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About Naresuan University

 

 Naresuan University (NU) emphasizes the improvement of educational opportunity and 

equity for all as one of the top government universities in Thailand. A strong focus is placed upon 

research, innovation, partnership, and internationalization. Naresuan University aspires to be the 

University of Innovation. It is strategically located at the heart of the Thai Kingdom in Phitsanulok  

province. Formerly a campus of Srinakharinwirot University, NU was established as a public  

university in 1990, which was the 400th anniversary of the start of the reign of Phitsanulok-born 

King Naresuan the Great, after whom the university is named. The university has about 20,000 

full-time students. 

 This comprehensive university lives up to the public expectations in providing diverse, 

cutting edge programs through 21 faculties, college, institute, schools and demonstration schools. 

Although not many years have passed since its inception, NU has already earned the reputation of 

being one of the most progressive universities in Thailand. It aims to be a comprehensive university 

dedicated to the development of world-class graduates and new knowledge for the purpose of 

creating excellent resources for regional and national development.



About Faculty of Business, Economics and Communications (BEC)

 

 Faculty of Business, Economics and Communications (BEC) is located in Phitsanulok  

province in the lower northern, Thailand. It was first established in 1994 as a part of Faculty of 

Humanities and Social Sciences (HSS), but on October 1st, 2003, it was separated off from HSS to 

Faculty of Management and Information Sciences (MIS), and then on July 22th, Naresuan  

University council approved to rename from Faculty of Management and Information Sciences 

(MIS) to Faculty of Business, Economics and Communications (BEC).

Vision Statement

      To be well recognized at national and international levels as a faculty distinctive in its 

academic, research, and innovative excellence.

Mission

 To create entrepreneurs, managers, and leaders through globally-recognized academic 

work, research, innovation, and knowledge integration, with an emphasis on driving regional and 

national community development in Thailand.



Welcome Address from the President of Naresuan University 

 As the President of Naresuan University, I extend my warm-

est welcome to all the participants joining us for the 10th Business, 

Economics and Communications International Conference 

(BECIC2025) and the 12th National Colloquium 2025 under the 

theme “Innopreneurship and Business Sustainable Growth.”

 I commend Faculty of Business, Economics, and Commu-

nications for its unwavering commitment to organizing national and 

international academic conferences for twelve consecutive years. 

This long-standing endeavor reflects the faculty’s dedication to 

fostering research excellence and knowledge exchange in both the 

academia and the business sectors. These conferences have served 

as a vital platform for researchers, faculty members, and students to present their works, exchange ideas, 

and develop insights that can be practically applied.

 This year’s conference places a strong emphasis on the integration of innovation, entrepre-

neurship, and sustainability, aiming to facilitate global knowledge exchange among experts, researchers, 

and entrepreneurs from around the world. Our goal is to strengthen academic networks and advanced 

research that generate tangible economic and social value. This aligns with Naresuan University’s strategic 

vision of fostering an entrepreneurial university.

 I convey my appreciation to Faculty of Business, Economics, and Communications for initiating  

and organizing this impactful conference. Beyond serving as a platform for research dissemination, 

this event provides an opportunity to develop innovations that drive business and societal progress.  

Learning from distinguished keynote speakers and engaging with fellow researchers and presenters today 

will undoubtedly enhance our collective knowledge and inspire the creation of valuable innovations that 

contribute to sustainable economic and social development.

 Thank you for being a part of this academic exchange. I hope that you will gain meaningful  

insights from the conference and can apply this knowledge to create lasting economic and societal 

impact.

 May this conference be a resounding success, and I look forward to our continued collaboration 

in building a brighter and more sustainable future.

Associate Professor Sarintip Tanthanee, Ph.D.,

President of Naresuan University



Welcome Address from the Dean of Faculty of Business, Economics and Communications 

 Dear Honored Guests,

 As the Dean of the Faculty of Business, Economics, 

and Communications at Naresuan University, it is my great 

pleasure to extend a warm welcome to all participants and 

paper presenters at the 10th Business, Economics and  

Communications International Conference (BECIC2025) 

and the 12th National Colloquium, 2025.

 This year’s theme, “Innopreneurship and Business 

Sustainable Growth,” is of paramount importance in an era 

where businesses and organizations must adapt swiftly to 

dynamic changes in economics, society, and technology. Particularly, innovation in business has 

become a crucial driving force for sustainable growth across all sectors.

 The concept of “Innopreneurship and Business Sustainable Growth” represents the  

integration of innovation and entrepreneurship, leading to long-term business sustainability. 

Creativity, novel perspectives, and advanced technology play a pivotal role in ensuring business 

advancement in an effective and enduring manner.

 Innopreneurship is not merely about creating profitable businesses but also about  

exploring new approaches to making the world a better place through innovation. This includes 

developing valuable products and services or transforming industry practices towards sustainabil-

ity. Meanwhile, Business Sustainable Growth goes beyond mere revenue generation or market 

expansion; it also considers long-term impacts on the environment, society, and financial stability. 

The ultimate goal is not just short-term growth but the creation of businesses that can thrive in 

all dimensions in the future.

 This conference aims to serve as a platform for the dissemination of high-quality research 

at both the national and international levels. It seeks to foster research collaboration, strengthen 

academic networks among universities worldwide, and support the publication and dissemina-

tion of research findings. These efforts will contribute significantly to driving economic and social  

development in the future.

 This year, we are privileged to have esteemed Keynote Speakers who are distinguished  

experts in innovation-driven sustainable growth. We are honored to welcome Dr.Thomas M.  

Begley, Professor of Management Emeritus at the Lally School of Management, Rensselaer  

Polytechnic Institute, USA, and Mr.Sorot Teaodechwan, CEO, Activeplus Blue Co., Ltd., Premium 

Thai Snack.

 Their insights and expertise in business innovation and sustainable development will 

provide invaluable perspectives, enriching our collective understanding and fostering knowledge 

creation in this field.



 In closing, I would like to express my sincere gratitude to all of you for joining this event. 

I hope you will gain valuable insights, engage in fruitful discussions, and establish strong academic 

networks that will lead to sustainable collaboration in the future.

 Wishing you all a rewarding experience and a highly successful conference.

 Associate Professor Vichayanan  Rattanawiboonsom, Ph.D.,

 Dean, Faculty of Business, Economics, and Communications

 Naresuan University



Welcome Address from the Conference Program Chair (BECIC)

 Dear All Participants,

 It is my great pleasure to welcome you all to the 10th 

Business, Economics and Communications International 

Conference (BECIC2025) and the 12th National Colloquium,  

2025. This year, we are honored to organize the event  

under the theme “Innopreneurship and Business Sustain-

able Growth.”

 This conference serves as a platform for knowledge  

exchange and experience sharing among researchers and  

experts from various fields, both domestically and  

internationally. The primary goal is to foster research development and advocate in the areas of  

innopreneurship and sustainable growth, which are of significant importance at the present 

time. Today, global business challenges can range from economic downturns to technological  

disruptions and social problems. With all these challenges, this topic becomes highly significant.

 Today’s sessions will feature presentations of impactful academic works that contribute 

to the advancement of organizations and businesses. The focus will be on innovative concepts, 

the development of sustainable business innovations, and the application of technology to drive 

responsible and sustainable growth for both society and the environment.

 On this occasion, I would like to express my sincere appreciation to all participants for 

honoring us with your presence. My deepest gratitude also goes to all presenters for their valuable 

contributions and for sharing their insights and research findings with us.

 Finally, I hope that this conference will provide you with meaningful experiences and 

new inspiration to drive innovation, business, and society forward. I sincerely look forward to our 

continued collaboration in fostering knowledge and sustainable development in the future.

 Wishing you all a successful and fulfilling experience at this event.

Associate Professor Passawan  Korakotchamas, Ph.D.

Associate Dean for Academic Affairs
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Conference Schedule

The 10th International Academic Conference 2025 and

The 12th National Academic Presentation 2025

Topic: "Innopreneurship and Business Sustainable Growth"

Theme: Bridging Innovation and Sustainability

Date: April 3rd, 2025, from 08:00 – 21:00 hrs. 

at Convention Hall, 5th Floor, Topland Hotel, Phitsanulok

Morning Session – Opening Ceremony (Convention Hall, 5th Floor)

08:00 – 08:50 hrs. Registration

Opening Ceremony of the 10th International Academic Conference 2025 and the 12th 

National Academic Presentation 2025

1. Opening video presentation showcasing previous International Academic Confer-

ences and National Academic Presentations 

2. Reporting Remarks by the Dean of the Faculty of Business, Economics, and 

Communication

3. Welcome speech by Head of BEC Advisory Board member and Director and 

Treasurer, Thai Red Cross Society

4. Opening Remarks by Vice President for International Relations and Technology 

Transfer of Naresuan University

5. Special speech by BEC Advisory Board member and Honorary Advisor at Institute 

of Strategic and Appreciative Business

6. Theme introduction video presentation 

7. Opening ceremony gimmick 

8. Presentation of souvenirs to the keynote speakers 

by Vice President for International Relations and Technology Transfer of Naresuan 

University

o Professor Dr. Thomas M. Begley

o Mr. Solos Teowdejwan

9. Presentation of souvenirs to the Vice president, Advisors, and VVIPs by the Dean

o Dr. Phisut Apichayakul

o Khunying Jada Wattanasiritham

o Mr. Abhisit Vejjajiva

o Mr. Pakorn Dansitong

o Dr. Nohman Khan

o Dr. Kriangkrai Tangkunsombat



Morning Session – Opening Ceremony (Convention Hall, 5th Floor)

08:50 – 10:00 hrs. 10. Presentation of a token of appreciation to network partners by the Dean

o Mahasarakham University

o Center of Excellence in SME Research

o Center of Excellence in Tourism Management

11. Group photo session (Three sets)

o Set 1: President, Dean, and Advisory Boards

o Set 2: President, Dean, Advisory Boards, and Keynote Speakers

o Set 3: President, Dean, Advisory Boards, Keynote Speakers, Deans and 

Representatives

10:00 – 10:45 hrs. Morning Session – Keynote Speeches

Keynote Speech 1 (45 minutes) (Talk and Q&A)

• Speaker: Professor Dr. Thomas M. Begley, Professor of Management Emeritus, 

Lally School of Management, 

Rensselaer Polytechnic Institute

• Topic: Aligned with the Theme of Bridging Innovation and Sustainability

(Refreshments will be served after Keynote Speech 1)

10:45 – 11:15 hrs. Keynote Speech 2 (30 minutes) (Talk and Q&A)

• Speaker: Mr. Solos Teowdejwan, CEO of Activeplus Blue Co., Ltd. (Premium 

Thai Snack)

• Topic: Aligned with the Theme of Bridging Innovation and Sustainability

11:15 – 11:30 hrs. Morning Session – Research Presentations

• Panelists and paper presenters proceed to separate rooms for research 

presentations

• Rooms & Theme:

- Lopburi - Innopreneurship & Business Sustainable (Session 1)

- Chainat - Innopreneurship & Business Sustainable (Session 2)

- Nakhon Sawan - Innopreneurship & Business Sustainable (Session 3)

- Uthai Thani - Innopreneurship & Business Sustainable (Session 4)

11:30 – 12:00 hrs. Research presentations (15 minutes per paper)

Evaluated and reviewed by distinguished experts

Number of papers presented:

o Thai-language papers: 57 papers

12:00 – 13:00 hrs. Lunch Break



Morning Session – Opening Ceremony (Convention Hall, 5th Floor)

13:00 – 17:30 hrs. Afternoon Session – Research Presentations (Continued)

Rooms & Theme: 

• Lopburi - Innopreneurship & Business Sustainable (Session 1)

• Chainat - Innopreneurship & Business Sustainable (Session 2)

• Nakhon Sawan - Innopreneurship & Business Sustainable (Session 3)

• Uthai Thani - Innopreneurship & Business Sustainable (Session 4)

Research presentations (15 minutes per paper)

Evaluated and reviewed by distinguished experts

Number of papers presented:

o Thai-language papers (Continued)

Start at 13:30 hrs. Afternoon Session – Research Presentations (Continued)

Rooms & Theme: 

Uttaradit (International) - Innopreneurship and Business Sustainable Growth

Research presentations (15 minutes per paper)

Evaluated and reviewed by distinguished experts

Number of papers presented:

o International papers: 9 papers

Evening Session – Closing Ceremony (Convention Hall, 5th Floor)

18:00 – 21:00 hrs. Closing Ceremony

1.  Appreciation speech for the committee and presenters 

by the Dean of the Faculty of Business, Economics, and Communication

2.  Award ceremony for outstanding research papers and certificate presentation

3.  Cultural performance

4.  Dinner reception with background music

21:00 hrs. End of the Conference

Note: The schedule is subject to change.



Conference Schedule

April 3rd, 2025

Venue: Uttaradit Room

Session BECIC: Innopreneurship and Business Sustainable Growth

Committee Session Staffs

1. Associate Professor Dr. Panida JongSuksomsakul

2. Assistant Professor Dr. Sutana Boonlua

3. Dr. Mukund Sharma (Session Chair)

1. Mr. Chatchaphon Sumroengrit

2. Ms. Monthira Keangku

3. Ms. Chalida Theamsangwal

No. Time Presenter Title

Online Presentations

1 1.30 – 1.45 PM Sudthasiri Siriviriyakul Professionalism Through a Visual Method:  A Comparison 

between Big-Four Auditors in the UK and Thailand

2 1.45 – 2.00 PM Narinsiree Chiangphan Future Competencies in Hotel Industry:  An Exploration of 

Student and Hotel HR professionals Expectations in the Age 

of AI

3 2.00 – 2.15 PM Chuan Zhou Research on Innovative Cultural Souvenir Design for 

Tourism: A Case Study of Yunnan Wamao

4 2.15 – 2.30 PM Aticha Kwaengsopha Decoding the Intentions of Plant-Based Food Consumers in 

Chiang Mai, Thailand: Health Consciousness and Religious 

Beliefs

5 2.30 – 2.45 PM Morokath Lao Analyzing the Relationship Between Policy Awareness, 

Fulfillment of Expectations, Perceived Value and Customer 

Satisfaction in the Cambodia’s Health Insurance Industry

On Site Presentations

6 2.45 – 3.00 PM Saowanee Thapphet Thai Qualifications Framework for Higher Education: 

A Comparative Study with Europe

7 3.00 – 3.15 PM Thanawat Wongpaisan Factors affecting re-purchased by overall satisfaction of 

Amazon café in Mahasarakham

8 3.15 – 3.30 PM Phechkla Nakaew Online reviews and ratings in consumer decision-making

9 3.30 – 3.45 PM Mukund Sharma Unveiling India’s Fiscal Journey: An In-depth Exploration of 

Central Government Finances Across the COVID-19 Timeline
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Professionalism through a Visual Method: A Comparison between Big-Four 

Auditors in the UK and Thailand
Sudthasiri Siriviriyakul1

Thammasat Business School, Thammasat University, Thailand

Abstract

 This research examined the professionalism of Big-Four auditors using a visual method of 

participant-produced drawings within semi-structured interviews of 11 and 9 auditors in the UK 

and Thailand respectively. The innovative, unconventional visual method helped to illustrate 

the socially-constructed nature of professionalism involving multifaceted elements. In particular, 

both samples demonstrated the traditional sense of professionalism where public interests and 

technical knowledge were emphasised. This was coexisted with a more contemporary orientation 

where client focus was highlighted. The data showed a higher extent of commercialism in terms 

of revenue-generation attempt in the UK sample. In contrast, auditors in Thailand exhibited the 

seniority culture characterised by strong deference and respect to the elderly when interacting 

with clients and internal staff. Extra cautions were placed for Thai auditors not to appear threat-

ening or challenging the clients. Furthermore, practical elements of professionalism namely the 

teamworking ability and self-sacrifice through hard work were also reported.

Keywords: 1) Professionalism 2) External Auditing 3) Accounting 4) Cross-cultural Professional Work 

5) Visual Method

1 E-mail: sudthasiri@tbs.tu.ac.th 
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Introduction

 An auditing profession plays an important role in the economy and society in general. Audi-

tors give reasonable assurance and attest to the credibility of financial information reported to the 

public. As such, they protect the shareholders, investors, creditors, and other financial statement 

users in the society from being misled by such financial information. Nevertheless, various corpo-

rate collapses and accounting scandals in recent years made the members of the public question 

the professionalism of auditors and the accounting profession overall. In response to these con-

cerns, audit firms have attempted to improve their quality and standards of the professional work. 

The Big-Four firms, as the important sites of professionalisation (Cooper & Robson, 2006) set the 

stage for the professional practices and behaviours of auditors. Possessing and demonstrating the 

utmost level of professionalism thus make the Big-Four auditors and the accounting profession in 

general secure their status, legitimacy and dominance in this field (Muzio et al., 2013). Yet, what is 

professionalism? How do individual auditors conceptualise this construct? Scholars have debated 

over the definitions of this concept, and it seems that its meanings have shifted over time (Fogarty, 

2014; Muzio et al., 2013; Spence & Carter, 2014).

 Moreover, the body of literature on accounting or auditing professionals tends to be 

limited to the Western settings and scholars have called for more studies in other contexts, es-

pecially the emerging markets (Belal et al., 2017). Accordingly, this research article compared the 

professionalism of Big-Four auditors in the UK and Thailand. Apart from being an emerging market, 

Thailand represents a good example for studying the cultural aspects of professionalism com-

pared to the UK with their cultural differences, for instance, regarding Hofstede’s (2001) cultural 

dimensions of power distance and individualism/collectivism. An innovative visual method of par-

ticipant-produced drawings (Kearney & Hyle, 2004) was employed as part of the semi-structured 

interviews to help participants reflect the abstract conceptualisation better. This comparative 

research contributed to the literature on the sociology of professions by demonstrating the pro-

fessionalism as socially constructed by individual auditors from different cultures. The similarities 

and differences of what constituted professionalism for the Big-Four auditors in the two countries 

were demonstrated both visually and verbally. 

 The structure of this article is as follows. Firstly, I reviewed the relevant literature on pro-

fessionalism in the auditing profession as well as the cultural aspects of professionalism. Secondly, 

I explained the research methodology and rationale behind the choice of methods. Thirdly, the 

results were presented with different themes delineating the professionalism of Big-Four auditors 

in the UK and Thailand. Lastly, I discussed and concluded how this research contributed to the 

existing literature, as well as suggested potential directions for future studies.



3

The 10th Business, Economics and Communications International Conference

April 3rd, 2025 

Literature Review

Professionalism in the auditing profession

 Professionalism can be conceptualised from various perspectives. Functionalist scholars 

tend to emphasise certain qualities that define a profession such as the technical, special knowl-

edge, the existence of professional community, the professional autonomy and self-regulation, 

and the contribution to public interests (Fogarty, 2014). Professionalism can also be seen through 

the power struggle process in which professions attempt to have control and dominance over 

their field (Muzio et al., 2013). 

 Within the auditing profession, a related theoretical framework that researchers usually re-

fer to when discussing the professional values of auditors is the theory of institutional logics (Thorn-

ton & Ocasio, 1999). An institutional logic can be defined as ‘the socially constructed, historical 

pattern of material practices, assumptions, values, beliefs, and rules by which individuals produce 

and reproduce their material subsistence, organize time and space, and provide meaning to their 

social reality’ (Thornton & Ocasio, 1999, p. 804). In other words, an institutional logic is a macro-lev-

el value that guides the behaviours of individuals at the micro level. Two key institutional logics 

in the auditing profession include the professional logic and the commercial logic (Gendron, 2002; 

Spence & Carter, 2014). The professional logic focuses on the aforementioned defining qualities 

of the functionalist scholars of professionalism such as exercising technical accounting knowledge, 

professional autonomy, and serving the public. In contrast, the commercial logic emphasises the 

business aspect of auditing. This includes the building of good client relationships, the significance 

of profitability, efficiency, and revenue generation such as providing non-audit services (Gendron, 

2002; Spence & Carter, 2014; Sweeney & Pierce, 2006).

 Many studies demonstrate the emergence and dominance of the commercial logic in 

the auditing profession (Dermarkar & Hazgui, 2022; Guo, 2016; Spence & Carter, 2014; Sweeney & 

McGarry, 2011). This growing importance and legitimacy of commercial value thus impact the way 

professionalism is conceptualised (Dermarkar & Hazgui, 2022; Spence & Carter, 2014). As Spence 

and Carter (2014, p. 949) put it, ‘this characterization [of the professional logic and commercial 

logic in the literature] is arguably too binary for it implies that professionals who embody the 

commercial logic are, by definition, not professional’. Instead, Spence and Carter (2014, p. 949) 

prefer to call the two institutional logics ‘technical-professional’ and ‘commercial-professional’, 

although with the same meanings with the categorisation of professional/commercial logics in the 

existing literature.

 All in all, professionalism in the auditing profession can be seen as one of the socially 

constructed realities (Berger & Luckmann, 1966; Schwandt, 1994; Searle, 1995) in the daily lives of 

individual auditors where they ‘fashion meaning out of events and phenomena through prolonged, 

complex processes of social interaction involving history, language, and action’ (Schwandt, 1994, 

p. 118). Either being professional in a sense of the functionalist strand with certain characteristics 
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such as the focus on technical knowledge and public interests, or being professional in terms of a 

more client-focused, commercialised orientation, the meaning of professionalism is dynamic and 

ontologically subjective to individual auditors (Searle, 1995).

Cultural aspects of professionalism

 The impact of culture on professionalism in the accounting/auditing field has been rec-

ognised in the literature. Edem et al. (2022), for example, refer to the ethical aspect of accounting 

professionalism that can be affected by sociocultural factors such as the tendency to tolerate 

corruption. Hwang et al. (2008) report that certain Confucian cultural values such as Guanxi can 

discourage the whistle-blowing intent of accounting and auditing professionals. Even the same 

international accounting standards can be interpreted differently to some extent by accountants 

in different cultures (Edem et al., 2022). The interactions and communication styles in the audit 

work can also differ in different places. For instance, the cultural dimension of power distance 

(Hofstede, 2001) might determine how much a junior auditor would expect to be consulted by an 

audit partner or how direct and free-flowing the communication between the audit staff and the 

client’s senior management can be (Cowperthwaite, 2010).

 An earlier, yet much cited work by Gray (1988) proposes a series of hypotheses on the 

relationships between cultural values and accounting practices, behaviours, and attitudes. For 

example, ‘the higher a country ranks in terms of individualism and the lower it ranks in terms 

of uncertainty avoidance and power distance then the more likely it is to rank highly in terms 

of professionalism’ (Gray, 1988, p. 9). Professionalism here in Gray’s term is the opposite of the 

‘statutory control’ (Gray, 1988, p. 8). In other words, it is ‘a preference for the exercise of indi-

vidual professional judgment and the maintenance of professional self-regulation as opposed to 

compliance with prescriptive legal requirements and statutory control’ (Gray, 1988, p. 8). Thus, 

Gray’s (1988) definition of professionalism tends to be closely aligned with the self-regulation and 

autonomy aspects in the functionalist strand of professionalism. Nevertheless, Gray (1988) admits 

that these are just proposed hypotheses without empirical evidence. Scholars in later years have 

both confirmed and rejected Gray’s (1988) hypotheses (Askary, 2006; Perera et al., 2012). 

 Apart from the positivist, quantitative studies that test the relationships between cultural 

values and accounting/auditing aspects of professionalism, some qualitative research has been 

conducted to understand the accounting/auditing professionalism across cultures. Spence et al. 

(2016) examine the habitus (in the Bourdieusian sense) of the partners in Big Four firms in the UK, 

Spain, France, Canada, and Bangladesh. Spence et al. (2016) find that the meaning of profession-

alism perceived by accountants in Bangladesh is very different from their Western counterparts. 

In particular, while the public interest ethos is central to the conception of professionalism for 

Bangladeshi accountants, the entrepreneurial profit-seeking focus prevails in the professionalism 

of accountants in the Western countries (Spence et al., 2016). Spence et al. (2016) call for more 

research that investigates the similarities and differences in professional work across nations, par-
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ticularly between the established and the emerging ones.

Methods

 The data for this comparative research were part of the bigger research projects on ex-

ternal auditors performing statutory audits in the UK and Thailand. The datasets for this research 

article included 11 auditors in the UK and 9 auditors from Thailand ranging from the positions 

of Audit Associate to Audit Director, and Audit Senior2 to Audit Partner respectively. All research 

participants worked in Big-Four audit firms with at least 3 years of work experience. Data were 

collected using semi-structured interviews with participant-produced drawings (Kearney & Hyle, 

2004). In particular, apart from normal verbal interviews, participants were asked to draw anything 

to answer a question regarding what being an auditor meant to them. They were free to draw in 

any forms and ensured that they would not be judged on their artistic ability. Then, they discussed 

what they have drawn to the researcher. Further probing questions were asked to clarify the visual 

data. Note that the two research projects that produced the two datasets have been approved 

by the relevant institutional research ethics committees in the UK and Thailand. 

 The rationale behind using this visual method was to help participants reflect their experi-

ences better, especially when communicating certain abstract, ineffable concepts such as profes-

sional values and subjectivities (Bagnoli, 2009; Guillemin & Drew, 2010; Pain, 2012; Ward & Shortt, 

2012). The visual method also enabled the researcher to capture the essence of participants’ 

experiences with its ‘condensing’ quality (Bagnoli, 2009, p. 551; Kearney & Hyle, 2004) as well as 

stimulated further discussions on the topics studied (Pain, 2012; Ward & Shortt, 2012). Moreover, 

this free-drawing method empowered the participants to construct their answers from their own 

perspective (Bagnoli, 2009; Guillemin & Drew, 2010; Pain, 2012). In this way, the socially-construct-

ed conception of professionalism could be expressed and understood from participants’ point of 

view. Furthermore, this creative method helped to promote a non-standard way of thinking that 

went beyond the prototypical, text-book definitions, or ‘ready-made’ answers (Bagnoli, 2009, p. 

566).

 The visual data were analysed by a thematic analysis of verbal discussions of the drawings 

(Braun & Clarke, 2006; Vince & Warren, 2012). As such, the drawing method represented a tool 

or ‘catalyst’ to stimulate verbal discussions in the interviews regarding abstract ideas rather than 

2 For audit firms, the position of an Audit Senior is still relatively junior in the organisational hierarchy (below a Manager 

level), despite the term ‘senior’ in the title.
3 Any identifiable attributes such as names or logos were removed from the images to protect participants’ anonymity 

(Bagnoli, 2009).
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being the ‘end product’ in itself (Vince & Broussine, 1996, p. 9). With the consent from participants, 

examples of their anonymised drawings3 were illustrated here.

Results

Duty to the public

 To begin with, there are instances where auditors in the UK and Thailand both presented 

their professionalism in terms of the obligated duty to the public. They saw themselves as guard-

ians of the public interests where they protected the financial statement users in the public from 

material misstatements of the financial information. This was basically what ‘being an auditor’ 

meant to them. 

For example, Judy4, an Audit Assistant Manager in the UK drew a picture of herself as a 

police officer protecting the world:

4 All names here are Pseudonyms instead of real names of participants.

Figure 1 Judy’s Drawing
 Judy mentioned her policing role that the public has entrusted her to make sure that the 

public stakeholders such as shareholders and potential investors can rely on the financial infor-

mation represented in the companies’ financial statements.

 Similarly, Xenos, an Audit Partner in Thailand saw himself as the sun shining and enlight-

ening the financial statement users:

Figure 2 Xenos’s drawing

 According to Xenos, auditors were the middleman between the company (a person on 

the left in the picture) and the users of financial statements in the public (a person on the right 

in the picture) who placed their trust in the auditors’ role.
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Figure 3 Anastasia’s drawing

Knowledge, standards and learning

 Secondly, professionalism was depicted and discussed by auditors in both countries in 

terms of the importance of technical knowledge, accounting/auditing standards and learning. For 

instance, Anastasia, an Audit Senior Manager in the UK drew a picture of a book of the accounting 

standards, labelling ‘IFRS’:

 The technical knowledge also represents here in terms of keeping up with diverse indus-

try-specific knowledge of auditing different industries. Accordingly, Anastasia drew many different 

clients of hers such as the car auction company, the washing machine manufacturer, the beef 

producer, and the water company.

 Likewise, Olivia, an Audit Manager in Thailand drew a picture of a ruler representing the 

accounting standards that auditors have to follow. She also mentioned the significance of exercis-

ing judgements, thus a picture of a scale, when there were grey areas that needed interpretations:

Figure 4 Olivia’s drawing

Value adding and relationships to the clients

 Thirdly, professionalism was also expressed in a sense of client focus where auditors in 

both the UK and Thailand added value to and maintained good relationships with the clients. 

This is exemplified in the drawing by Valentina, an Audit Assistant Manager in the UK (a picture of 

people shaking hands):
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Figure 5 Valentina’s drawing

 Valentina discussed the importance of ‘knowing what the clients need and connecting 

them with the right people within the organisation’ as well as building good relationships in order 

to keep the clients with their firm.

 As for the Thailand sample, participants discussed how auditing was not merely about 

‘catching someone out’. Instead, the clients could benefit from having been checked for any risky 

items or irregularities as well. Nina, an Audit Associate Director in Thailand depicted this point very 

clearly in her drawing of a magnifying glass:

Figure 6 Nina’s drawing

 According to Nina, auditors helped ‘magnifying’ things in the clients’ accounts, checking 

and pointing out elements that might be risky to the clients themselves. The clients might overlook 

these risky points because they were perhaps familiar with their own ways of doing things or had 

certain biases. By having auditors coming in and scrutinising the clients’ accounts and information 

system, clients ended up being more secure and protected (hence the picture of the door).

 Moreover, the client relationships in a Thailand sample have further cultural implications. 

In particular, there was a sense of respecting the seniority embedded in the professionalism when 

interacting with (more senior) clients. This is illustrated in a drawing of Quinn, a 25-year-old Audit 

Senior in Thailand who symbolised being an auditor as a rabbit:
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Figure 7 Quinn’s drawing

 Quinn saw herself as a rabbit who, unlike fierce animals like tigers, was not there to threat-

en or kill the clients. Rather, this timid, innocent (yet curious), little rabbit came to help the clients 

check the accounts in a friendly, respectful way. Quinn used the Thai word ‘norb-norm’ meaning 

respecting the seniors, which represents the seniority culture in Thailand. In addition to the clients, 

Quinn also mentioned being a rabbit to the internal audit staff in higher positions as well such as 

when she met the Audit Partners or Audit Managers in her firm.

Teamwork

 Next, professionalism of auditors in both countries was constructed in the context and 

dynamic of teamworking. Participants from the UK and Thailand strongly stressed the importance 

of good collaboration in audit teams. The success of each audit depended significantly on team 

members working together and helping one another. For example, Zanita, an Audit Manager in 

the UK drew a picture of different people representing working as a team:

Figure 8 Zanita’s drawing

 According to Zanita, she enjoyed working in a good team where team members supported 

one another (hence a smiling face symbol). She also met diverse, different types of people both 

internally and externally (representing through different colours of the people drawn). Similarly, 

participants from the Thailand sample also emphasised the crucial need to work as a team for 

auditors. Dorothy, an Audit Senior depicted this point through a picture of an audit team composed 

of auditors from different levels:



The 10th Business, Economics and Communications International Conference

April 3rd, 2025 

10

Figure 9 Dorothy’s drawing

 Similar to Zanita’s drawing, Dorothy discussed the diverse, different types of people she 

met both internally and externally. Thus, the people skills were very important. Note that the 

different sizes of people in an audit team in Dorothy’s drawing (three people in the bottom of 

the picture) signify the different positions and hence seniority levels in a team. This is in contrast 

to a group of relatively similar-sized people working together in Zanita’s drawing (or those many 

people in Anastasia’s drawing shown earlier). Again, this represents the sense of seniority culture 

ingrained in the professionalism of auditors in Thailand.

Long working hours and busy seasons

 Lastly, the drawings also capture the professionalism in terms of conscientiousness for 

auditors in both the UK and Thailand samples. Participants in both countries drew and discussed 

the hard-working aspect of auditing profession, the long hours of working, tight deadlines, and busy 

seasons in audits. For instance, Valentina, an Audit Assistant Manager in the UK drew a picture of 

a person with sad face working long hours (see Figure 5). Thus, professionalism here means being 

able to work hard under enormous time pressures and stresses. This is also clearly illustrated in 

a drawing by Yuna, an Audit Manager in the UK:

Figure 10 Yuna’s drawing
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 According to Yuna, the stresses from working long hours (around 90 hours a week) and 

extensive responsibilities made people lose their hair and have no smile. Yuna expressed this quite 

vividly in her discussion of the drawing when she referred to auditing as ‘not a fun job’ and that 

auditors became ‘angry’ people over time. 

