: ISSN 2821-9651 (online)
ﬂ.




Research Article Journal homepage: https://so05.tci-thaijo.org/index.php/MFUconnexion

CONNEXION

Journal of Humanities and Social Sciences

Vol. 12 No. 2, Article ID: 263318. doi:

Received: January 15, 2023
Revised: March 29, 2023
Accepted: September 9, 2023
Published: November 30, 2023

Chinese Expatriates’ Willingness Regarding Thailand-Exploring the Effects of Perceived
Organizational Support, Cultural Intelligence, Overseas Study Experience and
Overseas Work Experience

I-Wen Chou", Jing Guo', Yan Xu'

"The Faculty of Chinese International College, Dhurakij Pundit University

* Corresponding author e-mail: i-wen.cho@dpu.ac.th, loveba7.cc@gmail.com

Abstract

With the advent of globalization and multinational organizations, the number of Chinese corporate employees
deployed abroad is increasing yearly. During the epidemic, the situation of expatriation is different than it was before.
Based on the background of more exchanges between China and Thailand than ever before, this study aims to
investigate the expatriation willingness of Chinese employees to Thailand in the post-pandemic era and to verify the
relationship between cultural intelligence (motivational cultural intelligence, behavioral cultural intelligence, cognitive
cultural intelligence, and Meta-cognitive cultural intelligence and expatriation willingness to Thailand. A total of 165
valid samples were collected from full-time employees of Chinese companies (working in companies within China) via
the online questionnaire. The data was analyzed using SPSS 25.0 and AMOS 26.0 for reliability and regression
analysis. The conclusion is that (1) Motivational CQ and Cognitive CQ have a significant positive relationship with the
expatriation willingness to Thailand; (2) The expatriation willingness to Thailand is affected by demographic variables
such as overseas study experience and overseas work experience; (3) Perceived Organizational Support has a
positive effect on the expatriation willingness to Thailand. The results of this study can provide a reference for human

resource management in dispatch in the post-pandemic era and make up for the gap in previous research.

Keywords: Cultural Intelligence, Chinese Expatriation Willingness to Thailand, Perceived Organizational Support,

Overseas Study Experience, Overseas Work Experience
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Introduction

The Journal of Shenzhen University (Humanities and Social Sciences), A Guide to the Core Journal of
China, indicated that cooperation on the China-Thailand railway not only helps to strengthen China-Thailand
economic and trade relations, but also actively develops the traditionally friendly relations between China and
Thailand based on the principle of “amity, sincerity, reciprocity, and inclusiveness” (Zou, 2018). Another benefit
of Chinese students studying in Thai universities is the economic benefit to Thailand. Chinese students contribute
to the local economy by paying tuition fees and living expenses. In addition, the presence of Chinese students
can help to attract Chinese businesses to invest in Thailand. In conclusion, the education of Thai universities for
Chinese students during 2020-2023 has been characterized by increasing collaboration and partnerships
between the two countries. The benefits of this collaboration include cultural exchange, economic benefit to
Thailand, and academic collaboration between the two countries. It can be seen that business and academic
exchanges between China and Thailand are greater than ever and mutually advantageous due to the Belt and
Road Initiative of the Chinese government. Therefore, this study focuses on Chinese corporate personnel and
Thailand as the destination country to investigate the post-pandemic market dynamics and fill the gap in the
academic literature.

Chinese expatriates working in Thailand can bring several benefits, including the transfer of knowledge and
skills, promotion of cultural exchange, attraction of foreign direct investment, and creation of job opportunities. As
Cultural intelligence is an important factor for expatriates working in a foreign country. It refers to an individual’s ability
to adapt and function effectively in a culturally diverse environment. The concept of cultural intelligence (CQ) has sub-
concepts: Meta-cognitive Cultural Intelligence (Meta-cognitive CQ), Cognitive Cultural Intelligence (Cognitive CQ),
Motivational Cultural Intelligence (Motivational CQ), and Behavioral Cultural Intelligence (Behavioral CQ) (Ang et al.,
2007). Scholars have widely studied cultural intelligence in the context of cross-cultural and expatriates, such as the
journal article “Research on Cultural Intelligence: Review and Prospect” funded by the Young Scientists Fund of the
National Natural Science Foundation of China (Gao & Li, 2009), which again emphasized that Cultural Intelligence is
a meaningful, valuable, and challenging research field with practical significance for the construction of global work
teams. According to Ang et al. (2007), it positively impacts team performance if individuals can adapt to new cultures.
Subsequent research has confirmed that cultural intelligence positively affects expatriate adjustment, cross-cultural
communication, and team performance (Ang et al., 2007; Li & Wang, 2018). The employees with less work
experiences and high Cultural Intelligence would be more willing to work in other countries voluntarily (Wu et al., 2013).
In summary, developing cultural intelligence is critical for Chinese expatriates working in Thailand or any other country,

as it can improve their ability to adapt to new cultural contexts and to function effectively in cross-cultural settings.
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Developing cultural intelligence skills can lead to a greater willingness to work overseas, as individuals with higher
levels of CQ tend to have a global mindset, be more effective in cross-cultural communication and collaboration, and
be more adaptable to different cultural contexts. This can lead to greater organizational success and improved
performance in the global marketplace. Therefore, the study suggests that there is a significant positive relationship
between Cultural Intelligence and overseas work and voluntary expatriation.

After the covid-19, the willingness of employees and companies to choose expatriation may be affected, many
Chinese companies have had to adjust their operations due to the pandemic, which has affected the number of
expatriates they are sending to Thailand. In that case it is necessary for management to understand the expatriation
willingness of employees effectively. Scholars have confirmed that the emphasis on the expatriation willingness of
corporate employees can improve the efficiency of expatriation from the enterprise perspective. Implementing relevant
measures and policies can increase the number of employees’ willingness to accept Thai expatriation work, which
gives the enterprise more dominant and expatriation resources (Du, 2011). Overall, it has had a mixed impact on
Chinese expatriation in Thailand. While it has created some challenges, it has also created new opportunities for
expatriates to adapt and to develop new skills. This study will significantly contribute if it properly identifies the factors

that affect expatriation willingness to Thailand after the pandemic era.

Research Objectives

Cultural intelligence is an important factor for expatriates working in a foreign country. It refers to an individual’'s
ability to adapt and function effectively in a culturally diverse environment. However, it is not all dimensions of Cultural
Intelligence (CQ) are related to cross-cultural levels, only the motivational cultural intelligence can significantly predict
the cross-cultural adaptability of expatriates (Templer et al., 2006); Higher cultural intelligence have a higher desire
for expatriation to China (Wu et al., 2013). CQ has a stronger explanatory ability in predicting expatriates’ job
adaptation and job performance than demographic variables (such as gender and age) (Ang et al., 2007). Overall,
Cultural Intelligence (CQ) is positively correlated with the desire for expatriation (Lee et al., 2019). Scholars have
confirmed that emphasizing the CQ can predict the performance of Chinese employees in Thailand. This is because
there are many cultural and work style differences between China and Thailand, which may lead Thai employees to
view Chinese expatriates as ineffective leaders, thereby potentially reducing the success of expatriation (Guang &
Charoensukmongkol, 2022). Therefore, this study aims to explore the four sub-constructs of cultural intelligence and
their ability to predict the expatriation willingness of Chinese employees, and through these four dimensions of cultural
intelligence, researchers and practitioners can gain a better understanding of the skills and competencies that are

necessary for effective cross-cultural interactions among expatriates from this study.
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The outbreak of COVID-19 may have affected the willingness of Chinese employees and companies to
choose expatriation, and it is crucial for management to effectively understand Chinese employees’ expatriation
willingness. Therefore, this study aims to explore the desire for expatriation among Chinese employees in the
post-pandemic era, to provide a reference for human resource deployment management in the post-pandemic
era, and to fill the research gap. The objectives of this study are summarized as follows:

1. To verify the relationship between Cultural Intelligence (Motivational Cultural Intelligence, Cognitive
Cultural Intelligence, and Meta-cognitive Cultural Intelligence) and the willingness for expatriation to Thailand;

2. To verify whether Perceived Organizational Support has an effect on the willingness for expatriation
to Thailand;

3. To verify which control variable will affect the expatriation willingness to Thailand;

4. To provide practical suggestions/measures for human resource deployment management in the

post-pandemic era.

Literature Review

Perceived Organizational Support (POS)

Perceived Organizational Support is an employee’s perception of the organizational environment, a measure
of the organization’s appreciation of its contribution and value, and the degree to which it cares about its interests
(Cable & Edwards, 2004). Perceiving the level of care from the organization makes it easier to achieve internal and
external satisfaction (Bogler & Nir, 2012). Therefore, this study assumes that Perceived Organizational Support is the
way in which an organization treats its employees, including social support such as praise and recognition, as well as
internal and external support such as promotions, increased benefits, and salary increases, all aimed at improving
employees’ positive expectations.

Starting from the Chinese context, a multi-dimensional conceptual model was proposed. The local research on
perceived organizational support was expanded through peer and supervisor support refinement. Through exploratory
factor analysis, it was found that Chinese employees’ perceived organizational support is composed of six dimensions:
perceived organizational system support, perceived organizational system protection, task-oriented supervisor support,
relationship-oriented supervisor support, peer work support, and peer life support (Bao & Liu, 2011).

To sum up, many scholars have proposed different definitions and dimensions of perceived organizational
support. This study focuses on Chinese employees and focuses on the main dimensions of expatriates in this study.
Therefore, this study adopts the definition of perceived organizational support proposed by Chinese scholars Bao and
Liu (2011). This study defines perceived organizational support as Chinese employees’ perception of the organization’s

support for their expatriate work, and recognition of their expatriate work value and interest.
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Cultural Intelligence (CQ)

Cultural intelligence (CQ) is a concept proposed by scholars Earley and Ang (2003), which refers to an
individual’s ability to produce differences when interacting across cultures, that is, whether they have the ability
to effectively adapt to different cultures in different cultural backgrounds/environments. Cultural intelligence is
divided into four subconcepts: Motivational Cultural Intelligence (Motivational CQ), Behavioral Cultural
Intelligence (Behavioral CQ), Cognitive Cultural intelligence (Cognitive CQ), and Meta-cognitive cultural
intelligence (Meta-cognitive CQ).

This study is based on the definition of Ang et al. (2007), which defines the sub-constructs of cultural
intelligence as Meta-cognitive cultural intelligence refers to an individual's ability to use advanced mental
processes in their thinking, anticipate others’ cultural preferences, and adjust their mental models in the face of
different cultures, both at the time of and after the interaction; Motivational CQ refers to an individual’s tendency
to pay attention to and learn from cultural issues and experiences; Behavioral CQ refers to an individual’s ability
to correctly express both verbal and nonverbal communication when interacting with people of different cultures;
Cognitive cultural intelligence refers to an individual's knowledge of different cultural norms, practices, and
customs, including economic and legal issues. CQ is defined as the ability to adapt to different cultural contexts
effectively, and it is divided into four sub-constructs: Motivational cultural intelligence (Motivational CQ),
Behavioral cultural intelligence (Behavioral CQ), Cognitive cultural intelligence (Cognitive CQ), and Meta-
cognitive cultural intelligence (Meta-cognitive CQ).

Expatriation Willingness to Thailand

Expatriation willingness refers to an employee’s willingness to accept their company’s arrangement to
work overseas (Jiang, 2010). However, expatriation willingness is an adult’s psychological activity or motivation,
so the influencing factors of expatriation willingness are more complex and vary from person to person.

If a company considers the personal willingness of employees and provides targeted training and support
for expatriates, it can increase employee expatriation willingness (Du, 2011). On the organizational level, the
support of the unit or company for the expatriate’s career, the daily life security in the destination country, and
appropriate compensation systems are all significantly related to expatriation willingness (Chen & Shaffer, 2017).

In this study, the researchers define expatriation willingness to Thailand as the willingness of an employee
to accept an assignment to work in Thailand for a certain period of time arranged by the company or unit (Jiang,
2010). In terms of practical management significance, international expatriates should be based on knowledge
creation and transfer, and also have national leadership ability. Scholars have proposed that individual factors

such as cross-cultural ability, communication ability, international test, and learning ability can affect expatriation
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willingness. In addition, expatriates should also be able to effectively transfer and utilize relevant resources
across borders and match them with the transfer of knowledge and patents related to the parent company to
make overall planning and layout (Luo et al., 2013).

Cultural Intelligence and Expatriation Willingness

Scholars have conducted individual studies on individual sub-concepts of cultural intelligence, such as higher
motivational cultural intelligence leading to higher cross-cultural adaptability of expatriates (Templer et al., 2006).
Higher behavioral and motivational cultural intelligence also leads to stronger psychological and social adaptability of
cross-border corporate executives (Ang et al., 2007). According to the pre-pandemic core journal article recorded in
A Guide to the Core Journal of China, “Impact of Expatriate Cultural Intelligence on Expatriate Performance:
A Mechanism Research of Chinese ‘Going Out’ Enterprise”, the relationship between cultural intelligence and
expatriation adaptation is positively correlated (Li & Wang, 2018), Therefore, this study concludes that in terms of
cross-cultural adaptability, effective predictions can be made using the motivational cultural intelligence.

If the employee has high cultural intelligence, can he use the advanced psychological ability of personal
thinking process to anticipate other cultural preferences and adjust psychology, and has a high interest in
understanding the issues and experiences related to a foreign culture. In addition, they can correctly express
their oral and non-oral abilities, communicate with local staff, and have a certain degree of knowledge, including
economy and law. If employees have the motivation and interest to understand different cultures and have certain
knowledge and communication skills, they will actively strive for the opportunity of assignment. Wu et al. (2013)
have confirmed a positive relationship between cultural intelligence and willingness to go on assignment in China,
so this study infers that cultural intelligence should be related to a voluntary assignment abroad. Therefore, the
following H1 to H3 hypothesis is proposed:

H1: Meta-cognitive CQ has the positive impact on the willingness to go on voluntary assignment in
Thailand.
H2: Cognitive CQ has the positive impact on the willingness to go on voluntary assignment in Thailand.

H3: Motivational CQ has the positive impact on the willingness to go on voluntary assignment in Thailand.

Perceived Organizational Support and Expatriation Willingness

The focus on employee expatriation willingness can increase the expatriation efficiency within a company. If
the company considers employees’ personal willingness and provides focused training and support on the
expatriation willingness, it can increase the expatriation willingness of employees. From the company’s perspective,
implementing relevant measures and policies can increase the willing employees to accept expatriation, giving the

company more control and resources for overseas deployments (Du, 2011).
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Companies should provide adequate organizational support to help expatriates achieve work-family
balance, and international companies should have a well-developed compensation (rewards) support system to
increase their willingness to go abroad (He & An, 2020) Therefore, this study believes that when an enterprise
employee perceives more organizational support, it will provide system and living support for their work in
Thailand, which can positively affect their willingness to go abroad in Thailand. Based on this, the following
hypothesis is proposed:

H4: Perceived Organizational Support has a positive effect on the expatriation willingness to Thailand.

Control Variables

In this research, it is indicated that male employees, those who are unmarried, managers, and employees with
shallow experience have higher voluntary expatriation intentions (Wu et al., 2013); According to Zhang (2016),
younger, unmarried, or married but childless employees can broaden and heighten their career development through
expatriation or have a strong intention to expatriate to higher positions through expatriation. On the other hand, female
expatriation intention is lower than male expatriation intention (Markham & Pleck, 1986; Tharenou, 2007). Therefore,
this study set gender, and marital status. Whether employees with cultural intelligence have overseas experience,
such as studying abroad or working abroad, would improve their adaptability to working overseas and also affect their
willingness to be dispatched abroad by their employer (Wu, 2012). Employees with overseas experience can more
efficiently complete their overseas assignments, so this study set study abroad experience and work abroad
experience as variables. The research model shows that this study hypothesizes a positive relationship between
cultural intelligence and expatriation willingness to Thailand. Gender and marital status are set as variables, and
overseas study experience and overseas work experience may affect the main variables, so they are set as variables,

as shown in Figure 1 below.
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Cultural Intelligence Variable:
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Figure 1 Proposed research model

Methodology

Sampling and Samples

This study’s sample is Chinese employees in Chinese enterprises, and an online questionnaire is
conducted. Purposeful sampling is used to collect the questionnaire, focusing on selecting employees from
different management levels, and study-abroad backgrounds to achieve heterogeneity in the sample. SPSS 25.0
and AMOS 26.0 are used for reliability and regression analysis, and the study finally collect 165 valid samples.

Questionnaire Design and Measurements

The questionnaire of this study is divided into two parts. The first part is “basic information”, including the
respondents’ gender, age, overseas study experience, overseas work experience, etc. The second part is the
scale part, which involves the scale items of variables such as “Meta-cognitive intelligence (MeCQ)”, “Cognitive
cultural intelligence (CCQ)”, “Motivational cultural intelligence (MCQ)”, “Perceptual Organizational Support
(POS)” and “Expatriation Willingness to Thailand (EWT)".

The scale questions are measured by Likert's 5-point scale (1 = strongly disagree, 5 = strongly agree),
which evaluates the degree of subjects’ consent to each item. A higher total score indicates a higher overall

cultural intelligence, perceived organization support, and expatriation willingness to Thailand.
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The scale used in this study is from the following literature.

Cultural Intelligence Scale

This study used the cultural intelligence scale published by Ang et al. (2007), which was translated into
Chinese and discussed with experts, and has good scale reliability and internal consistency (Cronbach’s alpha
= 0.8). The four sub-facets include 4 questions on Meta-cognitive Cultural Intelligence, 6 questions on Cognitive
Cultural Intelligence, 5 questions on Motivational Cultural Intelligence, and 5 questions on Behavioral Cultural
Intelligence for a total of 20 questions.

Researchers deleted “Behavioral Cultural Intelligence” when conducting exploratory factor analysis in the
pilot test to pass the validity test. It is also shown in the research of Schlagel and Sarstedt (2016) that the Chinese
sample lacked discriminant validity across Meta-cognitive and behavioral dimension. Therefore, according to the
results of the pretest’s reliability and validity, the scale of Cultural Intelligence was adjusted to a total of three
dimensions, namely, 3 items of “Meta-cognitive Cultural Intelligence”, 3 items of “Cognitive Cultural Intelligence”,
and 2 items of “Motivational Cultural Intelligence”, totally including 8 items for Cultural Intelligence.

Perceived Organizational Support Scale

According to the development scale for perceived organizational support (Bao & Liu, 2011), 14 items were
used in the pilot study stage and then adjusted to a total of 8 items according to the reliability and validity results.

Expatriation Willingness Scale

According to the Jiang (2010) development scale for expatriation willingness, a total of 13 items were
adopted in the pre-test stage and then adjusted to 8 items according to the reliability and validity results.

Data Collection

This study takes Chinese enterprise employees working in China as the research objects, and the survey
time is from October to December 2022. Two methods of questionnaire collection are used. The first is to use
snowball sampling. The researchers organized experts to discuss and select 10 Chinese employees currently
working in Chinese private enterprises, most of whom have overseas study experience or overseas work
experience. Researchers asked these employees to fill in the online questionnaire for this study.

After the researchers tested the reliability and validity of this survey, they deleted some items from the
questionnaire and then conducted large-scale questionnaire collection. The 10 employees selected for the first
time need to recommend the people they know who have overseas study experience or overseas study
experience, and who meet the requirements of this survey, continue to fill in the online questionnaire of this study,

and collect 66 questionnaires through snowball sampling.
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The second method to collect questionnaires is through the authoritative questionnaire collection platform,
wijx.cn, which is a professional online questionnaire survey, examination, evaluation, and voting platform in China. It
has more than 6.2 million registered members and more than 10 million online questionnaire fillers daily. Therefore,
using wjx.cn can ensure the randomness of the samples. In this study, a total of 100 questionnaires were collected
using the sample service on this platform.

Finally, 166 questionnaires were collected in this study in the above-mentioned two ways, and 1 invalid
questionnaire was deleted. Therefore, there are 165 valid questionnaires in this study. Since Tabachnick et al. (2013)
state that “a sample size of 5 to 10 subjects per variable is often suggested” for multivariate analysis, 165 valid
questionnaires have exceeded the suggested number, thus the number of valid questionnaires is within the
acceptable range.

Demographic Information of Respondents

The demographic and information of the respondents are displayed in Table 1. There are 78 males in this
study, accounting for 47.27; There are 87 women in total, accounting for 52.73%. There is no significant difference
between gender and expatriation willingness to Thailand. More than 65% of the people in the marital status are
“married”, and 33.94% of the samples are unmarried. Regarding “length of employment”, 56.36% of respondents
have worked for more than 5 years. From the perspective of position, there is relatively more “junior staff” in the sample,
accounting for 39.39%. Regarding the distribution of experience in studying abroad, 97 people have “no experience
in studying abroad”, accounting for 58.79%. The number of people with “experience in studying abroad” was 68,
accounting for 41.21%. Finally, from the perspective of overseas work experience, 54 people have “overseas work

experience”, accounting for 32.73%; There are 111 people without overseas work experience, accounting for 67.27%.

Table 1 Demographic information of respondents

Item Options Frequency Percentage (%)
Gender Male 78 47.27
Female 87 52.73
Marital Status Unmarried 56 33.94
Married 108 65.45
Divorce 1 0.61
Length of Employment Less Than 1 Year 23 13.94
1-3 Years 23 13.94
3-5 Years 26 15.76
More Than 5 Years 93 56.36
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Table 1 (continued)

Item Options Frequency Percentage (%)
Position Intern 19 11.52
Junior Staff 65 39.39
First-line Manager 46 27.88
Middle Manager 31 18.79
Top Manager 4 2.42
Overseas Study Experience Yes 68 41.21
No 97 58.79
Overseas Work Experience Yes 54 32.73
No 111 67.27
Total 165 100.0

Reliability and Validity Test

After testing the reliability of the collected questionnaires, researchers obtained the coefficient of Cronbach’s
QL of Meta-cognitive Cultural Intelligence is 0.725; the coefficient of Cronbach’s QL of Cognitive Cultural Intelligence is
0.779; the coefficient of Cronbach’s O of Motivational Cultural Intelligence is 0.717; the coefficient of Cronbach’s Ol of
Perceived Organizational Support is 0.899, the coefficient of Cronbach’s Ol of expatriation to Thailand is 0.897. Thus,
Cronbach’s QL of all variables in this study is greater than 0.7, indicating that the scale in this study has good reliability.

Next, confirmatory factor analysis was used in this study. The results showed that the standard estimate factor
loading of the MeCQ2, POS6, and EWT2 was lower than 0.65, so these items were deleted during the data analysis.
After adjustment, the standard estimate factor loading of all variables is higher than the recommended value of 0.65, the
AVE value of all variables is greater than 0.5, and the CR value is greater than 0.7, which is higher than the recommended

value, which means that the analysis data has good aggregation (convergence) validity. See Table 2 for details.

Table 2 The reliability and validity results and correlations between variables

Correlations between variables
Variables Cronbach’s (X coefficient AVE Value CR Value
MeCQ ccQ MoCQ POS EWT
MeCQ 0.725 0.544 0.702 1
ccQ 0.779 0.551 0.785 430** 1
MoCQ 0.717 0.575 0.727 407 475 1
POS 0.899 0.557 0.898 .363** 483** .406** 1
EWT 0.897 0.558 0.898 .392** 342% | .481* | .390** 1

Note. ** Correlation is significant at the 0.01 level (2-tailed)
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Research Results
Next, multiple linear regression analysis was conducted on the collected data to accomplish objective 1 and
objective 2 of this research. Then, independent Sample T-Test was conducted on the collected data to achieve the

research objective 3.

Multiple Regression Analysis

The results of the correlation analysis between various variables in this study are shown in Table 2. From
the results, we can see that the “expatriation willingness to Thailand” in this study is positively correlated with
“Meta-cognitive Cultural Intelligence”, “Cognitive Cultural Intelligence”, “Motivational Cultural Intelligence”, and
“Perceived Organizational Support”.

To verify the hypothesis of this research, it takes “Meta-cognitive Cultural Intelligence”, “Cognitive Cultural
Intelligence”, “Motivational Cultural Intelligence” and “Perceived organizational support” as independent variables and
takes “Expatriation Willingness to Thailand” as the dependent variable for multiple linear regression analysis. The

analysis results are shown in Table 3.

Table 3 Linear regression analysis results of Expatriation Willingness to Thailand (n=165)

Unstandardized Coefficient standardized Coefficient
B Std. Error Beta t P viE
Constant 0.956 0.373 - 2.561 0.011* -
MeCQ 0.217 0.089 0.187 2.446 0.016* 1.341
CCQ 0.019 0.074 0.021 0.259 0.796 1.569
MoCQ 0.301 0.074 0.322 4.083 0.000** 1.433
POS 0.201 0.087 0.181 2.312 0.022* 1.408
R® 0.306
Adjusted R® 0.289
F F (4,160) = 17.625, p=0.000
Durbin-Watson 1.942
Dependent Variable: EWT

Note. * p<0.05 ** p<0.01

From the above table, we can see that the model formula is: EWT=0.956+0.217 *MeCQ+0.019
*CCQ+0.301 *MoCQ+0.201 *POS, and the R square value of the model is 0.306, which means that MeCQ, CCQ,
MoCQ, POS can explain the 30.6% change of EWT. The model passed the F test (F=17.625, p=0.000<0.05), which

means that at least one of MeCQ, CCQ, MoCQ and POS will affect EWT. In addition, the multiple collinearity test of the
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model found that the VIF values in the model are all less than 5, which means there is no collinearity problem.
The Durbin-Watson value is near 2, which indicates that the model does not have autocorrelation, and there is no

correlation between the sample data, so the model is better.

Table 4 Statistical results of the research model

Paths B t p Results
H,: MeCQ—EWT 0.217 2.446 0.016* Supported
H,: CCQ—EWT 0.019 0.259 0.796 Rejected
H,: MoCQ—EWT 0.301 4.083 0.000** Supported
H,: POS—EWT 0.201 2.312 0.022* Supported

The findings of this study showed that some sub-constructs of CQ, namely MeCQ (B=O.217, t=2.446) and
MoCQ (B=O.301, t=4.083) were significant influencing Chinese employees’ expatriation willingness to Thailand.
Meanwhile, POS (B=O.201, t=2.312) were significant influencing Chinese employees’ expatriation willingness to
Thailand. However, there is one sub-construct of CQ, namely CCQ (B=0.019, t=0.259), will not significantly influence
Chinese employees’ expatriation willingness to Thailand. Thus, H,, H, and H, were supported and H, was rejected,
which were shown in table 4.

Independent Sample T-Test

In order to verify which control variable will affect the expatriation willingness to Thailand, we conducted
an independent sample T-test on all control variables pointed out in our study, and found that the different
“overseas study experience” and “overseas work experience” had a significant difference in willingness of
expatriation to Thailand, while other variables were not showing the differences. To simplify the results, this study
only presented data on “overseas study experience” and “overseas work experience” below, which were shown

in Table 5 and Table 6.

Table 5 T-test analysis results of overseas study experience

Overseas Study Experience (mean + standard deviation)
t P
Yes (n=68) No (n=97)
EWT 4.05+0.69 3.74+0.79 2.597 0.010*

Note. * p<0.05 ** p<0.01

The experience of studying abroad for EWT showed 0.05 level significance (t=2.597, p=0.010), as well
as the specific comparison difference shows that the average value of “with overseas study experience” (4.05)

will be significantly higher than the average value of “without overseas study experience” (3.74).
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Table 6 T-test analysis results of overseas work experience

Overseas Work Experience (mean + standard deviation)
t P
Yes (n=54) No (n=111)
EWT 4.091£0.67 3.76+0.78 2.697 0.008**

Note. * p<0.05 ** p<0.01

Overseas work experience showed 0.01 level significance for EWT (t=2.697, p=0.008), and the specific
comparison difference showed that the average values of “with overseas work experience” (4.09) would be

significantly higher than the average value of “without overseas work experience” (3.76).

Conclusion

This study shed the light to the relationship between the overseas study experience, overseas work experience
and expatriation willingness to Thailand. No scholars have done research on the expatriation willingness to Thailand
of Chinese employees. Our study first proves that overseas study experience and more overseas work experience will
affect the expatriation willingness to Thailand. Therefore, when the mainland Chinese company selects employees to
work in Thailand, it needs to provide priority to employees with more overseas study experience and sufficient
overseas work experience, which has similar results that international travel experience positively affect the
expatriation willingness (Lee et al., 2019). In that case, this result could be a reference for the Chinese company,
providing priority to employees with more overseas study experience and sufficient overseas work experience can
help organizations to build a workforce with the necessary skills and competencies to succeed in a global business
environment. It can also help retain Chinese talent that is more likely to be engaged and motivated, ultimately
contributing to better expatriation outcomes.

One of the innovations of this study is that the score of Chinese employees’ expatriation willingness to Thailand
is medium-high (3.87, higher than the median), which means that under the condition of China-Thailand friendship,
Chinese employees are willing to work in Thailand. This study also found that CQ and Organizational Support positively
affect the expatriation willingness in Thailand among Chinese employees, which is similar to the finding of Wu et al.
(2013). In summary, Chinese employees’ expatriation willingness can be influenced by various factors such as
overseas study experience, overseas work experience, cultural intelligence, and organizational support. When
employees possess higher levels of these factors, they are more likely to express a higher willingness to expatriate.

However, our paper provides evidence that gender and marital status had no significant impact on willingness
to expatriate to Thailand. This could be because both Chinese men and Chinese women are more likely to prioritize

career advancement and the growth opportunities in Thailand. Moreover, the Chinese employees with children may
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be more willing to accept expatriate assignments if they perceive the host country as a safe and desirable location
with good educational opportunities for their children.

Although there are many innovations and highlighting the most important factors if willingness to expatriate in
this study, it exists research limitations. First, this study only focuses on Thailand not different Thai cities. Different Thai
cities may have different business environments, regulatory frameworks, and economic conditions. In order to get
more information and comprehensive insights, we suggest that future research should be aware of the potential
differences between different Thai cities, such as Chiang Mai or Bangkok. Second, this study mainly conducts
questionnaires. Future research should involve interviews to identify several factors that could explain why Chinese
employees’ expatriation willingness to Thailand is medium-high, Future research can explore whether the cultural
similarities, geographic proximity, language, cost of living make Thailand an attractive destination for Chinese

employees seeking expatriation opportunities or not.
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Abstract

The Danmei subculture, emerging from Chinese fandom culture and influenced by Japanese Yaoi culture,
centers around male-male romantic and/or sexual relationships in fictional narratives across various media. This
research article explores the incorporation and resistance of the Danmei subculture within popular culture, with a focus
on the internet’s role as a facilitator. The study employs participatory observation and interactive engagement with 121
female Danmei fans to examine ideological and commercial incorporation, as well as the subculture's impact on
gender norms and power dynamics. The findings reveal how Danmei challenges traditional gender and societal norms,
fosters inclusivity and acceptance, critiques power imbalances, and promotes participatory culture. The commercial
incorporation of Danmei has led to increased visibility but also raises concerns about commodification and cultural
authenticity. The research contributes to a better understanding of subcultural dynamics and the significance of female

Danmei fans’ experiences in shaping contemporary popular culture.

Keywords: Cultural Studies, Gender Studies, Danmei culture, Subculture Theory

Introduction

The relationship between subcultures and popular culture has long captivated the attention of scholars, as
subcultures emerging from marginalized groups challenge dominant cultural narratives and offer alternative
perspectives that shape the evolving landscape of popular culture. In recent years, the Danmei subculture has

emerged as a significant subcultural movement, drawing attention within the context of Chinese fandom culture, and
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influenced by Japanese Yaoi culture’. Danmei centers around fictional narratives exploring male-male romantic and/or
sexual relationships, manifesting across various mediums including literature, manga, anime, web novels, and fan
creations. This subculture’s incorporation and resistance provide a captivating case study to comprehend the
interplay between subcultural movements and mainstream cultural dynamics, especially within the digital realm. The
internet, characterized by its unique attributes of anonymity and easy accessibility, has become a powerful tool for
subcultural groups to generate texts, construct meaning, and foster social communities in the virtual world. It has
opened new avenues for subcultures to participate actively in and influence popular culture. The Danmei subculture
exemplifies this phenomenon, showcasing the ways in which the internet facilitates the incorporation and resistance
of subcultural practices.

This research article aims to undertake an in-depth examination of the incorporation and resistance of the Danmei
subculture within the broader context of popular culture, with a specific focus on the role of the internet as a facilitator of
subcultural practices. By exploring the cultural, social, and media dynamics that have shaped the Danmei subculture,
this study sheds light on the complexities and significance of this subcultural movement within contemporary society.
The objectives of this research are twofold: firstly, to investigate the incorporation of Danmei elements into mainstream
media and explore how this subculture has influenced and transformed popular culture narratives in the digital age;
secondly, to delve into the resistance efforts of the Danmei community, examining how they navigate societal prejudices
and advocate for greater recognition and representation, utilizing the potential of online platforms.

The findings of this research contribute to both theoretical and practical realms. Theoretically, the study
expands our understanding of subcultural dynamics within the Danmei subculture by exploring its incorporation into
mainstream media and highlighting the resistance efforts of the community, particularly within the context of the
internet. It sheds light on the strategies employed by Danmei fans to challenge societal prejudices and advocate for
visibility and representation. Practically, the findings inform media producers, scholars, and fans about the significance
and impact of the Danmei subculture, facilitating a more nuanced understanding of its contributions to contemporary
popular culture. Furthermore, this research addresses the gender imbalance in subcultural studies by focusing
specifically on female Danmei fans and their experiences, shedding light on the distinct dynamics within the Danmei

fandom.

" Yaoi culture refers to a specific genre of fictional media that explores romantic and/or sexual relationships between male characters,
primarily created by and for women. The term “Yaoi” originated in Japan and is an acronym for “Yama nashi, Ochi nashi, Imi nashi” (no
climax, no point, no meaning), indicating that the focus of Yaoi narratives is often on the emotional and romantic aspects rather than a

complex plot.
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Literature Review

The relationship between subcultures and popular culture has garnered significant scholarly interest over the
years. Scholars have acknowledged that subcultures, often emerging from marginalized groups, play a crucial role in
challenging dominant cultural narratives and offering alternative perspectives that shape the ever-evolving landscape
of popular culture (Hebdige, 2004; Thornton, 1995). However, it is important to note that the struggle of power relations,
which the author overlooked in the previous discussion, is a crucial aspect to consider in understanding subcultures.

Subculture theory provides a valuable framework for comprehending the dynamics between subcultures and
mainstream culture. Built upon the work of Cohen (2002) and Hall and Jefferson (1991), subculture theory highlights
the formation of subcultures in response to shared experiences, identities, and values that set them apart from the
dominant culture. Subcultures often emerge from social groups that face marginalization or exclusion, seeking
alternative forms of expression and community. Within the realm of female subcultures, feminist scholars have
expanded upon subculture theory to address the unique experiences and perspectives of women. Female subculture
theory sheds light on how women's subcultures challenge traditional gender roles, navigate societal constraints, and
create spaces for agency and resistance (Beynon, 2002; McRobbie, 2000). It emphasizes the intersections of gender,
identity, and cultural practices within subcultural movements. Notably, McRobbie's theory has contributed to giving
voice to women'’s studies, which had previously been overlooked by the Birmingham School (Wald, 2004). This
background underscores the potential of the danmei subculture to make significant contributions to the literature, both
from a subcultural and gender perspective.

One subculture that has garnered considerable attention in recent years is the danmei subculture. Originating
from Chinese fandom culture and influenced by Japanese yaoi culture, danmei revolves around fictional narratives
exploring male-male romantic and/or sexual relationships (Ng, 2019). It encompasses various mediums, including
literature, manga, anime, web novels, and fan creations. The danmei subculture provides a captivating case study for
understanding the interplay between subcultural movements and mainstream cultural dynamics, particularly within
the digital realm. The internet, characterized by its attributes of anonymity and easy accessibility, has become a
powerful tool for subcultural groups to generate texts, construct meaning, and foster social communities in the virtual
world (Hine, 2000). It has opened up new avenues for subcultures to actively participate in and influence popular
culture (Bennett, 1999). The danmei subculture exemplifies this phenomenon, showcasing how the internet facilitates
the incorporation and resistance of subcultural practices. Online platforms have provided danmei fans with spaces to
create, share, and discuss their works, challenging societal prejudices and advocating for greater visibility and

representation (Lavin et al., 2018).
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By examining the incorporation and resistance of the danmei subculture, this article expands the
understanding of subcultural dynamics and sheds light on its potential contributions to the existing literature. The
subsequent sections will delve into the specific manifestations of danmei within popular culture, exploring its
incorporation into mainstream media and the ways in which the subculture resists the forces of cultural assimilation

and commercialization.

Research Methodology

To investigate the incorporation and resistance of the danmei subculture, this study employed a
participatory observation method, which took place from October 2019 to February 2022. Active engagement in
the danmei community was prioritized, with a specific focus on various forums frequented by female danmei fans.
This approach facilitated direct interaction with the participants, leading to a deeper understanding of their
perspectives and experiences. Extensive reading of fan-fiction works produced by these fans and close
observation of their interactive behaviors within a WeChat group were conducted. A total of 121 female danmei
fans actively involved in the Weibo super topic community, LOFTER, and Bilibili participated in the study. These
platforms were selected for their significance in the danmei fandom and their popularity among the target
audience. The study sought participants who displayed strong engagement with the danmei subculture, allowing
for the collection of rich and diverse data.

To ensure an open and flexible approach, relatively open and freely structured interviews were employed.
This method enabled respondents to express their subjective views and experiences more clearly than
standardized interview or marking and answering methods. By adopting this approach, the study aimed to
capture the nuanced perspectives of the participants, providing insights into their motivations, experiences, and
the ways in which they navigate the danmei subculture. The combination of participatory observation, extensive
reading of fan-fiction works, and interactive engagement with the danmei fan community via online platforms
allowed for a comprehensive exploration of the incorporation and resistance dynamics within the danmei

subculture.

Research Objectives

The research objectives of this study are as follows:

1. To examine the processes of incorporation and resistance within the danmei subculture among female
fans. This objective seeks to explore how female danmei fans navigate and negotiate their involvement in the
subculture, examining the ways in which they incorporate its values, practices, and aesthetics into their lives while

also resisting dominant cultural norms and expectations.
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2. To understand the motivations, experiences, and perspectives of female danmei fans in relation to their
engagement with the subculture. This objective aims to delve into the personal motivations behind their participation
in the danmei subculture, their lived experiences as fans, and their perspectives on the subculture’s significance in
their lives, relationships, and identity formation.

3. To investigate the impact of participatory observation and interactive engagement on gaining insights into
the danmei subculture. This objective aims to assess the effectiveness and value of employing participatory
observation as a research methodology, focusing on the researcher's active involvement and interaction within the

danmei subculture to gain firsthand understanding and insights.

Findings

The incorporation of the danmei subculture into mainstream media and popular culture can be examined from
both ideological and commercial perspectives. This section explores how ideological factors and commercial
considerations have influenced the integration of danmei elements into various forms of media and cultural products,
and the resistance of female fans emerged as a response to the cultural incorporation from mainstream culture.

1. The Ideological Incorporation of Danmei Subculture

From an ideological standpoint, the danmei subculture disrupts traditional notions of gender, sexuality, and
romance in China. Traditional gender roles in China emphasize strict norms, where men are expected to be assertive,
dominant, and the primary breadwinners, while women are expected to be nurturing, submissive, and fulfill domestic
responsibilities. However, the danmei subculture challenges these gender roles by centering its narratives on male-male
relationships, promoting alternative expressions of masculinity and femininity. Characters in danmei stories can be
sensitive, vulnerable, and emotionally expressive, presenting a different perspective on gender roles. For instance, in the
danmei novel “Sajiao,” written by one of the interviewees, the male protagonist works as a cross-dressing livestream host
and enjoys acting cute and dependent around other males. Another example is Chocolate’s novel, where two boys live
together and raise a child, with one of them taking on the role of a mother, performing household chores and cooking.

Moreover, traditional Chinese society places significant importance on heterosexual relationships as the
normative and expected sexual orientation. Marriage and heterosexual partnerships are seen as crucial for building
families and continuing ancestral lines. In contrast, the danmei subculture disrupts this notion by exploring and
celebrating same-sex romantic and sexual relationships, presenting an alternative perspective that challenges
heteronormative narratives. By focusing on male-male relationships in its fictional narratives, danmei challenges the
dominant assumptions and expectations prevalent in mainstream culture, expanding the possibilites beyond
conventional heterosexual relationships. This ideological shift invites critical examination of societal norms and opens

discussions about diverse forms of intimacy and affection.
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Secondly, the danmei subculture fosters an inclusive and accepting environment for discussing danmei. It
has garnered a large and dedicated following within online communities, such as Lofter, Weibo, and Bilibili. Fans of
danmei novels often organize online games and dinners in participatory groups, particularly during holidays or special
festivals. These activities not only strengthen relationships between members but also foster a sense of belonging to
a larger community. Moreover, fan groups serve as platforms for readers to discuss their favorite novels and
characters, share their fanfictions, and recommend new works. Members have the opportunity to interact with the
authors of the novels, who often maintain social media accounts on platforms such as Weibo and Lofter. These authors
may offer insights into their creative process, provide updates on new releases, and engage in direct communication
with their readers. The enthusiasm and active participation of danmei fans demonstrate the appeal and resonance of
non-heteronormative narratives, indicating a strong demand for alternative portrayals of love and desire. The
subculture also promotes the idea that love and attraction transcend gender, emphasizing the importance of
consensual and respectful relationships. Through its narratives and communities, danmei challenges homophobia,
contributing to broader discussions on gay rights and representation. By providing a platform for the exploration and
celebration of diverse identities and relationships, the danmei subculture challenges dominant ideologies that
perpetuate exclusion and marginalization. It actively promotes inclusivity and acceptance while creating space for
individuals to connect, express themselves, and find solidarity within the community.

Thirdly, the danmei subculture presents an ideological critique of power dynamics within relationships and
society. Many danmei narratives explicitly examine and subvert power imbalances, questioning traditional hierarchical
structures and challenging societal norms. These narratives often explore themes of agency, consent, and equality,
inviting reflection on power dynamics and fostering discussions on issues of social justice and equality. For example,
Flying Fish, an interviewee with 10 years of writing experience, authored a danmei novel called “The Healer's Touch.”
This novel portrays a relationship between a powerful nobleman and a healer from a lower social class. The narrative
delves into the power dynamics between the characters, highlighting the agency of the healer and challenging the
traditional hierarchical structure based on social status. The story places emphasis on the importance of consent and
equality in relationships, prompting readers to reflect on power imbalances and societal expectations. Another author,
Time, with 13 years of writing experience, penned a danmei novel titled “Beyond the Veil.” This work explores themes
of agency, consent, and equality within a supernatural setting. The narrative follows two characters who belong to a
society divided by magical abilities. By examining power dynamics and challenging the existing hierarchy, the story
encourages readers to reflect on issues of social justice and equality. It emphasizes the significance of consent and
the right to make autonomous choices, regardless of one's position in society. Additionally, the prevalence of

“dynamics tags” in danmei works serves as another example of the subculture critiquing power dynamics. Authors
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and readers use these tags to indicate the power dynamics between characters, such as “top” and “bottom,”
“dominant” and “submissive,” or “seme” and “uke” in Japanese terms, or “gong” and “shou” in Chinese terms.
By explicitly labeling and exploring these power dynamics, danmei narratives draw attention to the complexities and
nuances of relationships, challenging traditional hierarchical structures.

These examples illustrate how the danmei subculture actively engages with power dynamics, examining and
subverting them to question traditional hierarchical structures and foster discussions on agency, consent, and
equality. Through their exploration of these themes, danmei works invite readers to reflect on broader issues of social
justice and challenge societal norms.

Finally, the danmei subculture’s incorporation into popular culture reflects the changing ideologies
surrounding fandom and participatory culture. Traditionally, fans were seen as passive consumers of media. However,
the danmei subculture exemplifies the active engagement of fans in the creation and dissemination of content. It
empowers individuals to become creators, writers, artists, and critics, challenging the hierarchical relationships
between producers and consumers. This participatory aspect of the danmei subculture aligns with ideologies of
democratization, empowerment, and grassroots creativity, contributing to a broader reevaluation of cultural production
and consumption.

Overall, the danmei subculture disrupts traditional ideologies related to gender, sexuality, and romance,
fosters inclusivity and acceptance within its communities, critiques power dynamics, and promotes participatory
culture. Through its fictional narratives and the active engagement of its fans, the danmei subculture challenges
societal norms and opens up discussions on diverse identities, relationships, and social justice.

2. The Commercial Incorporation of Danmei Subculture

The commercial incorporation of the danmei subculture refers to the process by which elements of the
subculture are commodified and integrated into mainstream commercial ventures. As the danmei subculture gained
popularity and attracted a significant following, it caught the attention of commercial entities seeking to capitalize on
its market potential. This commercial incorporation has both positive and negative implications for the subculture and
its community.

On the positive side, the commercial incorporation of the danmei subculture has led to increased visibility and
accessibility of danmei content. Publishing houses and online platforms have recognized the demand for danmei
novels and have started to actively acquire and promote these works. The popularity of danmei novels has led to an
influx of capital in China’s film and television industry, as companies seek to capitalize on the popularity of these
novels. In 2021, all major platforms, production companies, and actors aimed to capitalize on the popularity of danmei

novels by adapting and filming them after buying the copyright of the original works. According to a reporter from the
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Semimonthly Talks (New Media of Xinhua News Agency, 2021), almost all the famous online danmei novels IP created
by Jinjiang were sold, with the maximum price of a single IP being 40 million yuan. More than 60 danmei novels were
being or have been prepared for film and television but were later banned. This increased availability allows more

people to discover and engage with danmei literature, expanding the reach of the subculture beyond its core fan
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Figure 1 62 copyrighted Danmei novels from Jinjiang website sold out until September 24, 2020

Furthermore, the commercial incorporation has facilitated the professionalization of Danmei authors and
artists. Previously, many Danmei creators were amateurs or hobbyists, but now they have the opportunity to
work with publishers, earn royalties, and gain recognition for their talent and creativity. This professionalization
provides a platform for Danmei authors and artists to further develop their skills and contribute to the growth
and evolution of the subculture.

In addition to publishing, other industries have also recognized the potential of the Danmei subculture.
For example, merchandise such as keychains, posters, and apparel featuring characters from popular Danmei
novels is being produced and sold. This allows fans to express their support and affiliation with the subculture
through material goods. The availability of merchandise not only generates revenue but also strengthens the
sense of community among fans, as they can display their interests and connect with like-minded individuals.

However, the commercial incorporation of the Danmei subculture is not without its challenges. One of the
concerns is the potential for commercialization to dilute or sanitize the subculture's content. In order to appeal to
a broader market, some Danmei works may undergo modifications or censorship to conform to mainstream
standards. This can result in the loss of the subculture's unique and sometimes controversial elements,

compromising its authenticity and challenging the subversive nature of Danmei narratives.
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Another concern is the risk of exploitation and marginalization of Danmei creators. As the subculture becomes
commercialized, a power dynamic emerges between the creators and the entities that seek to profit from their work.
Creators may face pressure to conform to market demands and compromise their artistic vision. Moreover, there is a
risk of their works being undervalued or misappropriated without proper recognition or compensation.

Additionally, the commercial incorporation of the Danmei subculture may lead to the oversaturation of the
market with subpar or derivative content. As demand for Danmei grows, there is a possibility of hastily produced works
being released solely to capitalize on the trend, resulting in a decline in quality and creativity.

Overall, the commercial incorporation of the Danmei subculture has both positive and negative implications.
While it increases visibility, accessibility, and opportunities for Danmei creators, it also raises concerns about the
potential dilution of content, exploitation of creators, and oversaturation of the market. As the subculture continues to
evolve and interact with commercial entities, it is important for stakeholders to strike a balance that respects the
subculture’s values, artistic integrity, and the well-being of its community. While the ideological and commercial
aspects of incorporation are intertwined, they present different motivations and implications. Ideologically, the
incorporation of Danmei subculture signifies progress towards greater acceptance and representation of diverse
identities within popular culture. It contributes to a more inclusive cultural landscape and provides a platform for
marginalized voices to be heard. Commercially, the incorporation of Danmei elements responds to market demands,
capitalizing on the existing fan base and generating revenue. These dual aspects shape the incorporation of Danmei
subculture, reflecting the interplay between social ideologies and economic considerations within the realm of media
and popular culture.

3. The Resistance of Danmei Subculture

The resistance within the Danmei subculture encompasses the persistent efforts made by its community
to preserve its unique identity, values, and creative expressions in response to commercialization and external
pressures. As the Danmei subculture gains commercial success and mainstream recognition, there is a growing
need to protect its subversive nature and artistic integrity.

One form of resistance is the preservation of authentic content within the Danmei subculture. Danmei
works often explore unconventional and taboo themes, challenging societal norms and expectations. However,
commercial entities may attempt to dilute or sanitize the subculture’s content to conform to mainstream standards.
For example, in China, where broadcasting works centered around same-sex relationships is prohibited,
production companies have altered the romantic relationships between male characters into brotherly
relationships to successfully air popular Danmei works online. This adaptation has been observed in recent online

dramas based on Danmei novels such as “Guardian,” “The Untamed,” and “Shan He Ling.”
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Figure 2 Dan Gai drama - The Untamed (2019)

In response, Danmei creators and fans actively resist these attempts by advocating for the preservation
of the original narratives, characters, and themes that make Danmei unique. They emphasize the importance of
maintaining the subculture's subversive nature and pushing boundaries to promote inclusivity and representation.
One interviewee, with 11 years of experience in reading Danmei novels, expressed their sentiments: Firstly,
| purchase and read original works precisely for their intense and passionate love stories. If you change that,
what am | supposed to read? Secondly, actors cannot convincingly portray the characters from Danmei novels
and their passionate love. Thirdly, | only enjoy the original version of Danmei novels, so | will strive to protect
them. | will actively complain to relevant authorities to have these adaptations taken down. Lastly, Danmei novels
should not be turned into scripts and money-making tools for unknown actors by production companies.

Another form of resistance is the establishment of alternative platforms and spaces for Danmei creators and
fans. Online communities, forums, and fan-driven initiatives have become essential in fostering a sense of belonging
and providing a safe haven for the subculture. These spaces allow for the free exchange of ideas, discussions, and
the creation of fan works without the constraints of commercial influences.

Within social media platforms such as Weibo, Tieba, Bilibili and Lofter, works, discussions and topics related
to Danmei culture, as well as fanfiction of non-Danmei works, are frequently found. For example, in 2023, after the TV
series “Kuang Biao” became popular, Lofter witnessed the emergence of numerous fan articles about the main
characters An Xin and Li Xiang, as well as Gao Qi Qiang and Gao Qi Sheng. These fan articles, known as Tongren

articles, are self-published or fan-made works typically in the form of manga or novels created by fans within the
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specific fandom or subculture. They provide fans with additional stories, artwork, or interpretations that may not be
found in the official canon. Tongren articles allow fans to express their creativity, share their love for the characters,
and engage with the Danmei community. Moreover, when it is challenging to publish certain content online, Danmei
novel writers often form private chat groups to share such content with their loyal readers through alternative means.
These private chat groups enable writers to maintain control over the distribution and consumption of their content,
ensuring it remains true to the values and vision of the Danmei subculture. By creating and maintaining their own
platforms, whether through social media or private chat groups, the Danmei community actively participates in the
production and distribution of their content. This allows them to retain autonomy and ensure that their creative works
align with the subculture’s values while fostering a sense of community and engagement among fans and creators.

Additionally, resistance is seen in the active support and promotion of independent Danmei creators. The
subculture’s community recognizes the importance of valuing and appreciating the contributions of individual artists,
authors, and content creators. Most interviewed loyal fans of Danmei expressed that they would support and
encourage the Danmei authors they appreciate to continue writing through methods such as tipping and purchasing.
Additionally, the majority of adult readers do not oppose Danmei authors selling the rights of their Danmei novels to
TV drama production companies. They understand that it allows the authors to earn legitimate income. However, they
simply hope that the communities discussing the novels and TV dramas can be separated, without interfering with
each other, to avoid conflicts and disputes with the mainstream perspective on artistic aesthetics, which may disrupt
the territory of the subculture. By actively engaging with and supporting independent creators, whether through
purchasing their works or providing platforms for exposure, the Danmei community resists the dominance of
commercial entities and ensures that artists receive recognition and compensation for their efforts.

Furthermore, resistance is evident in the critical engagement and discourse within the Danmei community.
Fans and creators actively discuss and analyze Danmei works, exploring themes, character dynamics, and social
implications. This critical engagement deepens the understanding and appreciation of the subculture while fostering
a sense of ownership and agency among its members. By engaging in thoughtful discussions, the Danmei community
resists superficial commercial interpretations and actively shapes the discourse surrounding the subculture.

Moreover, the Danmei community actively supports and uplifts its creators by engaging in various supportive
activities. For instance, fans organize fan meetings and conventions where they can meet their favorite Danmei
authors, express their appreciation, and discuss the works in person. These events provide an opportunity for fans to
directly connect with the creators, fostering a sense of community and strengthening the bond between them.
Additionally, online platforms dedicated to Danmei, such as forums, social media groups, and fan websites, serve as

spaces for fans and creators to interact and share their love for the subculture. Fans often leave positive comments,
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reviews, and recommendations for Danmei works, encouraging others to explore and enjoy the diverse range of
narratives and art styles within the subculture. Furthermore, fans actively support independent Danmei creators
through financial means, such as purchasing their books, merchandise, or participating in crowdfunding campaigns.
By directly contributing to the financial success of these creators, fans ensure their continued ability to produce quality
content and sustain their creative endeavors. Moreover, fans engage in fan translation projects, making Danmei works
accessible to a wider audience by translating them into different languages. These translations not only enable
international fans to enjoy Danmei works but also help promote the subculture globally, fostering cross-cultural
understanding and appreciation.

Overall, resistance within the Danmei subculture manifests through various means, including the preservation
of authentic content, the establishment of alternative platforms, the support for independent creators, and critical
engagement and discourse. These acts of resistance ensure that the subculture remains true to its core values,
promotes inclusivity and representation, and maintains its subversive nature in the face of commercialization and
external pressures. By actively asserting their autonomy and creative agency, the Danmei community continues to

shape and evolve their subculture while safeguarding its integrity and identity.

Conclusion

In conclusion, this research has explored the relationship between the Danmei subculture and popular
culture, with a focus on the internet’s role in facilitating subcultural practices. The study sheds light on the
dynamics of incorporation and resistance within the Danmei subculture, examining its ideological and
commercial aspects. The findings of the study highlight the disruptive nature of the Danmei subculture,
challenging traditional notions of gender, sexuality, and romance in Chinese society. Through its narratives, the
subculture promotes alternative expressions of masculinity and femininity, explores same-sex relationships, and
critiques power dynamics. It fosters an inclusive and accepting online community, providing a platform for fans
to engage with one another, share their works, and challenge societal prejudices. The research also delves into
the commercial incorporation of the Danmei subculture, exploring how elements of the subculture have been
commodified and integrated into mainstream commercial ventures. While this has led to increased visibility and
accessibility of Danmei content, it also raises concerns about the potential dilution and commercialization of
subcultural practices.

The analysis of the Danmei subculture through subculture theory and female subculture theory reveals
significant findings regarding its ideological incorporation. Firstly, Danmei challenges traditional gender roles by
portraying sensitive, vulnerable, and emotionally expressive male characters, providing an alternative

perspective on gender. Secondly, it disrupts the notion of heteronormativity by exploring and celebrating same-
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sex romantic and sexual relationships, prompting discussions about diverse forms of intimacy. Thirdly, Danmei
fosters an inclusive community through online platforms, challenging homophobia and promoting acceptance.
Fourthly, it critiques power imbalances in relationships and society, emphasizing agency, consent, and equality.
Lastly, Danmei exemplifies a participatory culture where fans actively contribute to content creation and sharing,
empowering individuals and reshaping cultural production and consumption. Overall, the Danmei subculture
challenges societal norms, fosters discussions on identities and relationships, and encourages reflection on
social justice issues.

Moreover, analyzing the commercial incorporation of the Danmei subculture reveals important insights.
Commercialization has made Danmei content more visible and accessible, attracting attention from the film and
TV industry for adaptations and expanding its reach. Additionally, it has provided opportunities for Danmei
creators to turn their passion into a profession, collaborating with publishers and gaining recognition.
Furthermore, merchandise featuring characters from Danmei novels strengthens the sense of community among
fans. However, concerns exist regarding content dilution, creator exploitation, and market oversaturation, which
need to be addressed to maintain the authenticity and well-being of the subculture.

Furthermore, analyzing the resistance within the Danmei subculture reveals important insights. The
resistance efforts focus on preserving the authentic content that defines the subculture, advocating for original
narratives, and resisting attempts to conform to mainstream standards. Alternative platforms and fan-driven
initiatives provide spaces for creators and fans to engage without commercial influences. Active support for
independent Danmei creators, critical discussions, and financial contributions demonstrate the community’s
commitment to preserving the subculture’s integrity. Through these acts of resistance, the Danmei subculture
asserts its autonomy, promotes inclusivity, and maintains its subversive nature in the face of commercialization
and external pressures.

The study’s theoretical and practical contributions are significant. Theoretically, it expands our
understanding of subcultural dynamics within the Danmei subculture, highlighting its incorporation into
mainstream media and the resistance efforts of the community. It contributes to subculture theory by examining
the intersection of gender, identity, and cultural practices within a female-dominated subculture. Practically, the
findings inform media producers, scholars, and fans about the significance and impact of the Danmei subculture.
It deepens our understanding of its contributions to contemporary popular culture and addresses the gender
imbalance in subcultural studies by focusing specifically on female Danmei fans.

Overall, this research article provides valuable insights into the complexities and significance of the

Danmei subculture within the broader context of popular culture. It highlights the role of the internet in facilitating
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the incorporation and resistance of subcultural practices and emphasizes the importance of understanding
subcultures as dynamic and influential forces in shaping contemporary society. Further research in this area can

continue to explore the evolving dynamics of the Danmei subculture and its interactions with mainstream culture.
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Abstract

Nora is a valuable indigenous cultural heritage associated with the way of life of southern people for many
generations. It represents a perfect combination between “science” and “arts”. Nora embeds a science of performing
arts related to faith, religious rituals, superstition, spirits, deities and deceased ancestors. On the Nora is art in it
aesthetic, delicate and strong moves to the rhythm of the unique music. There are exquisitely beautiful costumes and
the style of the show is unique and unique. This enables Nora to live in a society that is dynamic or a society that is
constantly changing. Nora has been declared Intangible Heritage of wisdom by the United Nations Educational,
Scientific and Cultural Organization (UNESCO) in 2021 under the name “Nora, Dance Drama in Southern Thailand”.

The article on the role and transformation of Nora performing art as recognized by UNESCO as an intangible
cultural heritage is an academic article that aims to analyze the role and transformation of Nora performing art as
recognized by UNESCO as an intangible cultural heritage. It consists of the following topics: (1) The role and
background of Nora performance that appears in literature, (2) Nora performance as an intangible cultural heritage,
(3) Nora performance as an art of cultural heritage, (4) The role of Nora performance in today’s society, (5) The
evolution of Nora’s performance over time, (6) Factors or conditions that cause Nora performance to be recognized
as a world intangible cultural heritage. The analysis results found that in an era where the world is facing rapid change,
Nora still prevails an important southern Thai culture rooted in the local area of the south. It is one of the cultures of
mankind and progressing in parallel with the changes. However, Nora still plays the same role in creating
entertainment, beliefs, rituals, reflecting the progress of society. Including the transfer of knowledge, ideas, beliefs,

faith from one generation to the next.
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Introduction

Southern Thailand is tied to a long history and blessed with prosperity and a variety of nobles. This area
was formerly part of the Malay Peninsula or Golden Peninsula (Wheatley, 1961).

In the past, it was an incredibly important route connecting the oceans. These conditions established the
south of Thailand as a port city. There followed an exchange of goods, cultures, religions, beliefs and settlements
of diverse communities which are evidenced by traces of historical archeology such as ancient sites, antiquities,
and architecture. Therefore, the region is characterized by a variety of cultures, traditions, religions, and ways of
life. Local performing arts are diverse, such as Nora, Nang Talung, Ma Yong, Li Ke Pa, and Ka Lor. Nora is a
show with unique identity representative of the southern community for a long time.

Nora is a valuable local cultural heritage that has been associated with the way of life of southern people
for many generations. It is described as both “science” and “art” working in harmony. In terms of “science”,
it includes the science of Nora performing art and those related to beliefs, religious rituals, superstition, spirits,
deities and deceased ancestors. Nora is therefore a sacred form of ritual performance entailing traditions and
practices that have been passed down from generation to generation, such as Nora Rong Kru or Nora Longkhru,
crowning ceremony or tying-large cloth dance ceremony, ornament wearing dance ceremony, bracelet wearing
ceremony, medium ceremony to contact the spirit of deceased ancestors. All of these are tools for worshiping
the spirits of the ancestors expressing gratitude to the ancestors and teachers. Additionally, in addition, in the
past, Nora was believed to possess healing power against physical illnesses and mental sufferings (Burarat,
2013). The word “art” means a performing art of beauty, strength, hardiness and rhythmic movement (Petkaew,
2016) through the transmission of the five elements of Nora, namely (1) Nora’s costume is aesthetic, unique and
refined (2) Nora is accompanied by musical instruments producing the rhythm with a defining melody and unique
style of music. (3) Nora has a melody that communicates hidden mottos, ideas, social contexts, and humors from
the performer to the audience. (4) Nora has beautiful, graceful, strong dance moves and styles, and (5) Nora has
a distinctive and unique performance style (Nakhvirote, 1995, p. 2). Despite the society’s rapid dynamic,
incorporating these elements, Nora adapts well through those changes.

Social and cultural change is a parallel context in which Nora is inseparably involved. It can be stated
that social changes are characterized by structural and systemic evolvements in terms of, for example, political
structures, governments, laws, economic systems, trade, transportation and technology, etc. Regarding cultural
change, it is a profound change conceiving deeply in the roots, ways of living of members in society (Nartsupa,
2010). Despite consistency between the social and cultural change, the changes in Thai society are the global

society is aligned with that of the global society which is to focus on structural development and economic
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systems so intensively that cultural development becomes neglected. Hence, one downside to it is local society
being separated from urban society which results in trivialization of local performing arts. In the case of Nora, it
is a performing art that has been in society for a long time. It journeyed through the periods in which it reaches
its height in popularity as well as its downtime. However, Nora was able to survive in the midst of those social
change. Since it has adapted by reconstructing a new meaning that corresponds to the social context while still
maintaining the essence of Nora with a cultural reproduction process during the year 2019-2021. Nora has been
extensively presented through various media channels because the Department of Cultural Promotion proposes
Nora as an Intangible Cultural Heritage (ICH). Also, Nora has been registered by UNESCO as Thailand’s Intangible
Cultural Heritage, after Khon (masked play), and Thai massage registered in 2018 and 2019 respectively.

Hence, this topic was chosen for analysis, and six specific objectives were formulated for the study, as
follows: (1) The role and background of Nora performance that appears in literature, (2) Nora performance as an
intangible cultural heritage, (3) Nora performance as an art of cultural heritage, (4) The role of Nora performance
in today's society, (5) The evolution of Nora's performance over time, (6) Factors or conditions that cause Nora
performance to be recognized as a world intangible cultural heritage.

1. The Role and Background of Nora Performance that Appears in Literature

Nora is the south’s performing arts with a long story but there is no document providing a comprehensible
record of the story. Nora is inherited though generations over a long period of time which leads to some parts of
the legend being distorted and further refined, branching into multiple versions of legends which is affected by
the social context in that era, including cultural ways and beliefs of people in each era. The Nora myth is a diverse
narrative about supernatural stories holiness, faith, mystery, miracle and moral teachings. The author has studied
and synthesized the Nora myth and the legend of Nora can be summarized as follows

Legends being told through narratives is a form of storytelling of Nora through different beliefs and historical
evidence (1) Nora legend based on evidence from His Royal Highness Prince Damrong Rajanubhab (Prince Damrong
Rajanubhab, 1965), as documented in the book of Inao Drama Legends. Legend had it that Khun Sattha performed
Nora to his height of fame in the Ayutthaya period. However, he was banished from Ayutthaya after committing an
offense. He journeyed through (2) Koh Si Chang and disembarked at Nakhon Si Thammarat province. After that,
the form of Nora performance was later passed on in Nakhon Si Thammarat until it became popular and widespread
(3) The legend was based on the book of Thai Games (Tramote, 1997), which is a supernatural tale. According to the
legend, Phra Thepsingha and Mother Si Ganga were a married couple and had talent in performing Thai drama to the
extent in which even angels were so fascinated by the performances that they neglected their duty to be in attendance

of God Shiva. God Shiva massively angered by such incidence then set up a big theater to compete. According to
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this myth, it later became the custom of Nora that having to tie a red embroidered cloth in the middle of the shed, or
other poles as deemed appropriate instead. Legend of Lakhon Chatri (Chatri drama) of the Fine Arts Department was
mentioned in the Traditional Thai Game (Tramote, 1997) and (4) the legend of Nang Nuan Thong Samlee, Daughter
of Thao Thotsawong and Lady Suwandara. When growing up, the goddess made Nang Nuan Thong Samlee pregnant
without a husband, so her father banished her by putting her on the raft which floated to Koh Si Chang. When her son
was delivered, the deity gave him the name Phra Thepsinghara and conjured up companions named Pran Bun and
Na-Gak Pran for Phra Thepsinghara to play with. There was one-time Phra Thepsinghara in his sleep were shown 12
dance poses by deities and also given. The deity made Khun Si Sattha Kru Nora (Nora Teacher) and created a boat
for all the people to return to Ayutthaya. Along the way, they roamed and danced around until Thao Tsawong
summoned them to court and discovered that they were his clan. They were welcomed and so continued to dance.
The three Nora myths cited as examples are controversial and controversial tales that were later resolved by the Nora
dance. Therefore, it is the starting point of Nora. and has been transmitted to the present day

The legend of Nora is transmitted through oral literature and underwent the process of modification and
refinement according to social changes. However, Nora is continuously passed on to the present day and also
possess a unique value and identity of the southern community. Nora portrays faith and so It has been declared
an Intangible Cultural Heritage by the United Nations Educational, Scientific and Cultural Organization or
UNESCO (UNESCO).

2. Nora Performance as an Intangible Cultural Heritage

The art of performing Nora is a legacy of wisdom that has been handed down from for generations.
It contains parts related to faith, religious rituals, superstition, spirits, deities and ancestors who have passed
away. Nora is essentially a sacred ritual performance dated to the times of ancestors. In addition, it implies
doctrine for community members to unitedly through the performance of Nora Rong Kru or Nora Long. This is a
belief-related ritual linked to Buddhism regarding the ritual that has been passed down from generation to
generation and closely knitted to the way of life southern people. Nora is intended for three important objectives:
(1) To worship and express gratitude to the spirits of the ancestors who have passed away. This is to convey the
belief of gratitude and it must be demonstrated through rituals and beliefs in order for the spirits of the deceased
ancestors to protect their descendants from dangers. Likewise, If the descendants neglect the practice, they will
be punished. This, therefore, is a process of cultivating the identical perception and social norms form: being a
person of modals, have gratitude and respect for elders. The ritual is between people and sacred beings
committed under promises between them. There will be vows or wishes made such as asking for fortune, recovery

from illnesses. Then, when the wishes have been granted, a ritual is performed to pay homage to symbolize
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promise fulfillment. Nevertheless, if they neglect to fulfill the obligations, there will be followed punishments which
could be in the form of illnesses, a dangerous event, etc. Paying homage or locally referred to as “Mei” is
socialization for people in society orienting people to have honesty and taking responsibility for their own words.
In a similar vein, it is to teach that ignorance over one’s words induces penalties by celestial beings. As for the
final objective (2) To perform a ceremony “crowning ceremony (Krob Kru Nora)”, “Krob Serd” or “Large Cloth
Tying” for the new generation of Nora performers. Those partaking in this ritual will become a complete Nora and
is accepted by the Nora circle. This ritual is to create awareness of being Nora, meaning that the customs and
rituals of Nora also come as responsibilities. This also includes behaviors under social norms such as respect for
teachers, one who imparts knowledge and skills for a complete transformation into Nora. Various forms of Nora
rituals are a social organization process with a long history. It is a practice that has been around for a long time,
but there may be some adjustments so that Nora remains compliant with the current social context. The goal is
to establish the same set of beliefs under which community members live, which include gratitude, respect for
elderly and teachers, including being a member of society and conforming to the norms and beliefs of society.
3. Nora Performance as an Art of Cultural Heritage
Nora performing arts is a cultural heritage passed down from generations to generations. It is full of
beauty, strengths and grace, and it is accompanied by the music, singing, and dance moves making Nora a
unique performing art of distinctive identity with five components (Nartsupa, 2010, p. 10)
3.1 Nora’s Costume is Beautiful, Unique and Refined
The patterns of beads composing the Nora’s colorful costume portray local wisdom. It is a handicraft
designed with delicate colorful patterns which are both traditional and modern in design. The colors were
aesthetically presented according to the taste of the owner. Multiple pieces of bead ornaments were combined
to cover the upper part of The Nora performer’s body. The bead accessories are gracefully connected with the
metal ornaments together. Bead accessories are handmade and also consists of decorations that are unique to
the upper part of Nora, including the left shoulder cover and right shoulder cover, bracelet being straps of beads
as a breastplate, the left and right strings or breast chains (Sangwan) with two strings crossed for hanging the
left and right wings (Seagull’s wings). There is a name of a Thai decorative pattern attached at the back to force
the straps to properly cross over each other. The frame is used to wrap around the chest, used by both women
and men to bake the neck. Neck ornament (Ping Kore) being two pieces of triangular-shaped bead ornament for
wearing around the neck and the back. Hip ornament (Ping Poke) is a piece of trapezoidal-shaped bead
accessory to be put over the sarong for a neat and beautiful look. The elements of Nai Rong Nora's costume or

the main actors consist of 9 pieces of accessories in Nora legend, made of silver or metal. Those include
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breastplate or Tab, 1 piece of chest accessory, 2 pieces of wings (Seagull’s wings) at the left and right end of
Sangwan, 1 piece of name of Thai decoration attached to the back for forcing the line of Sangwan to properly
cross, 1 piece of girdle decorated on the waist, “Hai-Mon” or 2 pieces of upper-arm bracelets and 2 pieces of
arm bracelets. In addition, there is still Na-Plao, which is a straight-cut pant to be worn as innerwear. There is
usually embroidery at the end of the leg. It is worn with a brocade worn over on top. A brocade worn over the
trunk can be either a floral-pattern cloth or a plain-colored cloth which is worn on top of Na-Plao. It is usually tight-
fitting and high-brace, in a way similar to the decorative cloth hanging from the front waist, made of three-strip
cloth which are a colorful transparent cloth hanging on the left and right in the front. Wings or tails or Hang-Hong
(Swan’s tail) is originally made of a buffalo’s horn but nowadays, it is made of metal and shaped like a pair of
bird’s wings. A tip of the wings is raised up and tied together in a tassel made of colored threads. Hang-Hong is
an element connecting Nora with being the character Kinnaree in the Jataka story Phra Suthon-Manora. Nail,
finger-wears are made of brass or silver and their tips are stringed with rattan decorated with small beads. It is
popular to wear them in 4 fingers on one hand. Wearing the nails promote the quick move of hand position and
fingers such as pinched fingers, gestures with the fingers or slashing poses to captivating and outstanding while
dancing. The Nora bracelet made of brass in the shape of a ring is used worn on the wrist, 5-10 bands on each
ankle and so changing the posture delivers excitement among the audience. Nora's costumes are not only
precious in terms of beauty, but also serves to communicate the meaning of the Nora performance such as Serd
— a headdress worn by Nai Rong or the main character, resembling a tapered-top crown decorated with Serd
blossoms resembling small lotus petals. It has a forehead’s ornament and ear ornament. Ceremonial Serd
ceremony can be distinguished by holy threads and only attending the Nora’s ritual can wear this type of Serd.

3.2 Nora Comes with Musical Instruments and a Unique Performance

Nora instrument focuses more on percussive instruments producing rhythm rather than melody. There
are a total of 6 types: (1) Tab: the main instrument for playing, controlling and changing the rhythm according to
the performer's dance, or known as a rhythmic instrument. Melodies (2) cylindrical drum: another crucial musical
instrument. Like Tab, it serves to produce crisscrossing sound against that of Tab. In one Nora ensemble, there
is only one cylindrical drum which has different sound characteristics depending on the size and weight of each
drum (3) Double gong: another rhythmic instrument producing treble and bass sounds. Most of the time, Key 4
and Key 8 or Key 4 and Key 9 will be used depending on the voice of the verse singer (4) small cup-shaped
cymbal: a rhythmic instrument played in conjunction with double gongs. Usually, at one corner of a double gong
base, there will be one tied hanging with a string so that when a chorus singer hits a gong, he can be using the

other hand to hit the hanging cymbal altogether. (5) Wooden clapper (Trae): it is another important instrument in
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the performance of Nora Made from materials that can be found locally such as bamboo. There are two types
commonly available Double Trae or Trae Phuang, and (6) Oboe: it is a musical instrument for playing the melody
accompanying the rhythm of the Nora ensemble. Characteristics of its turning shapes, patterns and lines are
unique to the craftsmanship of the southern region. The name is pronounced “Pi Tai” in a southern dialect
meaning a southern Oboe. As for the orchestra, it is divided into (1) Solo performance, which is the practice of
skills and studying of the characteristics of musical instruments to learn how the sound is generated from each
type of the instruments and how it can be played to provide the sound; (2) Orchestral ensemble, which is to play
each type of the instruments together with combination of forms, rhythms, melodies, as well as the singing-along
with the music that uses various verses to be sung. How an instrument is performed and how it is orchestrated to
create melodious sounds in harmony with one another with different playing methods necessitates strategies.
Therefore, the rhythm that occurs is important. Nowadays, musical instruments and the style of how Nora music
is played has evolved through eras. There has been an integration of electric musical instruments for amplified
volume and excitement. In terms of the style of playing, it will be adjusted according to the era and the taste of
the Nora audience in each era.

3.3 There is a Melody that is Communicated from the Performer to the Audience Hidden in Mottos,

Ideas, Social Contexts, and Humor

Nora’s singing verse is composed with a unique character and identity of the Nora performance.
Composition of Nora poems or singing verses of Nora plays an important part on developing good impression of
Nora performers on audience in terms of attention and popularity. Poems are written in local dialects and
communicated with melodies and rhythms of the music. There are 2 styles of Nora’s singing, consisting of
(1) Singing verses with dance poses. This are verses that Nora performers perform along with dance moves,
consisting of Ta Kru Son (Master teaching pose), Ta Sorn Rum (Dance teaching pose) and Ta Pratom (Elementary
poses). The singing verses that accompany Rum Tam Bot such as Bot Pan Na (Face turning verse), Bot Si To,
Bot Pleng Tab Pleng Tone or singing verses that accompany the performance of the story. Each group of Nora
performers sings these songs differently depending on the skills or the fashion from which they inherited and
(2) Singing verses without dance poses: This is composed only to be sung without any dance moves to go along.
Verses categorized into this group include include: Bot Gad Kru, Bot Chern Kru (Teacher invitation verse),
Bot Wai Kru (Homage to teacher verse), Bot San-sern Kru (Nora master hymns), Bot Na Man (Before-the-curtain
verses), Bot Lung Chak (Behind-the-scene verses), Bot Nai Hong, Bot Lang Man (Behind-the-curtain verses).

Nora’s singing verses also retain their original forms, such as Nora’s ceremonial verses or Nora’s mythological
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hymns and in the part that has changed according to social evolvement by incorporating events or talks-of the
town into Nora performances

3.4 Nora Provides Aesthetic Dance Poses of Grace and Strength

Performances are equivalent to rituals. Dance is respected as one branch of sciences involved in
Nora performances which every Nora performer must learn to perform. Nora. Many terms are coiled in reference
to dance processes or dances. For example, Sad Ta means to dance and to showcase dance styles and Krai
means to dance. Usually, in the past, each of the Nora performers in one Nora troupe would take turn dancing
until everyone got to complete it. However, up to two performers will be required when there is Tee-Bot or Tam-
Bot. Hence, on a one-person-dance occasion, the dance process and choreograph will vary from one performer
to another according to each person’s personality as advised and designed by Nora Master. Nevertheless, with
an increasing number of Nora performers, Nora then develops the knowledge transfer of the dance process with
emphasis on beautiful harmony and little focus on Nora performers’ individual personality. However, Nai Rong or
Head of the Nora troupe will have to perform a solo-dance to prominently showcase dancing ability on various
occasions such as Pra-chan Rong (Troupe Duet), performances and ceremonies. Nora’s signature dance is
called Ta-Kru Dance (Narksen, 2020, p. 83), which is accompanied by lyric-free music. The dance process of
Ta-Kru can be alternatively called such as Rum, Pleng Kru, Ta Kru Rum, Ta Sib-Song, Rum Sib-Song Ta (Twelve-
posed dance). Choreograph of Ta-Kru dance consists of 12 dance poses believed to be Nora’s major dance
poses of the utmost importance. Owing to such value, Ta-Kru dance stands out with its calm, graceful, intense
and sacred poses performed in a harmonious relationship between the dance poses and the rhythmic melodies.
Therefore, significant rituals or ceremonies often requires Ta Kru dance used to dance, as can be observed from
the dance offering to Master or Rum Na San in the Nora Rong Kru ritual. Another frequent scene is the dances in
homage paying ceremonies or as the offerings of deities. An absence of Ta Kru means incompletion. In modern
times, the dance style has been modified to combine with other forms of performance to create interest and reach
for a wider scope of the Nora audience.

3.5 Nora has a Distinctive and Unique Style of Performance

Nora has a distinctive and unique style of venues for the performance and rituals related to Nora
called “Rong Nora” (Nora shed) which can be divided into 2 types, consisting of (1) Rong Kru for performing
Nora rituals. It architectural style is marked by rectangular-shaped floorplan with the front of the shed facing to
the north or south called a thatched gable roof. The middle of the gable is covered with Chang (2) General shed
is rectangular in shape, facing any directions except for the west. This type of the Nora sheds has no fixation

over sizes but its roof slopes backwards and without supporting poles. The front of the stage is left open in all
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three directions. In addition to Rong Nora, there is also Nora group’s management called Nora Troupe referring
to a group of individuals to perform the Nora performance. Each of the performers is assigned to different roles
within a team. In general, the number of Nora troupe members falls between 12-15 persons and Nora troupes
invited to performs in ceremonies or events prioritize commercial entertainment with the number of performers
rising to 20-15.

1) Nora performers or dancers are categorized into different groups depending on the
characteristics of performances, namely Head of Nora Troupe, whom be either a man or a woman. Nora Yai (Nora
master) refers to a scholar in Nora performance and troupe management. Dancers will be performing Nora poses
to Nora music and Pran (Hunter) acts on the plotted role with emphasis on humor and entertainment in a
performance.

2) Musician or ensemble plays orchestral music to provide rhythms, consisting of 5-6 members.

3) Mor (Shaman of a Nora troupe) is a traditional medicine man whose role to prevent evil magic
or evil influences, and perform certain rituals on behalf of the troupe head. Mor can be a senior former Nora
performer but impeccably knowledgeable about evil magic.

Considering changes in Thailand’s southern society under the influence of contemporary global
fluctuations brought about by economic advances, social and cultural development, all of which fueled further
by roles of technologies, how much the components of Nora has adapted to those emerging novelties depends
on consumers. While some of the components exhibit drastic shifts from their original outlooks such as costumes,
venues, music etc, the crux and core defining the essence of Nora remains absolutely intact which indicates the
spirit of a unique performance to southern character.

4. The Role of Nora Performance in Today’s Society

Addition to being a sophisticated southern performance, people in the south also acknowledge the role
that this branch of art has had in a southern society. Despite certain roles having been already compromised
according to changing contexts including both betterments and complexities, local social dynamic can never be
separated from life of the people.

4.1 Nora Acts as a Means of Communication in Beliefs and Rituals

Nora serves as a communication tool in beliefs and rituals, especially the beliefs and rituals regarding
the spirits of deceased ancestors. It serves as protection against evil and various harms that will occur to the
descendants. At the same time, it also serves to punish children for violating customary practices or neglecting
the rituals regarding Nora. This role is conveyed through the process of performing Nora Rong Kru which has the

following goals (1) to serve as a spiritual ceremony of ancestors, also known as Kru Mor Nora, which represents
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respect and remembrance showing gratitude to seniors and teachers and to create solidarity in kinship, (2) to be
used in homage-paying ceremonies or “Mei”, including other rituals such as Yeap Sen, cutting hair bun, etc., and
(3) to be used in the Serd crowning ceremony or tying-large-cloth ceremony for new generation performers, also
known as “Krob Kru Nora” (Nora crowning ceremony), which represents the acceptance of new Nora performers.
Such beliefs and rituals also play a pivotal role in Nora performers and the way of life of people in southern society
in the manner of conscious reproduction and ideology (Cultural reproduction) through generations (Kaewthep &
Hinviman, 2010, p. 68). Shorten ritual forms such as Nora, offering materials for rituals have been modified
according to the convenience and status of the ceremonies.

4.2 The Role in Entertainment

Most performing arts of all kinds are primarily aimed to entertain. For Nora, it aims to entertain the
audience through the music, the singing verses, and the dance process. These three components harmonize
perfectly and conjure up the rhythm, the melody, the content and the authentic typical dance moves. In addition,
Nora also integrates events that were popular in that era through poems and dialogue. Therefore, it is a field of
southern society (Kaewthep & Hinviman, 2010, p. 558) by utilizing such characteristics as a social arena to
compete for access to resources or capital, culture and others. Under these circumstances, this means a spatial
battle against other performing arts as well. In this regard, Nora’s role is mainly to create entertainment for those
passionate about this type of performance. However, with today’s technological and cultural exchange, it enables
members a broader society, namely the global society, to learn, exchange, or adopt it and Nora has modified in
accordance with the changes in a way that it becomes more enjoyable, exciting and more accessible to the
tastes of people in today’s society.

4.3 The Role of Income Generation and Career

Because performing arts is a form of cultural capital in an institutional manner that requires
knowledge, practice and accumulation to the degree in which it all matures and flourishes into value. The Nora
troupe plays to its strength in combining a person itself and props such as costumes, musical instruments and
rules or requirements. As a result, Nora performance is a professional performing art which can be practiced for
a living through performing the show, creating performance props and teaching as Nora Master. That is because
there is head of Nora troupe, Nora grandmasters (Nora Rong Yai), performers, composers or musicians in an
ensemble, and Mor Nora (Shaman). Nai Rong will allocate the earning to everyone after deducting some amounts
for the essentials. As for the income from the production of performance props such as Nora and Serd etc., which
require craftsmanship, there will be very few people capable of this, significant income from production and

distribution of the fine-quality props to the Nora troupes who performs Nora and those who are interested in Nora.
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As for the income from being kru Nora (Nora master) since it involves specialty of highly expertized performers
who are publicly accepted, the earning depends on depth of knowledge recognized when invited to workshops,
training or seminars. The amount of such income is correlated with reputation.

Although Nora generates income and career, only some Nora troupes succeed in turning it into a
stable career, most Nora performers need to pursue other occupations at the same time. However, having an
income and such a career helps to conserve the Nora performing arts in southern society.

Nora is a performing art that can be commercially developed. It is divided into three parts consisting
of (1) the careers of members of the Nora troupe who receive compensation through performing in various forms,
including Nora Rong Kru and shows for entertainment. This helps to generate income for members of the Nora
troupe, ranging from the head of the Nora group or Nora Yai, performers, ensemble musicians and Mor Nora
(2) Profession derived from producing, and creating Nora performance props, such as the Nora costume which
requires specific skills in craftsmanship as stringing Nora bead pendants, making Serd Nora or carving a banana
tree into Nora characters for a show (3) Knowledge communicant or Nora master who uses herself as a medium
to share Nora’s experience and knowledge through teaching, trainings or seminars, with compensation
depending on each Nora master’s reputation and knowledge depth of Nora. Income Nora performing art is the
Exchange Value which is capital called Cultural Capital that has been accumulated and passed on through
generations. Nora performance is one form of capital that requires practice and accumulation to a degree at
which the skills can be of economic value and generate income for Nora performers. Also, Nora is cultural capital
in the form of an institution — Nora troupe. A Nora performer known to be an apprentice of well-recognized Nora
troupes gaining lots of public acceptance, he/she will also have Cultural Capital in an institutionalized form.
The performers add value to the capital of the institutional form, the ability or skills of the performer (Embodied
Form) related to Nora performance such as dancing, verse singing, Nora music playing, Pran Nora show. Also,
the unique personality of an individual is a capital that can be converted into value.

4.4 Nora as a Portrayal of Social Conditions

Nora is a performing art communicating meaning of southern communities but the meaning of Nora
is subject to life cycle of sign undergoing definitional modification as influenced by conditions and social eras.
In the past, Nora portrayed social hierarchy owning to its status of a superior performance for royal court
exclusively reserved for courtiers. Thus, it conveyed sophisticated identity of high society over those periods.
After achieving common popularity and recognition as the south’s performing art, its pre-existing meaning
changes into that representing the identity and status of local southern communities. In present eras, change in

communication of Nora’s meaning is being conditioned by advanced communication technologies: the original
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function in communicating meanings among the locals has transcended into the digital age confined to no space
and time. Therefore, the meaning of Nora adjusts in sync to changes of the eras but original meanings or the crux
and core of Nora remains crucial and this is what matters the most in the thriving of Nora against social change.
In other words, Nora mirrors social imagery of that particular era through numerous forms. For example, in the
past, Nora was a sophisticated form of performing art illustrating the overall social landscape in that particular
era in that people in general assigns greater value to living a life such as settlement and foraging than social
activities or entertainment. This resulted in restriction of performing art to noble classes. In later days, when Nora
becomes popular and widespread, Nora transforms into an identity of southern social communities reflected
through prosperity in the society in a way that the social members start participating and assimilating into social
activities through a Nora performance. The role of participants incredibly varies ranging from performers to
audience in leisure time. Nora described the society in that era as a society with organizational, structured and
fixed schedules of work as well as social activities. Nora therefore becomes popular and widespread in the
southern society in that era and Nora portrays the society in a present era through changing means of
communication. Communication that has changed from the former in the form of a Nora show in a form of Nora
performance shed. At present, it has changed into a show available on online media channels, reflecting the
society that has changed the form of communication to a digital society with the development of communication
technologies.

Nora is a performing art unseparated from the lives of people in each era. It is part of a social process
that has traditionally been practiced through generations. The role of Nora changes according to social
conditions. In one era, Nora communicated the meaning of rituals that requires a process.

5. The Evolution of Nora's Performance Over Time

In Every society has a characteristic of being dynamic, meaning it is constantly in motion and changing
over time. This leads to social change, which occurs when any social system undergoes transformation, whether
it be in a positive or negative direction (The Royal Institute Dictionary, 2006). Examples of these systems include
communication, education, politics and governance, economy, and healthcare, among others. When any system
within a society undergoes change, it inevitably affects other related systems within that society. These social
changes, in turn, have an impact on the transformation of traditions, beliefs, customs, and culture. Consequently,
the art of Nora performance undergoes changes that are interconnected with the transformations in other social

systems, as follows:
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1. An education system is linked to the changes in Nora. In the past, the education system was not
widespread and had not expanded significantly into local regions. As a result, rural societies continued to transmit
their lifestyles, customs, and culture from one generation to the next in a tightly-knit manner. This was due to the
strong bond of kinship within large families living in the same area. Thus, the art of Nora performance served as
a social tool for enhancing various skills, such as dancing, music, agile movements from the performances, and
composing different forms of poetry. This allowed the tradition of Nora to be passed down continuously from one
generation to the next. However, as the education system has changed in contemporary society, the art of Nora
performance has also transformed in accordance with the educational system's format. For example, the
development of a standardized and quality Nora curriculum (Waiyawek & Tongkam, 2021), as well as its inclusion
in school curriculums or online courses (Waiyawek, 2023), has made it more accessible and diverse.
The changing education system has thus led to changes in Nora as well.

2. An economic system, which has shifted from an agricultural society to an industrial one, has led to
changes in the way people live. Previously, the emphasis was on agricultural work, and people had periods of
rest during which they would engage in communal activities. However, as the economic system has changed,
people in society have started to prioritize work with clearly defined working hours, such as clocking in and out
at their jobs. The types of activities they engage in during their leisure time have also changed. The economic
system impacts the art of Nora performance, as it can be said that when the economy is doing well, people will
focus on entertainment-related activities, such as watching Nora performances. In contrast, when the economy
is not doing well, individuals in society will prioritize activities essential to their livelihood over recreational ones.

3. A communication system, or the changing communication technology, inevitably affects social
change. Scholars from the Nora Research Institute have pointed out (Kaewthep & Hinviman, 2010, p. 558), when
communication technology changes, society changes as well. The communication format of Nora performance
art in the past mainly involved interpersonal communication, emphasizing face-to-face interaction (Face to Face)
and two-way communication between performers and audiences. However, with the advent of communication
technology playing a role as a tool for communication between performers and viewers, such as performances
via online social media, the role of Nora performances in providing entertainment has increased, while its role in
fostering relationships between people within society has diminished.

4. Cultural exchange is another important factor that leads to changes in Nora. As communication
technology connects society and people, it results in the exchange of information, news, and cultural changes.
New cultures play a role in influencing traditional culture. For example, Nora music performances originally used

Nora instruments such as the Thap drum, Kong drum, Hong drum, Trae, Ching, and Pi. However, nowadays,
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international instruments have been incorporated to create novelty, excitement, and inspiration, such as using
keyboards to enhance the potential of Nora music (Laosuk, 2008). In addition, changes in costumes also reflect
the cultural exchange, with creative fusion and adaptation to modern times, making them different from the
traditional forms.

6. Factors or Conditions that Cause Nora Performance to be Recognized as a World Intangible Cultural
Heritage

The United Nations Educational, Scientific, and Cultural Organization (UNESCO) defines intangible cultural
heritage as practices, representations, expressions, knowledge, skills, tools, artifacts, and cultural spaces associated
with communities or groups of people who accept them as part of their cultural heritage (UNESCO Intangible Cultural
Heritage, n.d.). In Thailand, the term “Intangible Cultural Heritage” is used according to the Act on the Promotion and
Protection of Cultural Wisdom Heritage B.E. 2016 (Department of Cultural Promotion, 2016).

The Convention for the Safeguarding of the Intangible Cultural Heritage outlines five objectives: (1) to
protect intangible cultural heritage; (2) to ensure respect for the intangible cultural heritage of communities,
groups, and individuals concerned; (3) to raise awareness at the local, national, and international levels of the
importance of intangible cultural heritage and mutual appreciation; (4) to provide cooperation and assistance
between countries; and (5) to establish the scope and characteristics of intangible cultural heritage in five
domains: (1) oral traditions and expressions, including language as a vehicle; (2) performing arts; (3) social
practices, rituals, and festive events; (4) knowledge and practices concerning nature and the universe; and
(5) traditional craftsmanship.

Nora is an intangible cultural heritage, well-known and popular in the southern region of Thailand. It falls
under the category of “performing arts” and has unique characteristics and identity that reflect the southern Thai
society across various periods. Nora was inscribed on the Representative List of the Intangible Cultural Heritage
of Humanity by UNESCO during the 16th Intergovernmental Committee for the Safeguarding of the Intangible
Cultural Heritage (ICS-ICH) in 2021 under the name Nora, Dance Drama in Southern Thailand. It is the third Thai
element inscribed on the list, following Khon, masked dance drama in Thailand in 2018, and Nuad Thai, traditional
Thai massage in 2019 (UNESCO Intangible Cultural Heritage, n.d.).

Nora’s significant characteristics that led to its inscription as an intangible cultural heritage can be
summarized in four aspects: Traditional, contemporary and living at the same time; Inclusive; Representative;

and Community-based (UNESCO Intangible Cultural Heritage, n.d.). The details are as follows:
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The first aspect: Traditional, contemporary, and living at the same time

It refers to the fact that Nora is a long-standing cultural heritage of the southern region of Thailand.
It has evolved through various periods and adapted to the context of society. A study on the transformation of local
performances and their relationship with the socio-cultural context in the Songkhla Lake Basin, with a focus on Talung
and Nora performances after the governmental reform during the reign of King Rama V (1894 - present), has divided
the transformation of Nora into four periods:

1. Period 1 (from the oil lamp era to the storm lamp era): This covers the time from the
governmental reform until before World War II, or around the 1930s.

2. Period 2 (electric lamp era): This period begins after World War Il and lasts until the 1970s.

3. Period 3 (electric Talung era with international music or the era of competition and theater
performances): This period starts from the 1970s to around 1983.

4. Period 4 (music - shadowless Nora film era or the era of collecting, searching, and establishing
associations): This period begins from 1983 onwards.

Nora performances have been presented through mass media and social media, adapting and
changing according to the times and society. This art form is an integral part of popular culture both within and
outside the southern region of Thailand (Burarat, 2010, pp. 205-201).

The second aspect: Inclusive

Nora is a performing art form that has been recognized as a representation of the social dynamics in
Southern Thailand. Consequently, Nora has been incorporated into the education system at various levels,
including community, school, and university levels. At the community level, groups have been established to
transmit Nora knowledge to the youth, fostering basic skills and a sense of pride in their cultural heritage. At the
school level, Nora performance skills are promoted, enabling students to form ensembles and learn from the
traditional methods of Nora masters and their lineages. At the university level, the focus is on building knowledge,
creating models, and disseminating various forms of Nora, as well as fostering creativity and generating value
for Nora at both national and international levels.

The third aspect: Representative

Nora is a performing art that encompasses both art and science. It serves to create aesthetics through
performance, music, and other elements, such as costumes and stage settings, providing entertainment,
enjoyment, and reflecting society through its performances. Moreover, Nora conveys ideas and teachings passed
down through generations, as well as customs, traditions, and beliefs of the community, enabling people to live

together under the same set of standards. Examples include showing respect to ancestors through the Nora
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Rong Khru ceremony, honoring teachers through the Krob Kru ritual, and promoting good deeds. Those who
misbehave are believed to face punishment from deceased ancestors. Therefore, Nora represents the Southern
Thai community and the country as a whole, effectively reflecting the way of life of its people.

The fourth aspect: Community-based

Nora is a performing art that is widely recognized as a reflection of the unique identity of the Southern
Thai community and the country as a whole. It is characterized by its beauty, strength, and resilience, and has
long been intertwined with the lives of people in the region. Nora has demonstrated adaptability and evolution
alongside changes in the social context, and has been conserved and promoted by both public and private
sectors. Educational institutions offer courses on Nora performance, and various groups, such as youth
ensembles and professional Nora artist collectives, have been established to further nurture and preserve this

valuable art form.

Conclusion

In a rapidly changing world, Nora remains an important aspect of Southern Thai culture, deeply rooted in
the local communities of the region. It is a part of the intangible cultural heritage of humanity that continues to
evolve and adapt to societal changes, while preserving its traditional elements. The saying “know how to use the
old and adopt the new” aptly describes the adaptation of Nora to align with the values of people in different eras
(Burarat, 2010). Nora continues to hold value for society (Samansuk & Andhivarothai, 2016), providing performers
with physical strength, concentration, noble intentions, aesthetics, ethics, and artistic and literary values. From
the past to the present, Nora has served to reflect societal dynamics and act as a representative of Southern Thai
communities.

In 2023, Nora was inscribed on the list of Intangible Cultural Heritage of Humanity, raising awareness and
promoting Thailand's intellectual heritage. This recognition has sparked a renewed sense of pride and
appreciation for the local cultural heritage among the people. Nora has garnered increased attention and
discussion across various dimensions, including the conservation, promotion, and support of Nora performances,
the development of cultural capital to generate added value for the community, and its presentation through
various media. While Nora has become a globally recognized cultural heritage, drawing greater interest from
society, it still retains its original roles in providing entertainment, instilling beliefs and rituals, reflecting societal

dynamics, and transmitting knowledge, ideas, beliefs, and faith from generation to generation.
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Abstract

The pandemic situation has caused changes in the paradigm of health development in terms of social
relationship structures, medicine and public health management systems and new digital technological ecology.
This research aimed to (1) learn lessons from the roles of the people’s training units in Tambon (Sub-district) in
improving the quality of life of Thai people; (2) develop innovation in communicating the Buddhist way of wellbeing
to create wider contentment in Thai society; (3) and to develop a policy-oriented proposal for development of
wellbeing through organizations related to the create, Buddhist way of wellbeing. The research methodology
involved collaborative research workshops of forty-five people’s training units in the Tambon. Following this, the
work operations of those units were studied and the information gained was analyzed by means of content
analysis as well as domain analysis.

The research found that the role of the people’s training units in the Tambon and their promotion of the
quality of life were apparent in four groups of monks. The first group consisted of those monks who were
determined to take care of people’s health; the second group consisted of monks who were determined to
increase skills and the welfare for the community; the third group was involved with the monks who were
determined to prevent disaster and unexpected situations; and the fourth group contained monks who were
determined to conserve local traditions and ways of life and promote a pluralistic cultural society. An innovative
communication of the Buddhist wellbeing ways for Thai society could be developed through “CHEWA” model,
which emphasizes health communication for health awareness raising. As for the policy-oriented dimension to
develop people’s wellbeing related to Buddhist way of wellbeing organization, the internal strength of the groups
of monks must be promoted, and the external strength as well. This included the combination of work operations
and collaborations in the form of networks, which be enable the Buddhist way of wellbeing organization to

continue working in a sustainable way in the future.

Keywords: Development of Wellbeing, Creative Buddhist Way of Wellbeing Organization, Quality of Life
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Abstract

This study aims to investigate (1) the motivation of tourists for joining adventure sports tourism, (2) the
environmental, economic, educational, and sociocultural effects of adventure sports tourism on destinations, and
(3) the types of support for sustainable adventure sports tourism development. All these inputs lead to the offering
of insights into the design of policies relevant to sports tourism development. The quantitative-descriptive
research method was used in this study among 300 primary respondents such as mountain bikers, cross-country
runners, and mountain climbers/hikers traversing selected areas in Benguet, Mountain Province, Ifugao, and the
City of Baguio. Data were gathered through a researcher-made questionnaire and data were processed through
weighted means. Findings revealed that the immersion in nature, with beautiful and unpolluted scenery is their
primary motivating factor in enjoining adventure sports tourism among respondents. More so, adventure sports
tourism increases environmental awareness, and provides opportunities to meet new people and cultures.
Adventure sports tourism helps in cultural exchange and preservation and improves the lifestyle of residents by
creating new job opportunities and enabling tourists to learn while enjoying outdoor recreational activities.
Respondents firmly believe that the right infrastructure, with proper community engagement and hospitality
values, will contribute towards the sustainable development of adventure sports tourism in the different
communities in the Cordillera Administrative Region. Lastly, policies were forwarded to increase the
responsiveness of the tourists and the community in sustaining adventure sports tourism. Overall, adventure

sports tourism enhances the general well-being of individuals, the community, and the region as a whole.

Keywords: Adventure Sports Tourism, Environmental Awareness, Nature, Culture, Sustainable Tourism

Development
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Introduction

One of the most innovative and dynamic industries in the world is tourism. The Sustainable Development Goals
(SDGs), notably Objectives 8, 12, and 14, depend on the tourism industry. The Sustainable Development Goals
(SDGs) may advance much more quickly with the help of tourism. If properly managed, the sector may provide
incentives for environmental protection, provide excellent employment for long-term growth, and reduce poverty, all
of which will aid in the transition of nations toward more inclusive, resilient economies (World Tourism Organization;
UNWTOQO, 2018; Tomino et al., 2020).

Planning and developing tourism responsibly requires finding a balance between the needs of society’s
environmental, economic, and social sectors. The management of sustainable tourism development must maintain
high customer satisfaction, ensure that consumers have a significant experience, raise consumers’ awareness of
sustainability concerns, and spread sustainable tourism practices among them (Streimikiene et al., 2020).

According to Turker and Ozturk (2013) and Ling et al. (2011), tourism impacts in three categories, economic,
socio-cultural, and environmental. Economic impact includes elements such as increased jobs, additional income,
and generates tax revenue. On the other hand, sociocultural impacts encompass the resurgence of traditional crafts
and ceremonies, increased intercultural communication and understanding, exchanges in traditional cultures, and
help improve community services. And lastly, the environmental category consists of the protection of parks and
wildlife, the creation of water and noise pollution, and wildlife protection or destruction.

One of the aspects of tourism that is bringing in a lot of visitors is adventure tourism. To define adventure
tourism, several factors must be taken into account, including activity, motivation, risk, performance, experience, and
surroundings. The mixing of these concepts to create a definition is equally significant. The term adventure tourism
refers to a wide range of independently initiated activities that include interacting with the natural world, having a
component of actual or apparent danger, and in which the outcome, while unpredictable, may be influenced by the
participants and conditions.

In the modern world and among some affluent visitors who prefer an experience over just lounging about
a region, adventure tourism has grown in popularity. Even if the cost of travel is the same, the tourist tries to
upgrade their trip by adding more activities to their agenda. Adventures are experiences that offer a certain
amount of personal thrill. Trekking, camping, river rafting, backcountry bicycling, and other activities are all
included in adventure tourism, a fast-expanding segment of the travel industry. Adventure tourism is the practice
of traveling while engaging in an outdoor activity that purposely presents a challenge to travelers. This frequently
entails the players using their knowledge, grit, endurance, and problem-solving skills to overcome some sort of

risk. Travelers might learn teamwork, coordination, leadership, decision-making, and other abilities through
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adventure tourism. Geography/topography, weather and climate, people and culture, flora and fauna, fairs and
festivals, natural beauty, and society are all components of adventure tourism. Risk, education, experiencing a
new culture, and travel are the primary factors that determine if a visitor is an adventure tourist. One of the most
important elements of adventure tourism is risk. Today, risk is associated with severe, dangerous activities that
allow a visitor to demonstrate their willpower. The motivation of adventure tourists is also linked to being in a
natural environment, meaningful experiences, learning, and being in a new culture, according to certain recent
research (Carvache-Franco et al.,, 2022). Emotion, nature (Beckman et al., 2017) social, escape, family,
enthusiasm, culture, and rafting services (Sato et al., 2018), novelty, enjoying nature, environmental education,
escape, excitement, supernatural, physical challenge/skill development, risk, and social, facilities, attraction
activities (Giddy & Webb, 2018), relax mentally, relieve stress and tension, and avoid the hustle and bustle of
daily activities, to be competent socially, feel a sense of belonging, and earn the respect of others (Jin et al.,
2019) relaxation, recognition, challenge, socialization, creativity, and discovery (Bichler & Peters, 2021) are the
identified motivations of tourists in joining adventure tourism. Adventure tourism is a modern twist on ecotourism,
sports tourism, and nature tourism.

Sports tourism is a subset of adventure tourism that can aid in sustainable development (Bergara et al., 2018).
The context of sports tourism consists of human experiences that are concentrated on a group of services while
traveling to particular locations to partake in a sports product. The purpose of the trip may be business-related
(professional teams and athletes, for example) or recreational (trail runners competing in outdoor small-scale sporting
events). Sports tourism refers to all forms of active and passive involvement in sporting activity, participated in casually
or in an organized way for non-commercial or business/commercial reasons that necessitate travel away from home
and work locality. Participation in sporting activities can take the shape of active or passive behaviors, and it is
motivated by a variety of factors (Filo et al., 2013; Nazari, 2022).

Sports tourism supports SDG 8 (promote sustained, inclusive, and sustainable economic growth, full and
productive employment, and decent work for everyone) by opening up numerous prospects for new business
ventures that will need the creation of many new jobs. Additionally, SDG 3 (ensuring healthy living and fostering
well-being for all at all ages) is aided by sports tourism. Investment in sports tourism can encourage residents to
participate in sports in addition to offering visitors athletic possibilities and a physical activity outlet (Morfoulaki
et al., 2023). The two-dimensional economic and social activity of sport tourism sits at the nexus of the travel and
sporting goods industries, both of which are grappling with the issue of sustainable development. Together,
active living and active travel have a significant economic and social influence on communities all over the world,

contributing significantly to local sustainability. A triple bottom-line framework of the economic, social/cultural,
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and environmental aspects of sports tourism is connected to maintaining the destination (Rauf & Weber, 2021;
Nazari, 2022). Sports tourism is seen as a crucial form of tourism that mixes sports and travel to draw visitors,
boost the local economy, and advance local culture (Giango et al., 2022). Following its positive impact, Sports
tourism frequently reorganizes rural and urban local communities, which require regeneration in emerging
economies (Muiruri Njoroge et al., 2017; Khan et al., 2020; Giango et al., 2022; Carvache-Franco et al., 2022).
Travels geared toward participation in sports and physical activities either competitive or recreational by people
around the world have contributed to the marketability of tourism. The positive perception of sports as a
fundamental activity to engage in one’s free time has developed the link between sports and tourism (Innocenti
& Merci, 2012).

Adventure tourism and sports travel are naturally attracted to the Philippine scenery. The 7,107 islands brag
and provide every possible option for adventurers (Brain, 2010). Among the most distinctive and breathtaking tourist
attractions are scenic landscapes enhanced by cultural diversity that can be found in the Cordillera Administrative
Region. The provinces of Kalinga, Apayao, Abra, Benguet, Ifugao, Mount Province, and Baguio City make up the
landlocked regional politico-administrative unit known as the Cordillera Administrative Region (CAR). The Cordillera
Tourism adopts culture and nature as its main thrust. The region provides breathtaking landscapes as well as the
opportunity for some challenging mountain exploration. Local cyclists in Baguio will be pleased to lead you on routes
that range from an easy half-day ride down to Ambuklao Dam to a lung-busting full-day descent of Mount Santo
Tomas. The second-highest peak in the Philippines, Mount Pulag, is also an option. Spelunkers will be excited to
explore the numerous subterranean caverns further north. Sagada’s sacred burial places for the native tribes are
caverns and streams. The Village Museum in Bontoc is perfect for learning more about Igorot culture. While the beauty
of white water rafting excursion down the Chico River can be found in Kalinga. Travelers may be mesmerized by the
numerous rice terraces they will encounter step of the way. This vision for tourism development in the region is
embodied in the concept of eco-tourism. Ecotourism is being pursued in conjunction and complementation with other
tourism ideals as well as land uses that can be absorbed in the existing environments of Cordillera’s villages and
towns, in response to the growing desire of the indigenous community for change and modernization (Department of
Tourism, 2016; Alipio, 2008). With a broad diversity of species, ecosystems, and a multiplicity of communities and
cultures, mountain regions have always been fascinating to people, particularly those attracted by the region's natural
beauty, outdoor sports, adventure, milder summer temperatures, and distinctive features, alpine cultural history, with
a spirituality heightened by the seclusion and great heights of the mountains. The study of regional travel in the
Philippines shows that one of the primary factors that influenced the increase in local tourism visits is the natural

attraction of the places. Studies also show an emerging market for nature- and culture-based tourism (Romeo et al.,
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2021). Thus, the National Tourist Organizations and/or tourist enterprises must use Destination Marketing to
identify their selected tourists, actual and potential, and communicate with them to ascertain and influence their
wishes, needs, motivations, likes, and dislikes, on local, regional, national, and international levels, and to
formulate and adapt their tourist products accordingly given achieving optimal tourist satisfaction thereby fulfilling
their objectives

These sports tourist attractions have been called the greatest voluntary transfer of wealth from rich to poor
countries (Dorcheh & Mohamed, 2013). Tourism is a potential economic, sociocultural, educational, and
environmental base, providing elements that may improve the quality of life of the people, the community, and the
region as a whole. The benefits that could be derived from adventure sports tourism, however, could only be
maximized with the support and cooperation of the tourists, residents of the local community, and the government.
Therefore, based on the acknowledged role that adventure sports tourism plays in sustaining destinations, the goal of
this study is to investigate why tourists choose to participate in adventure sports tourism, the effects of adventure
sports tourism on destinations in terms of the environment, economy, education, and sociocultural, the types of support
for sustainable development of adventure sports tourism. All these inputs offer insights into the design of policies

relevant to sports tourism development.

Objectives

This study aims to investigate (1) the motivation of tourists for joining adventure sports tourism, (2) the
environmental, economic, educational, and sociocultural effects of adventure sports tourism on destinations,
(3) the types of support for sustainable adventure sports tourism development. All these inputs lead to the offering

of insights into the design of policies relevant to sports tourism development.

Materials and Methods

The study is purely quantitative. The descriptive research design was employed through a survey
questionnaire to shed light on motivations for joining adventure sports tourism, the environmental, economic,
educational, and sociocultural effects of adventure sports tourism on destinations, the types of support for
sustainable adventure sports tourism development towards the design of policies relevant to sports tourism
development.

Through convenience sampling — a non-probability sampling methodology was used to have a total of
300 respondents comprising mountain bikers, cross-country runners, and mountain climbers/hikers traversing
the area destinations of Mt. Ugo, Tinongdan in the municipality of Itogo, Bubok-Bisal and Mt. Purgatory of Bokod,

Mt. Pulag of Kabayan, Buiguias, Tuba and La Trinidad, all in the province of Benguet. Additionally, the
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municipalities of Kiangan and Alfonso-Lista of Ifugao Province, municipalities of Bontoc and Sagada of Mountain
Province, and the City of Baguio.

A researcher-made questionnaire patterned from eminent authors was used to answer the primary
objectives of this study. The instrument was subjected to validity and reliability tests with a Cronbach Ol= .847,
hence, the instrument is valid and reliable.

Before the gathering of data, the informed consent form was provided to respondents. Data
confidentiality was also assured to participants with the data collected. Only those respondents who completed
the forms participated in the study. The study made use of weighted means to process the data gathered from

descriptive objectives.

Results and Discussion
1. Motivations of Respondents in Joining Adventure Sports Tourism

Table 1 presents the motivations of respondents in joining Adventure Sports Tourism in selected areas in

the Cordillera Administrative Region.

Table 1 The extent of motivation of the respondents to join adventure sports tourism

Motivations Mean Interpretation Rank

Able to connect with nature with beautiful and unpolluted scenery 3.79 HM 1

Improves health and physical appearance 3.75 HM 2
Able to compete with others 2.61 MM 9
Able to get prizes 2.22 SM 10
Able to enjoy the hobby 3.52 HM 5
Able to bond with family and friends 3.69 HM 3
Able to improve existing skills or obtain new skills 3.50 HM 7
Able to analyze fitness and sports performance 3.35 HM 8
Able to influence sports participation 3.56 HM 5
Able to influence the improvement of physical education and sports 3.58 HM 4

Overall Mean 3.36 HM

Note. Legend: 10.-1.74= Not Motivational (NM); 1.75-2.49= Slightly Motivational (SM); 2.50-3.24= Moderately Motivational (MM);
3.25-4.00 = Highly Motivational (HM)
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Results revealed that respondents are highly motivated to join adventure spots tourism with an overall
mean of 3.36 on a four-point Likert scale. This simply implies that the respondents were highly involved in
adventure sports tourism. Notably, respondents are highly motivated because they can connect with nature with
beautiful and unpolluted scenery. Joining adventure sports tourism improves their health condition and enhances
their physical appearance, able to enjoy the beautiful scenery while bonding with family and friends. Respondents
join adventure sports tourism to influence the improvement of physical education and sports. On the other hand,
external motivators like prizes were described by the respondents as slightly motivational.

Different wants and requirements that are crucial to selecting and appreciating a travel place influence
visitor motives by including cognitive and emotional elements in a scenario where the two act as mediators
between the individual and the environment, the motivation was gradually reduced. According to Maslow's
hierarchy of needs, the main incentives for engaging in mountain tourism were sociability, challenge, the natural
environment, and achievement. The tourists made new acquaintances and relished the challenge of various
climbing experiences with friends because the motivations for sociability and challenge represented the same
proportion (Beckman et al., 2017; Yousaf et al., 2018; Pestana et al., 2020; Carvache-Franco et al., 2022). While
Giddy (2018) and Mishra et al. (2021), claim that in terms of push and pull considerations, tourists are motivated
by internal and extrinsic causes. Pull factors help travelers decide where to go, and push factors motivate them
to travel. Push factors are related to the particular wants and preferences of visitors, such as the need for solitude,
adventure, social connection, rest, fithess, and status. Pull factors, on the other hand, are characteristics of a
location, such as its natural resources, cultural attractions, and recreational amenities. The reasons people travel
differ greatly in sports tourism. Sports tourism is relevant to conventional travel objectives including physical,
interpersonal, cultural, status, and prestige. However, several motivations are directly linked to participating in
sports (competitiveness, the desire to triumph, the development of abilities, and competence). These factors
identified by eminent authors are all present in this study.

2. Perceived Environmental, Economic, Education, and Sociocultural Effects of Adventure Sports Tourism

Figure 1 presents the level of environmental, economic, educational, and sociocultural effects of Adventure

Sports Tourism.

CONNEXION Journal of Humanities and Social Sciences, 12(2), Article ID: 266494 doi




81

Environmental 1 =351
36

Sociocultural Economic

X =352 x=3.12

X = 3.47 Education

Note. Legend: 10.-1.74= Least Effect (LE); 1.75-2.49= Slight Effect (SL); 2.50-3.24= Moderate Effect (ME); 3.25-4.00 =High Effect
(HE)

Figure 1 Environmental, economic, education, and sociocultural effects of adventure sports tourism

Generally, the respondents perceived that adventure sports tourism had a high effect on the sociocultural,
environmental, and educational aspects of destinations with a mean of 3.52, 3.51, and 3.47 respectively. On the
other hand, the economic aspect had a moderate effect on destinations with a mean of 3.12. This implies that
respondents are aware of the benefits of adventure sports tourism in the sustainability aspects of tourism towards
sustainable development. Culturally, tourism is considered an element of community enrichment. More so,
adventure sports tourism positively contributes to the maintenance of the environment by protecting, creating,
and maintaining adventure tourism spots. Also, adventure sports tourism creates opportunities in the locally
through supply of goods and necessary services for the different tourist activities.

Specifically, adventure sports tourism has a great effect on the sociocultural, environmental, educational,
and economic aspects of the tourism spots in CAR. Under Sociocultural, findings revealed that adventure sports
tourism provides the opportunity to meet new people from different cultures allowing tourists and the community
to promote interaction of social and cultural values. Also, adventure sports tourism promotes the culture of the
host community through different cultural activities, thus, promoting cultural identity. Adventure sports tourism
also promotes the development and maintenance of public and local facilities and infrastructure. This shows that
the respondents look into socializing with others. Socialization is the process of learning how to become part of
a culture. It is a very vital process in forming a personality. These results are supported by the study of Zhuang
et al. (2019), which states that the social habits, practices, values, beliefs, and lifestyles of the locals in a tourist
destination are impacted by tourism, which has an impact on the characteristics of the local social culture.

Adventure sports tourism can reinforce the national heritage, individuality, uniqueness, and community spirit as
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local individuals can join together to promote their culture. Sports tourism can initiate the restoration, preservation,
and/or modernization of cultural traditions.

As to the environmental effects of adventure sports tourism, respondents agreed that it promotes
environmental awareness, allows tourists to appreciate nature, motivates sports enthusiasts to participate in
environmental protection activities and advocacy, and promotes the implementation of Republic Act 9003 known
as the Solid Waste Management Act of the Philippines. Also, adventure sports tourism conserves biodiversity
and protection of wildlife and their habitat. Lastly, it helps in the minimization of traffic, noise, and pollution.
However, according to Sunlu (2003) and Arquinez et al. (2020), tourism depends on the condition of the
environment, both natural and created by humans. The connection between tourism and the environment is
complicated, though. Many of the actions it entails hurt the environment. Many of these effects are related to the
development of tourism-related amenities, such as resorts, hotels, restaurants, shops, golf courses, and marinas,
as well as basic infrastructure like highways and airports. The detrimental effects of tourism growth might
eventually lead to the environmental destruction of resources that it is dependent on.

More so, findings show that economically, adventure sports tourism helps improve the lifestyles of
residents in the community through the promotion of entrepreneurship opportunities and capabilities of the locals.
It also provides an avenue for the locals to market local products. Though, it only provides seasonal employment
opportunities, income derived from tourism activities enables locals to provide for their needs daily. According to
the studies of Haldar (2017) and Morfoulaki et al. (2023), the increased money spent by these tourists affects the
suppliers as well as the companies where the money is spent. Through supply chain interactions that cross
sectoral boundaries, economic activities are interrelated. In other words, to provide an output of a thing or service,
there is a greater demand from a range of sectors for other goods and services. As a result, a rise in the demand
for one thing or service increases the demand for other products and services across the whole economy. Similar
to this, a rise in production will result in a rise in demand for labor from businesses that provide the necessary
commodities and services as well as from those that produce the final product or service.

Additionally, respondents agreed that adventure sports tourism affects education. Specifically, adventure
sports tourism can provide students the venue to learn and enjoy the outdoors, emphasizing outdoor recreational
activity skills, safety, and positive group dynamics, leading to a reflective learning experience. Through this, it
will allow students to relate and connect the movement of mountain bikers, cross-regional runners, and trekkers

which can improve regional sports and student research.
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3. Types of Support for Sustainable Adventure Sports Tourism Development

Table 2 presents the necessary support for sustainable adventure sports tourism development in the

Cordillera Administrative Region.

Table 2 Support for Sustainable Adventure Sports Tourism Development

Support Mean Interpretation Rank
Improve Policies and Regulations 3.50 SA 2
Improve Local Facilities and Infrastructure (Accommodations, 3.85 SA 1

Restaurants, Souvenir Shops, Good Road Network)

Improve Community Engagement 3.35 SA 3

Note. Legend: 10.-1.74= Strongly Agree (SA); 1.75-2.49=Agree (A); 2.50-3.24= Disagree (D); 3.25-4.00 = Strongly Disagree (SD)

Findings revealed that support to improve local facilities and infrastructures such as accommodations,
restaurants, souvenir shops, and even good road networks (X = 3.85) are vital to developing adventure sports
tourism in the selected spots in the Cordillera Administrative Region for sustainable development. More so,
respondents strongly agree that support to develop and/or improve policies and regulations of the operations of
adventure sports tourism is necessary (X = 3.50). Policies should be in place to clearly and smoothly operate all
activities within selected sports tourism spots in CAR. Lastly, support to improve community involvement or
engagement is vital to allow adventure sports tourism to develop (X = 3.35). Locals should typically be involved
in the decision-making and micromanagement of tourism development. Additionally, local knowledge and active
interest would be advantageous to successful entrepreneurial endeavors of adventure sports tourism.

Tourists, residents, the government, and other private organizations should join hand in hand towards the
development of sustainable adventure sports tourism. Accordingly, support towards the improvement of facilities
and infrastructures, the establishment of policies and regulations on tourism operations, and active community
engagement would make matters uncomplicated since these locals would feel a sense of ownership and be

empowered to participate in all aspects of adventure sports tourism.

Conclusion

This study investigated the motivations of tourists for joining adventure sports tourism, the environmental,
economic, educational, and sociocultural effects of adventure sports tourism on destinations, and the types of
support for sustainable adventure sports tourism development. The main conclusions of this study may be
summarized as follows: (1) among the motivators of joining adventure sports tourism, engagement with nature

plays a significant factor; (2) adventure sports tourism has high to moderate effects on the sociocultural,
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environmental, and educational aspects of destinations; (3) sustainable adventure sports tourism can be
achieved by providing support or by developing touristic destinations through the availability of facilities,

infrastructure, regulations, and active involvement of locals.

Recommendations

This study’s findings offer insights into the design of policies relevant to adventure sports tourism
development. Based on these findings,

1. Government agencies in partnership with private entities/businesses may plan and implement
programs, projects, and activities that may improve local facilities and infrastructure (Accommodations,
Restaurants, Souvenir Shops, Good Road Networks) within the different adventure sports tourism destinations in
the Cordillera Administrative Region. Improving local facilities and infrastructure boosts tourism development by
raising the attractiveness and competitiveness of a destination. Tourism stakeholders may discover new options
for sources of income (diversification of the economy, supporting local economies thereby creating employment,
and considering outside investments for infrastructure development) (Zamfir & Corbos, 2015). It might become
more accessible and offer numerous chances for the locals if basic services are developed there or if the
infrastructure is invested. The local government may encourage business owners to offer regional goods like
delicacies and traditional handicrafts during sporting events at a discount to promote mutual understanding
between locals and tourists. It would encourage small- to medium-sized companies to sponsor sporting and
tourist activities. Additionally, they could provide discounts, bonuses, or unique categories for locals who engage
in sporting events as pricing incentives. This will improve communities’ awareness of sports tourism and increase
residents’ access to the activities.

2. To oversee the administration of tourism, a robust management policy should be formed. The
development phases should be handled by the Department of Tourism in each municipality, with an elected
candidate receiving on-the-job training before taking over after a while. Tourists, the local community, and
government organizations may manage natural areas, maintain and enhance natural and cultural heritage,
reduce overconsumption and waste, and respect ecological limits to enhance the environmental, economic, and
socio-cultural effects of adventure sports tourism in the community based on the policy that may be formulated
in each sports tourism area.

3. Policymakers and sports tourism managers may concentrate on the factors influencing locals’ views
and support for sports tourism in light of these findings. A welcoming environment, emotional connection, and
sympathetic understanding precede residents’ views toward active engagement. Policymakers may create

initiatives to encourage people to be more welcome to adventure sports tourists in light of the importance of
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citizens’ friendliness in increasing their perception of support for future sports tourism growth. They could give
tax breaks and discounts on licenses to encourage local business owners to promote and take an active part in
sporting events. To fully engage sports visitors in the community’s culture, the local government may incorporate
scheduled local excursions in key tourist destinations into the sporting event itinerary. The locals would be more
proud of their community while the tourists would experience the friendliness of the community.

Additionally, to create awareness, policymakers and sports tourism managers may launch information
campaigns to enlighten the populace about the advantages of sports and adventure sports tourism in the
community through e-marketing, social media, and other channels that highlight the driving forces outlined in the
study. Such a base might be used to plan and expand adventure sports tourism in the future.

Finally, the local community must ensure that visitors have a positive and rewarding experience.
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Abstract

The most achieved business today are said to have strong customer loyalty. However, how challenged to
create behavioral loyalty into brand. This research paper studies about behavioral loyalty is committed to repeat
purchasing, make recurring income and provide sustainable business. To explore three underlying concepts: service
quality, brand creditability, and consumer loyalty in the context of laundry service in Bangkok area. The mediating
effect of service quality, brand credibility and consumer loyalty were also tested. A total of 240 valid questionnaires
was collected via purposive sampling method and analyzed using confirmatory factor analysis (CFA) and structural
equation modeling (SEM). This research employed the Analysis of Moment Structures (AMOS) version 21.0. Results
indicate that service quality has a positive influence on brand credibility, whiles brand credibility and service quality
do not strengthen behavioral loyalty. The results for practical implications also indicate that service quality has a
positive influence on brand credibility, whiles brand credibility and service quality do not directly strengthen behavioral
loyalty. However, service quality have strengthened through brand creditability have influenced to behavioral loyalty.
Its originality or value, this research utilizing the value of service quality and brand credibility which combine the brand
image, brand identity, including behavioral loyalty. The examination of consumer behavior provides valuable insights
for marketing strategies in terms of word of mouth spreading, frequency of App, website visiting, and influencer or

reviewer sharing in digital society.
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Introduction

Recently, the market share of the laundry service industry in Asia has increased the chances of
prosperous growth, especially in CLMV and Malaysia. In Malaysia, there were 3,000 laundry stores (over 10
brands) for 30 -32 million people, with a value market of about 10,000 million baht, while in Thailand, there were
about 300-400 laundry stores for 60-62 million people in 2019 (The Marketeer, 2019; Thunkhaotoday.com, 2021).
Later, Marketeer (2022) published 2,400 laundry stores with a market valued at about 7,000 million baht and
3,000-3,500 laundry stores with markets valued at about 10,000 million baht in 2021, and 2022 respectively. It is
also anticipated that the number of laundry stores will increase to 7,000 by 2029 (Bangkokbiznews, 2022).

The business context is highly competitive, and a number of brands concentrate on service quality to
gain a competitive advantage and consumer loyalty. Sheeraz et al. (2016) cited that many researchers have
studied organizations with diversified products, not only acquiring new consumers but also retaining existing
consumers. Consequently, consumer loyalty is the most valuable and challenging task for entrepreneurs, and
brand loyalty is customer attractiveness and loyalty in the expectation of a reputable brand (Garbinsky et al.,
2014).

Nevertheless, several scholars describe that 54% complaining customers are not loyal to any brand, and
10% customers are switching from one brand to another brand annually (Scioletti et al., 2017). Entrepreneurs
ought to spend six times the budget to attract new consumers compared to existing consumers, therefore, it is
the huge cost for investment with new consumer acquisition. Furthermore, the company increases profits up to
60% by decreasing these transferring of consumers up to 5% (Roslan et al., 2018; Mbama & Ezepue, 2018).

According to these data, consumer loyalty retention is so challenging for strategic marketing in the 21st century.

Research Objectives
Primarily, this paper has been purposed to examine the service quality, brand crediability and behavioral

loyalty toward the laundry service in Bangkok area with the specific objectives:

1. To assess service quality factor influences brand creditability for laundry services in the Bangkok area.

2. To assess brand creditability factor influences brand creditability for laundry services in the Bangkok
area.

3. To assess service quality factor influences brand creditability for laundry services in the Bangkok area.

4. To assess service quality factor influences behavioral loyalty through brand creditability for laundry

services in the Bangkok area.
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Literature Review

This study examines the influence of service quality and brand creditability on consumer loyalty. Service
quality is an important element for any business achievement of both products in the service industry, and it can
create its brand identity, and it seems quite difficult to imitate the original one, meaning brand identity. Brand
creditability is related to the loyalty concept (Alam & Noor, 2020), and also brand creditability is considered to
be an accelerator for consumer connection and to develop better relationships with a specific brand (An et al.,
2019). In addition, the positive link between brand creditability and customer loyalty has been widely studied

(Sweeney & Swait, 2004; Alam & Noor, 2020; Ahmad et al., 2014; Azadi et al., 2015; Thanh et al., 2020).

Service Quality

Service quality has been widerspread analysed in branding orientation because the higher the level of service
quality the service providing, the better its unfair advantage (Ladhari, 2008). Service quality is an elusive concept
(Parasuraman et al., 1985), ambiguous consensus about the measurement of service quality exists (Brady & Cronin,
2001). Parasuraman et al. initiated the SERVQUAL model to assess consumers’ perceived quality in consumer
experiences about brand crediability.

The service quality model can be classified into two main perspectives are functional quality and technical
quality (Gronroos, 1984).

1. Functional quality is the service quality that customers assess the process of service performances
and service providing.

2. Technical quality is the outcome of service quality when customers obtain the service providing
(McDougall & Levesque, 2000). The fulfilment of core services in meeting customers’ expectations, determined in the
final stage of the service providing procedure, influences customers’ overall perceptions of the valued service.

The SERVQUAL-based model focuses solely on service processes and functional quality perspectives
regardless of the importance of technical quality (Ladhari, 2008; Zaibaf et al., 2013; Chan & Gao, 2021).

On the other hand, in service contexts, several studies, including this study, have studied the process and
feedback of the customer expectation - perception equation through the gap analysis before and after service
receiving (Hapsari et al., 2017; Hellier et al., 2003; Kuo et al., 2009; Wang & Wang, 2010). Moreover, Zeithaml (1988)
recognized service value as the gap between received benefit and perceived cost that consumer has judgement.
High perceived service value is evaluated by superior functional service quality that customer experiences during the

transfer service procedures (Bernardo et al., 2012; Zaibaf et al., 2013).
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Certainly, its relationship between service quality and customer loyalty based on the framework of information
system such as technology acceptance model, innovation resistance theory, and expectation-confirmation theory
(Zhao & Bacao, 2020; Troise et al., 2020; Al Amin et al., 2020; Lee & Lin, 2005). While as, Zhao and Bacao (2020)
asserted that both performance expectancy and perceived task-technology fit, which are perspectives of service
quality, and also affect behavioral loyalty as well.

Furthermore, there are other factors such as perceived ease of use, usage barrier, effort and performance
expectancy, information quality, design, convenience, and perceived innovativeness. These factors are also validated
as determinants of customer loyalty online (Alalwan, 2020; Al Amin et al., 2020).

By concentrated on the attributes of the laundry service as the following

1. Reliability: cleaning
Responsiveness: speedy, convenient, and token exchange (dependent and consistent service)

Assurance: Certified service, brand guarantee

R

Physical evident: facilities, washing machine, instant detergent, fabric softener, available car park,
waiting area.
5. Empathy of service provider: politeness, washing and drying assistance, appearance, manner,
problem-solving (friendly and helpful)
It is expected that consumers will be satisfied, which leads to loyal consumers whenever the service quality is
high (Saad Andaleeb & Conway, 2006; Al-Tit, 2015; Ha & Jang, 2010; Namin, 2017), and service quality is strongly

influenced both customer satisfaction and loyalty, respectively (Saad Andaleeb & Conway, 2006).

Five Dimensions of SERVQUAL

Parasuraman et al. (1994) cited that consumer satisfaction is identified by comparing the trading between
consumer expectations and consumer perceptions, which leads to consumer needs fulfillment, namely, innovatived
product or service development. Consumer satisfaction and loyalty can be complimented by understanding the
criteria terms of five perspectives’ service quality as specificed are (Fitzsimmons & Fitzsimmons, 2008).

1. Reliability: it defines as the ability of the server to serve customers in the repeatability and consistency
of service providing under the same circumstances and standard quality. In addition, the server can promise to serve
by the time that has been agreed upon for all customers. Shortly, the reliable service performance reflects the brand
crediability.

2. Responsiveness: it defines as the ability of the server to customers in the appropriated time and

channel. Service provider responds to customer request at prompt service.
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3. Assurance: it defines as the ability of the server to serve customers in the suited manner with courtesy
and impressed experiences.

4. Empathy: it defines as the ability of the server to serve customers through good caring with service
mind, and approaches to the right solution(s).

5. Tangible: it defines as the ability of the server to serve customers in cleaned appearance, with safe,
hygiene surrounding including the comfortable facilities and equipment.

Traditionally, customer uses all five perspectives for service quality -valued assessment by comparing what,
why, and how he expect and perceive it. Nevertheless, SERVQUAL is a model to benchmark service quality for his
repurchase decision making. This model is based on all five attributed determinants and measurement of customers’
expectations of how the service should be acted and customer experiences of how the service is real received

(Fitzsimmons & Fitzsimmons, 2008).

Reliability

I
- ==
e
R e
-

SERVQUAL

Empathy

Responsivenes

Tangible

Source Adapted from Parasuraman et al. (1998)

Figure 1 Five dimension of service quality

Concisely, understanding consumers’ needs is an important element in building better service quality, as

there will be a right to serve impressively with consistent decision making.
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Brand Creditability

Erdem and Swait (2004) and Del Barrio-Garcia and Prados-Pefia (2019) stated that brand creditability is
about the capacity and willingness of a brand to consistently deliver what the brand commits and is provided
through consumer experiences. Erdem and Swait (2004) stated that brand creditability facilitated and generated
toward brand loyalty that consumers will select a credited brand of product or service, including word-of-mouth
(WOM) for brand communication. If a brand fulfills consumer needs, then it is meaningful in terms of brand
creditability (Thusyanthy, 2018). While as, Alam and Noor (2020) and Sweeney and Swait (2004) stated that brand
creditability has the big impact toward positive influence on consumer and brand loyalty.

Brand creditability regarding to the capacity of product or service performance to serve in the stable,
standard, and same promising in any touchpoint of brand in consistency through consumer experiences. Brand
creditability can create differentiation in competitive advantage, although the product or service still has the same
attributes or qualifications in the marketplace. Similarly, Drton and Maathuis (2017) and Spry et al. (2011)

mentioned that creditability is a significant attribute of a brand.

Customer Loyalty

Generally, consumer loyalty can be classified into two perspectives: loyal attitudes and loyal behavior toward
a particular brand. This study examined behavioral indicators. Consumer loyalty covers the repatronaged behavior of
the tendency to repeat purchases of a product or service of the same brand or store (Hellier et al., 2003). Behavioral
loyalty refers to overt behavior, which is an observable and measurable response from consumers; it is external and
can be observed directly, rather than being an internal psychological process (Peter & Olson, 2008) in most cases,
the marketer viewed loyal purchasing behavior as its sales volume, or profit margins increased as the following are
the frequency of consumption, the existing consumer retention, the word of mouth for loyalty consumer spreading, the
consumers’ comments or sharing in service journey experiences in a positive way, the transaction of service provision,
including reordering, revisiting, or repurchasing, both existing and new consumers are increasing dramatically.

Overall, consumers’ decision making about their purchasing and repurchasing. Consumers engage in the
process of evaluation, namely, consumer expectation and consumer perception comparison. Over-expectation of
consumer perception will lead to customer delight. If consumer perception meets with expectation, it will lead to customer
satisfaction, on the other hand, if consumer perception is lower than expectation, it will lead to consumer dissatisfaction
consequently.

If consumers are satisfied with a particular brand, they tend to repeat their impressed experiences (Suhaily &
Soelasih, 2017; Anderson & Sullivan, 1993), and sometimes are recognized as regular customers, revisiting the store as

their first choice, insisting that consumer satisfaction positively affects loyalty, including commitment (Bridson et al., 2008)
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whiles, while Bloemer and de Ruyter (1998) stated that “the pledging or binding of an individual to his/her store choice.”

This represents consumers’ willingness to buy, pay, and continue brand engagement. Moreover, consumer retention is

positively linked to business relationships (Kotler et al., 2007; Zeithaml et al., 1996)

Creditability
Assurance
Empathy Service quality
\ Brand experiences
Responsiveness
Brand
Tangible creditability Brand image

Brand identity
Frequency of using

Behavioral
loyalty
Frequency of web/app

visiting

Word of mouth Suggestion

Figure 2 Conceptual framework

From figure 2 Indicate the purposes to conduct a study about determinants of service quality and brand
creditability are influencing the consumer loyalty for laundry service in Bangkok area.
The research hypotheses are as follows:
H1: Service quality factor influences brand creditability for laundry services in the Bangkok area.
H2: Brand creditability factor influences behavioral loyalty for laundry services in the Bangkok area.
H3: Service quality factor influences behavioral loyalty for laundry services in the Bangkok area.
H4: Service quality factor influences behavioral consumer loyalty through brand creditability for

laundry services in the Bangkok area.

The following section addresses the literature review, research methodology, research results,

implications, and conclusions of this study.
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Aforementioned above, loyalty is defined as continuous product or service purchasing and unchanged
purchase decision making for consumers, despite why any reason due to any dynamics contextual environment
(Kwong & Candinegara, 2014). Bi (2019) viewed loyal consumers as the utmost valued group in the business. Satisfied
customer tends to portray behaviors such as information searching, resistance to changing, repurchase, and the
spread of positive word-of-mouth (WoM) (Bolton, 1998; Dick & Basu, 1994; Kotler et al., 2007; Parasuraman et al.,
1988; Suhaily & Soelasih, 2017).

An essential element of loyalty is the intention to spread positive WoM, especially when other buyers provide
comments or reviews. This group would be influenced by existing or potential customers to trust their purchase
decisions (Cheung et al., 2009; Keaveney and Parthasarathy, 2001; Sivadas and Jindal, 2017; Wu et al., 2014).
Additionally, the significant impact of WoM is more significant surrounding brand image and brand concept than
strictly in a service-oriented context because of its intangibility and higher perceived risk (Murray & Schlacter, 1990;

Zeithaml, 1981).

Research Methodology

For the data analysis method, these models were tested using a two-stage structural equation model. First,
it uses confirmatory factor analysis (CFA) to analyze the construct validity with convergent and discriminant validity.
Then, the validity of each construct was set, the items of each construct were tested empirically, and the research
hypotheses in the second stage were empirically tested using a structural equation model (SEM) (Chaudhuri &

Holbrook, 2001).

Instrumentation/Respondents
This data was taken from questionnaires, and 240 respondents who received laundry services in the
Bangkok area were studied. There were study customers who completed questionnaires in all three dimensions.
1. Service quality is evident in the following five elements: reliability, assurance, responsiveness,
empathy, and physical evidence.
2. Brand creditability in three dimensions: brand image, brand experience, and brand identity.
3. Behavioral loyalty has four dimensions: word-of-mouth spreading, suggestions, frequency of visiting,
and frequency of website or application visits.
All three perspectives comprised the instrument measurement checklist. The questionnaires consisted of
four parts: demographic background details and three dimensions: service quality perspectives, brand creditability,
and behavioral loyalty. Demographic was collected from 240 respondents as part of data collection. Among all

respondents, approximately 71.7 percent of the respondents were female and 28.3 percent of the respondents
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were male. The data collected revealed a lack of racial diversity for people because they are usually of Thai
nationality; thus, it is not a matter for consideration in race. Large groups of respondents were strong representations
from Generation Y: the 20 - 38 years’ age group (85%). Only 11.3 % respondents were Generation Z, aged 18 -19
years. The education profile of this survey respondents’ sample was bachelor's degree (85.4%) with the profile of
the population of respondents.

Data collection process

This data collection worked in accommodation area by using probability sampling with systematic random

sampling with consumers’ laundry service in Bangkok area. Their behavior accords with urban lifestyle.

Model Testing
Summarizes the critical results. This research utilized the Analysis of Moment Structures (AMOS) version
21.0, to test the causal relationships among the variables. AMOS is considered easy to use and user-friendly

compared to other software, such as SPSS. AMOS can also anticipate and depict a model.

Analysis of Measurement Model
This study undertakes a CFA to examine the relationships among the different constructs within the
conceptual model. To assess the measurement model in CFA, the researcher first considered the measurement
model fit and then evaluated the validity of the measurement model for a hypothesis-testing type of research, the
following data processes and analyses are involved:
Confirmatory Factor Analysis (CFA)
1. Goodness of Fits
2. Construct Validity
- Factor Loading (> 0.3, > 0.4, > 0.5)
3. Critical Ratio (C.R.) (t-value > 1.98, p < 0.05)

Confirmatory Factor Analysis (CFA)

It adopts the maximum-likelihood method to estimate the model’s parameters, where all analyses are
conducted on variance-covariance matrices (Hair et al., 2011). Some fit indices should be considered to assess a
model’'s goodness — of - fit (Kline, 2005). First, it was determined by using a Xz. However, X2 was found to be too
sensitive to the sample size; in this case, it is more likely that the model will reject something true, and very small
differences between the observed model and the good model fit might be found significant (Hair et al., 2010).

Therefore, other fit measures were used to overcome this problem. First, the ratio of the X2 statistic to its degree of

CONNEXION Journal of Humanities and Social Sciences, 12(2), Article ID: 265357 doi




99

freedom (X2/df) was used, with a value less than 3 indicating an acceptable fit. Hair et al. (2010) also recommended
the following indices to indicate acceptable fit: Goodness of Fit Index (GFI), Root Mean Square residual (RMSEA),
Comparative Fit Index (CFl), Adjusted Goodness-of-Fit Index (AGFI), and Root Mean Square Error of Approximation

(RMSEA). Table 1 presents the level of acceptance fit obtained from the survey data.

Research Findings

CFA and Goodness of Fit
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Note. Empirical data Analysis Result

Figure 3 Initial model Figure 4 Revised model
A 2= 54.226, DF=45 Y 2/df= 1.205, GFI= 0.965, RMSEA= .029, RMR= 0.018, CFl= 0.996, AGFI= 0.939

From figure 3 and 4, with table 1 in detail, three cored domains are indices that correspond with these
measurements: (1) service quality; reliability (0.77), empathy (0.82), assurance (0.81), responsiveness (0.80), and
physical evidence (0.77); (2) brand creditability; brand image (0.82), brand identity (0.82), and brand experiences

(0.84); and (3) consumer loyalty; word of mouth (0.78), frequency of using (0.91), app or website visiting (0.92),
including suggestions (0.82).
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Table 1 CFA and goodness of fit indices

Factor Loading

Construct Validity SMC AVE CR
Initial Revised

Service quality

Reliability (Reliability) 0.792 0.777 0.604 0.638 0.680
Assurance (Assurance) 0.794 0.810 0.656

Empathy (Empathy) 0.830 0.826 0.682

Responsiveness (Responsiveness) 0.803 0.808 0.653

Physical evident (Physical evident) 0.778 0.773 0.598

Brand creditability

brand image (BIMAGE) 0.814 0.822 0.676 0.684 0.840
brand experience (BEXP) 0.835 0.843 0.711
brand identity (BIDEN) 0.828 0.816 0.666

Behavioral loyalty

Frequency of using (L_FE) 0.898 0.905 0.819 0.736 0.834
Frequency to app, or website (L_SN) 0.910 0.919 0.845

Suggestion (L_SG) 0.846 0.821 0.674

WOM (L_WOM) 0.802 0.779 0.607

Goodness of fitindices X 2= 54.226, DF=45 ¥ 2/df= 1.205, GFI= 0.965, RMSEA= .029,

RMR= 0.018, CFI=0.996, AGFI= 0.939

Measurement - Xz/d<3, GFI1>0.9, RMSEA<0.05, RMR<0.05, CFI>0.9, AGFI>0.9
- Factor Loading (>0.3, >0.4, >0.5), Critical Ratio (C.R.) (t-Value>1.98,

p-value <0.05) ,Composite of Construct Reliability, Average Variance

Extracted (AVE, > 0.5)

Table 1 presents the results of five internal consistency reliability indicators: factor loading, square
multiple regression, average variance C.R., and Cronbach’s alpha. Hair et al. (2010) suggested that the values
should exceed 0.4 for the factor loading should exceed 0.5, the average variance and 0.7 for Cronbach’ alpha.
The results of the pilot study exceeded the cutoff value for all constructs used in the questionnaire. After
examining each item, the results are shown in Table 2.

The first run of the model revealed the following results for sample Y 2: 54.226, DF=45 ¥ 2/df= 1.205,
GFI=0.965, RMSEA= 0.029, RMR= 0.018, CFl= 0.996, AGFI= 0.939] for these samples. These results indicate a
further study for improvement to indicate a good measurement model fit of the data. The results are presented in

Figure 5 and table 2.
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From figure 5 and table 2, service quality is the strongest and has an influence on brand creditability for
laundry services in the Bangkok area with the significance p value is less than 0.05, while both brand creditability

and service quality do not influence consumer loyalty to a specific brand or store in Bangkok with laundry service.

Table 2 Predictive result in model

Relationship Estimate S.E. C.R. P Hypothesis results
Service quality —> Brand creditability 971 .035 21.780 o Accepted (H1)
Brand creditability —> Loyalty 313 419 731 465 Rejected (H2)
Service quality —>» | Loyalty 182 .330 429 668 Rejected (H3)
Service quality —> Loyalty .304 0.011 15.921 x Accepted (H4)
Brand creditability

Note. * P-value is less than 0.05
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Discussion

The results of this paper asserted that quality of service is so important with brand creditability, especially
laundry service, which is focused on the cleanliness of washing machines, available detergents or soft liquids,
money exchange (token) machines, speedy, responsiveness, consistency of service performances, physical
evidence, including available car parks, assistance of employees (maids), and Wi-Fi surrounding in that area.
Furthermore, technology is one of the key success factors for this industry that is explicitly expressed through a
smart laundry store, 24/7 call center, mobile application development, user-friendly system, or website of store
that its feature covers in available washing machine, waiting-finishing time, advance reservation, nearest location
or branch, order by voice via smart phone, including variety of payment options (e.g., wallet, prompt pay, credit
card, mobile banking, and Google play).

However, this study found that not only service quality is asserted to build their customer loyalty, but also
brand creditability covers in brand image, consumer experiences with brand identity is able to create behavioral
loyal. With repeated purchasing in any particular brand, and it does not consider only the cognitive aspects
(Lyong Ha, 1998). The author agreed with many scholars that loyalty can derive in two important perspective are
both attitude and behavior aspects (Day, 1969). Wilkie (1994) and Jacoby and Chestnut (1978) defined brand
loyalty covers biased, behavior response, express over time, decision making, and evaluations process. Sheth
(1968) mentioned operational brand loyalty as a brand’s relative purchase frequency in time-independent and
time-dependent situations. Reynolds et al. (1975) stated that brand loyalty is the tendency to continue to show

similar attitudes in situations similar to those previously encountered.

Managerial Implications for Executives

With modern competition in business, in particular, the service industry has become increasingly
important for brand sustainability that seeks to succeed and ensure their growth (Lei et al., 2004; Spiggle et al.,
2012). Building a brand means building a total experience, which allows the service industry to leverage the
service quality of its established brand, while adding brand creditability and value to various markets. Kotler and
Keller (2016) agree that consumers searching for low-cost products or services are considered riskier than
credible brands. Erdem and Swait (2004) and Del Barrio-Garcia and Prados-Pena (2019) mentioned that brand
creditability is the capacity and willingness of brands to deliver what is committed and formed through reliability
and consumer experiences.

Referring from table 2, hypothesis 2 and 3 indicate that brand creditability and service quality have not
influence toward behaviral loyalty directly, hence, service quality factor ought to be managed through brand

building in order to satisfied customer experiences consistently for behavioral loyalty in hypothesis 4. Although
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many entrepreneurs attempt to create many attractive marketing strategies in order to increase the frequency of
repurchasing, design innovatived customer relationship management campaigns, develop membership
priviledged, or even utilize variety of hard sales and promotions every seasons, it can not guarantee to commit
their regular customers would not change their minds with new brands testing.

This phenomenon is called “spurious loyalty” when consumer has low relative attitudes after repeated
patronage (Dick & Basu, 1994), it showed that subjective influence leads to spurious loyalty. Furthermore, the influence
of the external context leads to disloyal behavior such as the COVID -19 pandemic outbreak, new emerging brands,
lower cost of service, various services: delivery, drive thru, pick up service, or even appealing promotion strategies;
free for first use, or collected points for members, including lifestyles of consumer behavior, varies. These factors are
the reasons that existing consumers’ retention is a challenging task for entrepreneurs to cope with the forces of
complicated cognitive dissonance in a dramatically disruptive digital economy.

Based on this data, it was exposed to a proliferation of blue ocean market competition, which would have
more opportunities to earn profits. The blue ocean market is described by an untapped market space, demand
creation, and the opportunity for profitable growth. The Blue Ocean strategy does not measure benchmarks with
competitors. Instead, a different competitive advantage is the strategy for competition—that is, value innovation
creation. Value innovation is the cornerstone of the blue ocean market and is distinguished from the existing
marketplace by creating a remarkable value for consumers, which leaves competitors behind (Kim & Mauborgne,
2005). It is so challenging for behavioral loyalty of customers in competitive context, thus brand creditability about

service quality is the significant task for entrepreneurs in doing business.

Suggestions

Branding is an essential core and fundamental marketing management with purchased decision making.
Brand building per se covers the entire consumer journey through product/service quality, customer expectation —
customer perception, brand experiences, brand equity, brand value, brand trust that it leads to behavioral loyalty.
Especially, service industry with behavioral loyalty must have highly stable quality in service providing consistently.

It could develop its own brand strategies to foster longevity and sustainability.

Conclusions

This research describes the service quality and brand creditability toward consumer loyalty, and clarifies
that these variables are addressed propel 1 hypothesis for service quality strengthens brand creditability, but the
two hypotheses for service quality and brand creditability do not influence consumer loyalty in laundry services

in the Bangkok area. The results indicate that loyalty behavior is complicated for consumer decision-making and
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actions in purchasing continuously for any particular brand. More importantly, entrepreneurs for laundry
businesses ought to create innovation, add value to their services, and generate new technology. Not only can it
be an outstanding competitive advantage strategy, but it can also maintain consumer loyalty and retention, which

served as the principal finding of this current study.

Limitations and Directions of Future Research

This research studied in Bangkok area only, and it is focusing on the service quality, brand creditability and
behavioral loyalty with laundry industry. Relevant industries should be applied the concept of service quality in five
dimensions in different contextual service providing with background of each customer segmentation and diversified
consumer behavior. In the future, it will be better to concentrate on how to increase behavioral loyalty among many
arduous competitors both local and global brands in Thailand. These research results should not be limited to laundry
services only because other service industries also consider the concept of service quality of all five domains
(assurance, reliability, responsiveness, empathy, and physical evidence) in descending order, nevertheless it is also
depending on each type of service performances. Absolutely, brand creditability building is imperative for consumer
impression and repurchasing. In particular, the remarkable competitive advantage created in its brand is better than
imitating or benchmarking with others. Finally, innovative service provision and creative service design ought to be

blended with the current cored value of the service industry indefinitely.
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Abstract

The main goal of cooperatives to empower economically disadvantaged members of society should be
reflected in how they value women members who are often victims of gender bias and stereotyping. Hence,
women’s participation and gender equality in operational policies of agricultural cooperatives in Bulacan,
Philippines were assessed to determine the progress of gender and development mainstreaming in this
institution. A descriptive correlational research design using survey questionnaires and follow-up interviews was
employed for two groups of respondents composed of 20 cooperative officers and 289 women members.
Frequency count, percentage distribution, weighted mean, Pearson’s R Correlation, and Analysis of Variance
(ANOVA) were the statistical tools used. Results showed that the operational policies of respondent cooperatives
were not yet gender-responsive and the extent of women’s participation is very low. Women mostly occupied
management staff positions. Notably, women were least active in the gender and development (GAD) committee
which is only partially functional. Lots of work and places to go and too many household chores were the top two
problems encountered by women. Educational attainment and source of income were computed as significant
factors with the extent of women'’s participation regardless of the roles they performed. A lot still remains to be

done to mainstream gender and development in agricultural cooperatives.
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Introduction

Gender and Development (GAD) mainstreaming is the major global strategy to achieve a gender-responsive
society where women and men equally contribute to and benefit from development (“Gender Mainstreaming...”, n.d.).
It involves the process of integrating a gender perspective into all policies, programs, and activities of the cooperative,
with the aim of promoting gender equality and addressing gender-based disparities. The Philippine Commission on
Women (PCW) has been relentlessly pushing this concept and ensuring that the government promotes gender
equality in all aspects of the development process.

Agricultural cooperatives in this study include cooperatives that are engaged in the production and marketing
of rice and other agricultural products. Based on the 1987 Constitution, the Philippine government through its
Cooperative Code recognizes and supports cooperatives to actively participate in the development process towards
employment and women empowerment. Cooperative is designed to become one of the forms of business that acts
as a strong arm for empowering the economically disadvantaged members of society including women as it plays a
vital role in promoting socio-economic development (Anania & Gikuri, 2015). It also serves as a mechanism for people
who are democratically structured to work together towards common goals of helping reduce poverty levels and
create jobs (Aris, 2013). Ironically, gender imbalances do exist in cooperatives whose principles and values
supposedly proclaim equality and equity Nippierd (2012).

In fact, women play a major role in both rural and urban development even though their works are often
unrecognized and generally undervalued (Boserup, 2007). In this case, cooperatives can be a catalyst of change as
they can nurture and empower women by enhancing their knowledge and skills (Awotide, 2012) which in return, will
benefit cooperatives from the active participation of women (Clugston, 2014). Birchall (1999) identifies different types
of participation by which women can be involved in cooperatives. This can be in the form of taking part in decision-
making, carrying out tasks that promote the cooperatives, or taking part in the social life associated with the
cooperative. Taking part in decision-making includes all the democratic aspects of a cooperative: attendance at
general meetings, becoming a committee member, forming sub-committees, and so on while carrying out tasks
including all unpaid activities that members volunteer for.

Gender mainstreaming and power relations in cooperatives are very much interrelated such that the quality of
gender outcomes within the cooperatives are heavily influenced by how well these concepts are embraced among the
cooperative members. According to Lamberte and Manlagnit (2003), gender governance indicates that empowering
women is not only done through enhancing their access to credit but also through increasing their participation in shaping
policies that can improve the efficiency of credit cooperatives. Results of their study also suggest that credit cooperatives

that are managed predominantly by women would likely pursue greater cost efficiency than profit efficiency.
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Although there is no blueprint on how to mainstream gender and development, one common way of doing
itis by bringing the concept of gender equality into the mechanism of activities rather than treating this just as an
“add-on” activity (United Nations, 2002). The study by Decena (2018) revealed that agencies promoting gender
mainstreaming need to have a strong commitment to gender equality as a way of producing equitable
development outcomes. She further believes that having a gender policy alone will not result in gender-
responsive operations and outcomes. A holistic approach involving the expertise, resources, and processes of
the organization is essential to be in place to effect changes towards gender mainstreaming.

On March 9, 2015, an online survey conducted by the International Labour Organization (ILO) and the
International Cooperative Alliance showed that 75% of survey respondents feel that women's participation in
cooperatives has increased over the past 20 years (International Labour Organization, 2015). Clugston (2014)
also concluded that women can succeed in cooperatives both as leaders and as members.

In the Philippines, efforts have been exerted in mainstreaming gender and development among
cooperatives through the issuance of Cooperative Development Authority (CDA) Memorandum Circular No. 2013-
22, Series of 2013 (The Cooperative Development Authority; CDA, 2013). As a result, women (71.4%)
outnumbered men (28.6%) in terms of membership in cooperatives (Philippine Statistics Authority, 2017).
However, the leadership position held by women is still low due to the misconception that women cannot be
leaders of groups which is considered to be a male sphere (Baden, 2013; Aris, 2013; Clugston, 2014). Men still
hold the vast majority of executive-level positions within cooperatives worldwide (Aris, 2013).

Leaders still do not consider women as a source of talent (Pellegrino et al., 2011, as cited in Clugston,
2014). This is despite the fact that women's contribution to agriculture and food production is significant yet, often
paid less than men (SOFA Team & Doss, 2011). Based on the record of the Philippine Commission on Women
(PCW), unpaid family workers in their own family-operated farm or business in October 2010 were estimated at
4.3 million, 2.4 million (56.7%) of which were women while only 1.8 million (43.3%) were men (Philippine Statistics
Authority, 2017).

The impossible dream of gender equality in the Philippines has been a long battle spearheaded by the
PCW. Cultured as a patriarchal nation historically, a lot of effort remains to be exerted in order to uproot the
people’s minds and make a paradigm shift of treating women as equal to men. Unfortunately, until now, the battle
seems to be still far from over as there are still some constraints that hinder women’s active participation in
cooperatives including lack of access to resources and the predominant fallacy that women’s main roles are their

reproductive and domestic responsibilities (Nippierd, 2012).
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To validate whether the efforts of the government in mainstreaming gender and development have
translated into increased participation of women in cooperative leadership, governance, and membership,
women's participation and operational policies of agricultural cooperatives in Bulacan, Philippines were assessed
in this study.

Specifically, the study described the profile of agricultural cooperatives, the respondent officers, and
women members to set a common ground for analysis. The roles performed by women, their degree of
participation, and the level of gender equality of operational policies of agricultural cooperatives were also
determined in order to gauge the progress of mainstreaming gender and development (GAD) in their
organizations. Problems and difficulties that hinder women’s participation were also identified which served as
the basis for the formulated recommendations, calling the attention of the concerned authorities for appropriate
action. In the end, the relationship existing between the demographic profile of respondents and the extent of
women’s participation in agricultural cooperatives was also measured to check whether significant or not.

The findings of this study will contribute to the body of knowledge in the field of gender and development
in society in two ways. First, the result has generated baseline data which will be of great importance as a guide
to the policy makers and implementers in revisiting the progress of the GAD advocacy campaign, particularly in
the level of management of agricultural cooperatives in Bulacan, Philippines. Availability of baseline data could
be of help to the concerned authorities in crafting action plans based on the real scenario in the battleground.
Second, results can also be an eye-opener to the officers and members of the cooperatives to do a self-check
whether or not they have already embodied gender equality on the way they conduct operations in their

organization.

Methodology

1. Research Design

The study employed a descriptive correlational research design using survey method in gathering data
from members, officers and Board of Directors of agricultural cooperatives in Bulacan, Philippines who served
as respondents. A correlational research design was used in analyzing the responses of individual women
respondents in determining their participation. The correlational research design is used to identify the extent to
which values for two or more factors are related (“Survey and Correlational Research Design”..., n.d.). The
demographic profile of the individual women members of the agricultural cooperatives was correlated to their
roles performed and extent of participation. On the other hand, descriptive research design was utilized in the

analysis of the profile and gender equality of operational policies of cooperatives (see Figure 1).
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Figure 1 Gender and development mainstreaming among agricultural cooperatives

The analysis of the data gathered was divided into two separate sets of factors, namely: individual and
organizational. Under individual factors, the kinds of roles performed by women members and their demographic
profile were identified in this study which could have an influence on their extent of participation. Based on the
tool for measuring gender equality (MC No. 2017-04) issued by the CDA, women in a cooperative could perform
the roles of any of the positions such as Board of Director (BOD), management staff, committee members,
volunteers or plain members. Each role has its corresponding duties and responsibilities that determine the extent
of power vested in that particular position, whereas, BOD usually has more power over the operation of the
cooperative compared to those who are just plain members. But in terms of voting power, they are all equal
regardless of their roles.

Meanwhile, the organizational factors that were evaluated in this study to assess the progress of gender
and development mainstreaming in agricultural cooperatives include the profile of the cooperatives and the level
of gender equality of its operational policies. These factors could have an influence on the progress of gender
and development mainstreaming in cooperatives as these could serve as enabling mechanisms toward the
conduct of gender-responsive programs, projects, and activities.

2. Research Instruments

Two sets of survey questionnaires were used in gathering data from the two groups of respondents.
The questionnaire to measure the gender equality of operational policies of cooperatives was based on the Tool
for Assessing the Progress of Gender Equality (GE) in Primary Cooperatives issued by CDA through
Memorandum Circular No. 2017-04 (The Cooperative Development Authority; CDA, 2017) while the questionnaire
for female members of the cooperatives was a researcher-made questionnaire based from the review of related

literature and studies.
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These questionnaires were pre-tested by officers and members of Bubulong Malaki Multipurpose
Cooperative to test the validity and acceptability of the questions asked. Comments and suggestions were noted
and necessary revisions were made accordingly. Follow-up interviews were also done to validate the data
gathered.

3. Sampling Technique and Data Gathering Procedures

Upon coordination with the Provincial Cooperative and Enterprise Development Office (PCEDO), a copy
of the master list of all registered cooperatives in Bulacan was requested and compared with the master list
downloaded from the website of CDA in order to verify the status of the agricultural cooperatives for sample size
computation. Agricultural cooperatives in Bulacan were chosen to be the respondents in this study since the
funding support was sourced from the Department of Agriculture-Regional Field Office Il (DA-RFO IIl) which is
mandated to provide assistance to farmers in the region. These farmers are members of the identified respondent
agricultural cooperatives. In addition, Memorandum Circular No. 2013-22, Series of 2013 was issued by CDA
several years ago to mainstream gender and development (GAD) among cooperatives. Hence, it is just about
time to assess the progress of mainstreaming GAD in this sector.

A multi-stage sampling technique was used in determining the target respondent-cooperatives. Due to
budget constraints, quota sampling was first employed in identifying a total of 20 agricultural cooperatives from
the list provided by CDA and PCEDO. Purposive sampling was then applied based on the following criteria used
in selecting the target cooperatives: (1) the cooperative must be classified as an agricultural cooperative
(2) cooperative members must be rice-based farmer producers and (3) must be a reporting cooperative based
on the record of the CDA. The 20 agricultural cooperatives were then systematically chosen from the list to ensure
that the selected agricultural cooperatives from each of the four districts of the province as well as from each of
the three types of agricultural cooperatives are well represented.

On the other hand, a total of 346 female cooperative members of the 20 identified cooperatives was the
computed sample size of target respondents using Slovin’s formula. The 346 respondents were proportionately
distributed and randomly selected based on the list of female members of the 20 identified cooperatives. Data
were gathered through the use of two separate survey questionnaires for each of the groups of target
respondents. A request letter seeking approval from the cooperative top management as well as the informed
consent of each of the target respondents were secured prior to the conduct of the data gathering. Organizational
staff who gave their consent to participate in the survey and interview were given the freedom to withdraw from
participating anytime they felt uncomfortable sharing information with the study team. Follow-up interviews were

done to validate the answers of the respondents in the questionnaire.
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4. Statistical Analysis

The data obtained were subjected to statistical analysis. All 20 questionnaires for the target cooperatives
were tabulated and analyzed. However, from the target 346 individual female respondents, only a total of 289
were used in the analysis and interpretation as other questionnaires were removed after cleaning the gathered
data due to incomplete answers.

Frequency count and percentage distribution were computed to describe the profile of the respondent
cooperatives, female members and officers, the roles performed by women, and gender equality of operational
policies. The weighted mean of their responses was also obtained to determine the problems and difficulties
encountered by women in participating in different cooperative activities. To measure the relationship existing
between the demographic profile of respondents and the level of their participation, Pearson’s R Correlation and
ANOVA were used.

To measure the level of gender equality in operational policies of agricultural cooperatives, the tool for
assessing the progress of gender quality in primary cooperatives based on MC No. 2017-04, series of 2017 was
used. Each item in the tool has a corresponding point wherein the maximum point per item is 4. The total scores
were summed up to get the total scores per entry point which was then interpreted using the following quantitative

interpretation of the scores of each entry point:

Range of Percent Qualitative Interpretation
90-100 Outstanding (a clear excellent area of strength)
80-90 Need some improvement (moderate area of strength)
Below 80 Needs a lot of improvement

Meanwhile, the accumulated scores of all four entry points were computed to determine the overall scores

of each cooperative using the following scale and its corresponding verbal interpretation:

Scores Qualitative Values
104-128 Full manifestation of gender equality
78-103 Almost full manifestation of gender equality
52-77 Moderate manifestation of gender equality
27-51 Low manifestation of gender equality
0-26 Very low manifestation of gender equality
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However, since there is a limitation on the number of samples due to quota sampling employed, the
results obtained can only be considered to be more likely true in the case of agricultural cooperatives that belong
to the inclusion criteria used in this study. It cannot generalize the status of the progress of gender and

development mainstreaming in all types of cooperatives in Bulacan, Philippines.

Results and Discussion

1. Profile of Agricultural Cooperatives

With the institution of the Philippine Cooperative Code of 2008 (R.A. 9520) last February 17, 2009, all
cooperatives were required to undergo re-registration in compliance with Article 144 of R.A. 9520 in order for
them to receive a new Certificate of Registration (Congress of the Philippines, 2008). This explains the reason
why even though some of the respondent cooperatives were already established many years ago, their date of
registration shows that these cooperatives have just registered recently.

As expected, since all the respondent cooperatives were reporting cooperatives based on the record of CDA,
all have organizational structure as this is required by CDA. Out of the 20 respondent cooperatives, 14 are classified
as Multipurpose Cooperative, three (3) are Marketing while the remaining three (3) are Producers cooperatives.

In terms of frequency of meetings attended by women members, 13 cooperatives conducted their
meeting monthly, five (5) cooperatives conducted quarterly, one conducted semi-annually and the remaining one
cooperative conducted its meeting annually.

Among the services rendered, the top three (3) services that the respondent agricultural cooperatives
offered to their members are lending/credit, farm equipment rental (tied on the top spot), and crop production
loan. Not surprisingly, the result indicates that the type of services availed by members of cooperatives are
services that can supplement their needs for agricultural production and other agri-related activities. Notably,
women respondents said that though, it is their husbands who usually used the money they borrowed from
cooperatives; the loans were applied under their names because their husbands were hesitant to apply for a loan
as they see availing such will blemish their masculinity.

Meanwhile, almost all financial performance indicators of the 20 respondent cooperatives recorded a
decrease in figures from year 2016 to 2017 as one of them even suffered a net loss. However, a slight increase
was noted in the net profit margin of the respondent cooperatives for the same years which indicates, somehow

that these cooperatives were efficient at converting revenue into actual profit.
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2. Gender Equality of Operational Policies

With an overall score of 35 out of the possible maximum score of 128, agricultural cooperatives in Bulacan
have a very low manifestation of gender equality (Figure 2) wherein all the four entry points or areas for
mainstreaming need a lot of improvement. The four entry points classified in the assessment framework used in

this study include people, policies, programs/projects/activities (PPAs), and enabling mechanisms.

Gender Equality of Operational Policies
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Figure 2 Gender equality of operational policies

In terms of People, with an accumulated score of 26 out of the 76 possible highest scores for this entry
point representing 34.21%, people in the respondent agricultural cooperatives need a lot of improvement in
adhering to gender equality principles. This means that those assigned to lead or facilitate the integration of
gender equality in their organization as well as those whose involvement is necessary to achieve gender equality
need to be supported and provided further assistance in promoting gender equality in their cooperatives.

Likewise, with a total score of 1.65 out of 20 possible maximum scores representing 8.25% (needs a lot
of improvement), the entry point of Policy which includes leadership resolutions, pronouncements, guidelines,
plans, and manuals supporting the initiatives to achieve gender equality need to be strengthen and incorporated
with GAD concepts.

Consistently, the entry point of Programs/projects/activities has only garnered 4.6 out of 16 highest
possible scores, (26.88%), thus indicating the need for a lot of improvement in terms of conducting concrete

actions in promoting and ensuring gender equality.
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The same is true with the last entry point which is the enabling mechanism with only 3.05 out of 16 highest
possible score, which is equivalent to 19.06%. This means that a lot of improvement is still needed in the
organizational procedures and systems that support and facilitate GAD mainstreaming works. This can be done
through proper asset allocation, assigning of gender focal persons or teams, integration of gender principles in
the project development system, and procedures, and sex-disaggregation and the database (SDD).

This seems to explain the low level of women’s participation in agricultural cooperatives in the province
as the operational policies of these cooperatives are not yet gender-responsive. Despite the cooperative
principles of equality and equity, gender imbalances still exist (Dejene, 2003). Likewise, even though there is
significant women contribution in the agricultural sector and a bigger percentage of women members in
agricultural cooperatives compared to men, the participation of women in leadership and decision-making levels
is low. Gender issues must be addressed in order to correct these imbalances and ensure the sustainability of
cooperatives (ICA, 2002, as cited in Kebede & Kassa, 2011).

3. Profile of Women Members of Agricultural Cooperatives

Table 1 shows that the majority of the respondents are married (71.63%) followed by widow/widower
(14.19%) and single (7.61%). The majority are also literate as 68.85% of them have finished high school and

above level of education and cited agriculture (44%) as their main source of income.

Table 1 Demographic profile of the women respondents

Demographic Profile F %
Civil Status
Single 22 7.61
Married 207 71.63
Widow/Widower 41 14.19
Separated 8 2.77
Live-in 11 3.81

Educational Attainment

Elementary Level 17 5.88
Elementary Graduate 46 15.92
High School Level 27 9.34
High School Graduate 77 26.64
College Level 44 15.22
College Graduate 69 23.88
Vocational 9 3.11
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Table 1 (continued)

Demographic Profile F %

Source of Income

Agriculture 127 1% (43.94%)

Employee 68 2" (23.53%)

Owner (Store) 54 3"(18.69%)

Others 40 4" (13.84%)
Demographic Profile Mean SD
Age 51.11 yrs. old 14.42
Number of years of membership 8.30 yrs. 6.66

Note. *N = 289

The mean age of respondents is 51.11 years old which implies the aging members of agricultural
cooperatives, with an average of more than eight (8.30) years of membership.

4. Roles Performed by Women in Agricultural Cooperatives

Among the five classifications of roles, women members were prevalent as management staff with 64%
(Table 2). Respondents (60% of the sample cooperatives) claimed that this was because women members are
more trustworthy, organized, and systematic in record-keeping and doing administrative tasks. It can also be
noted that the number of men and women members who act as members of mandatory committees and

volunteers is almost the same.

Table 2 Percentage of women in different roles performed in agricultural cooperative

Role Men Women Difference %
Board of Directors 83 39 -44 32%
Management Staff 33 58 +25 64%

Committee Officers/Members

Mandatory 133 128 -5 49%
Other 54 85 +31 61%
Members 2212 2824 612 56%

Note. as of 2017
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The number of female members even exceeds the number of male members in other committees. This
could be because cooperatives have become instrumental in improving the income, livestock holdings,
autonomous decision-making, and spending power of women members after joining their cooperatives (Tesfay
& Tadele, 2013). Respondents further explained during the follow-up interview that male members are usually
busy doing agricultural work on the farm, thus their wives were the ones doing their part in performing cooperative
duties and functions. The result is in line with the findings of Claes (1999), who noted that women who are present
in management, are usually in middle management as they are said to possess “feminine” qualities such as
relationship building and teamwork.

However, in terms of the composition of the Board of Directors, it is still noticeable that governance in
agricultural cooperatives was still male-dominated (68%). This could be due to the reasons that men are still
believed to be fit to perform the roles of critical leadership positions while women are for positions that require
care and detailed work (De Los Santos et al., 2022). The leadership position held by women is low as this could
be the result of deeply rooted traditions and societal perceptions that women cannot be leaders of groups, as
this is considered to be a male sphere (Baden, 2013).

Gender-balanced leadership in cooperatives is a key determining factor in creating and maintaining a
competitive advantage. Although women were largely predominated in cooperative membership and meeting
attendance, numerous barriers like literacy and numeracy skills, discomfort with public speaking, time constraints
due to family obligations, and the general perception in many agricultural communities that leadership roles are
for men affect women'’s cooperative leadership. Thus, men still hold the vast majority of executive-level positions
within cooperatives worldwide (Aris, 2013). In addition, Lodhia (2009) found that there is still high gender
inequality prevailing in Asian cooperatives as representations of women in decision-making positions are
extremely low in various levels of cooperatives in many Asian countries.

In terms of membership, the number of male and female members is almost equal which implies that
agricultural cooperatives welcome all who want to become part of the cooperative regardless of their sex. This is
in accordance with Article 4, Section 1, of R.A. 9520 which states that a cooperative is a voluntary and open
membership to all persons who are able to use their services and willing to accept the responsibilities of
membership, without gender, social, racial, cultural, political or religious discrimination. In fact, among the 20
respondent agricultural cooperatives, it was noted that the number of their women members increased through

the years, except in one cooperative which suffered a 33% decrease.
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5. Extent of Women Participation in Agricultural Cooperatives

In terms of the extent of participation, women participated in the activities of the Board of Directors
oftentimes (X=3.71) which seems to indicate that women members, (though they are only 32%), making them
underrepresented in leadership roles (Karakislak et al., 2023), were active in performing their functions as part of
the BOD of the agricultural cooperatives in Bulacan (Table 3). Among the four listed duties of the BOD, women
members participated oftentimes in policy-making, decision-making, and budgeting. The result is consistent with
the findings of Dezs6 and Ross (2012) who found out that adding a woman to an otherwise all-male top
management team may improve a team’s task performance leading directly to better firm performance.

However, in terms of communicating as part of linkages with other agencies, they only participated
sometimes (X=3.22) because they explained that it is the BOD Chair (the majority have been male for the past
10 years) who usually communicated with the external partners. This is consistent with the findings of De Los
Santos et al. (2022) that the confidence level of women was still low as they still see themselves as unfit for
positions that hold power and make significant decisions. Women'’s lack of awareness of opportunities, financial
resources, and time for volunteer-based workloads and the lack of recognition of social inequalities hindered

them from actively taking part in leadership roles in cooperatives (Karakislak et al., 2023).

Table 3 Extent of women's participation in different roles performed in cooperative

Roles Mean SD VD

Board of Directors 3.71 0.43 Often
Management Staff 3.24 0.69 Sometimes
Credit Committee 2.55 0.39 Seldom
Election Committee 3.20 0.20 Sometimes
Educational Committee 3.89 0.70 Often
Audit Committee 413 0.12 Often
Mediation and Conciliation Committee 3.40 0.69 Often
GAD Committee 2.33 1.23 Seldom
Plain Member 3.42 0.26 Often
Composite Mean 3.32 0.52 Sometimes

Note. *LEGEND; 4.20-5.00 = Always, 3.40-4.19 = Oftentimes, 2.60-3.39=Sometimes, 1.80-2.59 = Seldom, 1.00-1.79 = Not at all
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Interestingly, women members participated in the activities of management staff only sometimes (X=3.24
with SD=0.69). They even seldom (X=2.26) participated in the selection and hiring of personnel as management
staff in 90% of the respondent agricultural cooperatives were usually volunteers who received barely little to no
amount of incentives while in the case of large cooperatives, it is usually the BOD who selects and hires their
employees.

As women become empowered through active participation in management programs, their roles are
likely to change. It then becomes increasingly important to look beyond the simplistic view of women as
housewives and incorporate women’s experiences and knowledge into the decision-making process. Women'’s
knowledge while still possibly underutilized could prove beneficial to management initiatives. When women
become informed and communicate and their opinion is acknowledged, their confidence is raised, which can
lead to a higher level of participation in decision-making and positive impacts on socio-economic conditions for
the entire community (Calhoun et al., 2016).

Among all the committee members, women were active participants in the audit committee (X=4.13 with
SD=0.12), education committee (X=3.89 with SD=0.70), and mediation & conciliation committee (X=3.40 with
SD=0.69) wherein they participated in both committees oftentimes. Women are less active in performing the tasks
of credit committees (X=2.55 with SD=0.39) and election committees (X=3.20 with SD=0.20) as they seldom and
sometimes participate in the activities of these committees, respectively. Notably, women members are least
active in performing the activities of the GAD committee as they seldom participated in implementing the GAD
policies and attending GAD committee meetings. This can be attributed to the very low manifestation of gender
equality in agricultural cooperatives in Bulacan as reflected in Figure 2.

Respondents said that the concept of GAD was still in the preliminary stage in their cooperatives despite
the issuance of CDA of Memorandum Circular No. 2013-22 containing the Guidelines on Mainstreaming Gender
and Development in Cooperatives. Almost six years after the release of MC2013-22, cooperative members have
only gained awareness of GAD through the briefing and training spearheaded by the Department of Agrarian
Reform and Provincial Cooperative and Enterprise Development Office (PCEDO). Unfortunately, there were few
respondents who admitted that they totally had no knowledge of GAD. This finding is alarming and proves that
having a gender policy alone will not result in gender-responsive operations and outcomes. Agencies promoting
gender mainstreaming like cooperatives need to have a strong commitment to gender equality in order to

produce equitable development outcomes (Decena, 2018).
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Meanwhile, women members participated oftentimes (X=3.42 with SD=0.26) in the cooperative activities
as plain members. This is despite having hectic schedules doing household chores which conflicts with the
schedule of various activities being conducted by cooperatives as reflected in the result of Table 4 regarding the
problems encountered by women members that hindered them from participating in cooperative activities. Jones
et al. (2010) noted that women are overburdened with labor and time-intensive reproductive and social chores
that leave them little time and energy to participate in formal cooperative activities. These hindrances and
impediments deter them in the attainment of their full potential. As a result of women’s heavy work, women'’s social
networks and associations become narrow since they have less time and information to participate in a formal
community group (Aregu et al., 2010).

6. Problems and Difficulties that Hinder Women's Participation

Among all the problems and difficulties, a lot of work and places to go (X=2.80) and too many household
chores (X=2.73) both sometimes hindered women'’s participation in agricultural cooperatives while the rest of the

listed problems and difficulties only seldom became a hindrance to them (see Table 4).

Table 4 Problems and difficulties of women members of agricultural cooperative

Problems and Difficulties Mean SD VD
1. Pressure from the head of the household 217 1.48 Seldom
2. Lack of knowledge about the duties in the cooperative 2.27 1.35 Seldom
3. Low educational attainment 2.03 1.4 Seldom
4. Recognized inequality on the ability of men and women 1.96 1.44 Seldom
5. Limited ability on leadership 2.22 1.39 Seldom
6. Lack of self-confidence and self-trust 219 1.38 Seldom
7. Belief that women are only for household chores 1.98 1.50 Seldom
8. Culture 1.97 1.48 Seldom
9. Lack of information 2.26 1.39 Seldom
10. Too many household chores 2.73 1.38 Sometimes
11. There is a lot of work to do and places to go 2.81 1.31 Sometimes
Composite Mean 2.24 1.41 Seldom

Note. *LEGEND; 4.20-5.00 = Always, 3.40-4.19 = Oftentimes, 2.60-3.39 = Sometimes, 1.80-2.59 = Seldom, 1.00-1.79 = Not at all
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The data show that Filipino culture of making women in charge of household chores is still prevalent in
the case of the respondents which prevented women from participating actively in cooperative activities.
Respondents also stated that since their husbands were tasked as family providers, they remained in charge of
the household chores. The findings are consistent with the result of the study of Kebede and Kassa (2011)
wherein they found out that one of the major factors affecting women'’s participation in cooperatives is the
household workload and shouldering the responsibilities in domestic activity. The same is true with the findings
of Assefa et al. (2018) who noted that a major barrier to women’s access includes gender biases within
households. This stressed the reality that the long battle of gender mainstreaming and women empowerment
seems to be still far from over as there are still some constraints that hinder women’s active participation in
cooperatives including lack of access to resources and the predominant fallacy that women’s main roles are their
reproductive and domestic responsibilities (Nippierd, 2012).

Meanwhile, the low-interest rates emerged as the primary reason for women to join agricultural
cooperatives followed by cooperative benefits and services and gaining of additional knowledge that they can
gain which ranked second and third, respectively. This seems to suggest that in order for the agricultural
cooperatives to increase women's membership and participation, they have to keep their interest rates low and
improve the services and benefits that they extend to members as these were the main considerations of women
in joining the organization. Empowerment of women in cooperatives shows that when women are offered long-
term access to inputs and services, they are more likely to join, actively participate in, and lead formal groups
like cooperatives (World Bank, Food and Agriculture Organization & International Fund for Agricultural

Development, 2009).

Correlation between Demographic Profile and Extent of Women Participation

Among the demographic profiles of women members, educational attainment and source of income were
computed as significant factors with their extent of participation regardless of the roles they performed (see Table 5).

A positive significant relationship (p=0.019) was noted between educational attainment and the extent of
participation of women regardless of their roles performed in cooperative activities (see Table 5). This indicates
that the higher the educational attainment of women, the higher the extent of their participation in cooperatives.
Assefa et al. (2018) also found in their study that education plays a significant role in improving women'’s
participation in cooperatives. The same is true with the findings of Awotide (2012) wherein educational level was
found to be statistically significant and positively related to women's participation in cooperative societies. This
can be due to the reason that women members who were educated are more knowledgeable about the different

activities of the cooperatives. The result is also consistent with the findings of Idrisa et al. (2007) that educational
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attainment undoubtedly helped in decision-making, especially in terms of leadership and investment. They also
found that most of those who joined them and understood the value of cooperative societies have a certain level

of education.

Table 5 Correlation between demographic profile and level of participation as a member

Correlations
Extent of Member Participation

Pearson Educational Attainment Correlation Coefficient 0.019*
Sig. (2-tailed) 0.750

N 289

ANOVA Source of Income Correlation Coefficient 2.287
Sig. (2-tailed) 0.001**

N 289

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

Likewise, a positive highly significant relationship (p=0.001) was computed between source of income
and level of women participation (see Table 5). Those who have a source of income other than agriculture, are
employed, and manage their own stores recorded the highest extent of participation in cooperative activities. The
result seems to imply that employed women members, though restricted by their work schedules still perform
their responsibility in patronizing and promoting cooperative products and services as they see the value of doing
such as part of their contribution towards cooperative development. This contradicts the findings of Uhegbu et al.
(2017) that women are generally seen to be less participative arising from their non-appreciation of what
cooperative business can do in their social and economic life. Women who have a lower socio-economic status

limit their opportunities to access and participate in formal groups (Assefa et al., 2018).

Conclusion

Gender and development mainstreaming in agricultural cooperatives in Bulacan, Philippines was not yet
evident as the gender equality of their operational policies was very low. The GAD committee was not yet
functional, thus women members were the least active on it among all the mandatory committees. Leadership is
still male-dominated as women members mostly occupy management staff positions. Educated and
economically active women are more participative in cooperative activities. Women’s participation was still
hindered by their productive and reproductive roles as lots of work and places to go and too many household

chores were.
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A lot still remains to be done to operationalize gender-responsive policies of the agricultural cooperatives.
Strict regular monitoring of agricultural cooperative operations must be done in order to assist them in
mainstreaming gender and development in cooperative activities. Likewise, training on gender sensitivity and
gender mainstreaming should be provided to both cooperative officers and members in order to educate and
empower women as a way of increasing their participation in cooperative activities. Continuous education
campaigns and promotion of an entrepreneurial mindset through the provision of various livelihood training

among women members could propel an increase in their participation in cooperative activities.
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Abstract
The objectives of this research were to identify the operations and role of Confucius Institutes in Thailand,
and to analyze the impact of cultural diplomacy of China on Thailand through the Confucius Institutes. This study

was qualitative research, employing documentary research and in-depth interviews. The results of the research
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showed that the main aims of the Confucius Institutes in Thailand are to enhance increased understanding of
Chinese language and culture, promote educational and culture exchanges, and develop cooperation between
Thailand and China in various dimensions. In addition, the Confucius Institutes have expanded its scope of
implementation to jointly develop manpower capability in Chinese language and vocational skills for the industrial
sector. Since the inception the Confucius Institutes in 2006, China’s use of this soft power in driving cultural
diplomacy policy through Chinese language and culture education has clearly benefited Thai society. The crucial
impacts were the development of teaching and learning Chinese language in Thailand, opportunity creation for
learning Chinese language, and the closer relationship and cooperation among agencies of the two countries.
At present, Thailand and China have elevated their existing educational cooperation to further improve the quality

of Chinese language and culture instruction.
Keywords: Confucius Institute, Chinese Language and Culture, Soft Power, Cultural Diplomacy
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Abstract

This study analyzed the impact of factors on the adoption of green practices among non-green hotels in
Thailand active beach cluster (Chonburi, Rayong, Chanthaburi, and Trat). Primary data were collected from a sample
of 318 non-green hotel owners and managers using a proportionate stratified sampling method. Exploratory factor
analysis (EFA) was employed to group the variables, and multiple regression analyses were conducted to analyze the
data.

To analyze the attribute of green factors of small hotel in Thailand (Objective 1), EFA was conducted and
revealed that the factors can be categorized into four groups: (1) Green Strategic Management (innovative and
energy-efficient technologies, cost allocation for environment activities, effective marketing, investment in
infrastructure and system, and strategic planning), (2) Leadership (owner’s awareness, perceived green standard
and green law, and environmental leadership), (3) Key-Partner (clear organizational identity, partner, supplier, and
hotel guests’ awareness), and (4) Employee Empowerment (green knowledge, employee adaptability, rewards and
incentive, and facilities and resources). This classification accounts for 71.781% of the total variance. To analyze the
influences of green factors to green practices of small hotel in Thailand (Objective 2), multiple regression was analyzed
and indicated that all four groups (EFA result) of factors are significantly associated with green practices of small
hotels; Key-Partner, Employee Empowerment, Green Strategic Management, and Leadership, are significant
predictors of green practices, explaining varying percentages of the practice’s variance: 29.9%, 27.4%,15.5%, and

1.5% respectively.


https://so05.tci-thaijo.org/index.php/MFUconnexion
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The study suggests that hoteliers of small hotel should prioritize promoting an understanding of natural
resource usage among employees and stakeholders which can be achieved through training programs, awareness
campaigns, and effective communication strategies. Additionally, hotels should integrate green practices into their
marketing strategies, finances, and operational plans to ensure that green practice is an integral part of their business
model. As a result, hotels can successfully implement green practices and contribute to both environmental

sustainability and business profitability.

Keywords: Green Hotel, Green Factor, Green Practice, Active Beach Cluster

Introduction

Small Hotel and Environment Impacts

The hospitality industry represents a prominent component of the broader tourism sector and is inextricably
linked to a range of environmental challenges, including the depletion of natural resources, loss of biodiversity, air
and water pollution (Gazta, 2018). Despite not being the foremost contributor to environmental degradation
compared to other service industry businesses (Graver et al., 2019), the sector's influence cannot be overlooked
given its dependence on and impact on critical natural resources such as land, water, air, energy, and waste.
Moreover, given that hotels are frequently located in tourist destinations, the ecological footprint can be extensive
(Claver-Cortés et al., 2007).

According to Oleskow-Szlapka et al. (2011), a single night's stay in a hotel can lead to the emission of 20.6
Kgs of carbon dioxide and can consume more energy than the occupants. Moreover, the hotel industry is a
significant contributor to global energy consumption, with its energy consumption having increased threefold from
several hundred petajoules (PJ) in 1990 to 2,000 PJ in 2020, as reported by Gdssling (2005). For small hotels,
existing literature suggests that small hotels have substantial effects, particularly in terms of energy consumption
and waste generation (Becken, 2005; Mensah, 2020). The generation of solid waste by small hotels, especially non-
green hotels is often identified as one of the most significant environmental impacts (Radwan et al., 2012). However,
many small hotels tend to neglect their environmental responsibilities and rely on landfilling as the primary waste
disposal method (Mensah, 2020). This disregard for solid waste management can be attributed to factors such as
limited funds, lack of knowledge, and inadequate decision-making (Bonilla et al., 2011; Erdogan & Baris, 2007).

Studies conducted in Korea and the Caribbean have highlighted significant environmental impacts of small
hotels, including high energy consumption and the generation of waste such as food and plastic waste (Kim et al.,
2013; Gossling et al., 2013). These studies have also indicated a lack of sustainable practices implemented by

small hotels to mitigate their environmental impact. In the context of Thailand, small hotels face similar environmental
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challenges, particularly in solid waste management. The adoption of a “green” concept has been suggested as a
way for these hotels to differentiate themselves and address environmental concerns (Khunon & Muangasame,
2013). However, it is important to critically examine the extent to which small hotels in Thailand have embraced
green practices and overcome the barriers they face.

Small Hotel and Green Practice

The hospitality industry has displayed a notable interest in the adoption of green practices (Nicholls & Kang,
2012), considering them to mitigate their environmental footprint while simultaneously yielding cost reductions and
attracting environmentally conscious, high-quality tourists (Merli et al., 2019). This commitment aligns with the
United Nations Sustainable Development Goals (SDGs), particularly SDG 12 (Responsible Consumption and
Production) and SDG 14 (Life Below Water), which emphasize responsible resource use and the conservation of
marine ecosystems (Visseren-Hamakers, 2020). The recognition of the potential benefits associated with green
practices has led hoteliers worldwide to actively seek and implement sustainable initiatives in line with these global
goals. The Green Lodging Trends Report 2018, which surveyed 4,544 hotels from 61 countries, found that 99.4%
of hotels utilized energy tracking systems, 75.6% practiced recycling in common areas of the property, 98.1%
tracked water consumption regularly, 98.3% checked heating, ventilation, and air conditioning (HVAC) filters
regularly, 91.5% adopted a line/towel reuse program, 77.2% had written environmental policies in place, and 90.0%
conducted annual staff training on green practices (Chua & Han, 2022).

Despite the growing global interest in green practices within the hotel industry, the adoption of such
practices in Thailand appears to be relatively low. This can be observed through the limited number of hotels
seeking certification from prominent organizations promoting environmental management standards. For instance,
in the year 2022, only 245 out of a total of 24,269 hotels nationwide sought certification from the Green Leaf
Foundation—an organization dedicated to developing environmental management standards specifically for the
hotel and tourism sector (Green Leaf Foundation, 2022). Similarly, in 2021, a mere 87 hotels applied for certification
under the Department of Environmental Quality Promotion (DEQP)’s Green Hotel standards (QDEP, 2021). These
figures indicate that most hotels in Thailand have yet to prioritize and actively pursue green practices.

Based on data from the 2018 National Statistical Office, it is evident that Thailand boasts a total of 24,389
hotels. These can be further categorized into three distinct groups: 21,490 hotels with fewer than 60 rooms, 2,322
hotels with room counts ranging from 60 to 149, and 577 hotels featuring 150 rooms or more (National Statistical
Office, 2018). Notably, the majority of these establishments fall within the category of hotels with fewer than 60
rooms, accounting for a substantial 88% of Thailand’s total hotel inventory. This statistical insight underscores the

prominence of small-scale hotels in Thailand’s hospitality sector.
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The prominence of hotels with fewer than 60 rooms is a pivotal aspect of the Thai hotel industry. Therefore,
the proposition of developing a model to promote the transformation of these small hotels into eco-friendly or “green”
establishments could potentially catalyze a significant transformation within the broader hotel industry in Thailand.

The prevalence of small hotels in Thailand is notable, yet the adoption of green hotel practices remains
scarce. This is particularly true for small hotels, which frequently confront financial constraints that hinder the
implementation of environmental initiatives. Small hotels also lack expertise and insufficient policy support to
address environmental concerns (Cole et al., 2021; Kerber & Kramm, 2022). As a result of financial limitations and
other challenges, small hotels are more prone to neglect environmental issues when compared to larger hotel chains
(Hsieh, 2012).

The National Tourism Policy Board, Ministry of Tourism and Sports, has published a National Tourism
Development Plan for the period of 2017-2021. The plan sets up 8 tourism development clusters, which aim to
improve competitiveness in the tourism industry, distribute income, and promote sustainable tourism development.
The 8 clusters are: Lanna Civilization, Royal Coast, Active Beach, Andaman, Southern Isan Civilization, Central
Chao Phraya River, Mekong River Way of Life, and World Cultural Heritage (Ministry of Tourism and Sports, 2017).
The rapid increase in tourist numbers has led to overcrowding in every cluster, but there is evidence that waste and
pollution increased highly in the Active Beach cluster (Chonburi, Rayong, Chanthaburi, and Trat).

The Active Beach cluster in Thailand comprises Chonburi, Rayong, Chanthaburi, and Trat provinces, all
located in the eastern part of the country. These provinces stand as a sought-after destination for international eco-
conscious travelers within Thailand. serves as a quintessential illustration of a unique tourist destination endowed
with rich natural attractions (Thailand Insider, 2020). This distinctiveness accentuates the importance of studying its
sustainable practices. However, as documented by the Office of Natural Resources and Environmental Policy and
Planning in 2019, the Active Beach Cluster confronts substantial challenges pertaining to pollution and waste
management, rendering it one of the most impacted areas in the nation. This environmental context further
underscores the need for comprehensive research and sustainable initiatives. The Department of Environmental
Quality Promotion (2021) reported that in 2019, only 48 out of 371 hotels in Thailand that met the Green Leaf
Foundation and Department of Environmental Quality Promotion’s green standards were located in the Active Beach
cluster. Additionally, of the 48 hotels that met the standards, only 18 were classified as small hotels. This finding is
significant when compared to the 1,785 small hotels in the Chonburi, Rayong, Chanthaburi, and Trat regions that

have no green designation.
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Given the modest ratio of small hotels with green standards in the Active Beach Cluster, this area presents
an opportunity for the promotion and development of green hotels. By incorporating environmentally friendly
practices into the operations, hotels in this cluster and other cluster in Thailand can reduce the impact on the
environment, gain a competitive edge, and contribute to the sustainable development for the hotel.

Justification of the Study

While there is a growing body of literature on green practices in the hotel industry, the motivation behind
hotels adopting green practices remains insufficiently researched from an academic standpoint (Moise et al., 2021).
In the realm of research on green hotels, much attention has been given to the demand side (Mbasera et al., 2016),
such as examining green customer behavior, motivations, and expectations Conversely, the supply side has
received less attention and the majority of research has focused on the attributes of green hotels and the
contribution of green guidelines (Chan & Wong, 2006). Only a limited number of studies have focused on the factors
and motivations behind hotels adhering to green guidelines (B. DiPietro et al., 2013; Chua & Han, 2022). This
indicates a need for further exploration and understanding of the motivations or factors behind hotels adopting
green practices.

The literature on green practices in the hotel industry has primarily focused on large hotels and hotel chains
(De Lurdes Calisto et al., 2021), with very few studies examining small hotels. This gap in the literature leaves small
hotels underrepresented in the research on green practices (Agyeiwaah, 2020; Baker et al., 2014). While some
studies have examined green practices in independent hotels, more research is needed to understand the specific
challenges that small hotels face in adopting green and eco-friendly practices (Hockerts, 2015). The limited
research on green practices in small hotels highlights the need for further investigation into the factors that influence
decision-making processes and the unique challenges and opportunities that small hotels face.

Consequently, conducting a study focused on examining the factors that influence the adoption and
implementation of green practices in small hotels holds significant importance. Such an investigation can facilitate
the analysis of strategies and methodologies that enable small hotel establishments to effectively mitigate

environmental footprint while concurrently enhancing the competitiveness.

Objectives
1. To analyze the attribute of green factors of small hotel in Thailand.

2. To analyze the influences of green factors to green practices of small hotel in Thailand.
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Materials and Methods

1. