that the adaptation of the aviation business associated with 

an aging society is necessary (Ling, Lin, & LU, 2005; Assakar, 2019). Adjusting service 

attitude towards aging people is critical (weight 4.6). Three crucial factors that airline passenger 

think was 1) the elderly have difficulty in getting the service than other ages was ranked number 

one (4.23), followed by the health problems of the aging people is a significant concern to the 

service (4.13). Thailand is entering an entirely aging society; thus, the elderly will be a problem 

getting assistance from the airlines in the future. 
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Abstract 

The social distancing the effect on the driver online motor (Ojol) because not the 

transportation users Ojol as long as the period. So the driver Ojol income will be reduced and 

having impact on changes in food consumption patterns at the household level the driver Ojol. 

Aims of study. To find of food availability family driver online motor (Ojol) in the pandemic 

covid-19 in DKI Jakarta. This study using online by the application of WhatsApp on Ojol at 

random, of respondents living in Jakarta. The primary data will be gathered using a 

questionnaire online. Total respondents 97 with a design cross sectional study. Data analysis 

using a frequency distribution and the Chi Square. The availability of food during covid-19 
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highest, number 1-2 as many as times per day. Fear not having enough food 54,0 percent to be 

consuming food some right to want to eat because of the lack of income to get other food 50,0 

percent to be consuming food less than needed because not enough food 47,0 percent receive 

food / food from others 64,0 percent. At the time was before Ramadan fasting often or not 

eating because there no food 46,0 percent having nothing distinctive deep dish daily food 44,0 

percent. There is a significant relation exists between the increased availability of food family 

income levels driver Ojol. Conclusion the increased availability of food was family caused by 

income levels caused by physical distancing 

Keywords: Food availability family, the pandemic Covid-19, DKI Jakarta 

Introduction  

Good nutrition is very important before during and after an infection. Infections take a 

toll on the body especially when these cause fever, the body needs extra energy and nutrients. 

Therefore, maintaining a healthy diet is very important during the COVID-19 pandemic. While 

no foods or dietary supplements can prevent COVID-19 infection, maintaining a healthy diet 

is an important part of supporting a strong immune system 1 (FAO). 

In December there is the 2019 COVID-19 China in Wuhan. The condition of the plague 

in China it is uncontrolled and spread to around 192 countries. March,11 2020, WHO  states 

that the plague COVID-19 officially has reached a level pandemic.  

On March, 30 2020 cases COVID-19 who 634.835 cases had to be confirmed in the 

whole world, and 29.957 a deceased person and spread in 203 countries. China still of being a 

state the number of most cases occurred, although the current the addition of the case has been 

very few. Italy and the united followed up with the addition of a very massive every day  

Even before COVID-19 swept across the globe, 135 million people in 55 countries 

faced acute hunger, mainly because of conflict, climate change and economic crises, the WFP 

estimated. If the pandemic is taken into account, that number nearly doubles to 265 million. 

“COVID-19 is potentially catastrophic for millions who are already hanging by a 

thread. It is a hammer blow for millions more who can only eat if they earn a wage, 

“Lockdowns and global economic recession have already decimated their nest eggs. It only 

takes one more shock—like COVID-19—to push them over the edge. 

Indonesia that of March, 24 on the 2020 reached 1,285 cases, person died 114 people 

and the patient cured 64. To COVID-19 positive cases in the Jakarta some 686 people or 53,4 

% of the total in Indonesia positive cases. Of the sums of those deaths reached the 55 (48.3% 

of the total death that occurred in Indonesia), of who is recovering 30 person.  

Purpose of the study 

How to food quality family a driver online motor in the pandemic COVID-19 in DKI Jakarta 

Specific of the study 

a. Characteristic a driver online motor know the in Jakarta 

b. Aware of the impact of the decline in income of a driver online domestic food quality 
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c. Known the impact on changes in food quality food consumption pattern a driver 

online family 

d. Know the age group, education level, family on changes in the number of food 

consumption pattern a driver online family 

e. Know the relationship age group  the level of education , the number of family 

members with the quality of the food in a household a driver online family.  

Theoretical framework 

In the social distancing users not daily a driver online doing activities because they live in it, 

so impact on the driver a driver online reduced level of income. As a result purchasing power 

for the foodstuffs will be reduced evidence for changes food consumption pattern that influence 

and food availability family a driver online drivers the online. Conceptual framework in this 

research is extracted from the Green (1980) 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. Conceptual Framework Research 

The social distancing is a period of to sue someone locked himself or do an activity in the 

house. As for how to do social distancing to immobilize and stop the spread of covid-19, among 

other things: do not call a meeting or gathering involving many people, always careful with 

things in public facilities that might be a lot of touches the, avoid left the house during peak 

hours, try not to visit the scene was not needed, avoid the area who became a gathering spot, 

people such as the, school the movies or the sports arena, try not to shake hands and, stay away 

from places where people were crammed, not too close to someone else, try not to go visit 

someone home and work from home than the office. (Crystal Watson from Central Security 

and Health at Johns Hopkins University). The social distancing in Indonesia took place on 

March 16, 2020 until now but only applies to the public service, state owned enterprises, 

students, while a factory worker, and the daily worker cannot carry out social distancing. The 

implementation of social distancing indirectly is going on the restriction of passenger services 

and led the income level driver online. The implementation of social distancing it is very 

influence to income levels driver online. Declined because the community that at home did not 

do traveling during the pandemic COVID-19. The decline in income a driver online will affect 

the availability of food in the household and lead to changing diets and the quality of eating for 

driver online family.  

Food availability 

• Food affordability 

• coping strategy 

Change in the eat 

•  • Type 

•  • Amount 

• Frequency 

 

The social 

distancing 

The decline in income 

• Restriction public services 

• Reduced passengers 
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Methodology 

Population is all the driver online motor living in the area Jakarta. Sample online motor 

is the driver who receives questions online. Study participants determined by approach 

‘Convenience Sampling’ (Given, 2008; Saunders et al., 2012).  

The sampling method of convenience is a technique the sampling method of who is 

based on the sample considered easy on a particular situation. This approach is one of the 

sampling methods of non-probability technique. 

The questionnaire online contains 66 questions consisting of: overview of respondents, 

eating you in last month, and income. The questioner distributed to all the driver online motor 

in Jakarta by means the driver is transmitted by group what Sapp online motor who in Jakarta. 

After the question by question received and opened the driver online motor. The first question 

is about approval or inform consent have agreed to follow this research, to the answer option. 

“YES” or ” NO”, if the answer option ” NO”, this question directly closed.  

If the answer option “YES” so respondents to equip and choose questions available, 

double every question there are no alternatives, and the respondents selecting one answer 

according to respondents who they do /natural / do / conduct. When he was done online 

respondents to solve a problem, so the answer zip right up and out to the person in charge of 

data Research and Development of Public Health Efforts MOH. The research team next 1-3 

days later will verification and give pulse of Rp10,000 (Ten Thousands) as a form of 

compensation time lost by respondents as a result of the online filling out the questionnaire.  

The inclusions in the research are: 1) Online motor online to operation in DKI Jakarta,       

2) The registration in Company Gojek, and Grab online, 3) Having ID official from the 

company Gojek, and Grab online 4) Online motor started joining in the online Gojek and Grab 

before March, 1st 2020. The exclusion criteria in research are: 1) online motor driver who do 

not have ID Gojek and Grab, 2) Online motor online started joining in the online motorcycle 

Grab and Gojek since March, 1st 2020. Data analysis done by a frequency distribution and the 

Chi Square test.  

Literature Review. 

The COVID-19 (also commonly called coronavirus) pandemic is causing a lot of 

changes in the daily lives of people around the world. However, there are things that can be 

done to maintain a healthy lifestyle in these difficult times. First and foremost, everyone is 

encouraged to follow World Health Organization (WHO) and governmental advice to protect 

against COVID-19 infection and transmission.(WHO, 2019).The coronavirus disease 2019 

(COVID-19)–related early lockdown period has had a profound impact on all of human life’s 

activities worldwide. On the other hand, the COVID-19–related early lockdown has had an 

immediate and direct impact on food supplies and demand, while also indirectly decreasing 

financial capacity to purchase foods due to loss of work, even more so among more vulnerable 

population. 
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Good nutrition is very important before during and after an infection. Infections take a 

toll on the body especially when these cause fever, the body needs extra energy and nutrients. 

Therefore, maintaining a healthy diet is very important during the COVID-19 pandemic. While 

no foods or dietary supplements can prevent COVID-19 infection, maintaining a healthy diet 

is an important part of supporting a strong immune system.  

Countries that have implemented strict lockdown and physical distancing regulations, 

have also put in measures that have protected access to food and have not, thus far, experienced 

widespread disruptions in food supplies. The Food and Agriculture Organization of the United 

Nations (FAO) and other United Nations (UN) agencies are sharing best practices to help 

governments ensure the food supply continues to be stable (FAO,2020) 

 

Findings 

Table 1: Food quality for covid-19 Table 2: Frequency of meals a day in the 

days before an COVID-19 pandemics 

 

 

  

Table 3: frequency of meals a day on the    

              occurring pandemic covid-19 

 

 

 

Consume the fruit of 55.0 %, consuming eat one plate of rice, a side dish, vegetable and 

fruit 51.0 %, consuming food fried 33.0 %, drinking milk 1 times  a day 49.0%, 1-3 about twice 

a month. Consume egg, chicken, beef 38.0%, consuming food a month to of the vegetable 

31.0%, consuming a snack 34.0%, consuming breakfast, the day night regularly 36.0 %, as 

many as 4-10 times a month. Consuming tofu, tempe 43.0%,  and consuming lunch or dinner 

30.0% as many as 11-29 times a month and consuming vitamin supplements or never amounts 

to 51.0% in a month. 
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The percentage of respondents were not there is food for groceries that consume the 

fruit 52.0%, eggs, chicken, beef 41.0%, or vitamin supplements 69.0%, consuming eat a rice 

dish, a side dish, fruits and vegetables 50.0% and drinking milk 60.0% 1 times a day. While 

the percentage of respondents who consume 1 times a day which is; consuming vegetables 

63.0%, tofu/tempe 44.0%, a snack 40.0%, fried foods 51.0%, breakfast, lunch, dinner 42.0%, 

lunch and dinner 50.0%. 

The quality of food during COVID -19,1-2 times a day as many as the most. Fear not 

having enough food 54.0%, to be consuming food some really do not want to eat because of 

the lack of income to get other food 50.0%, to be consuming food less than needed because not 

enough food 47.0%, receive food / food from others 64.0%. At the time was before Ramadan 

fasting often or not eating because there no food 46.0%, there is no different in dishes of food 

day 44.0%. 

While > 3 times, could not take the food liked for lack of income 46.0%, consume less 

food variation because of the lack of income 45,0 %, other household members should consume 

less food in a day because not enough food 46.0%. And never not consuming anything due to 

lack of food households 44.0%. 

Discussion 

In fact, existing evidence highlights that diet has a profound effect on people’s immune 

system and disease susceptibility. It has been demonstrated that specific nutrients or nutrient 

combinations may affect the immune system through the activation of cells, modification in 

the production of signaling molecules, and gene expression (Valdés, 2010) 

Furthermore, dietary ingredients are significant determinants of gut microbial 

composition and consequently can shape the characteristics of immune responses in the body 

(Wypych TP, 2017). Nutritional deficiencies of energy, protein, and specific micronutrients are 

associated with depressed immune function and increased susceptibility to infection. An 

adequate intake of iron, zinc, and vitamins A, E, B6, and B12 is predominantly vital for the 

maintenance of immune function (Gleeson M, 2004) 

Therefore, the key to maintaining an effective immune system is to avoid deficiencies 

of the nutrients that play an essential role in immune cell triggering, interaction, differentiation, 

or functional expression. Such measures of self-isolation and social distancing are known to be 

crucial in limiting the spread of the virus, flattening the curve of incidence rate, and ultimately 

disease containment (Duerr HP, 2007). 

These measures have severe repercussions on both food access and utilization. Food 

access, however, is dependent on factors that could reach beyond the individual and are more 

directly related to actions and policies at the community, national as well as global levels. That 

said, the individual remains capable of making a few choices related to food utilization. The 

confinement to one’s home has direct effects on one’s lifestyle, including dietary habits, eating, 

and physical activity patterns. Confinement increases sedentary behaviors that involve 

activities with very low energy expenditure, performed mainly in a sitting or supine position 
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(Hobbs M, 2015).The low physical activity levels, even for short periods, could negatively 

affect physical and mental health. The state of lockdown and confinement could also lead to 

irregular eating patterns and frequent snacking, both of which are associated with higher caloric 

intake and increased risk of obesity (Scully M, 2009) 

Limitations 

The several limitations in this study, among other : 1.This study is the driver who were 

respondents driver online, to describe the state or condition of health and income levels for the 

Q1 or in Q1 and Q2; as many as 25 % first is the lowest part, and it means the 25% as Q2; next 

was the second lowest level to the median, 2.The only driver online to make easy in a sample 

because in the pandemic covid-19, the driver out driver online rather difficult to get online. The 

driver having group driver online social media for communication using media whatsApp 

smoother compared the driver out driver online. 3. Research carried out only in Jakarta 

Recommendation and conclusion 

1. The Ministry of Health system need to make information about the importance of egg 

consumption, meat, to maintain the health of chicken and fruit for the community. 

2. Considering the condition of the pandemic now, in the form of online information 

system in the form of online news portal, whatsApp, a telegram, or chat bot from the 

aspect of information. 

3. Utilize and maximize home-lot who are near the can be planted vegetable. 

4. The government starting from the neighborhood, village, need to collect data and aware 

of each residents to concerning the aspect of the fulfillment of food needs in the 

household level so as to need awarded with food for of families that experienced the 

food shortages. 

5. The need for concern among fellow residents in neighborhoods around the region 

shelter to those who had seen a member of food shortages to give food aid. 
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Abstract 

The article actualizes the problem of the existence of a threat to the development of the 

world economy from the less developed countries, as a consequence of the periphery of the 

world economy. Since economic growth in such countries is characterized by low or negative 

growth, they are not able to provide decent economic development in their own sectors. The 

deterioration of the socio-economic development of less developed countries has led to the 

increased attention from the international community to their development problems, in 

particular from the UN. The article pays special attention to the economic sphere of Angola, 

its development indicators and ways to solve some problems. 

Keywords: less developed countries, Angola, economy, development, production, oil, diamond 

production, export, import. 



ISCAMR 2022 
 

418 

 

 

Introduction 

Today there are about two hundred countries in the world and each one is developing very 

unevenly. The reasons for this phenomenon are clear: geographical location, different amount 

of resources and so on. Due to the active use of intellectual, financial and natural resources 

countries can more effectively improve their level of economic development. Among all 

countries the less developed countries (hereinafter referred to as LDCs) are singled out, which 

is characterized by a very low level of income, as well as the presence of a huge number of 

crucial economic problems.  

The relevance of the analysis is justified by the presence of a huge danger to the global 

economic system from the LDCs. Their small or negative indicators in the economy have a 

negative impact on the development of the world economy. Specifically for this reason, it is 

necessary to direct the attention of the world community into solving the main issues of the 

economies of LDCs.  

The purpose of the article is to analyze the main problems and development of the less 

developed countries. 

Objectives 

The object of the work is the development of Angola as one of the less developed countries. 

Research Questions 

In accordance with the stated purpose of the study, it is necessary to determine the research 

questions. 

1) What is the economic situation in Angola? 

2) What are the main economic problems in Angola?? 

3) How can Angola's economic problems be solved? 

Literature Review and Theory 

It is advisable to analyze the current state and development of the LDCs on the example 

of Angola. Angola can rightfully be called one of the economic leaders of South Africa due to 

its geographical location, as well as the level of socio-economic development.  

The dynamics of changes in Angola's GDP over almost 30 years are presented in Figure 

1. It is safe to say that over the entire period the indicator has grown (almost 45 times). It is 

worth paying attention to the 2000s because at this time the highest growth rate is observed. 

The reason for this growth is clear - Angola used China's credit line to improve the 

infrastructure of the country [2]. The global financial crisis caused a decline in the country's 

GDP, but, fortunately, it soon regained its lost positions. However, in the period 2014-2016 

GDP per capita has fallen due to political instability in North Africa. 
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Figure 1. - Angola's GDP in the period from 1980 to 2017, billion US dollars. 

Figure 2 shows a decline in this indicator again, which was affected by a decrease in 

imports and exports of products, as well as the global COVID-19 pandemic in 2020, but experts 

suggest an increase in foreign trade activity in the coming years. 

 
 

Figure 2. - Angola's GDP in the period from 2012 to 2020, billion US dollars with an 

expert forecast for 2021 and 2022 [3]. 

Speaking of the changes in the economic structure of Angola, it can be argued that there 

are very impressive accomplishments. The country is ranked among the top 20 countries in the 

world by the largest share of industry in GDP. For almost 30 years, industrial production has 

increased 10 times, the mining industry has increased 67 times, and the manufacturing industry 

has increased 27 times. 

Today the economy of Angola is characterized by the predominance of agriculture, oil, 

diamonds, gas, and mineral resources. The eastern part of the country is developed due to the 

intensive forest industry. Angola receives cars, spare parts and components, electrical 

equipment, medicine, military ammunition, food and weapons. Importers in this case are 

France, Spain, Brazil, Portugal, USA. 

The main suppliers of currency in Angola are represented by oil, gas and products of their 

processing. Angola exports fish, coffee, diamonds and cotton. The main trading partners are 

represented by the Benelux countries, the USA, China, and France. 

Exports in Angola exceed imports uncharacteristically for LDCs. The volume of exports 

in 2021 was 23465.4 million US dollars, imports - 8652.3 million US dollars.   

Angola is the second largest oil producer in Africa. Diamond mining is the main source of 
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replenishment of the budget. Also, the minerals of Angola include the extraction of uranium, 

phosphates, granite. In the near future, the extractive industry is developing, the oil and gas 

industry is coming out on top. New fields are being developed, mines are being drilled, oil 

refining and gas liquefaction plants are being built. In addition, the government has provided 

for the construction of a steel mill, a conveyor line for the assembly of trucks, and a seaport. 

Logistics and communications (ports of Luanda, Lobitu and Benguela Railway), transport and 

retail trade are also growing at an accelerated pace. 

In Angola, there is a need to implement structural reforms based on innovative segments. 

It is required to maintain the competitiveness of domestic enterprises by softening the 

conditions of their activity to promote an increase in labor productivity. 

It is worth analyzing the dynamics of crude oil production over 30 years that is shown in 

Figure 3. In 2016 the country became the leader in Africa, but since 2017 there has been a 

tendency to reduce production due to changes in world oil prices and a natural decline in its 

production. 

 
Figure 3. - Crude oil production in Angola in 1990-2020, million barrels per day. 

An impressive industry in terms of indicators in Angola is diamond mining, which is 

shown in Figure 4. 

 
 

Figure 4. - The leading countries of the world diamond mining in 2019 [4] 

Alrosa, the world's largest diamond mining company, uses the deposits of Angola [1]. The 

share of global diamond production is 28% based on Figure 5. The rough diamond market is 

an oligopoly: in 2019, two market leaders - ALROSA and De Beers - produced more than half 

of all diamonds (69.3 million carats).  



The 2nd International Students Conference on Academic Multidisciplinary Research 2022 
 

 

 

421 

 

 

 
 

Figure 5. - The share of the largest companies in diamond mining, %. 

In the 1st quarter of 2019 (compared to the first quarter of 2018), production was reduced 

by all major diamond miners except Alrosa (+5%). The growth of diamond production at 

Alrosa, in particular, is associated with the discovery of the Verkhne-Munskoye deposit. 

Diamond production in the second quarter of 2020 sank for 42% as a result of restrictions on 

economic activity due to the COVID-19 pandemic.  

Problems of the Angolan foreign trade sector include the raw materials orientation of 

exports, the low degree of its diversification and the lack of competitive goods.  

In addition to the problems of the LDCs, which are low income, weak human resources 

and economic vulnerability, there are others that include: high food prices, an increase in the 

population of people of economically active age who do not have the opportunity to find a job, 

dependence on climatic conditions, "brain drain", threats of epidemics. 

In these circumstances developed countries need to form the main areas of support for 

LDCs: the redistribution of production resources between individual sectors and activities and 

the increase in industry productivity. 

The world community can strengthen support for LDCs by transferring technology to 

them. Today, such programs are insufficiently funded, and their effectiveness is uneven. 

However, the Technology Bank, established in 2016, can act as a central link providing support 

to LDCs. Human capital will also play a huge role, since the use and combination of factors of 

production depends on it. 

Methodology 

The theoretical and methodological basis of the scientific article consist of the reports of 

international organizations and articles on the topic of highlighting the basic directions of 

development of LDCs, as well as websites containing statistical information on the economic 

indicators of Angola. Articles by V.B. Kondratiev and V.I. Rusakovich devoted to solving the 

main economic problems of LDCs, especially African countries, in the globalizing conditions 

of the world economy were considered. The examined topic determines the use of the following 

methods: graphic, synthesis and analysis, modeling, induction and deduction, etc. 
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Results  

Thus, the current state and development of the economy of Angola have been revealed. 

Angola is considered as one of the most promising LDCs. It has a huge reserve of minerals, 

which gives it the opportunity to export them. For example, oil production provides 50% of its 

GDP, and Angola ranks high in the world in diamond production. The foreign trade of this 

country, like that of other LDCs, is characterized by an excess of exports over imports, which 

is associated with a low level of development of both technology and human potential. Under 

these conditions, we have identified the following prospects for the development of the 

economy of LDCs: an increase in the level of support from developed countries in all sectors 

of the economy, as well as the global role of public administration, which consists in the 

implementation of structural reforms by LDCs, relying on innovative segments, and supporting 

the competitiveness of national producers. 

Conclusion 

It should be noted that LDC occupies the place of the periphery in the world economy 

system, ie. it implements the functions of suppliers of raw materials and cheap labor. This is 

due to the fact that their economy is characterized by a negative growth, there is a low yield in 

agriculture, intensive demographic growth. Thus, the LDCs are not able to ensure the necessary 

economic development of their economies themselves. 

The deterioration of the socio-economic development of the LDCs has caused increased 

attention from the international community, in particular from the UN. It follows from its 

position that LDCs, provided they expand trade with developed countries, receive assistance 

in the form of subsidies and loans (especially gratuitous), and attract private capital, can 

improve their economic development. 

The expansion of trade also implies the removal or reduction of the number of international 

trade barriers to the exchange of goods and services, which, in turn, will provide LDCs with 

the opportunity to increase their foreign trade turnover and national income. It is the funds 

attracted from abroad, due to the underdeveloped infrastructure of the LDCs, that are the 

decisive force in the exit of these countries from a high level of poverty. As for private capital, 

it is important to note that these funds, for the most part, come from large corporations and 

commercial banks. 

The problem of LDCs in the world economy is always relevant, since the difficult 

economic situation of these countries has a negative impact on the development of the entire 

world economy. The world community should pay attention to providing comprehensive 

assistance to LDCs, and in particular to improving education among the population, as well as 

the socio-economic situation of these countries. 
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Abstract 

The article considers the main problems in the field of customs control over the import, 

export and turnover of aquatic biological resources, analyzes promising areas of control over 

the export of biological resources.  

Keywords: aquatic bioresources, customs operations and customs control, state regulatory 

authorities, customs authorities. 

Introduction 

Regulation of relations in the field of environmental protection is carried out both at the 

international and supranational and national levels. On the world stage, such UN agencies as 

the United Nations Industrial Development Organization (UNIDO), the United Nations 

Educational, Scientific and Cultural Organization (UNESCO), the United Nations 

Environment Programme (UNEP) play a dominant role. At the supranational and national 

levels, such a body is the customs authorities, in the Russian Federation - the Federal Customs 

Service and other state regulatory bodies, such as the Port Administration (at the sea 

checkpoint), the border service of the Federal Security Service of Russia, the Federal Service 
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for Supervision of Consumer Rights Protection and Human Welfare, the Federal Service for 

veterinary and Phytosanitary Supervision. Within the framework of all protected natural 

resources that play a social and economic role for the state, the products of marine fisheries are 

separately allocated.  

Objectives 

The purpose of the article is to determine the problems and prospects of combating the 

smuggling of aquatic biological resources. 

Literature Review and Theory 

According to the Russian marine and fish legislation, fish, aquatic invertebrates, aquatic 

mammals, algae, as well as other aquatic animals and plants that are in a state of natural 

freedom should be attributed to aquatic bioresources [1]. 

When carrying out customs operations and customs control when moving marine products 

across the customs border of the EAEU, there may be a situation when not only fishing 

companies deceive representatives of state authorities at sea checkpoints, but also officials do 

not fully perform their duties according to their competencies. Thus, one of the most pressing 

problems in the field of customs control over the import, export and turnover of aquatic 

biological resources is the insufficient exchange of information or its complete absence. 

The technical controls used to monitor stationed vessels are not installed on all fishing 

means of transportation. The collection of information about the ship’s activities is carried out 

through the reports of the captains, which have no legal significance. Moreover, there are no 

established methods for calculating the number of products of the fishing industry, depending 

on the volume of holds, type of vessel, type of container, weight characteristics of imported 

and exported fish products, aimed at verifying the reliability of volume and weight. 

Illegal operations in the water space of Russia are carried out taking into account the 

legalization of the following tricks: 

- installation of unmarked orders by means of flooding; 

- indication of incorrect information in daily radio reports about ship coordinates, including 

not presenting relevant data in general for several days; 

- failure to intentionally fill in fishing logs along with keeping records that do not 

correspond to reality [2]. 

The smuggling of aquatic biological resources is largely embodied in the illegal activities 

of fishing enterprises belonging to criminal syndicates. These groups may have close and long-

term relations with state authorities (mainly on the ground). 

The customs control of marine products also suffers from discrepancies in the 

classification of the water category of goods by different countries of the world. Comparing 

the commodity codes of the commodity nomenclatures of the European Union, the Eurasian 

Economic Union and the United States of America, it should be noted that the highest rates of 

import customs duties on aquatic biological resources are established in the countries of the 

European Union, and the least - in the United States of America (equal to zero). At the same 

time, the maximum volumes of illegal marine products are supplied to the countries with the 
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highest level of taxation, that is why it is necessary to strengthen the measures taken by the 

main trading partner countries to combat the smuggling of UBR. 

On the territory of the Russian Federation, an experiment is underway to create special 

groups consisting of customs officials who will be authorized to conduct enhanced customs 

control before the release of goods. Meanwhile, such groups will include officials who do not 

carry out actual control at the border, but who are specially trained to prevent corruption of 

customs posts of actual control - checkpoints. Also, in order to control the accounting of exports 

of fish, fish and seafood, inspection groups of customs authorities will be able to prevent large-

scale smuggling of UBR, which are extracted (caught) by poachers. To do this, it is necessary 

to organize the work of such special inspection groups and consolidate their official duties. 

At sea checkpoints, special attention is paid to the interaction between state authorities 

authorized to carry out customs, border, port, sanitary-quarantine and veterinary control. For 

example, Rosrybolovstvo transmits to the Federal Customs Service of Russia at the federal 

level information on requests for production (catch) VBR, produced fish and other products 

from the VBR, the location of Russian and foreign vessels of the fishing fleet, which are 

equipped with technical means of control, are in operation and registered in the industry 

monitoring system. The Federal Customs Service of Russia provides Rosrybolovstvo with the 

customs statistics on the export and (or) import of UBR, as well as the official requests for 

customs operations with marine products.  

Methodology 

The theoretical and methodological basis of this paper was mainly based on the normative 

legal documents of the EEC. In particular, the main aspects of the movement of aquatic 

biological resources are established in the Customs Code of the Eurasian Economic Union 

(Appendix No. 1 to the Agreement on the Customs Code of the Eurasian Economic Union), as 

well as in the Decision of the Council of the Eurasian Economic Commission No. 49 dated 

13.07.2018 “On Approval of the Rules for Determining the Origin of Goods Imported into the 

Customs Territory of the Eurasian Economic Union (Non-preferential rules for determining the 

origin of goods)”, Federal Law No. 166-FZ dated 20.12.2004 “On fishing and conservation of 

aquatic biological resources”.  

Conclusion 

Taking into account the above mentioned it should be noted that Customs authorities 

regularly face difficulties in performing customs operations and carrying out customs control 

in relation to marine products, both on the part of officials who violate the order and on the 

part of unscrupulous fishing companies. For their actual solution, it is necessary to clearly 

organize the order of work of customs authorities, as well as the conditions and quality of their 

interaction with other T-bills. In order to remove criminal groups from influencing local 

authorities, it is necessary to strengthen control over measures to implement anti-corruption 

activities in certain regions. In addition, it is necessary to analyze the practice of combating the 
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smuggling of aquatic biological resources by the contracting countries of Russia, where 

increased rates of import customs duties and taxes are established. It is also worth mentioning 

the implementation of mutual administrative assistance on the regulation of the procedure for 

the movement of VBR in the EAEU space and in the context of border states (China, Mongolia, 

European countries, etc.). 
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Abstract 

This article intended to present as of the articles and research articles relating in the 

field of Social Sciences. As in the airline industry, ‘The attitude and mental health’ are 

concerned identity characteristics of the cabin crew for servicing. This article is writing to 

analyze the importance of the ‘Psychometrics’ related with ‘Capitals’ affecting to persons 

character. Based in a review, main psychometrics are Id and Ego which confirm the Behavior, 

Cognitive, Psychodynamic and Humanistic for the persons’ action. Along with those, the 

capitals concerned are Economic capital, Cultural capital, Social capital, and Symbolic capital 

based affecting to the attitude of the persons to form up Id and Ego. The analysis found that 

these capitals are based focus to affect the one’s attitude and performance relevantly which 

leaded to conform the identity of the person to be. Therefore, this analyzed article need to be 

managed and confirmed on the findings of the cabin crew identity acknowledge.  

Keywords: Capitals, Cabin Crew, Behavior, Identity, Performance 

 

 

 

 



The 2nd International Students Conference on Academic Multidisciplinary Research 2022 
 

 

 

427 

 

 

Introduction 

The airline industry is the sensitive-business at a moment; as the Economic System and 

the Pandemic Situation (SARS-Corona Virus). The industry was affected like this once in 2009, 

as the research of Department of Civil Aviation analysed the economic crisis affected to the 

airline business. From that past, the airline needs to focus on how to do well-manage all valued 

resources in hand to use efficiently at all times. The cabin crew is one of the resources in airline 

business system to move forward. Those communicated through the service provider to be 

selected, which in the airline industry; ground and onboard service. The person who provide 

these services need to be considered for being selective which will be from self and personal 

background characteristics, and then will be well-trained for being a great service provider 

which pass through all steps of applying, qualification test, interview and even more the BMI 

check. Once the cabin crew were screened, those persons reflect on their own characteristics 

which the airline needs to form into the shape once again. With those characteristics, the 

airlines need to select the ones who suit to the airline environment of work. Different 

background of life will bring up different type of people to do the service in airline industry. 

This research article would be the assistance for the airlines if the airlines could examine the 

employee life foundation and form in a shape airline needs. 

Literature Reviews 

The study of this article, The Importance of the Capitals Affecting Through Cabin 

Crew Identity are divided into two main frameworks analytical.  

2.1 Basic Psychomotor Affective 

The first framework is to analyze on major basic four persons’ psychological perspective 

factors which are behavior, cognitive, psychodynamic, and humanistic. The psychological 

perspective views behavior as the result of psychological processes within each person. 

Behavioristic view: Behavior is shaped and controlled by one’s environment. Cognitive view: 

Much human behavior can be understood in terms of the mental processing of information. 

Cognitive learning is higher learning involving thinking, knowing, understanding, and 

anticipation. Also revealed by latent learning that occurs without obvious reinforcement and 

that remain unexpressed until reinforcement is provided. Psychodynamic view: Behavior is 

directed by forces within one’s personality that are often hidden or unconscious. Behavioral 

emphasized on learning, reinforcement, and imitation. John Dolland and Neal Miller (1950) 

explained habits make up the structure of personality. Habits are governed by four elements of 

learning: A drive is any stimulus strong enough to goal a person to action, Cues are signals 

from the environment. These signals guide responses (actions) to bring about rewards (position 

reinforcement). Psychodynamic refers to Sigmund Freud work, personality. Freud’s model 

portrays personality as a dynamic system directed by 3 mental structures, Id, Ego, and 

Superego. Id operates on the pleasure principle, controlled by Ego which is the system of 

thinking, planning, problem solving, and deciding. Superego acts as a judge or censor for 

thoughts and actions of Ego. The first part of Superego is conscience, when standard 
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conscience were not met, it will be punished internally by guilt feeling. The second part of 

Superego is the Ego ideal, reflect all behavior one’s parents approved for rewarded, source of 

goal and aspirations. Humanistic view: Behavior is guided by one’s self-image, by subjective 

perceptions of the world, and by needs for personal growth. Humanistic emphasized on 

subjective experience which is private perceptions of reality. Refer to Carl Roger’s self theory 

consists of self-image, ideal self (the person you would like to be) and true self (the person you 

actually are).  

2.2 Capitals 

The second framework is analyzing on the capitals. Pierre  Bourdieu, French theorist, with his 

own idea of the post-structuralism that there are four capitals need to be considered which are 

Economic capital  Cultural capital, Social capital, and Symbolic capital. Economic capital 

effects to one’s in the economic meaning which is ‘money’ or the ‘asset’ of ones’ person. Along 

with the ones’ person background of the family. Cultural capital means the ones’ valued carried 

past through the generations which tangible and intangible, but overall this capital is going to 

effect to ones’ person. Social capital, the direct behavior of human being and relating each 

other between human. This found in the thinking system of the persons coming through the 

caring of each other meanwhile believing and trust of person are also important (Yanyong  

Akenont, 2009).  Social capital can be conformed from family, community, firm, civil society, 

public sector, ethnicity, gender. Putnam (1993) described as the social capital should be in three 

major characteristics by being network with those network there should be trust and norm. 

Symbolic capital, ones’ person acknowledged on someone or something that might be ‘power, 

status, etc.’ which this capital can change into economic capital (money).   

2.3 Related research 

Somdech Rungsrisawat (2019) studied the relations of sum impressions, ideas, beliefs of 

service and product provider towards the quality communicated during the customer 

interaction. Cheng-Hua Yang (2017) results indicated that passengers expected cabin crew to 

have nice tone and manner for ‘interactive aesthetic perception’. Bavornluck Kuosuwan (2015) 

studied Market factors influencing the decision to patronage low-cost carriers found that the 

first three market factors influencing the decision to patronage were low price, channel of 

purchasing, and promotion. Kannapat  Kankaew (2013) stated that the importance and 

performance levels of ground and onboard service are high as ‘Keep up the good work’. 

Sittichai Charoensettasilp and Chong Wu (2013) studied A relationship between expectation 

(before) and satisfaction (after) receiving services of Thai consumers from domestic low-cost 

airlines described that the results of all aspects are different both in general and for each aspect 

of the service marketing mix. Average level of expectations are higher than satisfaction in all 

aspects. Milioti C. and group (2013) studied Traveler perceptions and airline choice: A 

multivariate problem approach, found the result of fare, safety and reliability, and friendly-and-

helpful staff during flight are the most important determinants of airline choice. These factors 

depict differences among passengers with different socio-demographic and trip characteristics.  
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Methodology 

The methodology for this paper uses only qualitative analysis based. This investigates by 

compulsory of second-order confirmatory factor analysis using theories, literature reviewing 

to find the correlations between the basic psychology elements and the capitals concerned in 

possible factors affecting to form the cabin crew identity.  

Findings 

The findings of this study revealed that the concern factors on basic psychometric with the 

capitals related as the qualitative review found as table below; 

 

Psychometric / 

Capitals 
Economic Culture Social Symbolic 

     

Behavior 

Cognitive 

Psychodynamic 

Humanistic 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

     

TABLE I – Psychometric / Capitals 

 

The findings of TABLE I using correlation of importance to the psychometric and capitals 

found that within the persons’ behavior, their background consisted from economic, culture, 

and social capitals. For those behavior are confirm from the basic of life as different economic 

system family, will form up different basic habits of people. The person with different culture 

and social growing, will form up the different people too. With the cognitive of one’s person, 

their background consisted from knowledge leaded by the economic, culture of the 

environment, social and symbolic of the honor. With different economic or culture system of 

the school or environment, will form up different themes of life for one’s person. The 

psychodynamic, effects from economic, culture, social and symbolic of the family and 

background of the company which grooming each person to be from the school, studying 

behavior, friends, environments. The psychodynamic will form up the person with different 

mindset related to the unavoidable different of economic, culture, social and symbolic system. 

Lastly, the humanistic will show out as the constructivism shown in present, consist from the 

economic, culture, social. With the humanistic, the person would present their own 

characteristic(s) to be accepted in the society, culture and even in their comfort zone. With the 

optimistic mindset, the one’s person will be more care for others with all aspects. 
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Conclusion 

From the findings of this study, it can be concluded that Psychometric, mostly Id and Ego, 

confirming the persons’ characteristic to show through behavior, cognitive, psychodynamic 

and humanistic by reflections of the economic, culture, social, and symbolic capitals. These 

capitals are the constructivism factors of the society to show each person to be. How they were 

groom up from child to adult, how they were doing for their studies from elementary to 

university, the company they selected to work with would form them as well as analyzed from 

the theories. The cabin crew who are going to be the service provider onboard needs to be the 

person with good mindset of the optimistic side. From their mindset like that, this would react 

as the performance which will be impressed to all. This would be confirmed once again with 

the reflection view of the customers who receive the service from those service providers. The 

identity integration and the role of faith works well on behalf of being the cabin crew.  
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Abstract 

     Coffee business or cafe business is considered one of the professions that create a career and an 

important income from the value of the coffee shop market in the country. In addition, the Thai 

government has supported the coffee business to make Thailand a leader in the production and trade of 

quality coffee. The objective is to review the literature and create a conceptual framework related to the 

factors of marketing mix that affect the decision to use cafe service at the community level. This 

research is related to the community, Sampran District, Nakhon Pathom Province. The study of 

concepts, theories and related research consisted of demographic factors, Marketing mix factor and the 

decision to choose the service. The results of the study found that there were important variables as 

follows: The primary variables consisted of: 1.) Demographic factors such as gender, age, status, 

education level, occupation and monthly income. 2) Marketing mix including product, price, place, 

promotion, people, physical evidence and process that affect the decision to choose a cafe service. 

Keywords: cafe business, marketing mix, service selection, community 

Introduction 

Coffee business or cafe business is considered one of the dream jobs of many people. together 

with the popularity of coffee consumption of the rising new generation. From the value of the coffee 

shop market in Thailand that was valued up to 21,220 million baht in 2017, or an increase of more than 

10 percent compared to the previous year. Apart from this, the increase in coffee consumption in the 

country increased continuously about 5-6 percent on average from 2015-2017, including the amount of 

coffee beans that were imports from abroad in 2017, saw a 93 percent increase from 2012 in just five 

years. These figures reflect the continued increase in coffee consumption among Thais. (Information: 

Kasikorn Research Center) The Thai government has supported the coffee business by preparing the 

“Coffee Strategy 2017-2021, setting a vision for Thailand is a leader in the production and trade of 



ISCAMR 2022 
 

432 

 

 

quality coffee in the ASEAN region, stepping into the world market under the image of Thai coffee”, 

focusing on building Thailand as a coffee trading hub in ASEAN. 

During the past 3-4 years, the cafe business had the growth rate noticeably fast, the main reason 

may be from major coffee shops from abroad to invest more in this business. At present, Thai 

consumers, especially the new generation, prefer to drink coffee more and more, causing businesses 

related to coffee, tea, cocoa to grow rapidly among Thai people. It has begun to change from the 

beginning, most Thai people prefer instant coffee but nowadays, Thai people have turned to coffee 

shops with roasted coffee and nice decorations. The shop is decorated to be luxurious, modern, 

comfortable. There is a pleasant atmosphere for more coffee. Drinking coffee of Thai people in the 

future therefore has a tendency to increase and because of this, many investors, both Thais and 

foreigners, interested in investing in the coffee shop business. 

Therefore, the overall competitive environment in the market seems to be more challenging 

because the coffee shop or cafe business tends to open more , whether it's a Franchise type and a cafe 

is not a Franchise or Non-Franchise, so the new generation is interested in opening a coffee shop 

business together with a lot from the problem of competitive market conditions. Therefore, the 7Ps 

marketing mix strategy was introduced as an educational approach to make them aware of the needs of 

those who choose to use the cafe service and factors that make consumers decide to choose a service 

that can be used in planning marketing mix strategies to create a competitive advantage in the cafe 

business. This is in line with the research on service marketing mix factors related to coffee purchasing 

behavior of consumers in San Sai District. Chiang Mai Province (Sasithon Phommala 2018) found that 

the marketing mix factor product, price, place, promotion, people, physical evidence and process affect 

the decision to choose a coffee shop service. 

Therefore, the researcher was interested in studying the marketing mix factors affecting the 

decision to use the cafe service at the community level in order to benefit the cafe operators. and those 

interested in such business as a guideline for product development business improvement to match the 

target group and in accordance with the actual needs of consumers. This is to build the competitiveness 

of the business in the future. 

Research objectives 

To study the conceptual framework “Marketing mix factors affecting the decision to 

choose a cafe service at the community level” which is the study of theoretical information, 

concepts and related research to develop into a complete research in the future. The future 

research will study data from the Sampran district group, Nakhon Pathom province. 

Literature review 

“Marketing mix factors affecting the decision to choose a cafe service at the community 

level” to review the literature and create a relevant conceptual framework by presenting 

relevant content as follows: Related theory concepts 

Demographic Factors 

Demography or Demography is derived from the Greek Demo = People is the people 

or the population Graphy = Writing up, Description or Study is the study of science. 

Demographics means the statistical analysis and description of population groups in terms of 
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distribution, statistics, age, gender and civic status at any particular moment or period. (Royal 

Institute, 2002, page 109) Kotler (1997, P151) stated that demographic variables, gender, 

occupation, age, income, education, religion, ethnicity and nationality, were the variables used 

in market share to measure consumer demand and satisfaction and product use frequency was 

related to demographic variables. The study of demographic factors revealed the size of the 

target market and the media used as well. Demographic characteristics, including age, gender, 

life cycle, family, education, income, etc., are important to marketers because it is related to 

demand for all products, demographic changes indicate the emergence of new markets and 

other markets that are lost or reduced in importance. The main demographic characteristics are 

age, gender, marital status, income, level of education and occupation  

Marketing mix factor 

 Kotler (2016, p. 92) said: Marketing Mix means variables or marketing tools that a 

company can control itself. Companies often use them together to satisfy and meet the needs of 

their target customers. Originally, the marketing mix had only 4 variables (4Ps), product,  price,  

place and promotion. Added 3 more variables, people, physical Evidence and process  to be 

consistent with important concepts in modern marketing especially with the service business. 

Therefore, it can be called as a 7P’s marketing mix for the service business. Thongchai Santiwong 

(1997, p. 34) stated that mix means a harmonious mix of pricing, promotion. The products offered 

for sale and the distribution system which are designed to reach the desired consumer group and 

Siriwan Sereerat (2009, pp. 80-81) said that Marketing mix refers to the controllable marketing 

variables which the company uses to satisfy the target group 

Decision making  

 Chatyaporn Samerjai (2007, page 46) said that Consumers' purchasing decisions refer to 

the actions they take to make decisions which the customer must make a choice in terms of 

products, goods and services and that the consumer will decide and choose from preferences or 

needs. Therefore, it is an important step that consumers should take.  Yuwarin Sapsanlarn (2007, 

page 9) has said that decision means choosing to think or act one from many choices and the 

expected way in order for that thought or action to be accomplished and the goals set, Suparat 

Wichiansarn, Thaninrat Ratanapongpinyo (2019, p. 1313) stated that the concepts and theories 

about the purchasing decisions of the purchasers consumers that concepts and theories about 

consumers' purchasing decisions refer to the consumer purchasing decision-making process, 

usually through 5 stages: awareness of problems, searching for information, alternative assessment, 

purchase decision and behavior after purchase. 

Summary of the study 

From the review of concepts, theories, related research and the conceptual framework 

found that the marketing mix that affects the decision to use the cafe service at the community level 

consists of 1.) Demographic factors such as gender, age, status, education level, occupation, 

monthly income 2.) Marketing mix factors are as follows: product, price, place, promotion, people, 
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physical evidence and process affect the decision to choose a cafe service by creating a conceptual 

framework as follows: 

Conceptual framework  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Discussion of results 

From the study of marketing mix factors affecting the choice of cafe service at the community 

level, consistent with the research of Thibodee Tahlakorn and Prasopchai Phasunan, it was found that 

most of them were female, aged 20-25 years, education level Bachelor's degree, average monthly 

income 158,000-25,000 baht, occupation student. The results of the analysis revealed that product 

quality, service quality and customer value received It has a positive influence on customer 

satisfaction and product quality, service quality, and customer value and customer satisfaction have 

a positive influence on deciding to use a coffee shop and Sukanya Akpin (2019) found that the factors 

influencing the decision to use a café, consumers are most concerned with the taste of beverages and 

bakery products. The menu is diverse, materials used are of good quality, reasonable prices, and 

clearly displayed, convenient location, skilled of staff, service with politeness, systematic, fast, 

beautiful atmosphere decoration and have free Wi-Fi. 
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Suggestion  

This study is just a conceptual framework in order to determine the variables used to study 

the factors of marketing mix that affect the decision to use the cafe service at the community level, 

it is a quantitative analysis in the complete research. 
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Abstract 

 Online game business is a business that is widely popular all over the world. The online game 

business market in Thailand has a tendency to grow continuously. It is a business that generates 

income and has high economic value in Thailand. This research have a purpose to review the 

literature and study the conceptual framework of marketing mix factors affecting decision making in 

online gaming service that affect the decision to choose the service. This is the study of theoretical 

information, concepts and related research to develop into a complete research in the future. The 

study of concepts, theories and related research consists of marketing strategies and the decision to 

choose the service. The results of the study of important variables were as follows: Primary variables, 

Marketing mix strategy consisted of product, price, place, promotion, people, physical evidence and 

process. The dependent variables were service decision making. The results of this study will be used 

as a conceptual framework and bring it to find the relationship about the decision to choose the next 

service 

Keywords : service marketing mix, service selection decision, online game business 

Introduction 

Online game business in present, there is a push from the public and private sectors 

making online games to become e-sports and educational institution of Thailand has seen 

business growth began to open more courses for teaching and learning about the online game 

business and the business sector came to invest to create jobs, generate income, resulting in a 

career. The growth of the online game business in the past was due to the growing trend of e-

sports  
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Source : https://www.bangkokbiznews.com/news/detail/853705 

 

 As a result, the value of online game business growth in the past year has increased 

steadily. In the past few years, it can be seen from the value of the online game industry in 

Thailand that continued to expand. The average growth rate for the past 3 years is as high as 

12%, driven by the development of online games via smartphones together with the 

development of games in the group of Thai operators that are more numerous than in the past, 

including investment from the private sector that helps drive the industry to continue to expand 

and the popularity of e-sports (e-sport) which is a competition between players both inside and 

outside the country. This is an important part that helps to build and connect the online gaming 

industry with other business sectors including cooperation between the public and private 

sectors to drive the online gaming industry which is part of the digital economy that is ready in 

international level. (Reference from Bangkok Business, information dated 18 November 2019 

from the website) 

Therefore, online gaming business or e-Sports business have to develop a service model 

to support the growth of the market that has a tendency to expand continuously and more 

competitors in the market. Service providers must have advertisements and public relations 

through various media. to create awareness persuasion, make users want and interested in 

choosing the service. 

From the problem of market competition, the researcher studied the marketing factors 

affecting the decision to use the online game business service and has adopted the 7Ps 

marketing mix strategy as a guideline for the study in order to know the needs of the service 

users and the decision to use the service, which can use the research results to plan marketing 

strategies to create a competitive advantage in online game business and create an appropriate 

marketing advantage. 

Study objectives 

To review the literature and study the conceptual framework of marketing mix factors 

affecting decision making in online gaming service that affect the decision to choose the 

service. This is the study of theoretical information, concepts and related research to develop 

into a complete research in the future. 
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Literature review 

Based on the study of data on concepts, theories and related researches, 7Ps marketing 

mix factors affecting the decision to choose online game services. To review the literature and 

create a relevant conceptual framework by presenting content related to marketing mix strategy 

and the decision to choose the service. The researcher has summarized the key points as 

follows: 

Marketing Mix (Marketing Mix 7Ps) 

Patchapornkan Sriboonpeng and Por Pordee Sukphan (2019) describe the marketing 

mix as Marketing tools that marketers can apply in the form of marketing strategies which the 

organization can control, change and modify as appropriate to cause a response to the needs of 

a specific target customer group. Basically, it consists of four key tools such as Product, Price, 

Place, and Promotion. Those four keys have the aim in recognition of the target market 

segment. 

Kotler, P., & Keller, K. (2016). Marketing Specialist. It has been given as a concept 

related to the service business which is a business that is different from consumer goods and 

general consumer products, it is necessary to use 7P's marketing mix to formulate a marketing 

strategy which consists of (1) the product is the first factor indicating that the business is ready 

to do business. The business must have something to offer or the service may be a tangible 

product (2) the price is the amount the customer pays for the product (3) the place related to 

environmental atmosphere in the presentation of services to customers. (4) Promotion is a 

marketing activity for communication of product information. The objective is to inform and 

motivate the market. (5) People means employees who work for the benefit of various 

organizations. (6) Physical evidence refer to what customers can feel from choosing the 

products or services of the company to outstanding the difference and quality (7) 

Processnrelates to the methods and practices of the services offered to users in order to deliver 

the services accurately and quickly. 

Decision making  

Decision making is a rational process of considering, analyzing and finding alternatives 

to achieve of best practice which will lead to the set goals. The decision must therefore be made 

according to the procedure of the process carefully, Amporn Ritthikul (2011) said that the 

purchase decision process is one of the steps that consumers use to determine the suitability of 

the products and services that” How appropriate?”  In the process of making a purchase 

decision, if consumers are interested in it, it will lead to the process of finding information. 

Evaluating options and affecting purchasing decisions if the goods and services are worthwhile. 

In addition, consumers will consider after purchase that received after-sales service or 

convenience from the service or not? Therefore, if entrepreneurs truly understand the purchase 

decision-making process of consumers will definitely benefit the business of entrepreneurs and 

organizations, and Sudaporn Kunthonbut (2014) said that the study of consumer behavior in 

purchasing products can be separated into steps. This makes it possible to consider the 

purchasing decisions of consumers in a process manner. When marketers are able to separate 

the steps, it will be analyzed and come up with strategies for use in each step to make consumers 
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decide to buy a product. The process consists of (1) problem awareness (2) information 

discovery stage (3) alternative evaluation stage (4) purchase decision (5) purchase evaluation. 

Summary of the study 

From the review of concepts and theories, the related study found that the decision to 

use online game services will influence the marketing mix product, price, place, promotion, 

people, physical evidence and process, thus affecting the online game business service business 

by creating a conceptual framework as follows: 

 

 

Discussion of results 

 From the results of the study of factors of marketing ingredients that affect the decision 

to choose online game services consistent with the research of Khanatwan Tamani (2018) found 

that the 7Ps marketing mix had a statistically significant effect on the purchase intention of digital 

games at 0.05 and Chakhorn Chantanachotwong (2017) found that the factors affecting the 

satisfaction of watching e-Sports (E-Sport) of people in the Bangkok, Metropolitan Region, in 

descending order of influences that affect their satisfaction, are: 1. Public relations and MC 

factors and 2. Competitive environment factors. 3. Factors of internal processes and 4. Factors of 

physical characteristics of online channels used for viewing and Natsorn Trangkharn (2021) 

found that fun factor was the main factor influencing purchasing intention. The price factor is the 

main factor influencing the speed of purchase. It was also found that the influence of the directed 

variables both awareness of the COVID-19 situation and the popularity of online games influence 

on the speed of purchase and purchase intention and Kittipot Chanarat (2014) found that the 

sample group had the highest demand for products followed by the demand for distribution 

channels and marketing promotion needs with minimal price requirements. 

 

Primary variable  Dependent variable 

Marketing Strategies for Service 

Businesses 

     - Products 

     - Price 

     - Place  

     - Promotion  

     - People 

     - Physical evidence  

     - Process 

 

 
Decision making 
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Suggestion  

This study is merely a conceptual survey to lead to the determination of variables used 

in the study of marketing mix factors of online game business operators that affect service 

decision-making and lead to quantitative research in the next complete research. 

References 

Bangkok Business (2019). The value of the gaming industry in Thailand. Retrieved 29 August 

2021. From the website https://www.bangkokbiznews.com/news/detail/853705). 

Kittiphot Chanarat. (2014). The division of youth groups using online game users in Bangkok 

according to their needs. required in the marketing mix. Management academic group. 

University of the Thai Chamber of Commerce. 

Khanatwan Tamani (2021). Marketing Mix Factors and Social Influences Affecting Video 

Purchase Intent. Digital game in Bangkok. College of Management. Mahidol 

University. 

Chakron Chantanachotwong (2017). Marketing Mix Factors (7Ps) Influencing Satisfaction in 

Watching E-Sports via Online System. in Bangkok and its vicinities. Faculty of 

Commerce and Accountancy. Thammasat University. 

Natsorn Trangkharn (2021). Factors influencing the decision to choose top-up money in 

online games among the population in Bangkok. College of Management. Mahidol 

University. 

Patchapornkan Sriboonpeng and Por Pordee Sukphan (2019). Factors Affecting Decision to 

Use Food Ordering Service through Application of Consumers in Bangkok Area. 

Graduate Studies Journal Suan Sunandha Rajabhat University, 12(2), 59-69. 

Sudaporn Kunthalbutr. (2014). Modern Principles of Marketing. Bangkok: The Printing House of 

Chulalongkorn University. 

Amporn Ritthikul. (2011). Marketing factors in the decision to buy a housing estate of 

consumers in Muang district. Nakhon Ratchasima Province. Master of Business 

Administration Thesis, Major in General Management, Graduate School, Sukhothai 

Thammathirat Open University. 

Kotler, P. and Keller,K.(2016). Marketing Management.15th ed. New Jersey: Pearson 

Education. 

 

 

 

 

 

 

 

 

 



The 2nd International Students Conference on Academic Multidisciplinary Research 2022 
 

 

 

441 

 

 

Marketing Factors Affecting Selection of Car Care Service : A case study 

of Phutthamonthon District, Nakhon Pathom Province 

 

Neungruthai Jainim, Student, Master of Business Administration, Graduate School, Suan 

Sunandha Rajabhat University, Thailand 

E-Mail : s62567809010@ssru.ac.th 

Bundit Phrapatanporn, Lecturer, Business Administration, Graduate School,  

Suan Sunandha Rajabhat University, Thailand 

E-Mail : bundit.ph@ssru.ac.th 

 

Abstract  

Car care business is a service business for drivers that mainly focusing on car cleaning 

services and the maintenance of the car. The objectives are to review the literature and create 

a conceptual framework related to marketing factors that affect the decision to choose a car 

care service in Phutthamonthon, Nakhon Pathom Province. This research is related to car care 

service users who choose to use car care services by studying concepts, theories and related 

research, consisting of personal factors; marketing factor and purchase decision. The results of 

the study revealed that there were important variables as follows: The primary variables were 

1) personal factors consisted of sex, age, status, occupation and monthly income;  

2) marketing factors consisted of products, prices, distribution channels, marketing promotion, 

Personnel/Staff, physical environment, service process and the dependent variables such as the 

decision to choose the service of a car care. The results of this study will be used as a conceptual 

framework and to find the relationship about the decision to use the service of the Car care. 

Keywords : Marketing mix, decision, service, car care, Nakhon Pathom 

Introduction 

 At present, there are a large number of personal car users and has a tendency to increase 

continuously. This can be seen from the traffic congestion which has a supporting factor from 

the first car project in 2012 and due to lifestyle behavior of the current generation that full of 

hurry and want comfort. By having a personal car is benefited the owner for convenience and 

save more time in traveling to various places than using public transport from statistical data. 

Transportation statistics group found that in 2019, the number of personal cars not exceeding 

7 seats were registered with the number of 255,558 cars. The number of cars increased from 

251,172 cars in 2015 to 255,558 cars in 2019 which increased by 4,386 cars or 1.71%. This 

caused the businesses related to the automotive industry having a high growth trend (Planning 

Division, Department of Land Transport) 

In addition, the current population preferred living in condominiums or apartments 

instead of living in private houses or townhouses, which lead them to have limited space to 

clean the cars. This caused the car owners to rely on Car Care nearby or shopping mall around 
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their place for maintenance and cleaning services. 

 From the number of cars that increasing every year contributed the businesses related 

to automotive industry that had estimated value of 8 billion baht in 2013 to have estimated 

value of 10 billion baht in 2014 with a tendency to grow even higher. There was an increasing 

demand for car care services resulting in the good opportunity of the car care businesses and 

caused the car care businesses to increase and became more competitive.  

From the problem of market competition, there were more than 20 Car Care business 

operators in Phutthamonthon District, Nakhon Pathom Province. Each of the Car Care having 

to adjust continuously and it were necessary to find a strategy to implement for making a 

difference in service to consumers, to increase the competitiveness with competitors in this 

business, find strategies to meet the needs and attract consumers to decide to come back again. 

This is in line with the previous research by Mr. Pakpoom Boonprasert (2015), Factors 

Affecting Selection of Comprehensive Car Care Services in Bangkok and its vicinities found 

that the location, convenience, service standards, marketing promotion, physical appearance, 

fast service and payment methods were the factors that affected the decision to use the Car 

Care service. 

 From the current competition and the opportunity of car care business lead to the 

beginning of the study about factors affecting the decision to choose car care service in 

Phutthamonthon District, Nakhon Pathom Province. This study is to be the guideline for further 

improvement to be more competitive and relate with the needs of the market customer groups. 

Objective  

The objective is to create a conceptual framework in marketing factors affecting the use 

of car care services: a case study of Phutthamonthon District, Nakhon Pathom Province, which 

is a study of theories, concepts and related research to lead to the complete research in the 

future. 

Literature review 

 From the study of concepts, theories and related researches on issues related to 

demographic characteristics of marketing mix and consumer decisions. The researcher 

therefore summarizes the interesting details as follows: 

Marketing factors 

 Marketing factors refer to factors related to business. In running a business, a business 

operator must study the market factors (Payne Adrian, 1993) and users who hold Car Care 

membership cards would receive other special benefits. In addition to discounts on using Car 

Care services, such as collecting points through membership cards for every 200 baht for 1 

reward point, redeem 100 baht in cash for every 10 points and giving the informations as public 

relation and marketing such as sending text messages by phone to give special privileges to 

cardholders on birthdays or important occasions of Car Care and Mobile Carwash is an off-site 

car wash service by calling to make an appointment for a car wash service (Kotler, 1997,  

p. 604). 
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 From past research, Wilasinee Pimpaiboon (2011) found that the service in the shop 

had an influence towards brand loyalty and having a positive relationship. The store must focus 

on the reputation in order to build credibility and create an image. If we provide good service 

that satisfied the customers it might contribute to their purchase or repeated purchases while 

Krisana Thapwong and Thanompong Panich (2016) discovered that marketing factors for all 

aspects of business were positively correlated with loyalty. When testing the loyalty forecasting 

power, only five variables could be combined to predict loyalty: location, product variety, 

pricing policy, store decorations and product placement. Sombat Waenwong and Kiatchai 

Wesadaphan (2017) found that the marketing mix factors of product, price, location, marketing 

promotion, service process, service staff and physical characteristics influenced car care 

behavior of customers in Pathum Thani province and marketing mix factors in terms of 

products, prices, locations, marketing promotions, service process, service staff and physical 

appearance to influence customers’ decision to use the car care service. 

Consumer behavior  

 Consumer behavior is the study of the behavior of individuals, groups or 

organizations in relation to purchasing and choosing products and services. In order to meet 

their needs, Siriwan Sereerat et al. (1995, pp. 141,143-145) and (Schiffman & Kanuk, 1994, 

p. 659) stated that the service selection process in decision-making by considering the 

decision-making process both mentally and physical behavior which take some time to decide 

and the behavior of getting influence by others. The decision to use the service also means 

that the user has applied for a membership card to receive special discounts for cardholders or 

when users of Car Care are satisfied with the service for the first time, there is a high chance 

that Car Care users will come back to use the service in the future and also tend to 

recommend car care store to others. 

From past research, Risana Thapwong and Thanompong Panich (2016) discovered that 

consumers of different genders and occupations have no difference in loyalty from consumers 

with different ages and monthly income with statistical significance at the 0.05 level from the 

study of relationship. Sombat Waenwong and Kiatchai Wesadaphan discovered that most of 

the Car Care users were checking and replacing the suspension parts service center appointed 

by the car manufacturer usually come on Saturdays and Sundays, during 12:01 – 15:00 and 

convenient days that have time to decide to use the Car Care service with family or friends. It 

is recommended to use car care services in 3 months, which is 3-4 times. The overall decision 

to use Car Care services in Pathum Thani province is at a high level. When considering the use 

of Car Care services that customers have to make decisions in each aspect it was found that 

when using the Car Care service, you will think about the full range of impressive services, 

followed by being recommended to use the service. 
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Summary of the study 

From the review of concepts, theories and related research, it was found that the decision to 

choose a car care service will be influenced by marketing factor that consists of products, 

prices, place, promotion, people, physical environment and process. It was also influenced on 

personal factors such as gender, age, education level, occupation, monthly income that affects 

the selection of car care services. The conceptual framework can be created as follows: 

 

Research conceptual framework 

 

 

 

 

 

 

 

 

 

 

Discussion of results 

 From the results of a marketing study that affects the decision to choose a car care 

service consistent with research, Krisana Thapwong and Thanompong Panich (2016) stated 

that only five variables can be combined to predict loyalty: location, product variety, price 

policy, service and store design and product placement. In my opinion, I think that the 

marketing factors that affect the selection of car care service include service, location, price 

policy affects the selection of car care services consistent with research by Sombat Waenwong 

and Kiatchai Wesadaphan (2017). Personal factors in terms of gender, age, education, 

occupation, average monthly income that affects the decision to choose a car care service. In 

my opinion, personal factors that play an important role in choosing a car care service are 

monthly income and the gender of the service user. 

Suggestion  

 This study is just a conceptual framework to lead to the determination of important 

variables for the study of marketing factors affecting the selection of car care service in Salaya 

sub-district, Phutthamonthon district. Nakhon Pathom Province and lead to quantitative 

research in the next complete research. 
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