 For the Thailand sample, although working long hours and tight deadlines were men-

tioned, these were expressed in a softer tone and ‘cushioned’ with the advantage of the free time 

during non-busy periods, as shown in Olivia’s drawing (see Figure 4). Olivia, an Audit Manager in 

Thailand drew a picture of a clock demonstrating the ‘free time’ and ‘busy time’. She discussed 

the two sides of audit work in that people usually talked about the exhausting busy seasons, but 

actually there was a quiet time too. Olivia stressed the ability of auditors to have extended holi-

days during non-busy periods, which was something that differed from most other occupations. 

Discussion and Conclusion

The coexistence of professional and commercial logics

 This comparative research confirmed the literature on institutional logics in the auditing 

profession (Gendron, 2002; Spence & Carter, 2014) where both professional and commercial logics 

were found in the data. For the professional logic, participants in both the UK and Thailand referred 

to the guardianship role of auditors to the society, along with the adherence to accounting/auditing 

standards, and the exercise of technical, specialised knowledge and judgements. This resonates 

with the functionalist strand of professionalism with the public interest ethos at heart. On the 

other hand, elements of the commercial logic were also evident in the data from both countries. 

Both auditors from the UK and Thailand discussed the client-focus values where auditors can 

‘help’ the clients in addition to protect the public. However, the UK sample tended to highlight 

the revenue-generation aspect more strongly than the Thailand sample. While the ‘help’ that 

auditors in Thailand gave to clients was in checking their accounts and minimising their risks for 

fraud, misstatements, or irregularities, the ‘help’ offered to clients in the UK sample implied the 

non-audit service expansion that generated more revenues to the firm. The discourse of ‘keeping 

the clients’ found in the UK sample also confirmed this commercial orientation. This is in line with 

Spence et al.’s (2016) research results that show the more commercial focus in the professionalism 

of Western countries when compared to the Asian counterpart. 

Professionalism with seniority culture

 This research also highlighted the importance of seniority culture in Thailand, which was 

different from the UK. Even within the Big Four audit firms, which are globalised and considered 

much more Westernised than Thai local firms, the seniority culture still made its presence in the 

professionalism of auditors in the Thailand sample. This has implications on the professional work 

of auditors as those who interact with clients on a daily basis tend to be junior levels. The seniority 

culture here is closely related to Hofstede’s (2001) cultural dimension of power distance. Yet, the 
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data also showed a sense of respecting ‘the elderly’ in addition to ‘the powerful’. It is common in 

Thailand for younger people to show respect and deference to those who are older, even when 

they are in the same level of organisational hierarchy. Based on the data in this research, building 

good client relationships in Thailand hence involved learning to present yourself in a humble, 

respectful way with extra cautions not to appear like ‘a tiger’ to the clients. Rather, being a timid, 

little ‘rabbit’ would help you approach and work with the clients more successfully in this context. 

The seniority culture also prevailed in the internal environment of the audit firms in Thailand as 

well. This did not mean that the junior auditors would not likely be involved in consultations or 

discussions by higher-ranking auditors (e.g. as argued by Cowperthwaite, 2010). Instead, the per-

sonality or self-presentation of junior auditors when they were with more senior staff would be 

very polite, respectful, and well-mannered. 

The practical elements of professionalism

 This present research also points to the practical elements of professionalism of auditors 

that were found in the data including the importance of teamwork and the ability to withstand 

hard work with long hours. Firstly, participants from both countries stressed the team-based 

nature of audit work, the interdependence and collaboration in a team where members helped 

one another, and hence the significance of people skills. Secondly, liking it or not, participants 

admitted the hardworking aspect of the auditing profession. Through drawings and verbal discus-

sions, participants reflected the ‘true picture’ characterised the working lives of auditors where the 

work they did was seasonal, meaning that there were busy periods at certain times of the year. 

During these peak, busy periods, auditors had to work very hard with notoriously long hours (e.g. 

90 hours a week) to meet the deadlines. Even though they also had quiet, non-busy periods (as 

strongly articulated in a Thailand sample), the enormous stresses, pressures, and exhaustion during 

busy seasons could take their toll on the health and well-being of auditors (reflected through the 

drawings of sad, unhappy faces and hair loss). As such, being professional in this sense could be 

interpreted as self-sacrifice. Consequently, these two practical elements of professionalism name-

ly the teamworking ability and self-sacrifice through hard work were reported in this research. This 

adds to the existing literature on professionalism of accountant/auditors which usually focuses on, 

for example, technical knowledge and public interests (Fogarty, 2014), and overlooks the practical 

aspects like these which are also crucial for successful audit work and thus enable the profession 

to continue their dominance over their field (Muzio et al., 2013). 

 Note that the difference in terms of how direct and bold participants in both countries 

expressed the point about hard working (i.e. more direct for the UK sample vs balanced with the 

positives for the Thailand sample) deserves further investigations for cross-cultural implications. 

Was it due to the more reserved, face-saving culture, or emotional labour, or simply just positive 

thinking? Future comparative research into how professionals from different cultures express neg-

ative aspects of their work lives would shed more light on this matter.
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 In conclusion, this exploratory research has presented the professionalism of Big-Four audi-

tors in the UK and Thailand as reflected through a visual method. Apart from the professionalism 

in a traditional, functionalist sense (e.g. public interest ethos and technical knowledge), auditors in 

both countries also expressed the client-focus values (although the UK sample showed a higher 

extent of revenue-generation pursuit) as well as the practical aspects of professionalism including 

the teamworking ability and self-sacrifice through hard work. Moreover, the professionalism in the 

Thailand sample was also impacted by the seniority culture which had implications for interper-

sonal dynamics with clients and within the firms. This study, with an unconventional, innovative 

method of drawings contributed to the sociology of professions by offering more nuanced under-

standing of auditing professionalism beyond the Western context. As the body of knowledge and 

research on professional services firms in emerging countries is currently limited (Belal et al., 2017), 

this research would be beneficial for both academics and practitioners alike. Ultimately, businesses 

operating in international, cross-cultural contexts would be more equipped to grow sustainably 

when the socio-cultural factors are taken into account.
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Abstract

 This research studies the alignment between the current competencies (Knowledge, Skills, 

Attitudes) of fifteen third-year hospitality students and the expectations held by five HR profession-

als from five-star hotels in Bangkok regarding future employees in an AI-driven hospitality industry. 

Utilizing a qualitative research approach, this study analyzes data from in-depth interviews and 

content analysis. The findings highlight the existing skillsets of students alongside the demands of 

the contemporary hotel industry. Students have shown foundational knowledge of hotel opera-

tions and customer service skills. However, students possess limited knowledge of current industry 

trends, market dynamics, and regulatory compliance. Hotel HR professionals stressed the impor-

tance of employees understanding AI and technology, as well as up-to-date knowledge of industry 

trends and market conditions. Hotel HR professionals also emphasized the necessity for technical 

proficiency, advanced customer service skills (including personalized service and anticipating guest 

needs), strong problem-solving and critical thinking abilities, and a high degree of adaptability and 

flexibility. Additionally, a growth mindset, customer-focused attitude, and effective teamwork 

were identified as critical attitudinal components for success in the modern hospitality sector. The 

results point to a significant gap in students' understanding of AI applications, such as automated 

systems, data analytics, and emerging technologies in hospitality. To prepare students for the 

competitive hospitality industry, it is crucial to modernize curricula, focus on hands-on training, 

and foster a positive attitude toward continuous learning and self-development.

Keywords: 1) Competency Gap 2) AI in Hospitality 3) Hospitality Education 4) Workforce Develop-

ment 5) KSA
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Introduction

 The hotel industry plays a vital role in the global economy, significantly contributing to job 

creation, revenue generation, and international tourism. According to the World Travel & Tourism 

Council (2024) report in 2023, the tourism and hospitality industry, including hotels, has created 

over 330 million direct jobs worldwide, accounting for approximately 10% of total global employ-

ment. However, in recent years, the industry has experienced transformations driven by techno-

logical advancements, particularly artificial intelligence (Gupta et al, 2022). These innovations have 

changed hotel operations, enabling improved efficiencies and the ability to cater specifically to 

guests' needs while using data as a decision-making tool.

 As technology advances, consumer expectations also change. Today's travelers want 

hotels to be more than just a place to stay; they seek seamless service, tailored experiences, 

and prompt responses from hotel staff (Bagadiya & Kathiriya 2024). In 2023, it was indicated that 

travelers currently have higher expectations for quick and impressive service, with over 85% of 

travelers desiring personalized service experiences from hotels (PwC, 2023). Furthermore, a report 

from McKinsey & Company in 2023 states that hotels that utilize AI technology to enhance guest 

experiences have customer retention rates that are over 30% higher. Hotel guests expect quick 

responses and high-quality service. This ongoing change underscores the importance of preparing 

future hotel personnel with the necessary skills—knowledge, skills, and attitudes—to meet and 

exceed these expectations (Tuzunkan & Bruck, 2020).

 Essential skills in the context of hospitality refer to the necessary attributes individuals 

must possess to succeed in the industry (Hsu & Tseng, 2022), which include technical knowledge 

related to hotel management and operations, as well as soft skills such as communication and 

emotional intelligence, which are crucial for delivering excellent service. Higher education institu-

tions play a vital role in preparing students for careers in hospitality by fostering these skills within 

their curricula (Busulwa, Pickering, & Mao, 2022). However, it is essential that educational outcomes 

align with the insights and needs of industry stakeholders, including hotel HR managers responsible 

for hiring and developing future workforces (Philips, 2023).

 However, the current landscape of hospitality education features diverse curricula de-

signed primarily to cover various aspects of existing hotel management, with a focus on theoretical 

knowledge (Bista & Dagli, 2020), resulting in gaps in customer responsiveness and misalignment 

with the needs of employers. According to Alexakis and Jiang (2019), hotel operators are concerned 

about the essential skills that students acquire from hospitality education programs, emphasizing 

that curricula need to align with the actual market demands. 

 The existing teaching programs and curriculum cannot adequately respond to the rapid 

changes in technology and AI systems, particularly in applications such as chatbots for customer 

service inquiries, automated check-in systems that streamline guest arrivals, and data analytics 

that drive personalized guest experiences (Dimitriadou & Lanitis, 2023). The gap between current 
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student knowledge and future competencies significantly impacts workforce development, indi-

cating an urgent need for knowledge enhancement. Insights from hotel HR managers regarding 

expectations for job candidates in the age of AI, including the ability to adapt to technological 

changes and service skills that enhance guest experience, are critical areas that need further study 

(Marinakou, Giousmpasoglou, & Papavasileiou, 2024; Seal & Gupta, 2024). This would aid in skill 

mapping and developing effective teaching and preparation models for future hotel personnel. 

Nevertheless, there remains a significant gap between the skills that current students possess and 

those required by the industry.

 Despite the growing importance of artificial intelligence in reshaping the hotel industry, 

there is a notable research gap concerning the alignment of hospitality education with the evolving 

competencies required by hotel HR professionals and future employees. While existing studies 

have highlighted the need for essential skills in hospitality, there is limited research that specifically 

examines the expectations of industry stakeholders in the context of AI-driven changes. Further-

more, the existing literature primarily focuses on theoretical frameworks and established practices, 

often overlooking the practical implications of technological advancements on skill requirements 

(Limna, 2023; Sigala, 2014). 

 Therefore, this research aims to:

 1) Evaluate the competencies (knowledge, skills, and attitudes) possessed by current hos-

pitality students.

 2) Identify the competencies desired by hotel HR professionals in the Age of AI.

 3) Analyze the gap between the competencies possessed by students and the expecta-

tions of hotel HR professionals to inform future workforce development strategies.

 The objective is to present valuable insights to educators, HR managers, and policymakers 

to guide the development of curricula and workforce preparation, ensuring that new graduates in 

hospitality are equipped to succeed in a rapidly evolving and technology-driven industry. 

Literature Review

Introduction to Competencies in Hospitality

 Competencies in the hospitality industry are defined as a set of knowledge, skills, and 

attitudes essential for ensuring success and meeting the dynamic demands of the sector (Liu, 

Liu, & King, 2022; Shariff & Abd, 2022). These competencies strengthen all aspects of hospitality 

operations, from customer service to operational efficiency. In a rapidly growing industry, pos-

sessing the right competencies is vital for professionals to thrive and for businesses to maintain 

competitiveness (Khang, Jadhav, & Birajdar, 2023). Key competencies often highlighted include 

customer-service orientation, communication skills, time management, financial management, and 

problem-solving abilities.
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 The concept of Knowledge, Skills, and Attitude (KSA) provides a comprehensive framework 

for understanding the competencies required in the hospitality industry (Shariff & Abd Razak, 2022). 

Knowledge refers to the information and understanding a person gains through experience or ed-

ucation, encompassing both theoretical and practical aspects of hospitality operations (Ogutu et 

al., 2023). Skills denote the ability to perform tasks effectively and efficiently, including both hard 

skills (technical abilities) and soft skills (interpersonal and emotional competencies) (Marques & 

Monteiro, 2024). Attitude reflects an individual's disposition towards their work and colleagues, 

influencing motivation, professionalism, and overall job performance (Arshad et al., 2022).

 The origin of the KSA framework can be traced back to occupational psychology and 

workforce development, where it was employed to identify and create effective job descriptions 

and training programs (Bennett, 1993). In the context of hospitality education, KSA assessments 

are integrated into curriculum design, ensuring that students acquire essential competencies that 

are directly applicable in real-world scenarios (Seufert, Guggemos, & Sailer, 2021). This approach 

helps educators develop training modules that emphasize not only the acquisition of knowledge 

but also the importance of attitudinal and behavioral components.

 Within the hotel industry, KSA has become a vital tool for shaping workforce development 

and enhancing service quality. For instance, training programs that focus on these competencies 

prepare students and employees to handle diverse customer interactions, resolve conflicts, and 

adapt to changing environments (Morrison, 2019). The identification of KSA as a crucial element 

in hospitality training emphasizes its importance for improving service delivery and customer sat-

isfaction.

 For instance, leadership competencies are crucial in enhancing employee commitment 

and organizational performance. Studies have shown that effective leadership competencies can 

significantly influence employee commitment and organizational success in the hospitality sec-

tor (Irfan, 2021; Ramos-Maçães & Román-Portas, 2022; Rabiul et al.,2023), particularly in regions 

like Thailand. In Thailand, interpersonal skills are identified as a key competency for hospitality 

managers, which underscores their importance in leadership roles within the industry (Weerakit & 

Beeton, 2018). Moreover, research highlights the importance of core competencies such as training 

development and interactive marketing in enhancing hotel performance, further emphasizing the 

role of leadership competencies in driving success (Kengthong, Intase, & Wetprasit, 2024).

The AI Era and Essential Skills in the Hospitality Industry in the Age of AI

 The era of artificial intelligence (AI) refers to a period where AI technology starts to play a 

significant role in various aspects of life, including different industries, particularly the service sector 

(Rashid & Kausik, 2024). The hotel industry, for instance, has been notably influenced by AI in en-

hancing service quality and operational efficiency (Nam et al., 2021). Research by Brynjolfsson and 

McAfee (2014) indicates that AI began to grow and develop rapidly in the early 2010s, expanding 

from data analytics to automated service systems. Currently, services such as room booking and 
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customer service through chatbots are becoming commonplace.

 Today, the hotel industry is adopting technology in all aspects to respond to trends and 

the rapidly changing circumstances of the modern era, allowing it to meet customer demands 

effectively. It is projected that by 2025, the service sector will significantly increase the use of AI 

and robotics in customer service, particularly in the hotel and tourism sectors, with an estimated 

value increase of over $25 billion (International Federation of Robotics, 2020). Moreover, the ap-

plication of AI in service businesses is expected to generate an economic value of around $15.7 

trillion worldwide, with approximately 133 million new jobs expected to be created in the service 

sector as a result of AI technology (PwC, 2018).

 The transition to the AI era has a profound impact on the hotel industry, particularly 

concerning operations and customer service. A report by Ivanov (2019) illustrates how AI is used 

to enhance work processes, such as managing room reservations, analyzing customer data, and 

adjusting service processes to better meet travelers' needs. Additionally, AI facilitates smoother 

analysis of customer behavior, allowing hotels to offer personalized promotions and services 

(Tuzunkan & Bruck, 2020).

 In the AI era, the demand for essential skills in the hotel industry has shifted noticeably, 

particularly the development of technological skills. A report by Nam et al., (2021) highlights that 

technical skills, such as operating hotel management systems and collaborating with AI, are crucial 

for employees in the industry. Furthermore, soft skills, such as effective communication and emo-

tional intelligence, are also important for creating positive customer experiences and teamwork 

(Mattajang, R. 2023).

 In conclusion, the emergence of artificial intelligence is fundamentally reshaping the land-

scape of the hospitality industry, necessitating a significant evolution in the competencies required 

of its workforce. As AI technologies, such as chatbots, automated systems, and data analytics, 

become integral to hotel operations and customer service, there is a pressing need for employees 

to possess not only technical skills for utilizing these innovations but also essential soft skills to 

enhance customer interactions (Wu & Putra,2023). The ability to adeptly leverage AI tools for oper-

ational efficiency while simultaneously delivering personalized and empathetic service defines the 

future of competency in the hospitality sector. Consequently, educational institutions and hotel 

operators must work collaboratively to adapt curricula and training initiatives that equip current 

and future employees with the diverse skillsets needed to thrive in this AI-driven era, ensuring 

they meet the evolving expectations of modern travelers and sustain competitive advantage in 

the marketplace.

Methods

 This research is a qualitative study that utilizes the Competency Model framework, fo-

cusing on the analysis of the knowledge, skills, and attitudes necessary for personnel in the hotel 
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industry in an era where AI technology is being adopted. Interview questions for this research were 

developed based on a thorough review of the existing literature on competencies in the hospitality 

industry, as well as insights gathered from the expectations of HR departments in five-star hotels.

 The sample consists of: 

 1) Third-year students in the Tourism and Hotel Management program in Bangkok, totaling 

15 individuals, maintained a GPA of over 2.00. As they were close to graduation, they were likely 

to soon enter the labor market. Therefore, their opinions were valuable for developing training 

programs that responded to industry demands (Friedrich & Kahn, 2016). Furthermore, the signifi-

cance of student engagement in their learning process and the role of academic performance as 

an indicator of student motivation and dedication aligned with the criterion of having an average 

GPA over 2.00 (Kuh, 2009). According to the research by Hennink and Kaiser (2022), approximately 

9–17 interviews were often sufficient to achieve data saturation in qualitative research, which was 

why this sample size was selected to ensure effective data collection.

 2) Managers or staff in the human resources department of five-star hotels, totaling 5 

individuals, were involved. Kilali (2016) highlighted that five-star hotels possessed the resources 

and capacity necessary to develop personnel, as well as a high readiness to use technology in 

customer service. High-quality service in five-star hotels was also essential for customer satisfaction 

and loyalty.

 Data for this research was collected through in-depth interviews to understand the per-

spectives and experiences related to the skills required in this industry, according to the Com-

petency Model framework, which consisted of knowledge, skills, and attitudes. For data coding 

and analysis procedures, the qualitative data obtained from the interviews were systematically 

organized and coded using content analysis. Initially, transcripts from the interviews were reviewed 

multiple times to familiarize the researchers with the content. The coding process involved iden-

tifying key themes, patterns, and significant statements related to the competencies discussed by 

the participants. Subsequently, data from both interview groups were analyzed to determine the 

frequency of mentions for each competency. This frequency was used to calculate ratios showing 

the relative importance of each competency for generating a radar chart and proposing strategies 

to improve student competencies for the AI era workforce.

Results

The results from in-depth interviews with 5 managers or employees in the human resources 

department from 5 different five-star hotels in Bangkok allow for a summary of the components 

of Knowledge, Skills, and Attitudes, as presented in Table 1.
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Table 1 The in-depth interviews’ results from managers or employees in the human resources 

department

Competency Interview Responses
Kn

ow
le

dg
e

Understanding of AI 

and Technology

“We need employees who have knowledge about using AI in 

the service industry, such as automated reservation systems, 

chatbots for customer service, and data analytics tools to 

understand customer behavior”

H2 

H5

“In the future, there may be new positions related to AI, and 

graduates who work in hotels might come from fields other 

than hospitality, potentially from digital disciplines”

H3

Knowledge of 

Industry Trends and 

Market

“Employees should be aware of current trends in the hotel 

industry, such as sustainable practices, digital marketing 

strategies, and the impacts of COVID-19 on travel and tour-

ism”

H1 

H2 

H5

“It is very important for employees to stay updated with new 

trends because this industry changes constantly, and they 

need to know what customers want”

H2 

H3

Knowledge of 

Regulations and 

Compliance

“Knowledge of the laws that affect the hotel industry is 

essential, such as labor laws and data protection policies, 

which enable employees to comply with regulations and 

maintain a safe working environment”

H3 

H4

“In the hotel sector, we also need to consider safety and 

responsibility regarding customer data. This is something every 

employee should be knowledgeable about”

H4

H5

Sk
ill

s

Technical Proficiency “Employees in hotels need to be skilled in using various 

technologies, from standard hotel management software to 

advanced analytics tools that leverage AI to derive customer 

insights”

H1

Having proficiency in technology will allow employees to work 

more efficiently and effectively, encouraging hotels to invest 

in new technological tools

H1 

H2

H4

Customer Service 

Skills

Employees must have the ability to engage with guests, 

respond to their needs, and create tailored experiences

H2 

H3

“They need to anticipate or predict what customers will want 

by observing their behaviors and characteristics”

H1 

H4

“Having diverse language skills is also important for effective 

communication with customers”

H5
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Sk
ill

s

Problem-Solving and 

Critical Thinking

“As AI tools provide data and can think on behalf of people, 

employees must be capable of distinguishing which informa-

tion is valid and which is not, as well as what is accurate and 

applicable”

“Employees should be able to resolve immediate issues using 

their own judgment and experience rather than solely relying 

on AI data”

H4

Adaptability and 

Flexibility

“As technology and guest expectations change rapidly, 

employees need to be able to adapt to new tools and shifting 

circumstances in the service environment”

H1 

H3

“They should be open-minded and not cling to old methods 

since everything changes very quickly”

H4 

H5

At
tit

ud
es

Growth Mindset “It is important to value employees who continuously 

develop themselves, especially in adapting to new technolo-

gies and changes in service delivery methods”

H1 

H5

“Hotels should support employees' learning and personal 

development to ensure everyone understands the new tools 

provided by the hotel”

H2 

H4

Customer-Centric 

Attitude

Employees should be dedicated to serving customers, placing 

the needs of the customers as a priority. They should 

emphasize customer satisfaction and be prepared to do 

everything to provide the best service”

H3

H5

“Focusing on customers will help build long-lasting relation-

ships with them”

H4

Collaboration and 

Teamwork

“Employees should be able to share and exchange ideas or 

new working methods with their teams”

H4 

H5

“Working together is crucial because there are shifts that need 

to be managed. If there is a lack of job handover or effective 

teamwork, it could result in interruptions in customer service”

H1 

H2 

H5

Interviews with third-year students in the Tourism and Hotel Management program in Bang-

kok enabled the summarization of students' current knowledge, skills, and attitudes, as presented 

in Table 2.
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Table 2 The in-depth interviews’ results from students in the Tourism and Hotel Management 

program

Specific Competency Example Student Responses

Kn
ow

le
dg

e

Hotel Departments & Roles "I know there's Front Office, Housekeeping, F&B, and 

Kitchen, but I'm not sure about all the specific roles 

within each department." 

S2

"Reception handles check-in/check-out, reservations, and 

guest inquiries. Housekeeping cleans rooms and public 

areas."

S6

Online Booking Systems (e.g., 

Booking.com)

"I've used Booking.com. It's easy to search for hotels and 

compare prices."  

S1

"I know that customer can book and pay directly through 

these sites, often getting deals."

S7

Hotel Management Systems (PMS) "I don't really know what PMS is." S4

"It's a system the hotel uses to manage bookings and 

room availability, I think."

S11

Digital Customer Service Trends "Customers expect quick responses via various channels 

like email, social media, and chat." 

S9

"Online reviews are super important, they greatly 

influence decisions."

S14

Sk
ill

s

Proactive Problem-Solving "A friend forgot their script during the presentation, so I 

stepped in and delivered their part."

S1

"One teammate was very slow, so I helped guide them 

through the process."

S3

Prioritization & Time Management "One teammate wasn't contributing, so I delegated tasks 

and set deadlines to keep the project on track."

S8

Coordination & Collaboration "During an event, I had to coordinate with the presenters 

and performers."

S4

"During an event, I noticed a vendor needed help and 

intervened."

S5

Communication & Negotiation “In class project, we had conflicts on task allocation and 

deadlines. I used communication and negotiation skills to 

reach a consensus, resulting in a new work plan and 

clear schedule."

S 14

“we had conflicts about target market and marketing 

strategies. I suggested using SWOT analysis which helped 

to reach a consensus based on data."

S 15
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Sk
ill

s
Observation & Quick Decision-Mak-

ing

"I noticed a vendor needed help and decided to assist 

them; this improved my observation skills."

S5

Attention to Detail "Previous work was deleted, so I learned the importance 

of being careful and locking files to prevent time loss."

S2

At
tit

ud
e

Adaptability & Proactive Learning "I try to meet new people and always greet them. S1

"People have different needs and feelings; you have to 

adapt and find solutions on the spot."

S2

"I manage pressure by staying calm and focusing on 

solutions."

S7

"I try to improve my English skills because I need it for 

my future career."

S13

Customer Focus & Empathy "I assess the type of person the customer is; I listen 

carefully to what they want."

S5

"I use polite and clear language." S6

"I listen carefully, offer solutions that benefit both 

parties, and when necessary escalate to a supervisor for 

difficult requests."

S7

"Communicate clearly with colleagues and customers." S9

"I carefully listen and ask questions, use polite and clear 

language, and choose appropriate communication 

channels."

S14

Resilience & Stress Management "Practice talking to different people to build experience and 

resilience (e.g., part-time job)."

S8

"I deal with high competition and changing customer needs by 

continuous self-improvement, learning new technologies, and 

enhancing service skills."

S14

"I deal with high competition and rapid changes by continu-

ously learning, adapting and improving skills."

S15
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Conclusion and Discussion

Figure 1 Radar chart comparing Hotel HR expectations and Current Student Competencies

 This research investigated the competencies of hospitality students, comparing them to 

the expectations of Human Resources (HR) departments in five-star hotels.  A radar chart analysis 

revealed discrepancies across three key dimensions: knowledge, skills, and attitudes.  The findings 

highlight both student strengths and areas needing improvement, informing recommendations for 

curriculum development and better preparing students for the workforce.

 In terms of knowledge, students demonstrated a solid foundational understanding of 

property management systems (PMS), online booking platforms, and digital customer service 

trends – aligning with industry fundamentals. However, knowledge of advanced technologies such 

as artificial intelligence (AI), along with industry trends and relevant regulations, fell short of HR 

expectations. This underscores the need for curriculum modernization to incorporate emerging 

technologies playing a crucial role in the hospitality sector.

 Regarding skills, the research indicated that students possessed essential foundational 

skills such as problem-solving, time management, and teamwork.  However, specialized skills – 

technical proficiencies, customer service expertise, and analytical thinking – required further de-

velopment.  This suggests a need for enhanced training, potentially focusing on hands-on training 

and simulated scenarios to better equip students for real-world work environments.

 Concerning attitudes, students exhibited positive customer-centric attitudes and adapt-

ability. Nevertheless, a growth mindset and robust teamwork skills needed strengthening.  Ed-

ucational institutions should foster a positive attitude towards lifelong learning, collaboration, 

and continuous self-improvement, enabling students to adapt to the ever-evolving hospitality 

landscape.
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 In conclusion, this research revealed that while students possess a strong foundation, sig-

nificant gaps exist in the knowledge and skills essential for success in high-end hotels.  Modernizing 

curricula, emphasizing hands-on training, and cultivating a positive attitude towards continuous 

learning and self-development are crucial for preparing students to thrive in the competitive hos-

pitality industry.

Limitations and further studies

 While this research provided valuable insights into the competencies of hospitality stu-

dents in comparison to the expectations of HR departments in five-star hotels, several limitations 

were acknowledged. Firstly, the study's sample size, though sufficient for qualitative analysis, may 

not represent the broader population of hospitality students or HR professionals across different 

hotel tiers and geographic regions, which could limit the generalizability of the findings.Future 

research should consider expanding the sample size to include a more diverse range of hospital-

ity students and HR professionals across various hotel tiers and geographic regions.  Additionally, 

the focus on only two specific groups may overlook other key stakeholders, such as industry 

executives or operational staff, who could provide a more comprehensive view of competency 

requirements.
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Thai Qualifications Framework for Higher Education: 

A Comparative Study with Europe
Saowanee Thapphet

Abstract

 Faculty competency assessment is crucial for improving the quality of higher education 

instructors and ensuring student learning outcomes align with Thailand’s Higher Education Quali-

fications Framework (TQF: HEd 2023). This study examines Thailand’s faculty competency assess-

ment framework and compares it with European practices, particularly the European Qualifications 

Framework (EQF) and the Bologna Process.

 Thailand’s approach emphasizes Outcome-Based Education (OBE), Continuous Profession-

al Development (CPD), and digital learning technologies. In contrast, European models integrate 

structured accreditation systems such as the UK Professional Standards Framework (UKPSF) and 

Finland’s Pedagogical Competence Framework. Research-Based Teaching (RBT) is also widely ap-

plied in Germany and the Netherlands.

 Findings highlight the need for Thailand to adopt clearer strategies for international faculty 

development, including integrating RBT into curricula, establishing structured accreditation sys-

tems like the HEA Fellowship, and strengthening global teaching competencies. Aligning Thailand’s 

framework with international standards will enhance faculty quality and competitiveness in higher 

education.

Keywords: 1) Thailand Teaching Qualification 2) Higher Education 3) Comparative Education 

4) Europe 4) Bologna Process
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Introduction

 Thailand’s higher education system faces ongoing challenges in aligning faculty compe-

tency frameworks with international standards, particularly in the areas of structured accredita-

tion and research integration. Although the Professional Standard Framework (PSF) and National 

Qualifications Framework (NQF) emphasize outcome-based education (OBE) and digital literacy, 

gaps remain in competency assessment compared to European models like the UK Professional 

Standards Framework (UKPSF), which offers structured pathways for accreditation through HEA 

Fellowships (Munit, 2023; Office of the Education Council, 2017; Thuntawech & Boriboonviree, 

2024). Research integration also presents disparities, as European systems, such as Germany’s 

inquiry-driven curricula, embed Research-Based Teaching (RBT), while Thai institutions often pri-

oritize teaching due to limited incentives for research (Trần, Trần, & Nguyễn, 2021; Thuntawech & 

Boriboonviree, 2024). Additionally, the PSF and Southeast Asia Teacher Competency Framework 

(SEA-TCF) lack rigorous evaluation protocols like the UKPSF’s five Areas of Activity, affecting fac-

ulty development and accreditation (Munit, 2023; Thuntawech & Boriboonviree, 2024). Despite 

Thailand’s education reforms, such as the 2023 curriculum that promotes applied skills over rote 

learning (Sangwanglao, 2024; Sakon Nakhon Rajabhat University, n.d.), measurable benchmarks for 

faculty competencies, particularly in research integration and accreditation, remain limited. This 

situation highlights the need for Thailand to adopt hybrid strategies that maintain its OBE founda-

tion while incorporating European-style accreditation systems and research integration to enhance 

faculty quality and global competitiveness (Trần, Trần, & Nguyễn, 2021; Munit, 2023; Thuntawech 

& Boriboonviree, 2024).

 The quality of higher education is a critical factor in shaping the future of a nation's 

workforce, economy, and global competitiveness. In Thailand, the development of a qualified 

and competent teaching workforce is central to ensuring the effectiveness and relevance of its 

educational system. The Thai Qualifications Framework (TQF) and other related policies aim to 

enhance the standards of higher education by establishing clear criteria for teacher qualifications 

and competence. However, despite these efforts, there are ongoing challenges in aligning Thai 

higher education with international standards of teaching quality, particularly those in Europe.

 European countries have long-established frameworks for higher education that em-

phasize faculty competence, professional development, and teaching excellence. The Bologna 

Process, the European Qualifications Framework (EQF), and the UK’s Professional Standards Frame-

work (PSF) are some of the prominent systems that have shaped the development of teaching 

qualifications in Europe. These frameworks offer a more structured and standardized approach to 

teacher accreditation, fostering greater transparency, mobility, and professional growth.

 This study aims to compare Thailand's current teaching qualification system with the 

European models to identify potential areas for improvement. By examining the structure, re-

quirements, and outcomes of faculty qualifications in both contexts, this study seeks to provide 
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recommendations for enhancing the Thai teaching qualification system and aligning it more closely 

with international standards. This comparative analysis will contribute to the broader conversation 

on how to elevate the quality of higher education in Thailand and meet global expectations.

Literature Review

 To become a teacher in Thailand, specific qualifications and certifications are required. 

Below are the key requirements:

 In Thailand, to become a teacher, individuals typically need a Bachelor's Degree in Edu-

cation (B.Ed.) or an equivalent qualification, which is a 4–5-year program offered by a Faculty of 

Education. This program covers essential subjects such as educational psychology, curriculum and 

instruction, educational management, and practical teaching experience. Alternatively, graduates 

from other fields who wish to pursue a teaching career must complete a Graduate Diploma in 

Teaching Profession (at least one year), which must be accredited by the Teachers' Council of 

Thailand (Khurusapha). To practice as a teacher, one must pass a teaching license examination 

administered by Khurusapha and complete the required period of supervised teaching practice. 

Career development is structured through a ranking system by the Ministry of Education, with 

teacher ranks progressing from Probationary Teacher to Teacher, Skilled Teacher, Expert Teacher, 

Master Teacher, and finally, Senior Master Teacher. For international certifications, English teachers 

may take the Teaching Knowledge Test (TKT) by Cambridge, or pursue TESOL, TEFL, and CELTA 

certifications to validate their teaching qualifications. These qualifications and certifications aim to 

uphold teaching standards and ensure educators are well-equipped to deliver quality education.

Educational Qualifications:

 Bachelor's Degree in Education (B.Ed.) or Equivalent:

 A 4–5-year program from a Faculty of Education.

 Covers professional teaching subjects such as educational psychology, curriculum and 

instruction, educational management, and practical teaching experience.

 Bachelor's Degree in Other Fields + Graduate Diploma in Teaching Profession:

 For graduates from other fields who wish to become teachers.

 Must complete a Graduate Diploma in Teaching Profession program (at least 1 year).

 The program must be accredited by the Teachers' Council of Thailand (Khurusapha).

 Examinations and Teaching License:

Teaching License Examination:

 To become a qualified teacher in Thailand, candidates must pass the teaching license 

examination conducted by Khurusapha and complete the required period of supervised teaching 

practice. Career development for teachers follows the Ministry of Education’s ranking system, 

which allows progression through several levels, including Probationary Teacher, Teacher, Skilled 

Teacher, Expert Teacher, Master Teacher, and Senior Master Teacher. Additionally, teachers, es-
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pecially those teaching English, can pursue certifications aligned with international standards to 

enhance their qualifications. These include the Teaching Knowledge Test (TKT) by Cambridge, 

which assesses essential teaching skills, as well as globally recognized certifications such as TESOL, 

TEFL, and CELTA that validate expertise in teaching English to speakers of other languages.

 Certifications for teaching English as a foreign language include internationally recognized 

qualifications such as TESOL, TEFL, and CELTA, which validate a teacher’s expertise in teaching 

English to non-native speakers. For those teaching in international schools that follow the Inter-

national Baccalaureate (IB) curriculum, obtaining an IB Teaching Certificate is also beneficial. In 

Thailand, the teacher qualification system is regulated by Khurusapha (The Teachers' Council of 

Thailand), which is responsible for teacher licensing and upholding professional standards. Anyone 

wishing to teach in public or private schools must obtain a teaching license from Khurusapha and 

can progress in their career according to the Ministry of Education’s structured ranking system.

 The IB Teaching Certificate is specifically designed for educators teaching in international 

schools that implement the International Baccalaureate (IB) curriculum. In Thailand, the teacher 

qualification system is regulated by Khurusapha, also known as The Teachers' Council of Thailand, 

which is responsible for overseeing teacher licensing and maintaining professional standards. Any-

one who wishes to teach in public or private schools in Thailand is required to obtain a teaching 

license from Khurusapha. Additionally, teachers can advance their careers based on the Ministry 

of Education’s structured ranking system, which supports professional growth and development.

1. Thai Qualifications Framework (TQF)

 The Thai Qualifications Framework (TQF) was developed to standardize and enhance the 

quality of higher education in Thailand. It establishes learning outcomes and competency-based 

education to ensure that graduates meet national and international standards. The framework 

consists of five key domains: ethical and moral development, knowledge, cognitive skills, inter-

personal skills and responsibility, and numerical and communication skills. TQF also promotes 

Outcome-Based Education (OBE), which focuses on students achieving specific learning outcomes 

rather than merely completing coursework. Additionally, the framework aligns with Continuous 

Professional Development (CPD) for educators, ensuring that faculty members continually en-

hance their teaching methodologies and subject expertise.

 TQF serves as a crucial tool for quality assurance in higher education institutions. It man-

dates institutions to follow a structured approach in curriculum design, teaching methodologies, 

and assessment strategies. Universities and academic programs must comply with TQF guidelines 

to be accredited by the Ministry of Higher Education, Science, Research, and Innovation (MHESI). 

The framework also emphasizes digital learning integration, reflecting the growing importance of 

technology in education. However, challenges remain in its implementation, particularly in ensur-

ing that all institutions consistently apply its principles and effectively measure learning outcomes.
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 The qualifications and requirements for becoming a teacher vary across European coun-

tries, but most follow general guidelines. Typically, a bachelor's degree in education or a related 

field is required, with some countries mandating a master's degree or an additional teaching qual-

ification, such as a professional teaching certificate. Many European countries have specialized 

teacher training programs; for example, aspiring teachers in the UK can enroll in the Postgraduate 

Certificate in Education (PGCE) (Wathusiri.ts, 2016). Practical teaching experience is also essential, 

as prospective teachers must complete in-school training to develop classroom management and 

instructional skills. Additionally, some countries require teachers to pass examinations or obtain a 

teaching license from relevant authorities. Language proficiency is another key requirement, par-

ticularly for non-native speakers who must demonstrate fluency in the language of instruction. In 

Germany, for instance, the teaching profession is divided into two main categories: Erzieher, who 

work with young children in kindergartens, and Lehrer, who teach at primary and secondary school 

levels. The educational and language requirements for Lehrer are generally higher than those for 

Erzieher (Reddit, 2024).

2. European Qualifications Framework (EQF) and Bologna Process

 The European Qualifications Framework (EQF) was established to create a common refer-

ence system for qualifications across European countries, facilitating the recognition of academic 

and professional credentials. The framework consists of eight levels, covering basic education to 

doctoral degrees, and focuses on three key dimensions: knowledge, skills, and autonomy/respon-

sibility. EQF enhances student and workforce mobility, making it easier for individuals to pursue 

education or employment in different European countries. It also serves as a bridge between 

various national qualifications frameworks, ensuring transparency and comparability of learning 

achievements.

 Closely related to EQF, the Bologna Process aims to harmonize higher education across 

Europe through the European Higher Education Area (EHEA). This initiative promotes quality assur-

ance, academic mobility, and mutual recognition of degrees, strengthening international collabo-

ration among universities. A key feature of the Bologna Process is the three-cycle degree system 

(Bachelor’s, Master’s, and Doctorate), which aligns qualifications across Europe. Additionally, it 

encourages Research-Based Teaching and Pedagogical Competence, ensuring that faculty mem-

bers are equipped with effective teaching strategies. While the Bologna Process has significantly 

improved higher education standardization in Europe, challenges such as disparities in implemen-

tation among countries and maintaining academic autonomy remain.

 Both TQF and EQF serve as essential frameworks for enhancing education quality, but 

their approaches differ, with TQF being more nation-specific and EQF emphasizing international 

comparability and mobility.
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3. Outcome-Based Education (OBE), Continuous Professional Development (CPD), and 

Digital Teaching

 Outcome-Based Education (OBE) is an educational approach that focuses on achieving 

specific learning outcomes rather than merely completing coursework. It emphasizes student-cen-

tered learning, where teaching strategies, assessments, and curriculum design align with predefined 

competencies. In Thailand, OBE plays a significant role in higher education, ensuring that graduates 

acquire relevant skills for the workforce. Faculty members are encouraged to use innovative teach-

ing methods, such as project-based learning and real-world problem-solving, to enhance student 

engagement and competency development. However, challenges remain in effectively measuring 

learning outcomes and ensuring consistent implementation across institutions.

 To support OBE, Continuous Professional Development (CPD) and Digital Teaching are 

crucial for faculty members. CPD ensures that educators continuously update their knowledge, 

teaching strategies, and subject expertise through training programs, workshops, and peer learning. 

Digital Teaching, on the other hand, integrates technology into education, including online learning 

platforms, virtual simulations, and digital assessment tools. In Thailand, CPD is often facilitated 

by the Office of the Higher Education Commission (OHEC) and universities, providing structured 

opportunities for faculty development. The rapid advancement of technology presents both 

opportunities and challenges, requiring educators to adapt to new digital tools while maintaining 

high-quality teaching standards.

4. Research-Based Teaching and Pedagogical Competence

 Research-Based Teaching is a key approach in European higher education, integrating aca-

demic research into the teaching process. This method ensures that students are exposed to the 

latest developments in their field, enhancing their analytical and critical thinking skills. Faculty 

members engage students in research activities, encouraging them to apply theoretical knowledge 

to real-world problems. This approach fosters innovation and a deeper understanding of academic 

disciplines. European universities prioritize research-based teaching to maintain high academic 

standards and contribute to knowledge creation. However, balancing research responsibilities with 

teaching commitments remains a challenge for many faculty members.

 To support research-based teaching, Pedagogical Competence plays a crucial role in facul-

ty development. European institutions emphasize structured teacher training programs to ensure 

that educators possess effective teaching methodologies. Initiatives such as the Higher Education 

Academy (HEA) Fellowship and the UK Professional Standards Framework (UKPSF) provide struc-

tured frameworks for developing teaching competencies. These programs focus on active learning 

strategies, student engagement techniques, and assessment methods. By prioritizing pedagogical 

competence, European universities enhance the quality of education and ensure that faculty 

members are equipped with the necessary skills to support diverse learning needs.



37

The 10th Business, Economics and Communications International Conference

April 3rd, 2025 

5. Assessment Based on TQF Framework and Khurusapha Teaching Standards

 The Thai Qualifications Framework (TQF) and Khurusapha teaching standards serve as 

essential benchmarks for evaluating teaching and learning in higher education. The TQF ensures 

that educational programs align with national academic and professional expectations, focusing 

on key domains such as ethical and moral development, knowledge, cognitive skills, interpersonal 

relationships, responsibility, and analytical communication skills. Similarly, Khurusapha teaching 

standards emphasize professional ethics, pedagogical expertise, and continuous professional de-

velopment to uphold the quality of teaching in Thailand. Together, these frameworks guide the 

assessment of educators and learners, ensuring that graduates meet both national educational 

goals and professional teaching requirements.

 In practical application, assessment under these frameworks involves evaluating lesson 

planning, instructional methods, and student learning outcomes. Educators are assessed on their 

ability to integrate subject knowledge with effective pedagogy, classroom management, and 

student engagement strategies. Additionally, reflective practice and professional development 

activities are considered crucial for continuous improvement. The alignment of these assessments 

with the TQF and Khurusapha standards ensures that teachers are well-prepared to contribute to 

Thailand’s educational system while maintaining high professional and ethical standards.

6. Use of ESG Standards and HEA Fellowship in Education

 Environmental, Social, and Governance (ESG) standards play a growing role in higher edu-

cation, influencing curriculum design, institutional policies, and assessment criteria. ESG principles 

encourage universities to integrate sustainability, ethical governance, and social responsibility into 

their teaching and research initiatives. By embedding ESG considerations into education, institu-

tions prepare students to address global challenges, such as climate change, social equity, and 

responsible business practices. Universities that adopt ESG standards emphasize interdisciplinary 

learning, critical thinking, and ethical decision-making, aligning education with broader societal 

needs.

 Additionally, the Higher Education Academy (HEA) Fellowship provides a framework for 

recognizing excellence in teaching and learning in higher education. The HEA Fellowship emphasiz-

es student-centered pedagogy, inclusive learning environments, and reflective practice to enhance 

teaching effectiveness. Educators who pursue HEA Fellowship demonstrate their commitment to 

evidence-based teaching strategies, professional development, and academic leadership. When 

combined with ESG principles, HEA Fellowships contribute to a holistic educational experience 

that not only meets academic standards but also fosters sustainable and ethical practices in higher 

education.

7. Faculty Development Through Training Programs by OHEC and Universities

 Faculty development is a crucial aspect of higher education, ensuring that educators 

continuously enhance their teaching skills, research capabilities, and professional competencies. 
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In Thailand, the Office of the Higher Education Commission (OHEC) collaborates with universities 

to design and implement training programs that address the evolving needs of academic staff. 

These programs focus on areas such as innovative pedagogy, curriculum development, research 

methodologies, and the integration of technology in teaching. By participating in these initiatives, 

faculty members stay updated with best practices and improve their ability to foster student en-

gagement and academic excellence.

 Universities also play a key role in faculty development by offering specialized workshops, 

mentoring programs, and international exchange opportunities. These initiatives allow educators 

to gain exposure to global teaching standards, interdisciplinary collaboration, and emerging educa-

tional technologies. Additionally, faculty development programs often emphasize leadership skills, 

ethical considerations in academia, and the promotion of lifelong learning. Through continuous 

professional development supported by OHEC and universities, faculty members can enhance 

their teaching effectiveness and contribute to higher education reform in Thailand.

8. Use of Professional Development Systems Such as UKPSF in Global Education

 Professional development systems such as the UK Professional Standards Framework 

(UKPSF) provide structured guidelines for enhancing teaching and learning in higher education. 

UKPSF is widely recognized for promoting reflective teaching practices, student-centered learning, 

and continuous professional growth among educators. In Thailand, the integration of UKPSF within 

the Thai Qualifications Framework (TQF 2023) ensures that faculty members align their teaching 

strategies with internationally recognized standards. This approach fosters innovation in pedagogy, 

encourages inclusive learning environments, and enhances the overall quality of education.

 In a broader international context, the European Qualifications Framework (EQF) and the 

Bologna Process serve as key frameworks for ensuring consistency and comparability in higher ed-

ucation across Europe. These frameworks emphasize competency-based learning, credit transfer 

systems, and lifelong learning opportunities. By incorporating elements from both TQF 2023 and 

European standards, Thailand’s higher education system can enhance global recognition, facilitate 

international mobility for students and educators, and promote academic collaboration. The use 

of professional development systems such as UKPSF, EQF, and the Bologna Process ultimately 

strengthens higher education by fostering excellence, adaptability, and international engagement.

Content

 The comparison of teaching qualifications for higher education in Thailand and Europe 

reveals both similarities and differences across four key aspects: Qualification Standards, Faculty 

Competency Focus, Quality Assurance, and Professional Development. Thailand follows the Thai 

Qualifications Framework (TQF 2023), while Europe adheres to the European Qualifications Frame-

work (EQF) and Bologna Process, both of which aim to standardize and enhance higher education. 

In terms of Faculty Competency Focus, Thailand emphasizes Outcome-Based Education (OBE), 

Continuous Professional Development (CPD), and Digital Teaching, whereas European institutions 
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prioritize Research-Based Teaching and Pedagogical Competence, focusing on integrating research 

into teaching. Quality Assurance in Thailand is governed by TQF and the Teachers' Council of Thai-

land (Khurusapha) standards, while Europe follows European Standards and Guidelines (ESG) and 

the Higher Education Academy (HEA) Fellowship, which emphasize structured faculty evaluations. 

For Professional Development, Thailand supports faculty training through programs led by OHEC 

and universities, while Europe offers a more formalized system, such as the UK Professional Stan-

dards Framework (UKPSF), to ensure continuous faculty growth. These aspects highlight Thailand’s 

focus on structured national frameworks and digital integration, whereas Europe leans towards 

research-driven teaching and internationally standardized faculty development systems.

1. Qualification Standards

 In Thailand, the qualification standards for higher education faculty are governed by the 

Thai Qualifications Framework (TQF 2023). This framework emphasizes learning outcomes and 

faculty competencies, ensuring that teaching, curriculum development, and quality assurance 

align with national educational goals. The TQF sets qualification levels that guide higher education 

institutions in maintaining academic standards.

 In Europe, the European Qualifications Framework (EQF) and the Bologna Process serve 

as key frameworks for defining qualification standards. These frameworks emphasize academic 

competencies and international comparability of qualifications, enabling mobility and consistency 

across European higher education institutions.

2. Faculty Competency Focus

 Thailand emphasizes faculty competencies through Outcome-Based Education (OBE), 

Continuous Professional Development (CPD), and Digital Teaching. The focus is on ensuring that 

teaching aligns with student learning outcomes and that faculty members continually develop 

their skills, particularly in integrating digital technology into education.

 In contrast, European universities prioritize Research-Based Teaching and Pedagogical 

Competence. This approach integrates research into teaching methodologies, enhancing both the 

academic rigor and instructional effectiveness of faculty members. Faculty development programs 

often include training in pedagogy and advanced teaching techniques.

3. Quality Assurance

 Quality assurance for faculty in Thailand follows the TQF framework and the teaching 

standards set by the Teachers’ Council of Thailand (Khurusapha). Higher education institutions 

are required to implement these guidelines to maintain the quality of teaching and academic 

programs.

 In Europe, quality assurance is guided by European Standards and Guidelines (ESG) and 

the Higher Education Academy (HEA) Fellowship. These frameworks emphasize structured faculty 

development, peer reviews, and continuous assessment to maintain high teaching standards. 

The HEA Fellowship recognizes teaching excellence and provides structured career development 

pathways for educators.
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4. Professional Development

 In Thailand, faculty development is supported through training programs organized by 

the Office of the Higher Education Commission (OHEC) and universities. These programs focus on 

enhancing faculty knowledge, teaching skills, and professional competencies.

 In Europe, professional development is more structured, with frameworks such as the UK 

Professional Standards Framework (UKPSF). This system provides formalized training and assess-

ment mechanisms for faculty, ensuring continuous professional growth and adherence to high 

teaching standards.

Table 1 A Comparative Analysis of Teaching Qualifications for Higher Education in Thailand and 

Europe

Aspect Thailand (TQF 2023) Europe (EQF & Bologna Process)

Qualification Standards Thai Qualifications Framework (TQF) European Qualifications Framework 

(EQF) and Bologna Process

Faculty Competency Focus Outcome-Based Education (OBE), 

Continuous Professional Development 

(CPD), Digital Teaching

Research-Based Teaching, Pedagog-

ical Competence

Quality Assurance Assessed based on TQF framework 

and Khurusapha teaching standards

Uses ESG standards and HEA 

Fellowship

Professional Development Faculty development through training 

programs by OHEC and universities

Uses Professional Development 

systems such as UKPSF

Aspect Thailand (TQF 2023) Europe (EQF & Bologna Process)

 Teaching qualifications in Thailand follow the Thai Qualifications Framework (TQF), while 

Europe adheres to the European Qualifications Framework (EQF) and the Bologna Process. Thai 

faculty emphasize Outcome-Based Education (OBE), Continuous Professional Development (CPD), 

and digital teaching, whereas Europe focuses on research-based teaching and pedagogical com-

petence. Quality assurance in Thailand aligns with TQF and Khurusapha standards, while Europe 

follows ESG standards and HEA Fellowship. Professional development in Thailand involves OHEC 

and university training, whereas Europe adopts structured frameworks like UKPSF.

Thailand’s higher education framework operates under the National Qualifications Framework 

for Higher Education (NQF-HEd), emphasizing knowledge, skills, and competencies aligned with 

national priorities, with a credit system promoting lifelong learning (Royal Thai Embassy, Berlin, 

2012; Sukhothai Thammathirat Open University, n.d.). Europe, in contrast, follows the EQF and Bo-

logna Process, structuring education into Bachelor, Master, and Doctoral cycles, with standardized 

learning outcomes and the European Credit Transfer and Accumulation System (ECTS) facilitating 

academic mobility (CIMEA, 2025).
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 Competency standards in Thailand are defined by the Thailand Professional Qualification 

Institute (TPQI), with a five-tier framework emphasizing technical skills, subject mastery, and ethical 

conduct (Naresuan University, 2006; Vibulphol, 2015). In Europe, teacher training integrates peda-

gogical research, digital skills, and critical thinking to address global market demands (Education.

com, 2025; CIMEA, 2025). Pathways to becoming a teacher in Thailand include a five-year bache-

lor’s degree or one-year certificates, particularly in Rajabhat Universities, focusing on learner-cen-

tered approaches (Royal Thai Embassy, Berlin, 2012; Vibulphol, 2015). Europe typically requires a 

master’s degree integrating subject expertise and pedagogy, with postgraduate certificates offering 

practical training, such as in the UK (Education.com, 2025).

Regarding recognition and mobility, Thailand’s NQF-HEd aims for international equivalence but 

lacks cross-border recognition, while TPQI remains domestically focused (Royal Thai Embassy, Ber-

lin, 2012; Naresuan University, 2006). Europe ensures qualification transferability through the EQF, 

ECTS, and Bologna Process, standardizing educational cycles for global alignment (CIMEA, n.d.).

Table 2 Comparison of Educational Frameworks: Thailand vs. Europe

Aspect Thailand Europe

Framework Design National focus on cultural alignment Regional harmonization (EQF/Bologna)

Teacher Training Practical, supervisor-guided Research-oriented, socially engaged

Mobility Limited cross-border recognition ECTS/EQF enables seamless mobility

 This framework highlights Thailand’s emphasis on localized competencies versus Europe’s 

standardized, mobility-driven approach. Both regions prioritize pedagogical innovation but differ in 

implementation scope and international integration.7

Conclusion and Discussion

 The evaluation of faculty competencies is essential for enhancing the quality of higher 

education instructors and ensuring that students achieve the expected learning outcomes in ac-

cordance with Thailand’s Higher Education Qualifications Framework (TQF: HEd 2023). This study 

compares Thailand’s faculty competency assessment framework with European practices, partic-

ularly those under the European Qualifications Framework (EQF) and the Bologna Process.

 Findings indicate that while Thailand emphasizes outcome-based education (OBE), con-

tinuous professional development (CPD), and digital learning technologies, European models inte-

grate structured accreditation systems such as the UK Professional Standards Framework (UKPSF) 

and pedagogical competency frameworks used in Finland. European universities also place strong 

emphasis on research-based teaching (RBT) and quality assurance through mechanisms like the 

Higher Education Academy (HEA) Fellowship and the European Standards and Guidelines (ESG).

To align Thailand’s faculty development with international standards, key recommendations in-
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clude integrating research-based teaching into curricula, establishing a structured faculty accredita-

tion system similar to the HEA Fellowship, and strengthening professional development programs 

that focus on global teaching competencies. By adopting these strategies, Thailand can enhance 

its faculty competency assessment framework, ultimately improving the quality and international 

competitiveness of its higher education system.

 The assessment of faculty competence in Thailand, as outlined in the Thai Qualifications 

Framework for Higher Education (TQF: HEd), emphasizes student-centered teaching and learning 

outcomes. This framework aims to assure the quality of graduates across various disciplines by 

setting standards that cover core areas such as knowledge, cognitive skills, interpersonal skills, 

responsibility, and numerical analysis. 

 However, European systems like the Bologna Process and the European Qualifications 

Framework (EQF) offer more systematic approaches to faculty accreditation and competence 

development. The Bologna Process seeks to create a more coherent European higher education 

area, promoting student and staff mobility, inclusivity, accessibility, and competitiveness. (Euro-

pean Commission, 2022)

 Similarly, the EQF provides a common reference framework that links countries’ qualifi-

cations systems, enhancing transparency and comparability (Ministry of Science, Technology and 

Innovation, 2005)

 The UK’s Higher Education Academy (HEA) Fellowship program further supports teaching 

quality by recognizing and accrediting individuals’ teaching practices, fostering professional devel-

opment, and promoting effective teaching strategies.

 Integrating elements from these European frameworks could enhance Thailand’s faculty 

competence assessment system, aligning it with international standards and improving teaching 

quality.

 To enhance faculty competence assessment in Thailand and align it with European stan-

dards, several research-based approaches can be considered:

 1. Research-Based Teaching Competence Assessment: In Germany, vocational education 

and training (VET) emphasizes competence-based education, focusing on the development of 

specific competencies relevant to the workforce. This approach involves integrating theoretical 

knowledge with practical application, ensuring that assessments are aligned with real-world re-

quirements (Rüschoff, 2021).

 2. HEA Fellowship and UK Professional Standards Framework (UKPSF): The United King-

dom’s Higher Education Academy (HEA) offers a Fellowship program based on the UKPSF, which 

outlines the expectations for teaching and supporting learning in higher education. This framework 

provides a structured pathway for educators to gain recognition for their teaching excellence and 

engage in continuous professional development. (Advance HE,  2025)
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 3. Digital Technology and Blended Learning: Finland’s education system effectively inte-

grates digital tools and blended learning methodologies to enhance teaching and learning experi-

ences. Research indicates that incorporating digital technology in education can lead to improved 

student engagement and learning outcomes (European Commission, 2013).

 4. Continuous Professional Development (CPD) Systems: Establishing a robust CPD system 

is crucial for the ongoing development of educators. The HEA’s CPD scheme, for instance, offers 

structured routes to Fellowship, encouraging educators to reflect on and enhance their teaching 

practices (Advance HE, 2025).

 Benefits of alignment include enhanced faculty quality through competency-based as-

sessments, improved institutional accreditation processes, and stronger student outcomes via 

research-integrated curricula. Application pathways involve adopting Thailand’s Professional 

Standard Framework (PSF) evaluation protocols, integrating certification programs to moderate 

competency-performance relationships, and leveraging faculty development programs (FDPs) to 

foster innovation in teaching and assessment. By aligning with European accreditation models 

while retaining Thailand’s OBE focus, the framework could better address employer needs for 

graduates with applied skills, ultimately elevating Thailand’s position in global higher education 

markets.
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Research on Innovative Cultural Souvenir Design for Tourism: 

A Case Study of Yunnan Wamao
Chuan Zhou and Thanasit Chantaree

Faculty of Architecture, Khon Kaen University

Abstract

 This research aims to investigate: (1) Study the historical culture of Wamao and the Wamao 

shape features of seven regions in Yunnan, China. (2) Study the Yunnan Wamao tourism souvenir 

market and tourism preferences. (3) Study the image and product design of Wamao tourist souve-

nirs. The research methods used in this research include: (1) Literature Analysis. (2) Comparative 

Form Analysis Method. (3) Secondary Data Analysis. (4) Questionnaire Survey Method. (5) Design 

Practice Methods.

 The results of this research show that (1) Wamao in different regions has evolved dis-

tinct visual symbols, (2) Tourists prefer souvenirs that balance cultural authenticity, (3) Extracting 

Wamao elements enhances market competitiveness. The study proposes three souvenir types: (1) 

Decorative products: fridge magnets, badges, memo clips. (2) Practical products: round makeup 

mirrors, coasters, phone cases, canvas bags. (3) Cultural communication products: commemorative 

stamp sets, Wamao image stickers.

Keywords: 1) Tourism Souvenirs 2) Cultural Creative Design 3) Wamao Culture 4) Yunnan Folk Art 

5) Design Innovation
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Introduction

 Wamao is a traditional architectural ornament placed on the ridges of residential roofs 

in Yunnan, China, symbolizing protection, warding off evil spirits, and bringing good fortune. Over 

time, different regions in Yunnan have developed distinctive Wamao designs influenced by cultural 

exchanges and regional development. This research focuses on the study of Wamao’s history, 

symbolism, and visual characteristics across seven representative regions in Yunnan—Kunming, 

Chenggong, Heqing, Jianchuan, Fengyi, Chuxiong, and Yuxi. As a regional folk belief symbol, Wamao 

reflects the artistic characteristics of Yunnan’s diverse cultural heritage. However, with the changes 

in modern architectural forms, high-rise buildings have replaced traditional bungalows, so Wamao 

has gradually weakened its functional positioning as a building component and faded out of peo-

ple's daily lives.

 In recent years, the rise of cultural and creative industries in the tourist souvenir market 

has provided new opportunities for the modern application of traditional culture. Using tourist 

souvenirs to show the unique local cultural connotation is a way of tourism promotion. Many 

famous tourist attractions use characteristic souvenirs to promote local tourism resources (Chen, 

2010, pp. 107-110). For example, tourism souvenirs such as panda plush toys from Sichuan Prov-

ince, China, and bronze figurines from the Sanxingdui Museum are highly favored by international 

tourists. Similarly, Thailand’s "Good Goods" brand integrates contemporary design with traditional 

Thai craftsmanship and has gained significant popularity among Chinese consumers on the social 

media platform "Xiaohongshu".

 In the existing research on Wamao culture, the international community mainly focuses 

on the study of traditional Chinese roof ridge beasts such as dragons, phoenixes, and lions, while 

folk roof ridge beasts such as Wamao have not yet become the focus of attention and research 

by international scholars (Ji, 2022, pp. 4-5). Secondly, Chinese scholars’ research focuses on the 

cultural and historical significance and artistic characteristics of Wamao, and there is less research 

on the adaptation of Wamao culture to modern designed tourist souvenirs. This study explores 

the transformation methods of Wamao culture into tourist souvenirs, making Wamao culture a 

unique local tourist card in Yunnan, while allowing Wamao culture to be inherited and continued.

 As a unique traditional cultural symbol of Yunnan, Wamao culture has profound cultural 

significance, but its transformation into the modern souvenir market still faces challenges. For 

example, young tourists lack knowledge of Wamao culture and find it difficult to balance tradi-

tional and modern designs. Therefore, this study aims to address these challenges by analyzing 

the styling characteristics of Wamao, studying consumer preferences, and developing innovative 

cultural souvenir designs that retain authenticity and attract modern tourists. 

 Therefore, the main objectives of this study include:

 1. Study the historical culture of Wamao and the Wamao shape features of seven regions 

in Yunnan, China.
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 2. Study the Yunnan Wamao tourism souvenir market and tourist preferences.

 3. Study the image and product design of Wamao tourist souvenirs.

Literature Review

 Yunnan Wamao first came into the attention of scholars and started to study and suc-

cessfully publish an article in 1993 in Li’s "Folk Art of Various Ethnic Groups in Yunnan and Its 

Characteristics": this article mainly introduces and analyzes the folk art of the ethnic minorities 

in Yunnan at that time from the perspective of religious beliefs, but no insights are provided for 

the design of Wamao cultural products (Li, 1993, pp. 51). Huang (2023) explored the inheritance 

and innovation of Wamao culture, but lacked research on the promotion and dissemination of 

Wamao into the modern market (Huang, 2023, pp. 106). Wang & Tian (2023) studied the role of 

Wamao symbols in product design, emphasizing their cultural significance, but lacked discussion 

on consumer participation in the modern market (Wang & Tian, 2023, pp. 24-27).

 The theoretical framework of this study integrates two key perspectives: semiotics and 

cultural and creative product design. First, the traditional Wamao image is symbolically refined, 

and through the simplification of lines, proportions and shapes, Wamao souvenirs are easier to 

market and spread culturally (Ji, 2022, pp. 47-50). Secondly, cultural and creative product design 

theory ensures that traditional elements are consistent with contemporary consumer needs (Gong, 

2018, pp. 12-25). Together, these theories form the basis for designing innovative Wamao tourism 

souvenirs that balance folk cultural heritage and market demands. 

 Although existing studies have provided insights into the design and market appeal of 

Wamao cultural souvenirs, none of them have systematically explored how to innovatively inte-

grate regional folk symbols such as Wamao into the tourism market. This study hopes to explore 

the combination of traditional and modern elements of Wamao in order to preserve its cultural 

values and attract modern consumers.

Methods

 This study adopts five research methods: literature analysis, comparative modeling re-

search, secondary data analysis, questionnaire survey, and design practice to ensure a deep un-

derstanding of Yunnan Wamao culture, and combines it with design practice to modernize it and 

adapt it to the needs of the tourist souvenir market.

 1. Literature analysis method: by collecting relevant books, papers and other literature 

materials, we can understand the history and cultural connotation of Yunnan Wamao, the mod-

eling characteristics of different regions.

 2. Comparative form analysis method: using the comparative study method of forms, a 

detailed comparison of the morphology, expression characteristics, decorative elements, and body 

shape of the Wamao in seven regions of Yunnan was conducted.
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 3. Secondary data analysis method: collects existing Wamao souvenirs in the souvenir 

market and e-commerce platforms for comparison. 

 4. Questionnaire survey method: investigate tourists’ purchasing intentions and product 

preferences for Wamao tourism souvenirs.

 5. Design practice method: in design practice, the traditional Wamao shape is transformed 

into a modern design. By extracting and transforming the Wamao image, we design tourist souvenirs 

that conform to modern aesthetics.

Results

 1. Study the historical culture of Wamao and the Wamao shape features of seven 

regions in Yunnan, China

 1.1 The History and Culture of Wamao in Yunnan

Wamao originates from the folk beliefs of China's Yunnan Province, and serves as a tradition-

al architectural ornament primarily used for household protection, warding off evil, and bringing 

blessings and good fortune. Wamao is a unique clay product in Yunnan that integrates architectural 

decoration culture, folk custom art and religious culture. It is an intangible cultural heritage of 

China. The Wamao is widely distributed in Yunnan, mainly in Kunming, Chuxiong, Yuxi, Wenshan, 

Dali and Lijiang (Sha, 2009, pp. 269). 

Figure 1 Wamao on the roof of a Yunnan residence

 The origin of Wamao has a deep relationship with architectural components, folk customs, 

and religion. In short, it can be concluded that the Wamao is an external manifestation of the 

collective cultural consciousness of the local people to pray for auspiciousness and a happy life 

(Gong, 2018, pp. 39-42). The cultural significance of Wamao as a guardian figure that "drives out 

evil spirits and suppresses mischief" originates from folk totem worship. Influenced by Taoism, Bud-

dhism, and local beliefs, some Wamao designs incorporate religious symbols, such as the Bagua 

patterns on Heqing Wamao and the geometric design elements of Jianchuan Wamao.
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Figure 2 Wamao holding Bagua

 Wamao is a traditional folk culture that integrates geographical environment, lifestyle, re-

ligious beliefs, architectural decoration, etc. It reflects the important aesthetic concepts and folk 

habits of the local people in Yunnan and has extremely high artistic research value (Li, 1993, pp. 

51-58). 

 1.2 Study on the shape features of Wamao in seven regions of Yunnan

 Due to different regions and different techniques, the styles of wamao are also diverse. 

Most of the Wamao with very different shapes are due to regional differences, so distinguishing 

them by place names is a classification method that is generally recognized by everyone. For 

example, the Wamao used in Kunming are called Kunming Wamao. There is a custom of placing 

Wamao in many areas of Yunnan, such as Kunming and Chenggong, Heqing, Jianchuan, Fengyi, 

Chuxiong, Yuxi, etc. This study selected Wamao from the above seven regions for shape analysis:

Table 1 Features of wamao in different regions
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Reference: Compiled by the author based on field research (2024).

 Yunnan has a vast territory and many ethnic minorities. Each ethnic group has its own 

cultural characteristics, and there are also places where they blend with each other. The same is 

true for Wamao’s design. The modeling proportions of traditional Wamao are not completely con-

strained by stylized proportions. The most important thing about the modeling changes of Wamao 

is the reasonable combination of shapes. Then the craftsmen can freely play with it according to 

local customs and the functions of Wamao, so as to highlight the temperament of Wamao and 

achieve both form and spirit in the modeling. The geographical environment has an impact on 

the evolution of Wamao’s shape. For example, the Wamao in Jianchuan and Heqing areas are 

exaggerated, while the Wamao in Yuxi is smaller and more delicate. Therefore, Wamao has unique 

visual symbols, symbolic functions and cultural carrying capacity, which are the basis for Wamao’s 

visual identification and important symbols that carry its cultural connotations. Through innovative 

design methods, it can be transformed into a tourist souvenir that meets the needs of the modern 

market.

 2. Study the Yunnan Wamao tourism souvenir market and tourist preferences

 2.1 Study the Yunnan Wamao tourism souvenir market

Through field research at Yunnan Provincial Museum, Wamao Museum, tourist attractions 

and souvenir shops in Yunnan Province, and data collection on Chinese social and shopping 

platforms like “Taobao” and “Xiaohongshu”, a total of 46 sets of Wamao cultural products were 

gathered. These products were categorized into four types: figurines, household items, accessories, 

and common cultural and creative products. The research revealed that the current designs of 

Wamao cultural and creative products on the market are relatively traditional and monotonous, 

with most products focusing on ceramic figurines and illustrations. Compared to other souvenirs, 

these products tend to have a single design and are often overpriced. Additionally, ceramic prod-

ucts are large, fragile, and not easy to carry. As shown in the following table:
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Table 2 Wamao cultural and creative souvenirs available on the market

Reference: Compiled by the author based on field research (2024).

 2.2 Study the tourist preferences

According to a letter released by the Department of Culture and Tourism of the Yunnan 

Provincial Government: Since the outbreak of the COVID-19 pandemic, China's tourism industry 

has experienced an economic downturn since 2019, and will not rebound until 2022. The province 

will receive 840 million tourists in 2022, and 1.04 billion domestic and foreign tourists in 2023.
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Figure 3 Statistics of tourist numbers in Yunnan Province in recent years

 User research is an important part of investigating consumer needs, and the results can 

be used as a reference for product target groups, product purchasing environment, and product 

core positioning. In this study, the research subjects are tourists. Since these groups are large and 

it is impossible to survey all of them, the Taro Yamane formula can help researchers select a rea-

sonable number of respondents under limited resources to ensure the representativeness of the 

data. Therefore, the Taro Yamane formula is used to calculate and obtain the sample size: 

  

 n = required sample size 

	 𝑁 = population size (the total population being surveyed)

	 𝑒 = margin of error

 In order to calculate the sample size, we first need to determine the population size 𝑁, 

using a 95% confidence level and a 0.05 margin of error for calculation. In 2023, the province 

will receive a total of 1.04 billion domestic and foreign tourists. Therefore: Population size 𝑁 = 

1,040,000,000, and margin of error 𝑒 = 0.05.

 According to the Taro Yamane formula, for a population size of 1.04 billion and an allow-

able error range of 0.05, the required sample size is approximately 400 people.

 According to the results of TravelDaily’s “2024 China Tourism Consumption Trend Insight 

Report”, young people have become the main force of tourism consumption, whether it is local 

tours within the province, domestic inter-provincial tours, short-distance trips to Japan, South Ko-

rea/Southeast Asia, or long-distance international tours to Europe and the United States. Among 

them, tourists aged 18-45 are the main force in China’s tourism market. This age group has a high-
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er willingness to consume and a certain economic ability, and is willing to pay for unique travel 

experiences and souvenirs (TravelDaily, 2024).

 Therefore, in this study, the target user group is identified as tourists aged 18-45, who ac-

count for over 60% of the main purchasing demographic for tourism souvenirs. Tourists aged 18-45 

are the group with the strongest purchasing power in Yunnan’s tourism market. Accurately targeting 

this group can help Wamao souvenirs quickly enter the market and gain recognition. According to 

the survey data from 400 respondents:

Figure 4 Questionnaire survey results

 The survey showed that half of the respondents said they bought souvenirs to commem-

orate their travel experiences, which shows that tourists regard souvenirs not only as decorations 

but also as representatives of local culture. 58% of the respondents said they “know about 

Wamao culture”, and 42% “don’t know about Wamao culture”. The respondents generally accept 

the price range of Wamao souvenirs in the range of 50-100 yuan. Among them, tourists aged 26-35 

give priority to decorative products (81.8%), which reflects the trend of young consumers buying 

aesthetic items as social media souvenirs (TravelDaily, 2024). 61% of the respondents prefer small 

decorations with local cultural elements, such as refrigerator magnets, postcards, bookmarks, etc.; 

54% of the respondents prefer local handicrafts, which shows that combining Wamao’s traditional 

symbolism with functionality can enhance its appeal to tourists.
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 3. Study the image and product design of Wamao tourist souvenirs

 3.1 Visual extraction of Wamao images

The production of the Wamao is to extract the meaning of tiger, and combine the concept 

of "break up first and then composed" into the elements of livestock and exaggerated styling tech-

niques, making its shape more general and allegorical, so that the visual impact of the Wamao is 

more intense (Dong & Tian, 2015, pp. 91-94). The Wamao image is extracted through the following 

design method:

 (1) Application of Wamao’s visual characteristics

 The visual characteristics of Wamao are its most distinctive features and an essential source 

of inspiration for souvenir design. The core visual symbols of Wamao, such as exaggerated facial 

expressions, pointed ears, decorative patterns, etc., are extracted and made suitable for modern 

souvenir design. By extracting and simplifying the animal form, ear-tip design, and facial expressions 

of Wamao, products can be endowed with a strong and recognizable Wamao identity.

Figure 5 Wamao’s visual elements

 (2) Modern integration of color usage

 Traditional Wamao typically features plain colors, but modern designs can incorporate 

vibrant color schemes to infuse new energy and visual appeal into products. At the same time, 

the traditional colors of Yunnan’s local ethnic minorities can be added, such as the bright color 

elements in ethnic minority embroidery and clothing, to make the products more local and cul-

turally profound.

Figure 6 Colors in ethnic group embroidery patterns
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 (3) Wamao Element Symbol Reorganization

 In the design, Wamao elements are simplified and symbolized, and complex patterns are 

transformed into simple lines or geometric shapes to adapt to the minimalist style of modern 

design. In the traditional Wamao image, the prominent big mouth, round eyes and slightly majestic 

expression are the most recognizable elements, symbolizing the traditional cultural significance of 

protection and exorcism. When designing, these elements are abstracted into geometric shapes, 

such as the arc of the big mouth and the dots of the eyes, and simplified into easily recognizable 

symbolic forms. 

 The traditional Wamao has a more majestic image, while the modern design tends to 

convey a more friendly and friendly emotion. Therefore, the Wamao’s expression can be soft-

ened, such as making the eyes rounder and the corners of the mouth smiling, thus presenting a 

protective and warm image. This symbolized Wamao image is more likely to impress modern con-

sumers and enhance the emotional appeal of the image. By symbolizing and extracting Wamao’s 

elements for pattern evolution, the final Wamao image sketch is as follows:

Figure 7 The final Wamao image sketch

 3.2 Summary of designs for Wamao image

 The symbolized Wamao image is used in multiple image designs to form a series of designs. 

By designing Wamao images with different shapes and expressions, a rich combination series is 

formed, allowing consumers to combine and collect in a variety of ways, while strengthening the 

recognition of Wamao elements. The author combined the basic shape of Wamao with the tradi-

tional patterns of ethnic minorities in Yunnan, and chose the embroidery patterns of the Yi people 

in the design. In terms of color, the bright colors of the embroidery of Yunnan Yi costumes were 

used, so that the product not only retains the traditional auspicious meaning, but also increases 

the visual appeal. The final Wamao image design is as follows:
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Table 3 The design of the Wamao image and ethnic minority patterns

Kunming Wamao Heqing Wamao Chuxiong Wamao Yuxi Wamao

Jianchuan Wamao Fengyi Wamao Chenggong Wamao

Reference: Compiled by the author (2024).

 3.3 Prototype finished product

 The symbolized Wamao design is more adaptable and can be applied to various types of 

souvenirs, such as stickers, badges, fridge magnet, etc. These symbolic designs not only maintain 

the cultural connotations of Wamao, but also adapt to a variety of product forms and meet the 

needs of modern consumers for simplicity and practicality. The prototype of the cultural and 

creative souvenir design based on Wamao elements is as follows:

Figure 8 Small badge design model        

Figure 9 Round mirror design model
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Figure 10 Fridge magnets design model

Figure 11 Coaster design model

Figure 12 Memo clip and roof fridge magnet combination

Figure 13 Wamao image phone cases       

Figure 14 Wamao image canvas bag
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Figure 15 Wamao image stamp set design 

Figure 16 Wamao commemorative sticker set design

Conclusion and Discussion

Conclusion

 This study focuses on the visual characteristics analysis and tourist souvenir design of 

Wamao culture in Yunnan, and focuses on the historical culture, regional modeling characteristics 

and market and visitor analysis. Through systematic modeling research and design practice, this 

study draws the following main conclusions:

 (1) Through a comparative analysis of Wamao forms from seven regions in Yunnan, this 

study examines key design characteristics, and combined with the development trend of the cul-

tural and creative industries, a series of innovative design solutions are proposed. Innovation in 

souvenir design: Innovative design not only facilitates the modern adaptation of Wamao culture 

but also enhances its competitiveness in the cultural and creative market.

 (2) The survey results show that tourists value cultural symbolism, so it is necessary to 

preserve the traditional symbolic characteristics of Wamao. In addition, tourists of different ages 

have different preferences for souvenir types, so product design should meet the needs of differ-

ent consumers. Data-driven design method based on user needs makes the product more in line 

with the target market. A product design direction that incorporates user needs not only satisfies 
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the purchasing preferences of the target consumer group, but also enhances the market appeal 

of the souvenir.

 (3) Preserving Core Cultural Elements in Visual Design: by extracting the most representa-

tive symbols (such as Wamao’s large mouth and pointed ears), this study simplifies and modern-

izes these features to ensure that the designs maintain both traditional cultural significance and 

modern aesthetic appeal.

Discussion

 The innovation of this study lies in integrating traditional cultural elements with the mod-

ern tourism souvenir market, exploring cultural and creative design can revitalize local traditional 

culture.

 (1) Traditional cultural symbols (such as the Wamao head design and Bagua decorations) 

can be adapted to modern market demands through symbolic reconfiguration, geometric abstrac-

tion, and flat design techniques.

 (2) Future research could expand Wamao’s imagery into a character-based IP, incorporat-

ing cartoon and anthropomorphism to enhance its accessibility and commercial value.

 (3) Future work could explore the incorporation of other Yunnan cultural symbols, such 

as Dongba script and ethnic embroidery, to establish a more systematic and diversified range of 

cultural souvenirs.

 This study explores innovative applications of Wamao culture in tourism souvenir design. 

The research results provide a feasible solution for the modernization of Yunnan local culture and 

also contribute to the modernization of Yunnan local culture.
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Abstract

 The growing global interest in plant-based diets has transformed consumer behavior, par-

ticularly among health-conscious individuals and those motivated by religious beliefs. This study 

explores the key drivers influencing consumer attitudes and purchase intentions toward plant-

based food in Chiang Mai, Thailand, with a specific focus on the moderating roles of health con-

sciousness and religious beliefs. Using quantitative research design, data were collected from 400 

respondents through a structured survey, and Structural Equation Modeling (SEM) was employed 

to test the relationships between consumer knowledge, the marketing mix (4Ps), and purchase be-

havior. The findings confirm previous research that underscores health consciousness and religious 

beliefs as key factors influencing consumer decision-making. But they also reveal an important 

divergence: Health-conscious consumers are highly price-sensitive, but religious consumers are 

not. Multi-group analysis (MGA) confirms that consumer knowledge positively influences percep-

tions of product, price, place, and promotion, yet only price exerts a direct influence on purchase 

behavior. Environmental concerns play an unexpectedly minor role, with only 2% of respondents 

citing sustainability as a primary driver of plant-based food consumption. These insights have pro-

found implications for marketing strategies and policy development: if businesses want to appeal 

to health-conscious consumers, they will need to highlight affordability and economic value, not 

only nutritional benefits, thereby positioning plant-based food as both a health-conscious and 

cost-effective alternative. 

Keywords: 1) Plant-Based Food 2) Consumer Behavior 3) Health Consciousness 4) Religious Beliefs 

5) Purchase Intention
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Introduction

 1.1 Current Trends in Food Consumption and the Rise of Plant-Based Food in Thai-

land

 In recent years, global food consumption patterns have shifted significantly. Consumers 

are becoming more mindful of their dietary choices, particularly health-conscious individuals who 

prioritize plant-based diets, actively reducing their meat consumption. This shift has prompted the 

food industry, restaurants, and food manufacturers to adapt to evolving consumer preferences by 

developing plant-based food products.

 These transformations are happening in Thailand as well. Market forecasts predict that the 

Thai plant-based food industry is expected to reach 45 billion baht in 2024, with an average annual 

growth rate of 10%, which is comparable to the global market growth rate (Patcharapoj Nantra-

mas, Apinan Supaserm, & Pimchat Ekanchan, 2020). This growth is driven by a shift in consumer 

behavior, emphasizing health consciousness, environmental sustainability, and ethical concerns 

related to animal welfare.

 Thailand has long embraced plant-based diets, especially during the annual Vegetarian 

Festival (Tesagan Gin Jay), rooted in Chinese religious traditions that honor deities through plant-

based consumption. In 2024, spending on vegetarian food during the festival is estimated to reach 

45 billion baht (Amarin TV Online, 2024). Many Thai consumers following vegetarian diets believe 

that abstaining from meat contributes to merit-making and prevents harm to living beings, aligning 

with Buddhist principles (Arunsaengsuree, P., 2015). 

 Flexitarians represent Another key consumer segment, individuals who aim to reduce meat 

consumption while maintaining dietary flexibility. This group adopts plant-based diets in varying 

degrees, either limiting certain meats or alternating between plant-based and animal-based meals. 

In Thailand, approximately one in four people (17-18 million individuals) identify as flexitarian 

(Rerai Janyeam, 2021), demonstrating a growing demand for plant-based alternatives.

 1.2 Chiang Mai as a Hub for Plant-Based Consumption

 Chiang Mai serves as the economic, trade, and investment center of Northern Thailand, 

with a population of approximately 1.8 million people, making it the fourth most populous prov-

ince in the country (Wikipedia Online, 2025). The city's diverse demographic includes Thai locals, 

Thai Chinese communities, and expatriates, creating cultural and religious diversity. Furthermore, 

Chiang Mai has been recognized as the third most vegan-friendly city in the world, boasting one 

of the highest concentrations of vegan restaurants globally (The Vegan World, 2023).

 Beyond its culinary landscape, Chiang Mai's unique cultural identity, spiritual significance, 

and traditional cuisine influence consumer choices, particularly in dietary preferences. Given these 

factors, plant-based food represents a particularly relevant emerging market opportunity in Chiang 

Mai. 
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 While existing research has extensively examined the impact of health consciousness and 

environmental concerns on plant-based food consumption, there is limited understanding of the 

intersection between religious beliefs and purchase intentions for plant-based food in Thailand, 

particularly in Chiang Mai. Previous studies have largely focused on Western markets or broader 

national trends, neglecting the unique cultural, religious, and demographic factors shaping con-

sumer behavior in this region.

 Additionally, although health consciousness is widely recognized as a determinant of 

plant-based food consumption, research has yet to explore the extent to which price sensitiv-

ity moderates the purchasing decisions of health-conscious consumers compared to religious 

consumers. While prior studies suggest that environmental sustainability plays a crucial role in 

adoption of plant-based food, preliminary findings in this study indicate that environmental con-

cerns may have a surprisingly minor impact on consumer behavior in Chiang Mai. This challenges 

conventional wisdom and calls for further investigation into why sustainability considerations are 

not a primary driver in this context.

 Moreover, while previous literature has analyzed the role of consumer knowledge in shap-

ing attitudes toward plant-based food, little attention has been given to how consumer knowledge 

influences perceptions of the marketing mix (4Ps) and purchase behavior in Thailand. The direct 

impact of price on purchase decisions, as identified in this study, suggests an underexplored dy-

namic that requires further examination.

Research Objectives

 1. To examine the influence of health consciousness and religious beliefs on the intention 

to purchase plant-based food.

 2. To assess how consumer knowledge and the marketing mix (4Ps) shape purchase deci-

sions.

 3. To provide insights for businesses to develop effective marketing strategies based on 

consumer preferences.

Literature Review

 2.1 Concept of Consumer Attitudes and Their Influence on Behavior

 The concept of attitude is widely used to explain consumer behavior and is fundamen-

tal to marketing theory and practice. Attitudes serve as dependent variables when assessing the 

impact of marketing promotions and as independent variables in predicting brand or product se-

lection (Smith & Swinyard, 1983). Attitude is defined as “an enduring organization of motivational, 

emotional, perceptual, and cognitive processes with respect to some aspect of our environment. 

It is a learned predisposition to respond in a consistently favorable or unfavorable manner with 

respect to a given object. Thus, attitude reflects how individuals think, feel, and behave toward 
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an aspect of their environment, such as a retail store, television program, or product.

 Attitudes consist of three primary components (Mothersbaugh, Hawkins, & Kleiser, 2020)

 1. Cognitive component (knowledge) - consumer knowledge, perceptions, thoughts, and 

opinions about a particular object.

 2. Affective component (feelings) – emotional responses or reactions toward an object.

 3. Behavioral component (Response Tendencies) – a consumer’s likelihood to act based 

on their attitudes. 

 Being inner phenomena shaped by personal experiences, these attitudes are not directly 

observable, yet they strongly influence consumer decision-making (Assael, 2001; Hanna & Wozniak, 

2001; Schiffman & Kanuk, 2004; Solomon, 2018). While Attitudes are typically stable and resistant 

to change, they can evolve over time due to new experiences and environmental factors.

 2.2 Consumer Attitudes Toward Plant-Based Food

 Attitudes toward plant-based food are shaped by exposure to marketing communications 

and consumer education (Smith & Swinyard, 1983). Research indicates that greater familiarity with 

plant-based food leads to higher acceptance (Assael, 2001; Schiffman & Kanuk, 2004; Solomon, 

2018). However, certain barriers exist, including food neophobia (fear of unfamiliar food), concerns 

over safety, and perceived artificiality (Elzerman et al., 2013; Wilks, 2017). Additionally, some 

consumers lack knowledge about alternative protein sources and the health and environmental 

benefits of plant-based diets (Lea et al., 2006; Hoek et al., 2011).

 Research on alternative protein acceptance has identified facilitating factors such as health 

benefits—lower saturated fat, higher fiber content, and disease prevention (Lea et al., 2006)—and 

environmental consciousness (Nakanithi, 2020). The hindering factors include unfamiliar texture, 

lack of knowledge, and higher costs compared to traditional meat (Elzerman et al., 2013; Wilks, 

2017; Lang, 2020).

 2.3 The Role of the Marketing Mix in Consumer Decision-Making

 The Marketing Mix (4Ps) framework is widely applied in business strategies to meet con-

sumer needs and enhance satisfaction (Kotler & Keller, 2012), influencing consumer demand and 

purchase decisions. The four key components are

 1. Product – The tangible or intangible offering that delivers value to consumers.

 2. Price – The monetary value associated with the product, representing the total cost to 

consumers.

 3. Place – The distribution channels and locations where the product is available, affecting 

accessibility and convenience.

 4. Promotion – The communication tools used to inform, persuade, and influence con-

sumer attitudes and purchasing behavior.

 Leading plant-based food companies have actively employed marketing mix strategies to 

increase consumer awareness, educate the public, and boost product adoption.
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 2.4 Consumer Attitudes and Purchase Intentions Toward Plant-Based Food

 Based on the literature review, the study proposes the following hypotheses.

 H1: KnowledgeScore has a positive and significant effect on Product.

 H2: KnowledgeScore has a positive and significant effect on Price.

 H3: KnowledgeScore has a positive and significant effect on Place.

 H4: KnowledgeScore has a positive and significant effect on Promotion.

 2.5 The Context of Plant-Based Food Consumption in Thailand

 Existing Studies indicate that the primary motivations for plant-based food consumption 

in Thailand stem from health benefits and religious beliefs (Suthin, 2012; Arunsaengsuree, 2015). 

According to Jilpattanakul (2021), religious motivation influences dietary choices more strongly 

than environmental or health concerns. These motivations include devotion to deities (e.g., Guan 

Yin) and adherence to Islamic dietary laws.

 2.6 Health Consciousness and Plant-Based Food Consumption

 Health consciousness is defined as “the degree to which individuals are aware of the 

impact of lifestyle choices on their health” (Lee et al., 2014, p.31). health-conscious consumers 

tend to exhibit positive attitudes toward organic, natural, and minimally processed food (Chen, 

2009; Nagaraj, 2021; Talwar et al., 2021) and are more likely to adopt plant-based food (Hoek et 

al., 2004; Vainio et al., 2016; Siegrist & Hartmann, 2019). They often prioritize ingredient transparen-

cy, functional food components, and self-assessment of personal health (Bornkessel et al., 2014; 

Marsall et al., 2021).

 2.7 Religious Belief and Plant-Based Food Consumption

 Religiosity is defined as “the degree to which beliefs in specific religious values and ideals 

are held and practiced by an individual” (Delener, 1990, p. 27, as cited in Agarwala, Mishra, & 

Singh, 2019). Substantial evidence supports the notion that religious beliefs significantly influence 

consumers' attitudes, values, and actions, including food consumption behaviors, which are close-

ly linked to moral, ethical, and cultural dimensions that shape behaviors reflecting values and 

perspectives on life (Arbit et al., 2017; Thomson, 2015; Santovito, Campo, Rosato, & Khuc, 2023).

 Yun et al. (2008) found that consumers prioritize purchasing products that do not contra-

dict their religious beliefs, while Arifin et al. (2023) demonstrated a positive correlation between re-

ligious consciousness and purchasing behavior. Additionally, Muhamad & Mizerski (2010) identified 

five key factors that illustrate religion’s influence on consumer purchasing behavior: motivation, 

affiliation with a religious group, knowledge about religion, awareness of the social consequences 

of following a religion, and religious commitment.

 In Thailand, where over 90% of the population adheres to Buddhism, there are no rigid 

dietary restrictions, but Buddhist teachings emphasize doing good, avoiding harm, and purifying the 

mind. This flexibility allows Thais to choose their diet based on personal preference. However, the 

concept of karmic retribution is referenced in both Buddhism and Hinduism, encapsulated in the 
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idea that "one will reap what one sows" (Agarwala, Mishra, & Singh, 2019). Buddhism discourages 

harming living beings, leading devout Buddhists to abstain from meat consumption to attain merit 

and inner peace (Jilpattanakul, 2021). Consequently, plant-based food products align with religious 

values, fostering a positive consumer attitude toward such products.

 However, the level of religiosity influences consumers’ sensitivity to perceived risks, partic-

ularly in new purchasing situations such as innovative food products, novel concepts, or unfamiliar 

brands (Agarwala, Mishra, & Singh, 2019). This may impact the acceptance of plant-based food 

innovations. Furthermore, consumers with strong religious values tend to exhibit frugal spending 

behavior, prioritizing price and opting for discounted products compared to those with weaker 

religious values (Agarwala, Mishra, & Singh, 2019). This factor also plays a role in consumers' pur-

chasing decisions regarding plant-based food products.

 2.8 Likelihood of Behavior Variables in Plant-Based Food Consumption

 The likelihood of consumer behavior in plant-based food consumption is shaped by a 

complex interplay of health consciousness, religious beliefs, consumer knowledge, price sensitivity, 

environmental concerns, and strategic marketing interventions. Health-conscious consumers are 

more inclined to adopt plant-based diets, driven by their association with disease prevention and 

overall well-being, yet economic constraints often dictate purchase frequency and brand choic-

es (Su et al., 2024; Jallinoja et al., 2024). Religious adherence, particularly within Buddhism and 

Hinduism, fosters a deep-rooted commitment to plant-based diets, wherein ethical and spiritual 

motivations override price sensitivity, making these consumers more consistent adopters (Arslan 

& Aydın, 2024; Donovan, 2018; Kwaengsopha et al., 2024). However, consumer knowledge plays 

a pivotal role, as those with greater awareness of nutritional benefits and sustainable advantages 

are significantly more likely to integrate plant-based foods into their diets, whereas misconceptions 

about protein deficiency and taste expectations hinder widespread acceptance (Hoek et al., 2011; 

Graça et al., 2015).

 Studies indicate that health consciousness indirectly affects plant-based food consump-

tion through product perception and attitudes (Romero & Ladwein, 2023). Therefore, the Influence 

of the 4Ps on Likely Behavior (LB) proposes the following hypotheses.

 H5: Product affections positively influence Likely Behavior (LB).

 H6: Price affections positively influence Likely Behavior (LB).

 H7: Place affections positively influence Likely Behavior (LB).

 H8: Promotion affections positively influence Likely Behavior (LB).
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Figure 1 Conceptual Model 

Methods

 The population of this study comprises consumers in Chiang Mai Province who are po-

tential buyers of plant-based food products. This includes various consumer segments, such as 

vegetarians, vegans, strict Buddhist vegetarians (Jae), flexitarians, health-conscious individuals, and 

those with specific medical conditions requiring dietary adjustments. As the exact population size 

is unknown, a sample size determination method was employed.

 To ensure statistical rigor, the study adopts Seymour Sudman’s (1976) guideline, which 

suggests that local-level sampling should range between 200 and 500 participants (cited in Wet-

chasarn, 2003:192). Accordingly, a total of 400 respondents were selected using convenience 

sampling, a non-probability sampling technique that allows for data collection from accessible 

and willing participants. This approach is appropriate given the exploratory nature of the study 

and the practical constraints in reaching a randomly selected sample of the target population.

 This research follows a quantitative research design utilizing survey methodology to col-

lect primary data from Thai consumers. The data collection instrument is a structured self-admin-

istered questionnaire, designed to capture relevant insights into consumer attitudes and behaviors 

toward plant-based food products. The questionnaire consists of five main sections as follows. 

 1. Demographic Information-Age, gender, education level, income, dietary preferences, 

and frequency of plant-based food consumption.

 2. Health Consciousness and Religious Beliefs- Perceived importance of diet on personal 

health and motivations for consuming plant-based foods.

 3. Consumer Knowledge- understanding of plant-based food options and their nutritional 

benefits.

 4. Consumer Affections on Marketing Mix (4Ps) 

 5. Purchase Intention- Likelihood of purchasing plant-based products, factors influencing 
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decisions, and brand preferences. Responses are measured using a 5-point Likert scale (ranging 

from 1 = strongly disagree to 5 = strongly agree), ensuring consistency in data analysis.

 3.2 Data Analysis

 To validate the reliability and accuracy of the research model, the study employs a Con-

firmatory Factor Analysis (CFA) to assess the construct validity of latent variables. This process 

ensures that the observed variables effectively represent the underlying theoretical constructs.

 Following CFA, Structural Equation Modeling (SEM) is applied to test the hypothesized 

relationships between health consciousness, religious beliefs, consumer knowledge, and purchase 

intention. SEM enables the examination of direct and indirect effects among variables while con-

trolling for measurement errors. The model fit is evaluated using standard goodness-of-fit indices, 

such as the Chi-square statistic (χ²), Comparative Fit Index (CFI), Tucker-Lewis Index (TLI), Root Mean 

Square Error of Approximation (RMSEA), and Standardized Root Mean Square Residual (SRMR).

Results

 4.1 Descriptive Analysis

 4.1.1 Demographic Characteristics of Respondents

 The demographic composition of the sample (400 Chiang Mai respondents, selected by 

convenience sampling) is as follows. Gender Distribution- Most respondents were male (59.80%), 

while females accounted for 40.30%. Age Distribution- The largest proportion of respondents 

(62.50%) fell within the 23–40 age range, followed by those aged 22 years or younger (25.50%). 

Educational Background- A significant proportion of participants had attained at least a bachelor's 

degree, suggesting a well-educated consumer base. Occupation- A considerable number of re-

spondents were employed in private-sector companies. Income Level- Most participants reported 

an average monthly income ranging between 20,000 to 30,000 THB, indicating a middle-income 

consumer group.

 4.1.2 Knowledge of Plant-Based Food Products

 58% of respondents demonstrated a high level of knowledge and understanding of plant-

based food products. Health consciousness and religious beliefs emerged as the two dominant 

factors influencing consumer attitudes toward plant-based diets. 

 Therefore, the researcher conducted the Structural Equation Modeling (SEM) Analysis to 

examine the direct and indirect relationships between knowledge levels, health consciousness, 

religious beliefs, the marketing mix (4Ps), and purchase intention of plant-based food products. The 

SEM approach allows for a comprehensive assessment of how these key factors interact, identi-

fying the extent to which health and religious motivations mediate or moderate the influence of 

consumer knowledge on purchase behavior while also evaluating the effectiveness of marketing 

strategies in shaping consumer decisions.
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 4.2 Structural Equation Modeling (SEM) Analysis

 4.2.1 Confirmatory Factor Analysis (CFA)

 Confirmatory Factor Analysis (CFA) was performed using AMOS 26.0 to assess the reliability 

and validity of the measurement model. CFA is an essential step in structural equation modeling 

(SEM) to confirm whether the observed variables adequately represent the latent constructs. The 

analysis evaluates the goodness-of-fit (GOF) of the model by comparing empirical data with the 

hypothesized measurement framework.

 Table 1 presents the standardized factor loadings, composite reliability (CR), average vari-

ance extracted (AVE), and Cronbach’s alpha (α), which are essential indicators for assessing the 

reliability and validity of the measurement model. The findings offer an empirical evaluation of 

the structural robustness of the constructions used in this study.

 The factor loadings indicate the strength of the relationship between observed variables 

and their respective latent constructions. Generally, a factor loading above 0.70 is considered 

acceptable, as it demonstrates a strong correlation with the underlying construction. In this study, 

certain items such as C52 (LB), Product27 (GPB), Price35 (GPI), Place40 (PCE), and Promo50 (GCI) 

(Product27 states that Plant-Based Food products are certified according to standards, Price35 is 

reasonable compared to taste, Place40 is online distribution channels (e.g., Facebook, Instagram, 

Line, Shopee, Lazada, TikTok), Promo50 is promotional campaigns during food festivals e.g., Vege-

tarian Festival, Vegan Fair, Health Expo, Northern Agricultural Fair).exhibit relatively high loadings, 

reinforcing their relevance in representing the respective constructs. However, the absence of 

factor loading values for several items suggests that further validation may be required to confirm 

their significance within the measurement model.

 Composite reliability (CR) assesses the internal consistency of the constructs, with values 

above 0.70 indicating satisfactory reliability. The results confirm that most constructs exhibit strong 

reliability, particularly LB (0.911), GPB (0.875), GPI (0.871), and GCI (0.833), which surpass the rec-

ommended threshold. However, PCE (0.737) falls within a moderate reliability range, and some 

constructs lack reported CR values, necessitating additional scrutiny to ensure their measurement 

consistency.

 The average variance extracted (AVE) measures the proportion of variance captured by 

the latent constructs about measurement error. A value exceeding 0.50 is commonly accepted 

as an indicator of convergent validity. The results reveal that LB (0.824) meets this criterion, sug-

gesting a robust explanatory power for this construction. However, GPB (0.356), GPI (0.302), PCE 

(0.255), and GCI (0.240) exhibit AVE values below the acceptable threshold, indicating that these 

constructs may have limited ability to account for the variance in their respective indicators. In 

line with Fornell and Larcker (1981), convergent validity can still be considered adequate if AVE is 

below 0.50 but CR exceeds 0.60, suggesting that some constructs may still be valid despite their 

low AVE scores.
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 Cronbach’s alpha (α) provides an additional measure of internal reliability, with values 

above 0.70 indicating strong consistency. The findings confirm that LB (0.895) demonstrates high 

reliability, while GPB (0.671), GPI (0.628), and GCI (0.609) fall within the moderate reliability range. 

However, PCE (0.507) exhibits weak reliability, suggesting that item refinement may be necessary 

to enhance its internal consistency.

Table 1 Standardized factor loadings, CR, AVE, and Cronbach’s alpha

Items Construct Factor loadings CR AVE α

C51 <--- LB

C52 <--- LB 1.808 0.911 0.824 0.895

Product23 <--- AGP

Product24 <--- AGP

Product25 <--- GPB

Product27 <--- GPB 2.355 0.875 0.356 0.671

Price32 <--- GPB

Price33 <--- GPB

Price34 <--- GPI

Price35 <--- GPI 2.197 0.871 0.302 0.628

Place36 <--- GPI

Place39 <--- GPI

Place40 <--- PCE 1.501 0.737 0.255 0.507

Promo42 <--- PCE

Promo47 <--- PCE

Promo48 <--- PCE

Promo49 <--- GCI

Promo50 <--- GCI 1.956 0.833 0.240 0.609
Notes: CR: Composite reliability, AVE: Average variance extracted, α: Cronbach’s alpha

 Table 2 presents the results of the main hypothesis testing, examining the relationships 

between knowledge scores, the four marketing mix elements (4Ps), and their influence on likely 

behavior (LB). 

 The results confirm that knowledge score has a significant positive effect on all four mar-

keting mix elements: product (H1: β = 0.073, p < 0.001), price (H2: β = 0.058, p < 0.001), place 

(H3: β = 0.037, p < 0.001), and promotion (H4: β = 0.040, p < 0.001). These findings suggest that 

consumers with higher knowledge scores exhibit greater awareness and consideration of product 

attributes, pricing strategies, distribution channels, and promotional efforts when engaging with 

plant-based food products. The significant results across all four dimensions support the hypoth-

esis that consumer knowledge influences marketing perceptions in a meaningful way.
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Table 2 Main hypothesis testing results

Path Estimate S.E. C.R. P-value Result

H1 KnowledgeScore → Prod 0.073 0.013 5.507 *** Supported

H2 KnowledgeScore → Price 0.058 0.012 4.618 *** Supported

H3 KnowledgeScore → Place 0.037 0.01 3.578 *** Supported

H4 KnowledgeScore → Promo 0.04 0.01 4.01 *** Supported

H5 Product → LB 0.173 0.103 1.682 0.092 Not supported

H6 Price → LB 0.587 0.134 4.368 *** Supported

H7 Place → LB 0.059 0.206 0.285 0.776 Not supported

H8 Promotion → LB 0.272 0.174 1.567 0.117 Not supported
Notes: ***, * Significant at the .001 and .05 levels.

 However, when examining the influence of the 4Ps on likely behavior (LB), the results 

reveal that price (PRI → LB: χ² = 3.967, p = 0.046) exhibits a significant moderating effect. This 

suggests that religion and health consciousness moderate the relationship between price and 

likely behavior, so that consumer responses to pricing strategies vary based on wether they are 

motivated by religious or health concerns. In contrast, product (PROD → LB: χ² = 0.58, p = 0.446), 

place (PLA → LB: χ² = 0.869, p = 0.351), and promotion (PROM → LB: χ² = 0.029, p = 0.866) do not 

show significant moderation effects, which indicates that these factors influence likely behavior 

consistently across groups.

 The model fit indices, including the Normed Fit Index (NFI), Incremental Fit Index (IFI), Rel-

ative Fit Index (RFI), and Tucker-Lewis Index (TLI), remain stable across groups, further supporting 

the robustness of the findings. The results imply that price sensitivity is influenced by religious and 

health-conscious motivations, highlighting the importance of tailoring pricing strategies to align with 

ethical, spiritual, and wellness-driven consumer preferences.

 However, when assessing the impact of the marketing mix elements on likely behavior (LB), 

the findings reveal mixed results. Among the four elements, only price (H6: β = 0.587, p < 0.001) 

significantly influences LB. In contrast, the effects of product (H5: β = 0.173, p = 0.092), place (H7: 

β = 0.059, p = 0.776), and promotion (H8: β = 0.272, p = 0.117) on LB are not statistically significant, 

suggesting that these factors may not be primary determinants of consumer purchase decisions in 

this context.

 Multi-Group Analysis (MGA) -Moderating Effects of Religion and Health Consciousness

 Table 3 presents the results of the multi-group analysis (MGA) using chi-square difference 

tests to examine the moderating effects of religion and health consciousness on the relationships 

between knowledge score (KLS), the 4Ps (product, price, place, promotion), and likely behavior 

(LB). The chi-square comparison assesses whether significant differences exist between groups in 

their structural paths, thereby identifying the extent to which these moderators influence consum-

er decision-making in plant-based food consumption.
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 The findings indicate that knowledge score (KLS) does not significantly differ across groups 

in its effect on product (PROD: χ² = 2.14, p = 0.144), price (PRI: χ² = 0.00, p = 0.999), place (PLA: χ² 

= 0.291, p = 0.590), and promotion (PROM: χ² = 1.15, p = 0.284). These results suggest that neither 

religion nor health consciousness significantly moderate the impact of knowledge on consumer 

perceptions of the marketing mix elements, implying that knowledge alone is a stable determinant 

of product, price, place, and promotional awareness regardless of religious or health-conscious 

motivations.

Table 3 Results of Multi-group Analysis (MGA) based on 4Ps influenced Religion by Knowledge 

Score and Likely Behavior (LB)

Path Estimate S.E. C.R. P-value Result

H1a KnowledgeScore → Prod 0.087 0.018 4.886 *** Supported

H2a KnowledgeScore → Price 0.056 0.016 3.425 *** Supported

H3a KnowledgeScore → Place 0.029 0.012 2.511 0.012 Supported

H4a KnowledgeScore → Promo 0.027 0.01 2.605 0.009 Supported

H5a Product → LB 0.116 0.114 1.016 0.31 Not supported

H6a Price → LB 0.274 0.16 1.713 0.087 Not supported

H7a Place → LB 0.454 0.38 1.193 0.233 Not supported

H8a Promotion → LB 0.317 0.337 0.941 0.347 Not supported
Notes: ***, * Significant at the .001 and .05 levels.

 However, when examining the influence of the 4Ps on likely behavior (LB), the results 

reveal that price (PRI → LB: χ² = 3.967, p = 0.046) exhibits a significant moderating effect. This 

suggests that religion and health consciousness moderate the relationship between price and 

likely behavior, so that consumer responses to pricing strategies vary based on whether they are 

motivated by religious or health concerns. In contrast, product (PROD → LB: χ² = 0.58, p = 0.446), 

place (PLA → LB: χ² = 0.869, p = 0.351), and promotion (PROM → LB: χ² = 0.029, p = 0.866) do not 

show significant moderation effects, which indicates that these factors influence likely behavior 

consistently across groups.

 The model fit indices, including the Normed Fit Index (NFI), Incremental Fit Index (IFI), Rel-

ative Fit Index (RFI), and Tucker-Lewis Index (TLI), remain stable across groups, further supporting 

the robustness of the findings. The results imply that price sensitivity is influenced by religious and 

health-conscious motivations, highlighting the importance of tailoring pricing strategies to align with 

ethical, spiritual, and wellness-driven consumer preferences.

Conclusion and Discussion

 Our findings suggest that health-conscious individuals consider price a key factor in their 

decision-making process, whereas religious consumers remain relatively insensitive to pricing when 

purchasing plant-based food.
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 These results align with the descriptive analysis, which shows that religious consumers gen-

erally possess a higher level of knowledge about plant-based diets compared to their health-con-

scious counterparts (Lea et al., 2006). The difference in price sensitivity can be explained by the 

fundamental motivations of each group: health-conscious consumers make rational economic 

decisions, whereas religious consumers base their dietary choices on faith-driven principles rather 

than financial considerations (Schiffman & Kanuk, 2004; Solomon, 2018).

 5.1 Behavioral Insights and Theoretical Explanation

 5.1.1 Religious Consumers

 The purchasing behavior of religious consumers is primarily shaped by ethical, spiritual, 

and cultural values, making them largely unaffected by price fluctuations (Jilpattanakul, 2021). 

Their commitment to plant-based diets is deeply rooted in religious traditions, such as Buddhist 

and Jainist dietary principles, which emphasize non-violence and mindful eating (Assael, 2001). 

Additionally, their higher level of knowledge and familiarity with plant-based food suggests that 

they do not rely on price as a determining factor in their consumption decisions, as they are already 

accustomed to these dietary choices (Lang, 2020).

 5.1.2 Health-Conscious Consumers

 Unlike religious consumers, health-conscious individuals adopt a pragmatic approach 

when selecting plant-based food products, carefully weighing cost-effectiveness before making a 

purchase (Hanna & Wozniak, 2001; Hoek et al., 2011). Their price sensitivity stems from compari-

sons between plant-based and conventional food products, leading them to assess whether the 

perceived health benefits justify the higher costs often associated with plant-based alternatives 

(Elzerman et al., 2013). This economic rationality influences their willingness to adopt plant-based 

diets, making affordability a critical factor in driving purchase behavior (Mothersbaugh et al., 2020).

 5.2 Health Consciousness and Religious Beliefs as Primary Motivators

 The findings reaffirm that health consciousness and religious beliefs are the two dominant 

factors influencing consumer awareness and adoption of plant-based diets (Bornkessel et al., 2014; 

Talwar et al., 2021). Health-conscious consumers prioritize personal well-being, recognizing the 

nutritional advantages of plant-based diets in preventing chronic diseases and promoting overall 

health (Chen, 2009). Meanwhile, religious consumers adhere to ethical and spiritual dietary prac-

tices, following plant-based diets as an expression of faith and cultural values (Jilpattanakul, 2021).

 5.3 Limited Environmental Concern

 Despite the growing global emphasis on sustainability, environmental considerations seem 

to play a negligible role in shaping the attitudes of Thai consumers toward plant-based food 

choices. Only 2% of respondents cited environmental sustainability as their primary motivation 

for consuming plant-based food (Siegrist & Hartmann, 2019). The widely recognized ecological 

benefits of plant-based diets—such as reducing carbon footprints, lowering water consumption, 

and mitigating deforestation—have yet to significantly influence consumer behavior in Chiang Mai 
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(Nantramas et al., 2020).

 5.4 Implications for Consumer Awareness and Marketing Strategies

 Given that health consciousness and religious beliefs serve as the primary drivers of plant-

based food consumption, businesses and policymakers should prioritize targeted marketing and 

educational initiatives for these two key consumer segments (Kotler & Keller, 2012). Marketing 

strategies should emphasize nutritional benefits and affordability for health-conscious consumers, 

while promoting ethical, spiritual, and cultural aspects for religiously motivated consumers (Rome-

ro & Ladwein, 2023).

 At the same time, efforts to raise awareness of the environmental benefits of plant-based 

diets should be reinforced through eco-labeling, sustainability campaigns, and strategic collabo-

rations with environmental organizations (Lang, 2020). By integrating sustainability messaging into 

broader marketing narratives, businesses can gradually increase consumer concern for ecological 

impact, potentially expanding the reach of plant-based food consumption beyond its current 

health and religious appeal (Smith & Swinyard, 1983).
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Analyzing the Relationship Between Policy Awareness, Fulfillment of Expec-

tations, Perceived Value and Customer Satisfaction in the Cambodia’s Health 

Insurance Industry 
MOROKATH LAO and Sunida Piriyapada

Abstract

 Purpose: The main objective of the study is to analyze the relationship between Policy 

Awareness, Fulfillment of Expectations, Perceived Value and Customer Satisfaction in the Cambo-

dia’s Health Insurance Industry.

 Design/Methodology/Approach: Data collection was conducted using the purposive sam-

pling method. An online survey was contributed through social medias with people, who are 

familiar with health insurance policy or the health insured in Cambodia’s insurance market.

 Finding: The result demonstrated that fulfillment of expectation (FE) had the strongest 

effect on customers satisfaction (CS) followed by perceived value (PV) and policy awareness (PA). 

In addition, the author also found a significant correlation between customer satisfaction (CS) and 

complaint handling (CH) and trust (T).

 Originality/Value: The finding of this study developed a hypothesized model and highlight-

ed significant relationships between Policy Awareness, Fulfillment of Expectations, Perceived Value 

and Customer Satisfaction of health insurance product in Cambodia. Moreover, it provides useful 

implications for Government and Regulatory bodies, healthcare providers, insurance company and 

policy holders to not only foster health insurance product awareness, but also segment healthcare 

market, provide and design health insurance products according to the social needs.

Keywords: 1. Health Insurance 2. Policy Awareness 3. Fulfillment of Expectation 4. Perceived Value 

5. Customer Satisfaction 6. Complaint Handling, Trust.
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1. INTRODUCTION

1.1 Background of Study

 Insurance functions as an essential tool that allows individuals to transfer risks to insurance 

providers, thereby alleviating financial strains in the event of unexpected incidents. Policyhold-

ers are compensated when designated risks, as outlined in the insurance agreements, occur. In 

Cambodia, the insurance industry is a key contributor to economic growth and the reinforcement 

of the social security system. The sector has seen notable growth, with 40 insurance companies 

operating in three segments: general insurance, life insurance, microinsurance.

 In 2020, Cambodia's insurance industry demonstrated significant progress, although its 

market penetration remained below 1%, indicating substantial potential for future expansion 

(Insurance Association of Cambodia, 2021). The sector has undergone significant development in 

recent years, attracting the attention of both international and local competitors.

Figure 1 Gross premium and Gross Claim paid
Image Credit: Insurance Association Cambodia

 A report by the Insurance Association of Cambodia in early 2021 indicated that total in-

surance premiums for 2020 grew by 7.3% compared to the previous year, reaching $271.5 million 

(Insurance Association of Cambodia, 2021). Life insurance contributed 56.1% of the total premiums, 

general insurance made up 41.9%, and microinsurance accounted for only 2%. In 2020, insurance 

companies paid out a total of $37 million in claims to their customers (Figure 1).

 Despite the sector’s growth, Cambodia’s insurance penetration rate remains low at 1.1% 

of GDP in 2022, falling behind neighboring countries such as Vietnam and Thailand as of 2.8% and 

5%, respectively (IRC, 2022). This disparity indicates a research gap in understanding the factors 

contributing to the low insurance uptake rates, especially in the context of health insurance. As 

the country develops, the demand for essential services and maintaining good health to ensure 

financial stability is increasing. Therefore, the need to examine the factors influencing customer 

satisfaction with health insurance in Cambodia is emphasized by the gap between insurance sales 

figures and the actual demand for health coverage. Despite the clear necessity for health insur-

ance, it represented only 23% of total insurance premiums in 2022. Moreover, the substantial 

number of Complaint lodged by insured individuals—totaling 1,044 by the second semester of 

2023—signals an urgent need to address issues of customer dissatisfaction within the industry.

 Understanding the factors contributing to low health insurance adoption rates and dissat-

isfaction among policyholders is crucial for several reasons. First, it can guide efforts to improve 
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public awareness and perceptions of health insurance. Many Cambodians may not fully grasp 

the benefits of health insurance or may view it as too costly or unnecessary. By identifying and 

addressing these misconceptions, there is an opportunity to increase health insurance uptake, 

thereby providing individuals and families with greater financial security.

 Secondly, assessing customer satisfaction with health insurance can provide valuable in-

sights into the quality of services offered by insurers. Complaint from policyholders may pinpoint 

areas needing enhancement, such as claims processing efficiency, customer service standards, or 

policy transparency. By resolving these issues, insurers can cultivate greater trust and confidence 

among customers, ultimately fostering a more supportive environment for increased insurance 

adoption.

 The importance of examining the factors influencing customer satisfaction with health 

insurance extends beyond immediate benefits to individuals and families. A robust and efficient 

health insurance sector is essential for the broader stability and growth of the economy. It can 

attract foreign investment, enhance productivity, and create employment opportunities within the 

insurance industry and related sectors. Furthermore, a well-established health insurance system 

can strengthen social cohesion and reduce inequalities by ensuring equitable access to healthcare 

services for all segments of the population.

1.2 Research Objectives and Research Questions  

 1.2.1 Research Objectives

 1. To evaluate the impact of policy awareness, fulfillment of expectations, and perceived 

value on customer satisfaction in Cambodia's health insurance industry.

 2. To examine how customer satisfaction influences complaint handling effectiveness and 

customer trust within Cambodia’s health insurance industry.

 3. To develop actionable recommendations based on the findings, aimed at improving 

customer satisfaction and trust in Cambodia’s health insurance sector.

 1.2.2 Research Questions

 1. How do policy awareness, fulfillment of expectations, and perceived value affect cus-

tomer satisfaction among health insurance holders in Cambodia?

 2. How does customer satisfaction influence complaint handling effectiveness and trust 

among health insurance holders in Cambodia?

 3. What key factors identified in this study can inform a comprehensive approach to ad-

dressing practical issues in Cambodia's health insurance sector?

1.3 Benefit of Research

 The goal of this study is to examine the factors influencing customer satisfaction with 

health insurance products in Cambodia, aiming to alleviate financial burdens on individuals.  

Furthermore, this study will support the efforts of the Insurance Regulator of Cambodia (IRC) in 

increasing awareness of insurance among Cambodians and achieving an insurance penetration rate 
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of 5.5% of GDP by 2030. 

 Stakeholders in this research include various entities with vested interests in the health-

care and insurance sectors:

 Government and Regulatory Bodies: These entities are instrumental in shaping health-

care policies and regulations. They are pivotal in ensuring that health insurance policies meet the 

needs of individuals and promote public health.

 Healthcare Providers: Hospitals, clinics, and healthcare professionals rely on health insur-

ance coverage to provide essential services to patients. They are directly impacted by insurance 

reimbursement policies.

 Insurance Companies: These stakeholders are responsible for designing, selling, and 

administering health insurance policies. They have a vested interest in understanding customer 

satisfaction factors to enhance their offerings and improve market penetration.

 Policyholders: Individuals and families purchasing health insurance policies, rely on insur-

ance coverage to manage healthcare expenses and protect their financial well-being.

 By doing so, the government can not only foster economic development but also alleviate 

poverty and elevate the country's international standing. Additionally, the results of this study will 

serve as foundational knowledge for future researchers interested in exploring the role of digital 

marketing in promoting customer satisfaction with health insurance in Cambodia.

1.4 Definition of terms

Health Insurance

 Health insurance is an insurance policy that covers the cost of treatment for injuries, ill-

nesses or other expenses, such as the cost of long-term care for an insured person who is physi-

cally injured or affected by an illness (IRC, 2023). (Wagstaff, 2007) stated that to be able to protect 

themselves monetarily through insurance, people who prioritize their health can also lead very 

healthy lives. Thus, this study will center its investigation on health insurance coverage.

2. LITERATURE REVIEW

 In this chapter, a comprehensive review of related articles and studies pertaining to fac-

tors influencing customer satisfaction in the realm of health insurance is presented. The literature 

review is structured into six key components, each shedding light on distinct facets of the subject 

matter. The introductory section sets the stage for this exploration by providing a holistic overview 

of the significance and relevance of understanding these factors. 

2.1 Variables used in the study

 Policy Awareness

 Insurance policy is a legally binding document issued by an insurance company that 

sets out the essential contents and detailed conditions agreed between the insurance company 

and the insured person in the insurance contract. The insurance policy is issued together with a 
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certificate of insurance or another relevant document (IRC, 2023). Prior research has underscored 

the pivotal role of policy awareness in shaping customer perceptions, behaviors, and ultimately, 

satisfaction with their insurance plans (Smith et al., 2018; Johnson & Nguyen, 2019). By elucidating 

the relationship between policy awareness and customer satisfaction, scholars have contributed 

valuable insights into strategies for enhancing consumer empowerment and engagement in health-

care decision-making.

 Fulfillment of Expectation

 Consumer expectations are internal benchmarks that consumers employ to judge the 

caliber of a service encountered. Expectations can be defined as "a prediction of future events 

based on past performance, present conditions, or other sources of information (Kamaruddin 

et al., 2012). Fulfillment of expectation represents another crucial dimension in the assessment 

of customer satisfaction with health insurance. When these expectations are met or exceeded, 

individuals are more likely to perceive their insurance plans positively and report higher levels of 

satisfaction (Brown & Lee, 2020; Chen et al., 2021).

 Perceived Value

 Perceived value is the consumer's overall appreciation of the consumption of products 

or services, as determined by the consumer’s perception of the products or services received. 

It is also defined as value, like quality, is a factor that contributes to customer happiness which 

was argued by (Rust and Oliver, 1993). Perceived value emerges as a fundamental determinant of 

customer satisfaction in the health insurance context. Customers evaluate the benefits received 

from their insurance plans relative to the costs incurred, weighing factors such as premiums, de-

ductibles, copayments, and coverage limitations (Wang & Kim, 2022). Research suggests that cus-

tomers who perceive their insurance plans as offering favorable value propositions are more likely 

to express satisfaction with their overall insurance experience and remain loyal to their providers.

 Complaint Handling

 A consumer may experience negative emotions like rage and despair if they believe that a 

difficult and unsatisfactory experience at the store would negatively impact their own wellbeing. 

When a consumer is unhappy, they will first file a complaint about the service provider, so that 

they will feel at ease (Oliver 1997). Complaint handling represents a critical aspect of customer 

satisfaction management in health insurance. When customers encounter challenges or grievances 

related to their coverage, prompt and effective resolution of Complaint is essential for maintaining 

trust and satisfaction (Johnson & Nguyen, 2019; Chen et al., 2021). Studies have highlighted the 

importance of transparent communication, responsive customer service, and fair claims processing 

in mitigating dissatisfaction and fostering positive customer experiences.

 Customer Satisfaction

 Customer satisfaction mostly defined as a state to match between products performance 

and customer’s expectation (Kotler & Keller, 2012). Customer satisfaction serves as the ultimate 
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measure of success for health insurance providers. It encompasses customers' overall evaluations 

of their insurance plans, including satisfaction with coverage, service quality, affordability, and 

perceived value (Smith et al., 2018; Brown & Lee, 2020). By understanding the determinants of 

customer satisfaction, insurers can identify opportunities for improvement and tailor their offerings 

to better meet the evolving needs and preferences of their customers.

 Trust 

 Trust is a consumer's expectation that a service provider can be trusted or accepted to 

fulfill its promises (Chen & Dhillon, 2003). Trust builds long-term commercial partnerships and that 

it is a highly valuable instrument for improving corporate connections (Alrubaiee 2012). Trust forms 

the bedrock of the insurer-customer relationship and significantly influences customer satisfaction 

in health insurance (Wang & Kim, 2022). Research has demonstrated that high levels of trust are 

associated with greater satisfaction, loyalty, and positive word-of-mouth referrals, underscoring the 

importance of fostering trust-based relationships in the insurance industry

2.2 Previous Study & Related Literature Review

 2.2.1 Policy awareness and customers satisfaction

 Several studies have highlighted the crucial role of policy awareness in shaping client 

satisfaction within the domain of health insurance. Shafiu Mohammed, Sambo, and Dong (2011) 

investigated the factors contributing to satisfaction with health insurance in Nigeria, emphasizing 

the significance of awareness in enhancing client satisfaction. Their findings indicated that height-

ened policy awareness positively influenced client satisfaction by enabling individuals to better 

understand their coverage and benefits.

 Smith et al. (2018) found that policyholders who comprehensively understood the terms 

and conditions of their health insurance were more satisfied with their coverage. This suggests 

that clarity and understanding of policy details play a crucial role in fostering satisfaction and 

confidence in utilizing insurance benefits effectively.

 Lastly, Chen et al. (2021) further supported these findings by demonstrating that clients 

who received comprehensive information about their health insurance policies reported higher 

satisfaction levels with the adequacy of coverage for their healthcare needs. This underscores the 

importance of informed decision-making in ensuring satisfaction with insurance plans.

 2.2.2 Fulfillment of Expectation and Customers satisfaction

 In digital channels, Kujala et al. (2017) assert that customers' expectations regarding tech-

nology's capabilities shape their experience, influencing satisfaction levels (Bilgihan et al., 2015). 

Moreover, Martinus Tukiran (2021) emphasizes the positive impact of customer expectations on 

satisfaction, particularly concerning perceived quality and value.

 Oliver (1980) highlights that meeting or surpassing consumers' expectations increases their 

likelihood of satisfaction with the product or service. Similarly, Anderson and Sullivan (1993) stress 

the importance of meeting customer expectations to enhance satisfaction levels, particularly in 
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service quality contexts.

 In the insurance sector, Han et al. (2016) found that policyholders' satisfaction hinges sig-

nificantly on whether the insurance company meets their expectations regarding coverage, claims 

processing, and customer service. Mittal et al. (1998) further elaborate on the "expectancy-discon-

firmation theory," suggesting that satisfaction is evaluated based on the disconfirmation between 

prior expectations and actual experiences. Thus, fulfilling promises and meeting or exceeding 

policyholders' expectations regarding coverage, service quality, and claims processing can enhance 

overall customer satisfaction.

 2.2.3 Perceived Value and Customers Satisfaction

Several studies have emphasized the significance of perceived value in shaping customer 

satisfaction across various industries. Martinus Tukiran (2021) posited that attentive listening, ef-

forts to meet and exceed customer expectations, and delivering enhanced value contribute to 

heightened customer satisfaction. Furthermore, Liu Li's study in 2022 underscored the pivotal role 

of perceived value in influencing patient satisfaction within health tourism contexts, particularly 

emphasizing its impact on the satisfaction of Chinese exchange students in Malaysia.

 In the hospitality industry, Sweeney and Soutar (2001) found that perceived value signifi-

cantly influenced guest satisfaction with hotel services. Likewise, Varki and Wong's study (2003) 

in the retail sector demonstrated a positive correlation between customers' perceptions of value 

and satisfaction with their shopping experiences.

 2.2.4 Customers satisfaction and Complaint handling

 Numerous studies underscore the pivotal role of effectively managing and resolving cus-

tomer Complaint in ensuring client satisfaction across diverse industries. Supriaddin et al. (2015) 

highlighted the essentiality of addressing Complaint correctly, noting its significance in enhancing 

satisfaction levels and positively altering customer perceptions. They observed that customers 

previously dissatisfied with a company could transition to satisfaction upon developing trust in the 

company's capacity to address and resolve issues competently.

 Similarly, Rohaizah Abd. Latif's investigation (2023) into life insurance services in Klang Val-

ley, Malaysia, illuminated the manifold influences of service quality, perceived value, corporate 

image, complaint behavior, and agent role on customer satisfaction. This study underscored the 

complex interplay of various factors contributing to satisfaction within the life insurance sector.

 In the realm of insurance, customer Complaint wield significant influence over overall 

satisfaction with insurance providers. Liu and Zhao (2020) revealed that customers encountering 

issues with insurance policies or claims processing were prone to expressing dissatisfaction with 

the company. Additionally, Zhou et al. (2018) emphasized the indispensable nature of prompt 

and efficient complaint resolution in ameliorating adverse impacts on customer satisfaction and 

retention within the insurance sector.
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 2.2.5 Customers satisfaction and Trust

 (Tang, 2011) examined the impact of patient trust in medical services and attitude towards 

health policy on overall satisfaction and sub-satisfaction in the medical experience in China, indi-

cating a significant influence of patient trust on both overall satisfaction and sub-satisfaction.

 Moreover, Wendel (2011) explored how customer trust in a company is influenced by 

satisfaction, particularly in the Dutch health insurance market.

 In the insurance industry, Bartikowski and Llosa (2015) highlighted the pivotal role of trust 

in shaping customer satisfaction and loyalty, indicating that policyholders who trust their insurance 

providers are more likely to be satisfied with their overall experience. Furthermore, Chakrabarty 

and Yildirim (2018) demonstrated that trust was a critical determinant of customer loyalty and 

positive word-of-mouth in the insurance sector.

2.3 Conceptual Framework

 Based on the previous researches, the relationship between the variables of policy 

awareness, fulfillment of expectation, perceived value, complaint handling, trust with customers 

satisfaction can be formulated within the conceptual framework of the research as shown in figure 

below.

Adopted from a study of “Assessment of the satisfaction with public health insurance programs by patients with chronic 

diseases in China: a structural equation modeling approach” (Geng et al. 2021)

2.4 Research Hypotheses 

 This research had five hypothesis that derived from literature review and conceptual 

framework.

 H1: Policy awareness affects customer satisfaction.

 H2: Fulfillment of expectation affects customer satisfaction.

 H3: Perceived Value affects customer satisfaction.

 H4: Customers satisfaction affects Complaint handling.

 H5: Customers satisfaction affects trust.

3. METHODS

 In this chapter, the researcher delineated the various research methodologies employed. 

The initial section outlined the methods utilized to gather data from respondents. Subsequently, 

the second section elaborated on respondents and sampling procedures, comprising four sub-sec-

tions: population and sample, sampling size, sampling techniques, and data entry. Moving forward, 
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the third section expounded on the research instruments and questionnaire devised for this study. 

The subsequent sections, spanning from the fourth to the sixth, delved into discussions pertaining 

to pretests, data collection processes, and finally, the statistical treatment of data.

3.1 Population, Sampling Size and sampling techniques 

 This study aims to gather data from individuals familiar with health insurance products, 

encompassing both genders and residing in urban or rural regions of Cambodia. The target pop-

ulation comprised Cambodian insurance holders, specifically those who have purchased health 

insurance and fall within the age range of 18 to 60 years old. 

 To calculate a sample size, Cochran's formula was a method used to determine the sam-

ple size needed for estimating proportions within a population with a specified level of confidence 

and precision. The formula was typically used when the population size was large or unknown. 

According to Cochran (1977) was expressed as:

 

 Where:

 n = desired sample size

 Z = Z-score corresponding to the desired level of confidence (e.g., 1.96 for a 95% confi-

dence level)

 p = estimated proportion of the population with a particular characteristic or outcome (if 

unknown, p can be set to 0.5 for maximum variability, resulting in the largest sample size)

 E = desired margin of error or precision (the maximum allowable difference between the 

sample estimate and the true population parameter)

 To use Cochran’s formula when the population size is unknown. The formula becomes:

 

 A sample size of roughly 385 Cambodian consumers was required to estimate the pro-

portion of individuals obtaining health insurance among this demographic, with a 95% confidence 

level and a margin of error of 5%, assuming maximum variability. In anticipation of potential errors 

in response feedback, a sample of 400 health-insured individuals would be required to participate 

in questionnaire surveys, facilitating data collection for the research.  In this study, purposive sam-

pling was employed to select participants who had firsthand experience with health insurance 

products in Cambodia. Participants were chosen based on their status as health insurance policy-

holders, ensuring that the sample group comprised individuals who have actively engaged with 

health insurance services within the Cambodian market. This approach allows for the targeted 

selection of participants who possessed the specific knowledge and experiences relevant to the 

research objectives, facilitating a focused exploration of factors influencing customer satisfaction 
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with health insurance (Trochim, W. M. K., 2006).  

3.2 Research instrument 

 This study was designed to thoroughly investigate the factors contributing to customer 

satisfaction with health insurance in Cambodia. Utilizing a meticulously crafted survey question-

naire comprising 40 questions—ranging from open-ended and multiple-choice to Likert scale 

inquiries—the researcher aimed to explore the connections between various variables related to 

health insurance satisfaction in depth.

 Utilizing a descriptive research methodology, this study aimed to explore the experiences 

and perceptions of health insurance customers in Cambodia who reported satisfaction with their 

policies. The researcher employed a survey as the primary tool for data collection, intending to 

capture both verbal and nonverbal responses regarding insurance awareness, opinions, experienc-

es, and satisfaction levels.

 The questionnaire was structured into four distinct sections, designed to facilitate a com-

prehensive examination of the topic. The first section acted as a screening tool, ensuring that 

subsequent sections targeted individuals with relevant experiences and insights about health 

insurance.

 The second section focused on collecting basic demographic information from respon-

dents, including variables such as age, gender, education level, occupation, income, and geo-

graphic location. This information provided essential context for the subsequent analysis of the 

collected data.

 The core component of the questionnaire lay in the third section, where the researcher 

delved deeply into eliciting respondents’ thoughts and perceptions as health insurance policy-

holders. Constructs identified by various authors were employed and assessed using a 5-point 

Likert scale. These constructs included, but were not limited to, policy awareness, fulfillment of 

expectations, perceived value, complaint handling, and trust. By systematically evaluating these 

factors, the study aimed to gain insights into the drivers of customer satisfaction within the Cam-

bodian health insurance market.

 Furthermore, the questionnaire incorporated a final section dedicated to capturing quali-

tative feedback, suggestions, and ideas from participants. This qualitative data served to comple-

ment the quantitative analysis, providing rich insights into the nuanced aspects of health insurance 

satisfaction.

 In the commitment to inclusivity and accessibility, each questionnaire item was meticu-

lously prepared in both Khmer and English languages. This approach ensured that respondents 

could comfortably communicate in their preferred language, thereby enhancing sample participa-

tion and representativeness. The questionnaire was distributed through online channels, ensuring 

interaction between the researcher and respondents. This approach offered numerous advantag-

es, including feedback and rapport-building, all of which enhanced both response rates and data 

quality.
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Variable Items Sources

Policy Awareness - I understand the benefit of health insurance 

coverage.

- Insurance is the ideal risk management instrument 

when the probability of loss is low and the severity 

of loss is high.

(Abdullah AI Mamun, 2021)

Fulfillment of 

expectation

- My experience as health insurance policy holder 

was better than what I expected.

- Overall, most of all my expectations with health 

insurance was confirmed.

(Bhattacherjee,  2001)

Perceived Valued - Insurance reduces losses hidden in life’s uncertain-

ty.

- I feel secured with health insurance policy in hand.

(Weedige Sanjeewa, 2019)

Customers

Satisfaction

- I am satisfied with my decision as being a health 

insurance policy holder.

- I believe I did the right thing when I decided to buy 

health insurance.

(Ko & Pastore, 2007)

Complaint 

handling

- Insurance claim process is clear and undeceivable.

- I am happy with the process of claims settling.

(Nicholas Oppong Mensah, 

2023)

Trust - I think insurance is honest and trustworthy.

- An insurer cares about the insured.

(Al-Maroof et al., 2021)

3.3 Data Analysis

 The data analysis process involved three main steps: first, descriptive statistics (e.g., fre-

quency, percentage, mean, and median) were used to describe the respondents' profile; second, 

reliability analysis assessed the internal consistency of each variable; and finally, a correlation 

matrix and multiple regression analysis were conducted to examine relationships among variables 

and test the hypotheses, providing a robust approach for this study.

4. RESULTS

 This chapter focuses on the findings and results from data analysis as follows: demographic 

characteristics, reliability analysis, descriptive statistics and correlation analysis, and multiple re-

gression analysis.

4.1 Socio-demographic Characteristics

 A total of 400 respondents participated in the survey, and their responses were fully uti-

lized for the analysis. The questionnaire included sections designed to gather demographic infor-

mation, such as residential area, gender, age group, employment status, educational background, 

monthly income, experience as a health insurance policyholder, and the duration of holding a 

 Summary of the measurement of constructs
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health policy in Cambodia.

 The info-graphic explanation and the demographic interpretation are provided as below.

Figure 4.1a Gender of respondents

 Figure 4.1a illustrates the distribution of respondents' genders regarding their views on 

health insurance in Cambodia, revealing a higher representation of females compared to males 

(58% vs. 42%). This suggests that females may be more interested in and likely to hold health 

insurance policies than their male counterparts in Cambodia.

Figure 4.1b Age Group

 Figure 4.1b presents the distribution of Cambodian respondents categorized by age ranges, 

expressed in percentages. It clearly shows that the majority of respondents fall within the age 

group of 31-45 years, accounting for 60.8%. This is significantly higher than the 28.5% represented 

by the 18-30 age group and the 10.8% from the 46-60 age group.

Figure 4.1c Employment Status

 Figure 4.1c illustrates the employment status of respondents who participated in the 

survey, presented in percentages. It indicates that businesswomen and businessmen constitute 

the highest percentage, with 61.3% actively engaging with health insurance policies in Cambodia, 

surpassing other employment statuses.

Figure 4.1d Monthly income
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 The pie chart in Figure 4.1d highlights that the majority of respondents earn a monthly 

income between USD 401 and USD 700, accounting for 38.3% of the total responses. This income 

range is significantly higher than that of the other categories represented in the survey.

Figure 4.1e Health Insurance policy holding

 Figure 4.1e displays the percentage of respondents who hold health insurance policies, 

with 81.5% indicating that they do possess such coverage, compared to just 18.5% of respondents 

who do not have health insurance policies.

Figure 4.1f Length of health insurance policy holding

 Figure 4.1f reveals the duration of health insurance policy holding among respondents. It 

indicates that policyholders who have held a health insurance policy for less than one year com-

prise a smaller percentage compared to those who have maintained their coverage for one year, 

with percentages of 23.8%, 25%, and 35% for the respective groups. The other colors in the chart 

represent respondents who do not currently hold any health insurance policy or have shown no 

interest in purchasing one yet.

4.2 Reliability Analysis

 4.2.1: Reliability Statistics

 The reliability of the constructs was assessed using Cronbach's alpha, with all values ex-

ceeding the commonly accepted threshold of 0.80, indicating strong internal consistency across 

the variables in both pilot and valid tests. Policy awareness (PA) exhibited the highest reliability 

with a Cronbach's alpha of 0.859, followed by perceived value (PV) at 0.841, Complaint Handling 

(CH) at 0.839, trust (T) at 0.837, customer satisfaction (CS) at 0.836, and Fulfillment of expectation 

(FE) at 0.831. These results suggest that the items used to measure each construct were highly 

consistent, confirming the reliability of the scales employed in the study. As shown in Table 4.2.1, 

the Cronbach’s alpha values for the main study of respondents in Cambodia on health insurance 

policy also demonstrated strong reliability. The scale for all six items achieved an alpha of 0.864, 

which exceeds the preferable threshold of 0.70, with the acceptable lower limit for reliability being 

0.60 (Cronbach, 1951). Therefore, all scale items in this study are deemed valid and reliable for 

analysis.
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Table 4.2 Reliability Statistics

Items Pilot test Valid test

PA .958 .859

FE .934 .831

PV .939 .841

CS .937 .836

CH .939 .839

T .949 .837

 4.2.2: Pearson Correlation Matrix 

 In the context of multicollinearity, the correlation matrix is a valuable tool for identifying 

potential issues between predictor variables. Multicollinearity arises when two or more predictor 

variables in a regression model are highly correlated, which can distort the model's results and 

make it challenging to assess the individual effect of each predictor. A correlation coefficient 

above 0.8 or 0.9 between two variables typically indicates a potential multicollinearity problem, 

suggesting that these variables are highly related and may need to be addressed. However, in this 

model, no significant multicollinearity issues were found, as the correlation coefficients between 

predictor variables did not exceed the threshold for concern.

Table 4.2.2 Pearson Correlation Matrix

PA FE PV CS CH T

PA Pearson Correlation 1 .476** .448** .446** .372** .452**

Sig. (2-tailed) .000 .000 .000 .000 .000

N 400 400 400 400 400 400

FE Pearson Correlation .476** 1 .604** .579** .557** .520**

Sig. (2-tailed) .000 .000 .000 .000 .000

N 400 400 400 400 400 400

PV Pearson Correlation .448** .604** 1 .497** .527** .492**

Sig. (2-tailed) .000 .000 .000 .000 .000

N 400 400 400 400 400 400

CS Pearson Correlation .446** .579** .497** 1 .552** .586**

Sig. (2-tailed) .000 .000 .000 .000 .000

N 400 400 400 400 400 400

CH Pearson Correlation .372** .557** .527** .552** 1 .591**

Sig. (2-tailed) .000 .000 .000 .000 .000

N 400 400 400 400 400 400
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PA FE PV CS CH T

T Pearson Correlation .452** .520** .492** .586** .591** 1

Sig. (2-tailed) .000 .000 .000 .000 .000

N 400 400 400 400 400 400
**. Correlation is significant at the 0.01 level (2-tailed).

4.3 Multiple Regression Analysis result

 4.3.1 Multiple Regression Analysis: customer satisfaction (CS) is the dependent variable

Construct

Unstandardized 

Coefficients
Standardized Coefficients

t Sig.

B Std. Error Beta

(Constant) .704 .222 3.167** .002

PA .222 .056 .182 3.985*** .000

FE .412 .056 .380 7.417*** .000

PV .192 .052 .186 3.699*** .000
Notes: ***p < 0.001, **p < 0.01, R Square=0.394, Adjusted R Square =.390

 The multiple regression analysis in Table 4.3.1 offers valuable insights into how different 

predictors—Policy Awareness (PA), Fulfillment of Expectations (FE), and Perceived Value (PV)—

each contribute to the outcome variable, customer satisfaction (CS), which serves as the depen-

dent variable in this model.  R-Square = 0.394 suggests that approximately 39.4% of the variance 

in customer satisfaction can be explained by the model, indicating a moderate explanatory power. 

While Adjusted R-Square equals 0.390 slightly adjusts for the number of predictors in the model, 

reinforcing the robustness of the findings. 

 Among the predictors, Fulfillment of Expectation (FE) exhibits the strongest positive effect 

on CS (B = 0.412, Beta = 0.380, p < 0.001), suggesting that meeting or exceeding customer expec-

tations significantly enhances satisfaction.  When customers’ expectations are met or exceeded, 

they are more likely to feel positive about their experience, leading to higher satisfaction levels.

 Policy Awareness (PA) (B = 0.222, Beta = 0.182, p < 0.001) indicates that as customers 

become more aware of a company's policies, there is a corresponding positive effect on their 

overall satisfaction. When customers are aware of a company's policies, it reduces ambiguity and 

uncertainty, enhancing their trust and comfort with the brand. This transparency likely leads to 

higher satisfaction because customers feel more confident in their interactions with the company, 

knowing what to expect from the business. 

 Perceived Value (PV) (B = 0.192, Beta = 0.186, p < 0.001) also have significant positive influ-

ences on CS, implying that higher perceptions of value, whether in terms of product quality, price, 

or overall worth, contribute to an increase in customer satisfaction by 0.192 units per one-unit 

increase in PV. When customers perceive greater value, whether through high quality, competitive 
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pricing, or overall satisfaction with the product's utility, they are more likely to feel content and 

satisfied with their purchase. This positive perception enhances their overall experience and leads 

to greater customer satisfaction. Although their effects are comparatively smaller than that of FE. 

These results suggest that improving fulfillment of expectations, raising awareness of policies, and 

delivering perceived value are critical factors in enhancing customer satisfaction (CS), with fulfill-

ment of expectation (FE) being the most influential.

 4.3.2 Multiple Regression Analysis: Complaint Handling is the dependent variable

Construct
Unstandardized Coefficients Standardized Coefficients

t Sig.
B Std. Error Beta

(Constant) 1.768 .171 10.320*** .000

CS .553 .042 .552 13.222*** .000
Notes: ***p < 0.001, R Square=.305, Adjusted R Square =.303

 The multiple regression analysis in Table 4.3.2 explores the relationship between Custom-

er Satisfaction (CS) as an independent variable and Complaint Handling (CH) as the dependent vari-

able. R-Square = 0.305 indicates that approximately 30.5% of the variance in Complaint Handling 

(CH) can be explained by Customer Satisfaction (CS). This suggests a moderate level of explanatory 

power, implying that while Customer Satisfaction is an important factor influencing complaint 

handling, other variables not included in the model also play a role in shaping complaint-handling 

outcomes.  Adjusted R-Square = 0.303 is slightly lower, adjusting for the number of predictors in 

the model.   Customer Satisfaction (CS) has a strong positive effect on Complaint Handling (CH), 

(B = 0.553, t = 13.222, p < 0.001) meaning that when customers are more satisfied, companies are 

more likely to handle Complaint effectively. This could be due to satisfied customers being more 

likely to report issues, or companies with higher levels of satisfaction may be better at responding 

to Complaint.  Additionally, companies may view high satisfaction levels as an indicator of success 

and may prioritize improving complaint handling in response to maintaining or enhancing their 

positive reputation.

 4.3.3 Multiple Regression Analysis: Trust is the dependent variable

 The multiple regression analysis in Table 4.4 examines the relationship between Custom-

er Satisfaction (CS) and Trust (T), with Trust as the dependent variable. R-Square = 0.343 means 

that approximately 34.3% of the variance in Trust (T) can be explained by Customer Satisfaction 

(CS). This suggests that while CS is an important predictor of trust, other factors not included in 

this model likely also play a role in determining trust.  Adjusted R-Square = 0.341 slightly adjusts 

the R-Square for the number of predictors in the model. This minor adjustment reaffirms that CS 

is a key variable in explaining Trust, though other unmeasured variables may further explain the 

remaining variance.

 Customer Satisfaction (CS) (B =0.516, t =14.415, p<0. 00) has a significantly positive relation-
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ship with trust, suggesting that when customers are satisfied with a company, they are more likely 

to trust that company. A satisfied customer is more likely to perceive the company as reliable, 

honest, and consistent, which builds trust. Trust is a key driver of customer loyalty and long-term 

relationships with a brand. By ensuring high levels of Customer Satisfaction (CS), companies can 

foster greater Trust (T), which can lead to repeat business, positive word-of-mouth, and stronger 

customer retention.

Construct
Unstandardized Coefficients Standardized Coefficients

t Sig.
B Std. Error Beta

(Constant) 1.983 .147 13.519 .000

CS .516 .036 .586 14.415 .000
Notes: ***p < 0.001, R Square=.343, Adjusted R Square =.341

Table 4.3 Mean and Standard Deviation– Health Insurance in Cambodia

Variables Mean St.dev

PA 4.18 0.46

FE 4.04 0.52

PV 3.97 0.55

CS 4.06 0.56

CH 4.01 0.56

T 4.08 0.50

 PA shows the greatest on average among other variables. PA has an average of 4.18, while 

FE, PV, CS, CH and T stands at 4.04, 3.97, 4.06, 4.01 and 4.08, respectively. On the other hand, the 

standard deviation expresses the least on PA, meaning that PA data is the also least spread out 

and closer grouping to the mean.

Table 4.4 Summary of Hypothesis Evaluation – Health Insurance in Cambodia

Hypothesized 

Path
β t Sig. Result

H
1

PA →	CS 0.182 3.985 0.000 Accepted

H
2

FE → CS 0.38 7.417 0.000 Accepted

H
3

PV → CS 0.186 3.699 0.000 Accepted

H
4

CS → CH 0.552 13.222 0.000 Accepted

H
5

CS → T 0.586 14.415 0.000 Accepted
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 The hypothesis testing results reveal that all proposed relationships were significant and 

accepted. Policy Awareness (PA), Fulfillment of Expectation (FE), and Perceived Value (PV) all have 

a positive impact on Customer Satisfaction (CS), with coefficients of 0.182, 0.380, and 0.186, re-

spectively. Additionally, Customer Satisfaction (CS) significantly enhances both Complaint Handling 

(CH) (β = 0.552) and Trust (T) (β = 0.586).

 All five hypotheses were supported, indicating strong and statistically significant relation-

ships among the variables. These findings underscore the critical role of Policy Awareness (PA), 

Fulfillment of Expectation (FE), and Perceived Value (PV) in boosting Customer Satisfaction (CS). 

In turn, higher levels of customer satisfaction led to improved Complaint Handling (CH) and in-

creased Trust (T). These results highlight the interdependence of these factors and suggest that 

organizations should focus on enhancing policy awareness, meeting customer expectations, and 

improving perceived value to drive customer satisfaction, which will, in turn, enhance complaint 

handling and foster greater trust.

5. CONCLUSION AND DISCUSSION

 The previous chapter analyzed the outcomes of the study. In this chapter, author will 

discuss and summarize the research finding by giving out conclusion, discussion and suggestion, 

limitation and recommendation for future study. 

5.1 Conclusion and Discussion

 As the insurance market in Cambodia continues to grow, it remains significantly smaller 

than in neighboring countries. Persuading every individual in Cambodia to purchase an insurance 

policy is a considerable challenge. This study developed a hypothesized model to examine cus-

tomer satisfaction with health insurance products among Cambodian respondents. The analysis 

confirmed the crucial role of several key factors—policy awareness, fulfillment of expectations, 

perceived value, complaint handling, and trust—in influencing customer satisfaction.

 The findings highlighted significant relationships between these variables, providing valu-

able insights into customer satisfaction with health insurance products in Cambodia. The study 

offers both a proposed hypothesis model and empirical evidence on the factors that impact 

customer satisfaction. The results demonstrate that policy awareness, fulfillment of expectations, 

perceived value, complaint handling, and trust all have a positive effect on customer satisfaction 

within the Cambodian insurance industry. These findings emphasize the importance of these 

factors in improving customer experiences and satisfaction with health insurance products in 

Cambodia.

 5.1.1 Variables used and Relationships

 This study contributes to the literature by extending the understanding of key factors 

influencing customer satisfaction within the emerging health insurance market in Cambodia. The 

findings highlight the critical roles of Policy Awareness, Fulfillment of Expectations, Perceived Val-
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ue, Complaint Handling, and Trust in shaping customer satisfaction, while also acknowledging the 

unique socio-economic and cultural challenges specific to the Cambodian context.

 1. Policy Awareness and Customer Satisfaction: While previous research has universally 

emphasized the importance of Policy Awareness (Smith et al., 2018; Johnson & Nguyen, 2019), 

this study provides a new perspective by exploring how the nascent stage of Cambodia's health 

insurance market, limited consumer education, and unequal access to information may influence 

the relationship between Policy Awareness and Customer Satisfaction. This highlights the need for 

tailored strategies to enhance Policy Awareness and improve customer engagement in emerging 

markets.

 2. Fulfillment of Expectations and Customer Satisfaction: Consistent with theories like the 

Expectancy-Disconfirmation Theory (Mittal et al., 1998) and earlier studies (Oliver, 1980; Anderson 

& Sullivan, 1993), this research reaffirms that meeting or exceeding customer expectations is a key 

determinant of satisfaction. However, the study also contributes to the literature by showing how 

Cambodia’s unique socio-economic environment and evolving market conditions shape customer 

expectations, necessitating further exploration of local factors in fulfilling those expectations.

 3. Perceived Value and Customer Satisfaction: This study aligns with existing literature on 

the positive relationship between Perceived Value and customer satisfaction across industries 

(Sweeney & Soutar, 2001; Varki & Wong, 2003), while further emphasizing the importance of value 

perceptions in the health insurance sector. The results suggest that in Cambodia, where the health 

insurance market is still developing, offering value that aligns with consumer expectations is critical 

to driving satisfaction.

 4. Customer Satisfaction and Complaint Handling: Building on existing research (Supriaddin 

et al., 2015; Liu & Zhao, 2020), this study highlights the importance of customers satisfaction effects 

complaint handling and fostering trust. It contributes to the literature by demonstrating that in 

Cambodia’s emerging insurance market, where trust is still being established, efficient complaint 

resolution plays a particularly significant role in retaining customers and building long-term rela-

tionships.

 5. Customer Satisfaction and Trust: This research extends findings from industries such as 

medical services (Tang, 2011), banking, and insurance by confirming that customer satisfaction di-

rectly influences trust in the health insurance sector. In the Cambodian context, where trust-build-

ing is a critical challenge due to the emerging nature of the industry, the study shows that customer 

satisfaction has a heightened effect on trust, further emphasizing the need for health insurance 

providers to focus on cultivating trust through positive service experiences.

 In sum, this study not only reaffirms established theoretical frameworks but also provides 

valuable insights into how these frameworks operate within an emerging market like Cambodia. 

The findings highlight the need for future research to consider the specific dynamics of developing 

insurance markets, particularly in regions with low levels of market penetration and consumer 
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knowledge, where trust-building and customer education are key to enhancing satisfaction and 

fostering loyalty.

5.2 Implication

 5.2.1 Managerial Implication

 Based on the findings of this study, the following managerial implications are offered:

 1. health insurance providers in Cambodia's emerging market should focus on enhancing 

policy awareness through targeted education campaigns and simplified communication to ensure 

consumers are well-informed, which will empower them to make better decisions and improve 

satisfaction. 

 2. Additionally, insurers must fulfill customer expectations by providing clear, transparent 

communication regarding policy terms and services, and by consistently exceeding expectations 

in service delivery and claims processing. 

 3. A strong emphasis on perceived value is essential, with insurers clearly communicating 

their value proposition and offering competitive pricing alongside added benefits, such as wellness 

programs, to strengthen consumer satisfaction.

 4. Customers satisfaction is critical for complaint handling, with quick and efficient resolu-

tion of issues and building trust, particularly in a market where trust is still being established. 

 5. Insurers should also adopt trust-building strategies, focusing on transparency, reliability, 

and a customer-centric approach to foster long-term loyalty.

 6. Finally, tailored marketing strategies, considering customer demographics and cultural 

nuances, will help insurers better engage the Cambodian market, ensuring their offerings align with 

local needs and expectations.

5.3 Limitation, Recommendations for Future Research

 Although this research improves understanding of customer satisfaction of health insur-

ance products with policy awareness, fulfillment of expectation, perceived value, complaint han-

dling, and trust, it does not explain the perception of the relation of variables in other countries 

besides Cambodia. Moreover, the sample studying was conducted randomly and the data were 

collected via online channel only, which was bias to the respondents who were not access to the 

internet. Also, the respondents might not find any other convenient ways to get further explana-

tion on the questionnaires provided. Plus, there may be factors that have been overlooked, and 

this research model is regarded as an overview of the most widespread correlates of customers 

satisfaction. Other research proposes assessment of the satisfaction with public health insurance 

programs by patients with chronic diseases in China (Jinsong Geng, X. C., 2021), this research could 

not impact on understanding of other insurance products.

 There are a lot of research topics relating interaction among factors to impact customers 

satisfaction. This will promote a better understanding of customers satisfaction with health in-

surance product. The author also specifically boosts general knowledge of roles of each variable 
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and health insurance situation in Cambodia. There are many more moderator factors that need 

to be looked into in the proposed study topics concerning insurance influencing customers satis-

faction or customers loyalty. The following author is recommended to add on with more critical 

evaluation of conflicting and contrasting studies as well as utilize a mixed-method methodology 

approach including interview or focus groups to improve the study result and enhance represen-

tativeness, which is a suggestion for future study of the following author.
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Boonlua, Benchamaphorn Sombatthira, Adam Bates, Byungho Yu, Eakapoom Wongsahai

Mahasarakham Business School, Mahasarakham University

ABSTRACT

 Customer evaluations are essential to the success of online shopping platforms. Regard-

less, there is a significant gap in research regarding the specific factors that influence consumer 

decision-making during the purchasing process. These factors are multifaceted, encompassing 

comment length, emotional sentiment, perceived reliability, and visual elements. Each of these 

dimensions requires a thorough investigation to fully understand the impact of consumer feed-

back. This study aims to elucidate consumer perspectives on online product ratings, offering 

valuable insights for product sellers to refine and enhance their products and services effectively. 

This research has collected data from students in Mahasarakham University area for 400 respon-

dents to analyze the data with correlation analysis and multiple regression analysis. The research 

determined all hypotheses are supported. The online reviews is positively correlated with rating 

in consumer decision-making in Mahasarakham province and the variables that rating in consumer 

decision-making for overall are Social Influence Theory, Heuristic-Systematic Model, and Consumer 

Behavior Theory as shown in equation: TY = 2.234 + 0.127 SIT + 0.172 HSM + 0.169 CBT.

 The results provide consumers with access to a multitude of information and real-time 

feedback during the information search and alternatives evaluation stage, allowing them to make 

more informed and rational decisions; it influences post-purchase behaviour through user feed-

back, brand interactions, and community building; and it encourages consumers to start the deci-

sion-making process for purchases by creating demand and problem awareness. Future research 

should focus on using new technologies like artificial intelligence and virtual reality in order to 

better understand social media marketing mechanisms and explore the potential for application 

in new fields like cross-platform integration, content innovation, and social responsibility. 

Keywords: Online reviews, Consumer behavior, Social Influence Theory,  Heuristic-Systematic 

Model, Consumer Behavior Theory, Generation Z
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Overview 

 In contemporary society, technological advancements are a major influence on consumer 

behavior. Online reviews and ratings are powerful tools that influence purchasing decisions. Con-

sumers use reviews and opinions of other consumers as guidelines for shopping. Especially in the 

online product industry. To view product validation reviews, it is a decision before buying. Online 

reviews and ratings are like evidence of correct delivery to consumers. Increase brand credibility 

and reduce the risk of receiving untrue products. Because consumers trust the reviews of other 

buyers rather than the advertisements of sellers, other consumers' opinions are considered an im-

portant element of the decision-making process of new consumers. In the consumer decision-mak-

ing process, several elements such as socio-cultural, emotional, rational, and psychological factors 

impact and determine the ultimate purchase decision. Besides these influences, online customer 

reviews and ratings (OCR & R) may influence the consumer decision-making process and shape the 

choice of the final purchase decision (Kumar, 2020). Positive reviews can help increase buyers' con-

fidence that they will receive products that meet their needs to help drive sales and increase the 

number of repeat users/re-purchase purchases in the future. Negative reviews influence consumer 

search and purchasing decisions. Leveraging exogenous variation created by the display of online 

reviews sorted by recently, the authors find that negative reviews significantly reduce a product’s 

purchase probability because they contrast with the often high average product rating (Varga & 

Albuquerque, 2019). This cause’s consumer confidence in the product to decrease and the con-

sumer's decision to buy will be less likely. Which has a big impact on products. E-commerce refers 

to the utilization of the Internet for conducting business transactions. It is currently widely used for 

online purchases and sales. The growing usage of intermediary websites for commerce facilitates 

the purchasing and selling process by providing a platform to bring together items, buyers, and 

sellers in one location. Businesses benefit from e-commerce because it enables them to connect 

with a wide range of clients, both domestically in Thailand and internationally. Unlike traditional 

shops, supporting these clients is not constrained by a physical area, and it also lowers the expens-

es associated with paying permanent employees and renting physical locations. The e-commerce 

business is currently worth watching because, In 2023, the valuation of the e-commerce sector 

in Thailand will reach 634 billion baht. In the first quarter of 2024, it has grown continuously by 

more than 67% and is expected to reach 700 billion baht. The main factor is the change in con-

sumer behavior, especially the Gen Z group of teenagers who are more interested in convenience. 

Currently, Thailand has Gen Z, or those born between 1997 and 2012, approximately 7,600,00,0 

or approximately 8.6% of the total Thai population. The future of the e-commerce business in 

Thailand looks bright, particularly in light of the swift technological progress and evolving customer 

preferences (Chen et al., 2022). The value of e-commerce in Thailand expanded by over 80% since 

2020 and is expected to increase to 750 billion baht by 2025, with 45% of this growth coming 

from e-commerce. In the current study, this research applies eye-tracking methodologies to im-
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prove our understanding of these processes by investigating the relation of attention to consumer 

ratings and individuals’ valuation of goods. Specifically, we measure the distribution of attention 

to consumer ratings in the context of an online marketplace to predicate consumers’ willingness 

to pay (WTP) and willingness to accept (WTA) supports this (J.S. Ashby et al., 2015). Additionally, 

the heuristic-systematic model of persuasion (Chaiken, 1980) has been applied to this research for 

the determinants of consumer perception of review helpfulness and purchase intention in recent 

years in the online marketing context (Lee & Lin, 2021).

 Customer evaluations are essential to the success of online shopping platforms. Regard-

less, there is a significant gap in research regarding the specific factors that influence consumer 

decision-making during the purchasing process. To identify current research gaps and establish the 

rationale for this study, a thorough literature review was conducted on key themes, such as online 

reviews, the influence of online reviews on purchasing decisions, and underlying processes, such 

as the quality and reliability of product review information and processing speed/effectiveness to 

influence customer perceptions on online reviews. These factors are multifaceted, encompassing 

comment length, emotional sentiment, perceived reliability, and visual elements. Each of these di-

mensions requires a thorough investigation to fully understand the impact of consumer feedback. 

This study aims to elucidate consumer perspectives on online product ratings, offering valuable 

insights for product sellers to refine and enhance their products and services effectively. In order 

to ascertain whether the fixation dwell time and fixation count for negative comment areas are 

greater than those for positive comment areas, as well as the degree to which consumers are 

suspicious of false comments, this study simulated a network shopping scenario and carried out 

an eye movement experiment to capture how product reviews affect consumers' purchasing be-

haviour, which also serves as the foundation for accommodating deeper processes.

Research Questions

 1. How much do you think giving star ratings in online product reviews influences purchase 

decisions?

 2. How important are the images and videos from product review comments to your pur-

chasing decision?

 3. How much does the seller's response to your questions affect your purchase decision?

 4. How often do you survey the ratings and read reviews before making a purchase deci-

sion?

 5. How much does the difference between products with many and few reviews affect 

your purchasing decision?

Research Objectives

 1. To examine the influence on consumers' decision-making to buy products from previous 

consumer ratings and reviews. 

 2. To analyze the influence on consumers' decision-making to buy products, whether 



103

The 10th Business, Economics and Communications International Conference

April 3rd, 2025 

images and videos help in decision-making. 

 3. To investigate the influence on consumers' decision-making to buy products, and wheth-

er seller responses affect consumers' decision-making. 

 4. To determine the influence on consumers' decision-making to buy products, whether 

they give importance to product review scores in making decisions. 

 5. To examine the influence of consumers' purchasing decisions on how many and a few 

reviewers affect different purchasing decisions.

 6. To suggest or contribute the research results to the e-commerce Industry.

Scope of the Research

 This research examines Thai Generation Z consumers who intentionally value internet 

usage and online platforms to purchase products or services. The researchers have conducted a 

survey considering a sample of 400 students currently reading at Mahasarakham University to use 

as appropriate data collection.

Literature review

Social Influence Theory 

 Social Influence Theory (SIT) was originally formulated by Herbert Kelman (1953) in the ear-

ly 1950s as the framework explaining the conditions under which social influence induces attitude 

or behavior change (Davlembayeva & Papagiannidis, 2024). Taken collectively, the theory of social 

influence acknowledges that humans, unlike animals, possess volitional control (Lim & Weissmann, 

2022). The proliferation of e-commerce platforms has rendered online reviews a significant factor 

in shaping consumer perceptions and influencing purchasing decisions. Humans, as individuals, 

live in a society, and thus, they are inherently situated in a position where they may contribute to 

social influence or be socially influenced themselves. In essence, social influence is a reflection 

of how the society impacts the individual, comprising of the ways in which the society attempts 

to shape the beliefs, perceptions, values, attitudes, intentions, and behaviors of the individual. In 

this regard, this article argues that social influence is unlikely to manifest only as a single variable 

but rather as several variables, which can be logically explained and organized (Lim, 2022). Con-

sumers often rely on online reviews to make purchase decisions. Influence internalization is an act 

of adopting behavior because it is construed as being congruent with personal values and views 

(Kelman, 1958; Pelinka & Suedfeld, 2017; O'Keefe, 2016)

Aspects of social influence theory apply to consumer behavior.

 1. Online Social Network: This kind of social influence is of particular interest in the subfield 

of social networks and online purchasing as it links the structure and composition of networks 

and the individual behaviors and outcomes of actors embedded in them (Filieri et al., 2018; Perry 

& Ciciurkaite, 2019). The direction of influence theoretically depends on the attitude, attribute, 

or behavior of the participants in the network (Bartal et al., 2019) and the relationship between 

participants in social networks and the extent of the influence (Argo & Dahl, 2020).
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 The impact of online social networks on consumer purchase decisions will be more 

pronounced for products with high social visibility, such as fashion and electronics, compared to 

products with low social visibility, like groceries and household supplies.

 2. E-WOM Readership: Reviewer online (e-WOM readership) refers to any positive or nega-

tive statement about a product or company made by a potential, actual, or former customer that 

can be made available to the people over the Internet and is considered trustworthy (Alsoud et 

al., 2022). The reliable and trustworthy source of information that provides referential and diag-

nostic for the potential buyer, who can overcome purchase uncertainty (Al-Adwan et al., 2022; 

Putri Utami et al., 2020), and avoid the punishment caused by making a wrong decision (Singh & 

Matsui, 2017; Bastos & Moore, 2021).

 Consumers who actively read and interact with online reviews from reputable sources, 

such as verified purchasers and expert reviewers, will demonstrate greater purchase intention and 

satisfaction than those who depend exclusively on product descriptions or marketing materials.

 3. The trustworthiness of internet reviews appears to be important when making purchas-

ing decisions based on them. Given the significance of credibility in the context of online reviews 

and subsequent purchase decisions, it is understandable that review credibility is of tremendous 

interest to both consumers and marketers. 

 Consumers will be more likely to be influenced by online reviews from sources perceived 

as credible (e.g., independent reviewers, experts) compared to reviews from unknown or poten-

tially biased sources (e.g., company employees, competitors).

 The Heuristic-Systematic Model (HSM) 

 The Heuristic-Systematic Model (HSM), originally developed by Chaiken and her colleagues 

(Axsom, Yates, & Chaiken, 1987), is a fundamental framework that analyzes how individuals build 

attitudes in response to persuasive messages. The model fundamentally distinguishes between 

two modes of information processing: the systematic and the heuristic modes. In the systematic 

mode, individuals engage in effortful processing of information, where they critically evaluate the 

arguments presented, scrutinize the credibility of the sources, and consider the relevance and 

coherence of the information. This mode is characterized by a high level of cognitive effort, as 

individuals are motivated by a desire for accuracy or deeper understanding. (HSM) describes two 

cognitive processing modes: the systematic mode, which requires significant cognitive effort and 

thorough information.

 Heuristic-Systematic Model of Information Processing:

 1. Heuristic Processing: Heuristic processing uses learned judgmental rules stored in mem-

ory, requiring minimal cognitive effort from the recipient. It is guided by availability, accessibility, 

and applicability. Availability refers to the knowledge structure stored for future use, accessibility 

is about retrieving that memory, and applicability concerns its relevance to the task. Heuristic 

processors are more likely to agree with expert messages or endorsed information without deeply 
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analyzing the content. They rely on accessible information, such as the source of a message, which 

can influence persuasion more than the message itself. This approach emphasizes simple cognitive 

rules over detailed information processing in persuasion.

 Consumers with limited time or experiencing cognitive overload will be more likely to rely 

on heuristics to quickly assess the quality of a product or service based on online reviews.

 2. Systematic Processing: Systematic processing entails the analytical assessment of judg-

ment-relevant information, prioritizing source credibility and message substance, which profoundly 

affects persuasion. Attitudes formed through this approach require considerable cognitive effort as 

recipients actively analyze and assess the message's arguments and validity. This method highlights 

the importance of detailed message processing and how message-based cognitions can mediate 

opinion change. While systematic processors focus on content, source characteristics and other 

factors can also aid in assessing the message's validity.

 The presence of detailed and informative reviews with well-supported arguments will 

increase the likelihood of consumers engaging in systematic processing.

 3. Choosing Systematic or heuristic processing: Heuristic and systematic processes may 

function separately or in conjunction, affecting one another's results. The Heuristic-Systematic 

Model suggests that attitudes formed through heuristic processing are generally less stable and 

less predictive of behavior compared to those formed through systematic processing. Recipients 

may accept conclusions they would typically reject if they do not invest time to analyze the 

message. When economic concerns dominate, heuristic processing is likely, while high reliability 

concerns lead to systematic processing. Effective persuasion is influenced by source credibility, 

especially under conditions of low issue or response involvement.

 Heuristic cues (e.g., high star ratings) can influence the direction and strength of systematic 

processing by priming consumers to expect positive or negative information.

 Online reviews and ratings can attract both heuristic and systematic processors depending 

on their presentation and context. By understanding how consumers process information, busi-

nesses can effectively design their review systems to influence decision-making and build trust 

with potential buyers (Yang, 2024).

Consumer Behavior Theory

 According to Blackwell, ‘consumer behavior is the actions and decision processes of peo-

ple who purchase goods and services for personal consumption’ (Blackwell et al., 2006). Solomon 

states that consumer buying behavior is a process of choosing, purchasing, using and disposing of 

goods and services by the individuals and groups in order to satisfy their needs and wants (Solo-

mon, 1995). Consumer buying behavior research attempts to reveal the buying decision-making 

process. It researches consumer characteristics such as behavioral variables and demographics 

in an attempt to understand people’s wants and needs. Thus, such research allows forecasting 

concerning not only the subject of purchases but also its motives and purchase frequency (Wu et 
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al., 2021).

 To understand the relationship between the environment that influences decision-making, 

the process is divided into three steps:

 1. Input is the stage where external factors influence the consumer's decision-making 

process. These include the company's marketing activities, which consist of the marketing mix, 

and social environmental factors. These factors surround the consumer and influence the shaping 

of various individual behaviors, such as family, reference groups, social class, and culture. Both 

external factors collectively influence the consumer's purchasing decision.

 Enhanced marketing initiatives, such as advertising and promotions, will result in height-

ened consumer awareness and evaluation of a product.

 2. The process is the stage of the consumer's decision-making process influenced by 

psychological factors such as motivation, needs, understanding, learning, personality, values, and 

attitudes of the consumer. These factors will affect the awareness of needs, information search 

before purchase, and evaluation of alternatives before purchase by the consumer.

 Favorable attitudes towards a brand will enhance the probability of consumers selecting 

that brand in preference to its competitors.

 3. Output is the final step of the process, which involves post-purchase behavior and 

post-consumption evaluation. The outcome of consumption may be satisfaction or dissatisfaction 

with the product or service. This outcome will be remembered as a consumption experience and 

will influence the psychological factors of the consumer in subsequent instances (Sukcharoen, 

2012; Mahaputra, 2022).

 Consumers who perceive a product as having satisfied their expectations are more inclined 

to recommend it to others.

 Similarly, in group conformity, individuals purchase products to follow group norms and 

match the tastes of other group members (Beran, Kaba, Caird, & McLaughlin, 2014; Cialdini & Gold-

stein, 2004; Grotts & Johnson, 2013). Multiple studies on reference group influences have shown a 

connection between group membership and brand choices (Bearden & Etzel, 1982; Bearden et al., 

1989; Bettman & Escalas, 2005; Burnkrant & Cousineau, 1975; Childers & Rao, 1992). Researchers 

have identified a clear link between the need to belong and purchasing behavior in group settings 

(Algesheimer, Dholakia, & Herrmann, 2005; Mahaputra, 2022). This pattern emerges when people 

buy products to fit in with group standards or when they choose items—such as specific product 

models or brands—that align with group preferences (Griskevicius, Goldstein, et al. 2006; Park & 

Feinberg, 2010)

Research Framework
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RESEARCH METHOD

 In the research of “online reviews and rating in consumer decision-making”, the research-

ers used research methods as finding Population and Sample, then following with Data Collection 

Instrument, Instrument Design and Development, Data Collection Procedure, Data Preparation and 

Analysis and Statistics Used for Data Analysis.

Population and Sample Population:

 Population: The population of this research contains all students in Mahasarakham Uni-

versity (MSU). According to official university information, there are 45,399 students, the population 

in the Thakonyang, Mahasarakham area is 2,281 people, and the population in the Kham Riang, 

Mahasarakham area is 10,872 people (www.msu.ac.th, 2025).

 Sample: 400 MSU students (Krejcie & Morgan, 1970: 608) by simple random sampling.

Data Collection Instrument

 This research was divided into 3 sections as follows:

  Section 1: General information of respondents consists of five questions. The 

questions in this section used the checklist and covered information such as gender, age, status, 

faculty and average monthly income.

  Section 2: Opinions on The marketing mix of Amazon Café consist of five variables. 

The questions in this section used the rating scale. 

  Section 3: Opinions on customer satisfaction consist of nine questions. The ques-

tions in this section used the rating scale.

Data Collection Procedure

 In this research, the researcher collected data through the following steps:

  1. Prepared the number of complete questionnaires according to sample size of 

the research,

  2. Requested Masaharakham Business School of Mahasarakham University a cover 

letter which was attached with the questionnaire in order to ask permission from the sample to 

complete the questionnaire confidentially, 
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  3. Collected the questionnaires and checked the completeness of questionnaires 

which received from the sample of the research, and

  4. Prepared data for analyzing in computerized system 

Reliability 

 According to Hair et al. (2010), reliability is the extent to which the measurement is accu-

rate and dependable. The internal consistency of each concept was examined in this study using 

the Cronbach's alpha coefficient. One method for assessing the consistency or dependability of a 

set of several items that comprise the scale is internal consistency (Andersson, Boateng, & Abos, 

2024). The reliability was estimated using Cronbach's alpha or coefficient alpha. To guarantee in-

ternal consistency, Cronbach's alpha should therefore be higher than 0.70 (Nunnally & Bernstein, 

1994). The findings of Cronbach’s alpha coefficients were between 0.715 and 0.757 which exceeds 

the acceptable cut-off score.

Data Analysis

Data analysis was divided into 4 sections as follows:

 1. Data analysis on general information of respondents was done by descriptive statistics 

method to find statistics values such as frequency and percentage.

 2. Data analysis on online reviews and rating in consumer decision was done by descriptive 

statistics method to find statistics values such as mean and standard deviation. Data presenta-

tion was made through tabular format along with explanation and summary. The questionnaire 

answers of the research are determined by following points (Srisaart, 2002: 43) Strongly agree (5 

points) to Strongly disagree (1 point). With five-level Likert scales, it means that the scores failing 

between the following ranges could be considered generally the level of opinion as: Mean: 4.51 – 

5.00 strongly agree, 3.51 – 4.50 agree, 2.51 – 3.50 Neutral, 1.51 – 2.50  disagree, and 1.00 – 1.50 

strongly disagree.

 3. Comparison between variables on mean differences of sample which consists of two 

variables was done by t-test and of more than 2 variables was done by One Way Analysis of Vari-

ance (ANOVA). 

 4. Investigation on the online reviews and rating in consumer decision was done by Cor-

relation Analysis and Multiple Regression Analysis. 

RESEARCH FINDINGS

 The general information of respondents consists of Gender, Age, Educational Level, Field 

of Study, and Average Monthly Income as presented in the Table 1.
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Table 1 General Information of Respondents

General Information Frequency Percentage

1. Gender

1.1  Male 115 28.80

1.2  Female 268 67.00

1.3  Other 17 4.20

Total 400 100.00

2. Age

2.1  Under 18 years old 20 5.00

2.2  18-22 years old 316 79.00

2.3  23-30 years old 62 15.50

2.4  31 50 years old and above 2 0.50

Total 400 100.00

3. Educational Level

3.1  High School 3 0.80

3.2  Freshman 74 18.50

3.3  Sophomore 59 14.80

3.4  Junior 98 24.40

3.5  Senior 98 24.40

3.6  Super Senior 59 14.80

3.7  Master/Doctoral 9 2.30

Total 400 100.00

4. Field of Study

4.1 Business Administration and Accounting 166 41.50

4.2 Humanities and Social Sciences 133 33.30

4.3 Science and Technology 63 15.70

4.4 Others 38 9.50

Total 400 100.00

5. Average Monthly Income

5.1  Below 3,000 Baht 37 9.30

5.2  3,001-6,000 Baht 136 34.00

5.3  6,001-8,000 Baht 86 21.50

5.4  8,001-10,000 Baht 91 22.70

5.5  More than 10,000 Baht 50 12.50

Total 400 100.00
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 According to the Table 1, most of respondents are female (67.00%), age is between 18-22 

years old (79.00%) and 23-30 years old (15.50%), junior and senior MSU students (49.00%),  busi-

ness administration and accounting field of studying (41.50%) and humanities and social sciences 

(33.30%), and monthly average income between 53,001-6,000 Baht (34.00%) and 8,001-10,000 

Baht (22.70%).

 Level of agreement on online reviews of respondents as presented in the Table 2.

Table 2 Level of agreement on online reviews of respondents 

Online Reviews x̅̅ S.D. Level of Agreement

1. Social Influence Theory (SIT) 4.339 0.579 Agree

2. Heuristic-Systematic Model (HSM) 4.435 0.520 Agree

3. Consumer Behavior Theory (CBT) 4.392 0.755 Agree

Overall 4.389 0.478 Agree

 According to the Table 2, the respondents have level of agreement on online reviews for 

overall at agree level (x̅̅	= 4.389) and for every variable at mostly agree level which the ranked 

from high to low mean are Heuristic-Systematic Model (x̅̅	= 4.435), Consumer Behavior Theory (x̅̅	
= 4.392), and Social Influence Theory (x̅̅	= 4.339), respectively.   

 Level of agreement on consumer decision-making of respondents as presented in the 

Table 3.

Table 3 Level of agreement on consumer decision-making of respondents

Online Reviews x̅̅ S.D. Level of Agreement

1. Purchase Intention Behavior 4.358 0.717 Agree

2. Brand Perception and Attitudes 4.277 0.538 Agree

3. Social Influence and Information Seeking 4.229 0.637 Agree

Overall 4.288 0.473 Agree

 According to the Table 3, the respondents have level of agreement on consumer deci-

sion-making for overall at agree level ( = 4.288) and for every variable at mostly agree level which 

the ranked from high to low mean are Purchase Intention Behavior ( = 4.358), Brand Perception 

and Attitudes ( = 4.277), and Social Influence and Information Seeking ( = 4.229), respectively.   

 Investigating the connections between variables is the primary goal. Verifying the multicol-

linearity issue, which arises when the inter-correlation between independent variables is more than 

0.80, is the second goal (Hair et al., 2010). Table 4 displays the findings of correlation analyses for 

every variable used in this research.

 Table 4 shows the results from correlation metric. The correlation of the dimensions online 

reviews and rating in consumer decision-making including that is 1.000 (p < 0.01). The value of 

variance inflation factor (VIF) is between 1.223 and 1.351, which is lower than the cut-off score of 
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10 as suggested by Hair et al. (2010). For regression analysis, the VIF and correlations both ensure 

that multicollinearity issues do not arise.

Table 4 The Results of the Correlations

Variables TY SIT HSM CBT VIF

Mean 4.288 4.339 4.435 4.392

SD 0.473 0.579 0.520 0.755

TY 1

SIT 0.342** 1 1.351

HSM 0.357** 0.459** 1 1.337

CBT 0.395** 0.370** 0.358** 1 1.223
N = 400 

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

 The Ordinary Least Squares (OLS) regression analysis is employed to investigate the hy-

pothesized relationships. The regression equation is a linear combination of the independent 

variables that are considered to best explain and predict the dependent variable. The results of 

OLS regression analysis for H1-H3 are presented in Table 5. 

Table 5 The Results of the Regression Analysis

Independent Variables Coefficients

Constant
2.234**

(0.203)

SIT
0.127**

(0.042)

HSM
0.172**

(0.046)

CBT
0.169**

(0.0.31)

No. of Obs. 400

R2 0.227

Adj. R2 0.221

F-Statistic 38.715**

Durbin-Watson 1.739
** represent statistical significance at 1% standard errors in paratheses
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 The model from Table 5 is supported by a one-way error component technique to es-

timate data. Palasak, Boonlua, & Jirawuttinunt (2021) suggest that whether F-test is rejected the 

null hypothesis of a common intercept, that dataset is reliability to analyse. Most of the estimated 

coefficients are statistically significant. Moreover, the relationship rate is 22.10% and the F-test for 

model is strong significant at the 1% level.  The Adj. R2 represents the percentage of variance in 

the dependent variable that can be accounted for by the independent variable or variables, is a 

metric used to assess how well a statistical model predicts an outcome. And this shows 22.10% of 

the variation in the dependent variable is explained by the independent variable(s) in the model. 

The value of Durbin-Watson found that 1.739. It confirms that values of all variables are accepted 

and trustworthy range from 1.50 to 2.50 (Gujarati, 2006). The results determine Hypotheses 1-3 

are supported. 

 The online reviews is positively correlated with rating in consumer decision-making in Ma-

hasarakham province and the variables that rating in consumer decision-making for overall (TY) are 

Social Influence Theory (SIT), Heuristic-Systematic Model (HSM), and Consumer Behavior Theory 

(CBT) as shown in the following equation:

 TY = 2.234 + 0.127 SIT + 0.172 HSM + 0.169 CBT

 The results show that the social or socioeconomic factors—which include impacts from 

friends, family, socioeconomic class, culture, and reference groups—have a big impact on con-

sumer decision-making. They shape attitudes, preferences, and eventually purchasing behaviour. 

This is consistent with Yang (2024), following a customer’s purchase, social media continues to 

have a big influence on their post-buy behaviour, which usually includes sharing product experi-

ences, fostering brand loyalty, and influencing word-of-mouth marketing. The internet shopping 

is untouchable, customers specifically employ user comments to mitigate potential hazards from 

knowledge asymmetry. These results present the data processing proof that consumers are likely 

to seek out further information for more in-depth analysis and to compare when unfavourable 

remarks arise, since this may lead them to decide not to purchase the product in order to lower 

their risk. Furthermore, customers are used to leaving favourable reviews when they shop online, 

provided that any complaints are within their acceptable bounds. Moreover, it’s possible that 

some online retailers are fabricating positive reviews (Wu et al., 2021). The internal power that 

propels customers to act is known as motivation. Purchase decisions are influenced by a variety 

of factors, including physiological, safety, social, esteem, and self-actualization demands. Purchase 

decisions are influenced by a consumer’s perceptions, which include opinions about commercials, 

brand image, and product attributes. Customers may perceive the same thing differently depend-

ing on their individual perceptual experiences (Krisyanti & Indrajaya, 2024).
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CONTRBUTIONS AND SUGGESTIONS

 This study offers a summary of the complex influence of online review (implies as a social 

media) on consumer purchase decisions. This study obtain a thorough grasp of how social media 

can play a significant role in influencing the purchasing decisions of consumers by reviewing the 

definitions, categories, and primary purposes of social media. Through the transmission of informa-

tion, social authentication, and immediate contact at different phases of the consumer purchase 

decision process, social media greatly influences the attitudes and behavioural choices of custom-

ers. Social media, in particular, encourages consumers to begin the decision-making process for 

purchases by creating demand and problem awareness during the problem identification stage; 

it gives them access to a wealth of information and real-time feedback during the information 

search and alternatives evaluation stage, enabling them to make more informed and logical de-

cisions; and it influences post-purchase behaviour through user feedback, brand interactions, and 

community building. Through user feedback, brand involvement, and community building, social 

media further enhances consumers’ brand loyalty and word-of-mouth communication during the 

post-purchase behaviour stage. 

 Brands must continue to innovate and enhance their marketing strategies in order to 

overcome the numerous obstacles that social media marketing encounters, such as information 

overload, content quality, social trust, and data privacy. 

 In order to better understand social media marketing mechanisms and investigate the 

potential for application in new fields like cross-platform integration, content innovation, and so-

cial responsibility, future research should concentrate on utilising new technologies like artificial 

intelligence and virtual reality. 
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Abstract

 This research aims to analyze factors affecting repeat purchases at Amazon Café in the 

Mahasarakham University to measure the level of satisfaction after using Amazon Café services. 

The research question is what factors affect re-purchased at Amazon Café in Mahasarakham Uni-

versity? Considering that Amazon café's services are used by 301 household heads of people who 

live in this area by simple random sampling. The correlation analysis and simple regression analysis 

were employed to investigate the effects of factors affecting re-purchased by overall satisfaction 

of Amazon café in Mahasarakham. The findings show hypotheses 2 and 5 are supported. The 

hypothesis proposes that price and staff variables are positively affected to customer satisfaction 

and re-purchased behaviour. According to the research, the degree of staff service mentality and 

attitude promotes customer happiness and repurchase behaviour. As a result, it pushes businesses 

to improve their customer service and creates a positive environment for both employees and 

customers. The attitude of the employees may also stimulate the development of eco-friendly 

alternatives to boost business revenue. By using these strategies, businesses can anticipate better 

performance results, which will boost their market competitiveness and profitability. Customers 

may stop paying attention to the price until they get what they desire.

Keywords: re-purchased, satisfaction, Amazon café, Mahasarakham 



The 10th Business, Economics and Communications International Conference

April 3rd, 2025 

118

Introduction

 Due to the fact that Amazon café produces the best coffee beans in Thailand, coffee 

drinking has historically been a habit among Indonesians. For a while now, Thai coffee has been 

developing at a rather quick pace. Coffee drinking is more than simply a pastime; it has been 

ingrained in the way of life for practically every age group in society, including teens and adults. 

Coffee is still a dependable companion when socializing or working, and it's no longer only used 

to combat drowsiness (Filimonau, Krivcova, & Pettit, 2019).

 There is a lack of research on customer perceptions of re-purchased at Amazon in Ma-

hasarakham University. Since Amazon café have three branches in the Mahasarakham University 

area. Since it has three branches in Mahasarakham University. Consequently, an unprecedented 

number of consumers are accessing the service, but we are unsure whether these consumers will 

return in the future.

 Customer satisfaction is a critical metric that assesses how well products or services meet 

or exceed customer expectations. Repeat purchase intention, shaped by previous experiences, 

reflects a customer’s likelihood to buy again. Key elements such as service quality, brand image, 

and perceived value play pivotal roles in shaping customer satisfaction and fostering loyalty.

 Elevated levels of customer satisfaction drive repeat purchases, boosting revenue and 

profitability. Positive experiences enhance market share through word-of-mouth referrals. Howev-

er, investments in improving service quality and customer experience may increase operational 

costs, requiring strategic resource management.

 Eco-friendly practices, such as using sustainable materials and reducing waste, enhance 

brand perception, particularly among environmentally conscious consumers. However, the envi-

ronmental footprint of café operations, including energy and water consumption, may affect both 

customer satisfaction and operational efficiency.

 Cafés that actively engage with their communities build stronger relationships and foster 

customer loyalty. Supporting local events and initiatives strengthens customer connections. Fur-

thermore, motivated and satisfied employees deliver better service, directly influencing overall 

satisfaction and repeat purchase behavior.

 Cafés like Amazon contribute to local economies by creating jobs and sourcing products 

from local suppliers. Additionally, they serve as social hubs, fostering connections and enhancing 

community cohesion, which influences repeat visits.

 There is limited research on how cultural factors specific to Thailand influence customer 

satisfaction and repurchase intentions at Amazon Café. The impact of digital engagement, such 

as social media interactions, on customer loyalty is underexplored. Additionally, more studies are 

needed on how environmental practices and comparative analyses with other coffee chains affect 

repurchase behavior. Addressing these gaps will provide deeper insights into the factors driving 

customer satisfaction and loyalty. The goal of this research is to identify the elements that affect 
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coffee shop customers in Mahasarakham and Thailand because the prospects for coffee shops 

in Mahasarakham are excellent and there are opportunities to continue developing other coffee 

shops.

Objectives of the Research

 1. To analyze factors affecting repeat purchases at Amazon Café, New Campus, Mahasara-

kham University.

 2. To measure the level of satisfaction after using Amazon Café services.

 3. To identify service flaws from the customers’ perspective.

 4. To examine the volume of users at Amazon Café.

 5. To evaluate the impact of independent variables (product, promotion, staff, and place) 

on overall satisfaction.

 6. To study the demographic profile of customers.

 7. To gather customer suggestions for improving Amazon Café’s services.

Research Questions

 1. What factors affect repeat purchases at Amazon Café, New Campus, Mahasarakham 

University?

 2. What is the level of satisfaction after using Amazon Café services?

 3. How can service flaws from customers' perspectives be studied?

 4. How can the user volume at Amazon Café be assessed?

 5. How do independent variables (product, promotion, staff, and place) influence overall 

satisfaction?

 6. How can customers' demographic profiles be analyzed?

 7. What recommendations do customers provide for improving Amazon Café’s services?

Main Hypotheses.

 This research posits that various factors significantly impact customer satisfaction and 

repeat purchases at Amazon Café. Product and service quality are primary drivers of repeat pur-

chases, while reasonable pricing is hypothesized to influence the decision to return. A positive 

store atmosphere is predicted to enhance customer satisfaction and drive loyalty. Sub-hypotheses 

explore how factors like good beverage taste, consistent quality, quick service, friendly staff, and 

attractive pricing strategies (including promotions and discounts) contribute to satisfaction and 

repeat visits. Additional hypotheses suggest that store accessibility and environmentally-friendly 

packaging bolster customer loyalty.

Scope of Research.

 This research focuses on students and staff at Mahasarakham University who use Amazon 

Café services. The sample size will include 100–200 participants. The research will cover Amazon 

Café operations within the Mahasarakham University area, with data collected between January 

and March 2024.
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Figure 1 Conceptual framework
Significance of the research

 1. Get acquainted with the target population.

 2. Examine the purchasing habits of your customers. 

 3. Examine how customers see mediating and independent variables (e.g., personnel, lo-

cation, promotions, and items). The general contentment and re-purchased act as the dependent 

variable.

 4. Examine how the population's judgments of independent, dependent, and mediating 

variables compare. 

 5. Research on mediating variables concerning independent variables. 

 6. Examining how the mediating variable affects the dependent variable 

 7. Examine customer feedback on how to make Watson's goods and services better.

Literature Review

 According to this research study, the researcher researched factors influencing re-patron-

age at Amazon Café using data based on concepts, theories, and related research results. The 

following is a summary of the topic.

 1. Amazon Café Profile

 2. Variables of the study

  - independent variable

  - moderator variables

  - Dependent Variables

 4. Related research

Amazon Café Profile

 Amazon Café is a visionary concept that merges the traditional café experience with Am-

azon’s technological expertise to create a unique, customer-centric environment. The café offers 

premium coffee, artisanal beverages, and a curated menu of light meals and snacks, all sourced 

sustainably to meet diverse dietary preferences. Leveraging Amazon's "Just Walk Out" technology, 

the café ensures a seamless cashier-less checkout experience, while its integration with the Am-

azon app allows for pre-ordering and personalized recommendations based on customer prefer-
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ences and Prime membership history. The space is designed to be more than just a café, featuring 

interactive Kindle lounges, Audible listening stations, and opportunities to explore Amazon devices 

like Echo and Fire tablets. Targeted at tech-savvy professionals, urban millennials, and loyal Am-

azon Prime members, Amazon Café aims to redefine the coffee shop experience by offering a 

high-tech, community-driven space that combines productivity, relaxation, and innovation. With a 

strong emphasis on technology, sustainability, and customer engagement, Amazon Café positions 

itself as a trailblazer in the emerging hybrid café-retail market.

 Case 1: Amazon’s 4P Strategy for Market Expansion Research Topic: “The Role of 4P Strat-

egies in Expanding Amazon’s E-commerce Market in Southeast Asia”. This can conclude as:

 • Product: Amazon adapts its product offerings in each country, such as including local 

products in Asian countries. 

 • Price: Competing through Dynamic Pricing and offering discounts during Prime Day. 

 • Place: Establishing Fulfillment Centers in Thailand and Singapore to reduce delivery 

times. 

 • Promotion: Utilizing local influencers to promote the brand. Findings: 

 • Customers in the region responded positively due to faster delivery times and compet-

itive pricing. 

 Case 2: Customer Mix and Personalization Research Topic: “The Use of AI and Big Data to 

Create Personalization on Amazon’s Platform”. This can conclude as:

 • Customer Behavior Analysis: Amazon uses AI to collect data such as search and purchase 

history to recommend products. 

 • Personalization: Sending personalized emails suggesting products based on user behav-

ior. 

Results: 

 • Customers receiving personalized recommendations were 35% more likely to make a 

purchase. 

 • Cart abandonment rates decreased. 

 Case 3: RIC and Long-Term Customer Relationships Research Topic: “The Role of Amazon 

Prime in Building Long-Term Customer Relationships”. This can conclude as:

 • Relationship: Amazon Prime members receive exclusive benefits, such as free delivery 

and access to Prime Video. 

 • Interaction: Amazon uses multiple channels, such as app notifications and emails, to 

interact with customers. 

 • Commitment: Customers feel more committed due to the perceived value of the ben-

efits. Findings: 

 • Prime members purchase 4 times more annually compared to regular customers. 

 • Customer loyalty increased by 50%. 
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 Case 4: Customer Satisfaction with Product Returns Research Topic: “Factors Influencing 

Customer Satisfaction with Amazon’s Product Return Process”. This can conclude as:

 • Return System: Amazon provides a convenient and free product return process. 

 • Customer Support: Quick responses via online systems and Chatbots. Results: 

 • 90% of customers using the return system rated their satisfaction as high. 

 • Satisfied customers were more likely to make repeat purchases on Amazon.

Marketing Mix (4Ps: Product, Price, Place, and Promotion)

 In the book "Basic Marketing: A Managerial Approach," marketing professor and author E. 

Jerome McCarthy first proposed the categorisation of the four Ps for developing a successful mar-

keting plan in 1960. The four main elements of a marketing mix are product, pricing, placement, 

and promotion, or the "4Ps." This framework aims to develop a thorough strategy that distinguish-

es a good or service from its rivals while also benefiting the consumer. Marketing managers may 

handle each of the 4Ps differently depending on the target market and sector. Although each 

component can be assessed separately, in reality, they frequently depend on one another (Chana 

et al., 2021).

 The marketing mix of Amazon Café can be:

1. Product

 Amazon Café offers a premium selection of specialty coffees, teas, and handcrafted bev-

erages, alongside a variety of artisanal pastries, snacks, and light meal options tailored to diverse 

dietary needs. The café integrates Amazon's technological innovations, such as "Just Walk Out" 

technology for cashier-less checkout and AI-driven personalized recommendations. Additional fea-

tures include Kindle lounges, Audible listening stations, and displays of Amazon gadgets, creating 

a hybrid space for relaxation, productivity, and hands-on product exploration.

2. Price

 The amount of money given or set as consideration for the sale of a specified thing.

3. Location

 Strategically located in high-traffic urban areas, co-working spaces, and near Amazon Go/

Fresh stores, Amazon Café aims to capture a diverse customer base. Its modern and tech-friendly 

ambiance is designed to encourage extended visits, with features such as ample seating, charging 

stations, and quiet zones for work or study. The café also integrates seamlessly with Amazon’s 

online ecosystem, offering options like app-based pre-ordering, pick-up lockers, and returns for 

Amazon packages, bridging the gap between physical and digital retail.

4. Promotion

 Amazon Café leverages Amazon’s extensive digital ecosystem for promotion, including 

targeted campaigns on the Amazon app, website, and social media platforms. Exclusive offers for 

Prime members, such as first-visit discounts or loyalty rewards, incentivize engagement. The café 

also partners with influencers and hosts events, such as book signings or community gatherings, 
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to build a strong local presence. Collaborations with brands and content creators from Amazon 

Prime Video or Audible further enhance promotional efforts, creating a dynamic and engaging 

brand image.

5. Staff

 Amazon Café’s staff structure is designed to balance exceptional customer service with 

seamless technological integration. Key roles include Café Managers to oversee operations and 

ensure customer satisfaction, Baristas to prepare and serve high-quality beverages and food, and 

Technology Support Specialists to maintain systems like cashier-less payment and app integration. 

Customer Engagement Specialists enhance the café experience through events and loyalty pro-

gram promotions, while Cleaning and Maintenance Staff ensure a clean and inviting environment. 

With cross-training on both café operations and Amazon’s technology, the team focuses on deliv-

ering a personalized and efficient experience, aligning with Amazon’s customer-first philosophy.

 Amazon Café’s customer satisfaction

 Customer satisfaction is a measure of how well a company's products, services, and overall 

customer experience meet customer expectations. It reflects your business's health by showing 

how well your products or services resonate with buyers. Nowadays, firms are adapting a mar-

ket-oriented strategy to create satisfaction for customers.

 Re-purchase

 The habit of making multiple purchases from the same brand is known as repeat purchas-

ing. Given that customers have made the decision to patronize a business once more and purchase 

their goods, it is typically interpreted as a sign of increasing consumer satisfaction and loyalty.

 Customer Satisfaction 

 Customer satisfaction defines as a person's feelings of pleasure or discontentment that re-

sult from contrasting their expectations with the apparent performance of a product or service are 

referred to as satisfaction (Limma et al., 2023). Customer satisfaction can be a subjective emotional 

reaction to buying, shopping, or the process of buying and acquiring a product. It is also a criterion 

for evaluating the customer experience that is used to evaluate the desired and real qualities of a 

product. Maintaining corporate success over the long term depends heavily on customer pleasure. 

To preserve or increase their market share, businesses must work to outperform their rivals by 

providing higher-quality goods or services that satisfy consumer demands (Limma et al., 2023).

 Amazon is renowned for its focus on customer satisfaction, which has been a cornerstone 

of its success. The company achieves this through several strategies and practices designed to 

meet and exceed customer expectations.

 How Amazon Ensures Customer Satisfaction:

 1. Customer-Centric Approach:

 • “Customer Obsession” Philosophy: Amazon prioritizes customer needs above all else.

 • Jeff Bezos famously emphasized listening to customers and innovating on their behalf.
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 2. Seamless Shopping Experience:

 • User-Friendly Website and App: Intuitive navigation, detailed product descriptions, and 

personalized recommendations.

 • 1-Click Purchasing: Simplifies the checkout process, reducing friction.

 3. Competitive Pricing:

 • Constant monitoring of prices to offer competitive rates.

 • Regular discounts, deals, and promotions.

 4. Fast and Reliable Delivery:

 • Prime Membership: Free two-day, one-day, and even same-day delivery options.

 • Expanding logistics networks for faster fulfillment.

5. Exceptional Customer Service:

 • 24/7 customer support through phone, chat, and email.

 • Hassle-free return and refund policies.

6. Personalization and Recommendations:

 • Uses AI to recommend products based on browsing and purchase history.

 • Personalized shopping experience tailored to individual preferences.

7. Wide Product Selection:

 • Offers a vast range of products, from essentials to niche items.

 • Supports third-party sellers to expand inventory and choices.

8. Customer Feedback and Reviews:

 • Encourages honest reviews to build trust.

 • Actively uses feedback to improve products and services.

9. Innovation:

 • Regularly launches new features like Alexa voice shopping, cashier-less Amazon Go 

stores, and drone delivery tests.

 • Adapts quickly to customer demands and market trends.

RESEARCH METHOD

 In the research of “Factors affecting re-purchased by overall satisfaction of Amazon café 

in Mahasarakham”, the researcher used research methods as finding Population and Sample, then 

following with Data Collection Instrument, Instrument Design and Development, Data Collection 

Procedure, Data Preparation and Analysis and Statistics Used for Data Analysis.

Population and Sample Population:

 Population: The population of this research contains all the Mahasarakham University 

students. According to official university information, there are 45,399 students, the population 

in the Thakonyang, Mahasarakham area is 2,281 people, and the population in the Kham Riang, 

Mahasarakham area is 10,872 people (www.msu.ac.th, 2025). Those numbers are defined as our 
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population, which is an unknown population.

 Sample: Considering that Amazon café's services are used by a large number of people. 

As a result, the population sampling method was selected. For unbiased information, the study 

will be based on a sample population of Mahasrakham University, which will include both the 

general public and students at Mahasarakham University. From a formula: 

 n =           N/(1+N(e)2)

    =           58,552/(1+58,552(0.05)2) = 398  persons

 There are 400 household heads of people who live in Tah Khon Yang and Khamrieng 

Sub-districts (Krejcie & Morgan, 1970: 608) by simple random sampling. However, only 301 respon-

dents were completed questionnaires and this could be 75.25% of the response rate which is high 

enough to go through the analysis section (Krejcie & Morgan, 1970). 

Data Collection Instrument

This research was divided into 3 sections as follows:

 Section 1: General information of respondents consists of five questions. The questions 

in this section used the checklist and covered information such as gender, age, status, faculty and 

average monthly income.

 Section 2: Opinions on The marketing mix of Amazon Café consist of five variables. The 

questions in this section used the rating scale. 

 Section 3: Opinions on customer satisfaction consist of nine questions. The questions in 

this section used the rating scale.

Data Collection Procedure

In this research, the researcher collected data through the following steps:

 1. Prepared the number of complete questionnaires according to sample size of the re-

search,

 2. Requested Masaharakham Business School of Mahasarakham University a cover letter 

which was attached with the questionnaire in order to ask permission from the sample to com-

plete the questionnaire confidentially, 

 3. Collected the questionnaires and checked the completeness of questionnaires which 

received from the sample of the research, and

 4. Prepared data for analyzing in computerized system 

Data Preparation and Analysis

 Data analysis was done through computerized system and was divided into 4 sections as 

follows:

 1. Data analysis on general information of respondents was done by descriptive statistics 

method in order to find statistics values such as frequency and percentage.

 2. Data analysis on implementing of marketing mix and customer satisfaction was done 

by descriptive statistics method to find statistics values such as mean and standard deviation. 
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Data presentation was made through tabular format along with explanation and summary. The 

questionnaire answers of the research are determined by following points: (Srisaart, 2002: 43) Very 

Satisfied (5 points) to Strongly Disagree (1 point). With five-level Likert scales, it means that the 

scores failing between the following ranges could be considered generally the level of satisfaction 

as: Mean: 4.51 – 5.00 Very Satisfied, 3.51 – 4.50 Satisfied, 2.51 – 3.50 Neutral, 1.51 – 2.50  

Dissatisfied, and 1.00 – 1.50 Very Dissatisfied.

 3. Comparison between variables on mean differences of sample which consists of two 

variables was done by t-test and of more than 2 variables was done by One Way Analysis of Vari-

ance (ANOVA). 

 4. Investigation on the effects of factors affecting re-purchased by overall satisfaction of 

Amazon café in Mahasarakham was done by Correlation Analysis and Simple Regression Analysis. 

RESEARCH FINDINGS

 The general information of respondents consists of Gender, Age, Status, Faculty/Depart-

ment, and Average Monthly Income as presented in the Table 1.

Table 1 General Information of Respondents

General Information Frequency Percentage

1. Gender

1.1  Male 109 36.20

1.2  Female 188 62.50

1.3  Other 4 1.30

Total 301 100.00

2. Age

2.1  Under 18 years old 13 4.30

2.2  18-22 years old 234 77.70

2.3  23-30 years old 41 13.70

2.4  31 50 years old and above 13 4.30

Total 301 100.00

3. Educational Level

3.1  Undergraduate Student 246 81.80

3.2  Master Students 18 6.00

3.3  Faculty Members/Staff 17 5.60

3.4  Other 20 6.60

Total 301 100.00

4. Faculty/Department
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General Information Frequency Percentage

4.1 General Science 74 24.60

4.2 Healthcare Science 68 22.60

4.3 Human and Social Science 85 28.20

4.4 Other 74 24.60

Total 301 100.00

5. Average Monthly Income

5.1  Below 5,000 Baht 20 6.60

5.2  5,001-10,000 Baht 111 36.90

5.3  10,001-20,000 Baht 98 32.60

5.4  20,001-30,000 Baht 47 15.60

5.5  More than 30,000 Baht 25 8.30

Total 206 100.00

 According to the Table 1, most of respondents are female (62.50%), age is between 18-

22 year old (77.70%) and 23-30 years old (13.603%), undergraduate students (81.70%),  human 

and social science field of studying (28.20) and general science and other (24.60%), and monthly 

average income between 5,001 and 10,000 Baht (36.90%) and 10,001-20,0000 Baht (32.60%).

 Opinions on implementing of marketing mix and customer satisfaction of respondents as 

presented in the Table 2.

Table 2 Opinions on implementing of marketing mix and customer satisfaction of respondents

Implementing of 

Marketing Mix
x̅̅ S.D. Level of Satisfaction

1. Product 2.571 1.354 Neutral

2. Price 3.060 1.060 Neutral

3. Location 2.389 0.999 Dissatisfied

4. Promotion 2.047 1.110 Dissatisfied

5. Staff 1.904 0.845 Dissatisfied

Overall 2.394 0.498 Dissatisfied

 According to the Table 2, the respondents have expressed their opinions on implementing 

marketing mix and customer satisfaction for overall at dissatisfied level (x̅̅	= 2.394) and for every 

variable at mostly dissatisfied level which the 3 variables and neutral level for two factors ranked 

from high to low mean are price (x̅̅	= 3.060) and product (x̅̅	= 2.571), respectively.   

 Investigating the connections between variables is the primary goal. Verifying the multicol-

linearity issue, which arises when the inter-correlation between independent variables is more than 
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Table 3 The Results of the Correlations

Variables TY PRD PRI LOC PRM STA VIF

Mean 3.908 2.571 3.060 2.389 2.047 1.904

SD 0.550 1.354 1.060 0.999 1.110 0.845

TY 1

PRD 0.035 1

PRI 0.261** 0.057 1 1.772

LOC 0.084 -0.051 0.035 1 1.480

PRM -0.045 0.058 0.029 0.098 1 1.809

STA 0.112 0.072 -0.165** -0.019 -0.049 1 1.542
N = 301 

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

 The Ordinary Least Squares (OLS) regression analysis is employed to investigate the hy-

pothesized relationships. The regression equation is a linear combination of the independent 

variables that are considered to best explain and predict the dependent variable. The results of 

OLS regression analysis for H1-H6 are presented in Table 4. 

Table 4 The Results of the Regression Analysis

Independent Variables Coefficients

Constant
3.194**

(0.159)

PRD
0.006

(0.023)

PRI
0.141**

(0.038)

LOC
0.040

(0.037)

0.80, is the second goal (Hair et al., 2010). Table 3 displays the findings of correlation analyses for 

every variable used in this research.

 Table 3 shows the results from correlation metric. The correlation of the dimensions 

implementing of marketing mix and customer satisfaction including that is 1.000 (p < 0.01). All 

the five dimensions of implementing of marketing mix is related positively significant to customer 

satisfaction and re-purchased decision of the customers. The value of variance inflation factor (VIF) 

is between 1.480 and 1.809, which is lower than the cut-off score of 10 as suggested by Hair et al. 

(2010). For regression analysis, the VIF and correlations both ensure that multicollinearity issues 

do not arise.
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Independent Variables Coefficients

PRM
-0.033

(0.037)

STA
0.102**

(0.037)

No. of Obs. 301

R2 0.102

F-Statistic 6.669**

Durbin-Watson 1.597
* represent statistical significance at 1% standard errors in paratheses

 The model from Table 4 is supported by a one-way error component technique to es-

timate data. Palasak, Boonlua, & Jirawuttinunt (2021) suggest that whether F-test is rejected the 

null hypothesis of a common intercept, that dataset is reliability to analyse. Most of the estimated 

coefficients are statistically significant. Moreover, the relationship rate is 10.20% and the F-test 

for model is strong significant at the 1% level. The value of Durbin-Watson found that 1.597. It 

confirms that values of all variables are accepted and trustworthy range from 1.50 to 2.50 (Gu-

jarati, 2006). The results determine Hypotheses 2 and 5 are supported. The hypothesis proposes 

that price and staff variables are positively affected to customer satisfaction and re-purchased 

behaviour. According to the findings, customer satisfaction and re-purchased behaviour increases 

with their level of staff service mind and attitude (Souto, 2021). According to earlier studies, the 

organisation of human resource encourages ongoing service mind in serving products and services, 

which leads businesses and industries to shift from production practices that harm the environ-

ment to the creation of friendly industries. Consequently, it encourages businesses to upgrade to 

service practices and establishes a favourable climate for the staff and customer together. The 

result is consistent with Wang, Zhu, & Luo’s study (2023), who state that the business transition to 

human-intensive environment is made possible by its friendly climate, which is the integration of 

production and service factors. The research findings also show a re-purchased link between mar-

keting mix with the staff factors and customer satisfaction. This is to approve the Ma, Lin, & Xiao’s 

study (2022) that the effect of staff attitude may encourage the establishment of environmentally 

friendly alternatives, increasing the firm income.

CONCLUSION AND SUGGESTION

 For those working in beverage business management, this research offers significant man-

agerial insights. Research indicates that price and staff attitude significantly affects the customer 

satisfaction and re-purchased behaviour. It is essential for corporate managers to concentrate on 

planning, organising, and leading among other facets of price. Business must first decide what the 

objectives of price and staff factors are and what steps are necessary to reach them. To obtain a 
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competitive edge, this is an essential step. Second, arrange the connections between the employ-

ees, tasks, and materials required to accomplish the objectives to enhance the effectiveness of the 

work. To accomplish financial and non-financial goals, managers need therefore exhibit excellent 

management abilities, inspire employees to work together productively, and make the most of 

customer satisfaction. 

 The study's practical implications are significant since the findings give marketers, coffee 

shop owners, and other businesses valuable information to develop effective strategies that focus 

on the elements that affect consumer loyalty and happiness. Businesses should expect improved 

performance outcomes by putting these methods into practice, which will increase their profit-

ability and competitiveness in the market. Until customers have what they want, the customers 

might not merely pay attention to the price (Lima et al., 2023). 
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Abstract

 This research offers a thorough analysis of India's evolving fiscal framework, emphasizing 

the intricate relationship between effective economic policies and persistent fiscal challenges. It 

acknowledges consistent growth in revenue receipts but highlights the significant fiscal pressure 

arising from increasing interest obligations on accumulated debt. India's fiscal landscape under-

went substantial shifts in 2020-21, primarily driven by elevated borrowings and expanded subsidies 

due to the COVID-19 pandemic. While tax revenues continue as the central source of government 

income, opportunities clearly exist for diversification into non-tax revenue streams. Additionally, 

the study underscores the contrasting growth patterns of primary and fiscal deficits, indicating un-

derlying fiscal imbalances. Given these findings, it is crucial for policymakers to carefully address 

the considerable fiscal gap and escalating debt burden in the forthcoming budget formulation. 

Ultimately, the analysis underscores the necessity of adopting balanced and strategically planned 

economic policies to safeguard India's fiscal stability.

Keywords: 1) Fiscal Deficit 2) Primary Deficit 3) Revenue Expenditure 4) Interest Payments 

5) Govt. Borrowings.
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1 Introduction 

 Fiscal policy fundamentally involves the government's strategic management of revenue 

collection and public expenditure to direct a nation's economic trajectory. It includes thoughtful 

adjustments in taxation, spending, and borrowing aimed at achieving key macroeconomic objec-

tives such as sustained growth, economic stability, and equitable wealth distribution. Within India's 

diverse and complex economic structure, the Central Government assumes a pivotal role, formu-

lating and continuously refining fiscal policies that significantly influence the nation's economic 

landscape.

 Over recent years, India has embarked on substantial fiscal reforms. The introduction of 

the Goods and Services Tax (GST) in July 2017 marked a significant reform in India's indirect tax-

ation, creating a unified national market and significantly improving tax compliance and revenue 

efficiency¹. The Insolvency and Bankruptcy Code (IBC), initiated in 2016, has expedited the reso-

lution of non-performing assets, strengthening the financial health of the banking sector². Despite 

these measures, the COVID-19 pandemic dramatically shifted India's fiscal strategy. The Central 

Government’s fiscal deficit sharply escalated to 9.2% of GDP in 2020-21, driven by increased ex-

penditures for healthcare, social protection, and economic recovery measures³.

 Post-pandemic (2021-2024), the fiscal strategy pivoted towards balancing deficit reduction 

and strategic capital investments. The government successfully reduced the deficit to 6.7% of 

GDP in 2021-22, further decreasing to 5.6% by 2023-24³. This research delves comprehensively 

into these fiscal intricacies, analyzing patterns in government revenues, expenditure priorities, and 

resultant fiscal outcomes. Using authoritative sources, the study aims to provide policymakers with 

essential insights for informed fiscal planning.

2 Literature Review

 In "A Role of Fiscal Policy Impact on Indian Economy: An Overview with Case Study," Sri-

nidhi R. and Ragu Balan P. (2018) extensively review India's fiscal environment, emphasizing fiscal 

policy's stabilization function during economic downturns. They elaborate on historical fiscal pol-

icy effectiveness and the Indian government's continuous struggle to balance ambitious growth 

targets with fiscal responsibility, providing a detailed case study of past fiscal responses⁴.

 "Union Budget 2022-23: Fiscal-Monetary" presents an insightful analysis of the recent 

budget, discussing how fiscal measures interact with monetary policies. It particularly focuses on 

infrastructure investments' ability to "crowd in" private investment. It further emphasizes recali-

brating the balance between fiscal austerity and growth-supportive measures, arguing that overly 

conservative fiscal approaches may negatively impact economic recovery and stability⁵.

 "Fiscal Federalism in India," authored by N K Singh, Chairman of the 15th Finance Com-

mission, provides an in-depth exploration of fiscal interactions between India's central and state 

governments. Singh critically assesses fiscal decentralization, the complexities of intergovernmen-
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tal transfers, and the imperative for maintaining fiscal discipline amidst competing demands and 

political dynamics⁶.

 The RBI's working paper "Subnational Government Debt Sustainability in India: An Empir-

ical Analysis" (2020) delves into subnational debt dynamics, emphasizing that continuous fiscal 

deficits are a major driver of unsustainable debt levels at state levels. It offers empirical evidence 

highlighting key factors that influence debt sustainability, reinforcing the need for stringent fiscal 

discipline at all governmental tiers⁷.

 Supriyo De (2012), in "Fiscal Policy in India: Trends and Trajectory," alongside the ADBI 

Working Paper "Debt Dynamics, Fiscal Deficit, and Stability in Government Borrowing in India: A 

Dynamic Panel Analysis," extensively discusses India's historical fiscal policy landscape. These stud-

ies highlight that sustainable debt management necessitates aligning government consumption 

with actual revenue receipts, advocating for borrowings to be strictly directed towards productive 

investments⁸.

 "The Indian Fiscal Response to COVID-19" by Chakraborty and Thomas (2020) provides a 

critical evaluation of India's fiscal stimulus packages during the pandemic. It assesses the scale 

and effectiveness of the fiscal interventions, their immediate impacts, and potential long-term 

implications for fiscal health and overall economic stability⁹.

 "Public Debt Management in India" by Rao and Kumar (2018) offers a comprehensive 

review of public debt management strategies in India. They discuss the importance of adopting 

structured, transparent frameworks for debt management to effectively manage fiscal risks and 

ensure macroeconomic stability¹⁰.

 Patel and Sharma (2019), in their work "Evaluating the Impact of Fiscal Deficit on Economic 

Growth in India," examine the complex relationship between fiscal deficits and economic growth. 

They argue for a carefully balanced approach to deficit management, emphasizing that controlled 

fiscal deficits can support growth without compromising fiscal health¹¹.

 The IMF report "Assessing India's Fiscal Reforms" (2021) critically evaluates India's recent 

fiscal policy reforms, notably GST implementation and changes in public spending patterns. It 

acknowledges improvements in revenue efficiency while identifying persistent challenges in opti-

mizing expenditure effectiveness and ensuring fiscal discipline¹².

 Lastly, "Fiscal Discipline and Economic Growth: An Empirical Investigation in the Indian 

Context" by Agarwal et al. (2021) empirically investigates the relationship between fiscal discipline 

and economic growth in India. The study presents robust evidence demonstrating that stringent 

fiscal discipline supports sustained economic expansion, offering valuable insights for policymakers 

in designing effective fiscal policies¹³.
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3 Methods

3.1 Objectives

 1. To unveil the trajectory of central government expenditure, with special emphasis on 

key components such as interest payments, major subsidies, and defence spending, and their 

evolving share within total revenue expenditure before and after COVID-19, from FY 2016-17 to 

FY 2024-25

 2. To explore and highlight the changing trends in central government revenue, distinctly 

categorizing them into tax and non-tax revenues across the pre- and post-pandemic periods during 

the period FY 2016-17 to FY 2024-25.

 3. To provide an in-depth analysis of the fiscal and primary deficit trends, assessing their 

progression and impact on India's fiscal stability throughout the COVID-19 timeline (FY17 to FY25) 

3.2 Sources of Data

 The research relies exclusively on secondary data collected from the Ministry of Statistics, 

Ministry of Finance, Reserve Bank of India (RBI), and various financial news sources.

3.3 Data Processing and Analysis plan 

 The data was analyzed specifically using statistical measures like growth rates, percentag-

es, ratios, and trend analysis, including Compound Annual Growth Rate (CAGR).

3.4 Limitation of the study

 • The actual data is not available for the FY 23-24 and FY 24-25.  The study uses Revised 

Estimates (RE) for the FY 23-24 and Budgeted Estimates (FY 2024-25 and FY 2024-25), which might 

introduce minor discrepancies.

 • The analysis exclusively focuses on Central Government fiscal data, excluding State 

Government financial details. 

 • The study restricts to a period of three years before COVID (FY 2016-17 to FY 2019-20), 

during COVID (FY 2020-21), and three years after COVID (FY 2021-22 to FY 2024-25)

 

4 Results

 The table below analyzes trends in major expenses, revenues, and fiscal deficit of India's 

Central Government across the pre-COVID (FY 2017-2020) and post-COVID periods (FY 2020-2025) 

(Amount in Crores, INR)
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4.1  Major Revenue Expenditure 

 The graph analyzes the major revenue expenditures of India’s Central Government for 

fiscal years FY 2017 to FY 2025, covering periods before, during, and after the COVID-19 pandemic.

Figure 1 Major Revenue Expenditures (Amount in Crores, INR)

 The trajectory of India's central government expenditures from FY 2017 to FY 2025  

reflects a complex interplay of fiscal strategies, significantly influenced by the COVID-19 pandemic. 

Interest payments have consistently been the largest and most rapidly expanding expenditure 

component, escalating from ₹4,80,714 crores in FY 2016-17 to a projected ₹11,62,940 crores by 

FY 2024-25. This substantial increase underscores the growing debt-servicing obligations resulting 

from persistent borrowings. The strong correlation of 0.9 between interest payments and total 

revenue expenditure demonstrates the significant impact of debt obligations on India's broader 

expenditure patterns. Notably, in FY 2020-21, interest payments surged to represent 42% of total 

revenue, highlighting severe fiscal pressure and heightened vulnerability during economic crises.

 The fiscal year 2020-21 marked a pivotal disruption, characterized by a drastic surge in 

borrowings by 94.75% and an extraordinary expansion of subsidies by 209.93%. These extensive 

fiscal measures were necessitated by the COVID-19 pandemic to safeguard socio-economic sta-

bility. Although subsidies reduced post-pandemic—indicating an intentional shift towards fiscal 

consolidation—the sustained Compound Annual Growth Rate (CAGR) of 7.67% suggests enduring 

challenges in balancing welfare responsibilities against fiscal discipline.

 Defence expenditure has also seen a steady increase, reflecting the government's com-

mitment to national security. The budget estimates for the Ministry of Defence stood at ₹6,81,210 

crores for FY 2025-26, an increase of 9.5% from the previous year's estimates. This consistent 

investment underscores the priority placed on national security without causing abrupt fiscal 

pressures.
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 Interestingly, revenue expenditure consistently remained dominant yet declined from 86% 

of total expenditure in FY 2016-17 to 77% by FY 2024-25, signaling a deliberate policy reorienta-

tion towards increased capital spending to stimulate economic recovery. Meanwhile, borrowings, 

peaking dramatically at 103% of total revenue during FY 2020-21, starkly reveal fiscal stress and 

underlying structural weaknesses. Collectively, these trends illuminate the complex dynamics and 

inherent tensions within India's fiscal management, balancing growth, welfare commitments, debt 

sustainability, and long-term economic resilience

4.2 Revenue Receipts

 The graph illustrates the trends in revenue receipts for the Central Government of India, 

highlighting levels before the pandemic, during COVID-19, and in the subsequent recovery period. 

Figure 2 Pattern of Revenue Receipts ( Amount in Crores, INR)

 The evolution of central government revenues from FY 2017 to FY 2025 highlights a 

dynamic shift in fiscal policy, shaped by tax reforms, economic fluctuations, and the COVID-19 

pandemic. Tax revenue, the primary contributor, exhibited steady pre-pandemic growth, driven by 

GST implementation (2017), improved compliance, and economic formalization. Net tax revenue 

increased from ₹11,01,372 crores (FY 2016-17) to ₹13,96,902 crores (FY 2019-20), before pandem-

ic-induced stagnation in FY 2020-21 (₹14,26,287 crores). The pandemic slowed revenue growth 

significantly, but post-pandemic, tax revenues rebounded sharply, projected at ₹25,83,499 crores 

by FY 2024-25 (CAGR: 11.25%). Direct taxes (corporate and personal income tax) now account for a 

larger share, indicating a shift towards a progressive tax structure, while GST collections surpassed 

₹10.62 lakh crores by FY 2024-25, reflecting enhanced compliance and recovery in consumer de-

mand. Additionally, the tax-to-GDP ratio improved from 11.6% (FY 2019-20) to 12% (FY 2024-25), 

signaling a more sustainable revenue base.
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 Non-tax revenue, historically a smaller share, witnessed significant fluctuations. Before 

COVID-19, it remained stable at ₹1.88 lakh crores annually. However, the pandemic caused a de-

cline in FY 2020-21 (₹2,07,633 crores) due to lower dividend payouts and reduced economic ac-

tivity. Post-pandemic, non-tax revenue surged, projected at ₹5,45,701 crores by FY 2024-25, largely 

fueled by higher RBI and PSU dividends, telecom spectrum auctions, and asset monetization. 

Notably, dividends and profit transfers now account for nearly 55.7% of total non-tax revenue, 

reflecting greater reliance on government-controlled surpluses.

 Overall, post-pandemic fiscal recovery has been robust, with tax revenues stabilizing and 

non-tax revenues gaining strategic importance. The revenue trajectory indicates stronger com-

pliance, economic formalization, and enhanced revenue mobilization. However, sustaining fiscal 

discipline requires continued tax base expansion, improved disinvestment execution, and diversi-

fication of non-tax revenue sources to reduce reliance on borrowings and ensure long-term fiscal 

resilience.

4.3 Fiscal and Primary Deficit

 The graph elucidates the evolving trends in fiscal deficit and primary deficit for the Central 

Government of India, encompassing the periods preceding, during, and following the COVID-19 

pandemic.

Figure 3 Pattern of Primary and Fiscal Deficit ( Amount in Crores, INR) 
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 From FY 2017 to 2025, India's fiscal and primary deficits underwent notable variations, 

reflecting the nation's evolving economic strategies and the challenges posed, particularly during 

the COVID-19 pandemic.

 Pre-Pandemic Fiscal Discipline (FY 2017–FY 2019): Prior to the pandemic, India's fiscal 

deficit remained within a manageable range, increasing from ₹5,35,619 crores in FY 2016-17 to 

₹6,49,418 crores in FY 2018-19, with an average deficit-to-GDP ratio of 3.5%–4%, aligning with 

fiscal consolidation targets. The primary deficit, excluding interest payments, was also contained, 

averaging 0.5%–1.5% of GDP, suggesting prudent fiscal management.

 Pandemic-Induced Fiscal Shock (FY 2020–FY 2021): The onset of COVID-19 in FY 2020-21 

led to an unprecedented surge in the fiscal deficit, ballooning to ₹18,18,290 crores, accounting 

for 9.5% of GDP. This massive increase was due to a 94.75% rise in borrowings to sustain welfare 

schemes, healthcare expenses, and economic relief measures, coupled with a 209.93% escalation 

in subsidies to support food security, direct transfers, and rural employment programs. Stagnant 

revenues and a drastic decline in economic activity further exacerbated the fiscal imbalance, 

leading to a tax revenue shortfall. Consequently, the primary deficit soared to ₹11,38,421 crores, 

reflecting unprecedented government spending beyond regular commitments—a 381.63% in-

crease from FY 2019-20.

 Post-Pandemic Fiscal Consolidation (FY 2022–FY 2025): In the aftermath of the pandem-

ic, the government focused on fiscal consolidation. The fiscal deficit is expected to decline to 

₹16,13,312 crores by FY 2024-25, estimated at 5.8% of GDP, demonstrating a gradual return to 

stability. Similarly, as revenues improved and emergency expenditures reduced, the primary deficit 

is projected to decrease to ₹4,50,372 crores in FY 2024-25, reflecting enhanced fiscal discipline. 

Despite this recovery, the deficit remains higher than pre-pandemic levels, largely due to persistent 

interest payments and slower-than-expected disinvestment proceeds.

 While the fiscal deficit is on a declining trajectory, its reduction is slower than revenue 

growth, indicating persistent spending pressures. Interest payments now account for over 42% 

of revenue receipts as of FY 2020-21, highlighting the challenge of managing public debt. This 

restricts the government's ability to allocate funds toward productive capital investment and 

growth-oriented policies. Borrowings peaked at 103% of revenue in FY 2020-21, exposing vulner-

abilities in revenue-expenditure alignment. Post-pandemic, borrowing dependence remains high, 

necessitating a stronger focus on tax compliance, non-tax revenue enhancement, and disinvest-

ment efficiency. Revenue expenditure dominance declined from 86% in FY 2016-17 to 77% by 

FY 2024-25, indicating a shift towards higher capital investments for long-term economic growth. 

India's commitment to fiscal consolidation aligns with its target of reducing the fiscal deficit to 

below 4.5% of GDP by FY 2025-26. However, this requires sustained revenue growth, expenditure 

efficiency, and better debt management to ensure fiscal sustainability.
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 In conclusion, while India has managed to navigate the pandemic-induced fiscal shock, the 

trajectory of fiscal and primary deficits indicates that interest payments and borrowings continue 

to pose long-term fiscal risks. Post-pandemic revenue recovery has been strong, but sustaining 

fiscal health will require tighter control over expenditure, reducing reliance on debt, and ensuring 

a more balanced approach to welfare and growth investments. The government's commitment 

to fiscal consolidation is evident, but sustained execution of revenue-enhancing reforms and debt 

control measures is critical to achieving long-term fiscal stability.

6 Summary & Conclusion

 India's fiscal landscape from FY 2017 to FY 2025 reveals a narrative shaped by prudent 

management, pandemic-induced challenges, and a strategic pivot towards fiscal consolidation. 

Preceding the COVID-19 pandemic, the fiscal deficit was contained within 3.5%–4% of GDP, re-

flecting disciplined fiscal policies. However, the pandemic precipitated an unprecedented fiscal 

expansion, with the deficit peaking at 9.5% of GDP in FY 2020-21, driven by a 94.75% surge in 

borrowings and a 209.93% increase in subsidies to mitigate the crisis's socio-economic impact. This 

period also saw the primary deficit escalate by 381.63% from the previous fiscal year, underscoring 

the extensive fiscal interventions employed.

 In the subsequent years, the government's commitment to fiscal prudence is evident, 

with the fiscal deficit projected to decline to 5.8% of GDP by FY 2024-25. Despite this positive 

trajectory, challenges persist. Interest payments have grown substantially, comprising over 42% of 

revenue receipts in FY 2020-21, thereby constraining fiscal flexibility. Additionally, the reliance on 

borrowings, which peaked at 103% of total revenue in FY 2020-21, highlights underlying structural 

vulnerabilities in revenue-expenditure alignment. The shift in expenditure composition, with rev-

enue expenditure's share decreasing from 86% in FY 2016-17 to a projected 77% by FY 2024-25, 

indicates a strategic emphasis on capital investments to bolster long-term economic growth.

 In conclusion, while India's fiscal metrics are on a path to stabilization post-pandemic, 

enduring high interest obligations and dependency on borrowings necessitate continued reforms. 

Achieving sustainable fiscal health requires enhancing revenue streams, such as broadening the 

tax base and accelerating disinvestment initiatives; optimizing expenditure by rationalizing sub-

sidies and prioritizing capital spending; and implementing effective debt management strategies, 

including diversifying debt instruments and extending maturities to mitigate refinancing risks.
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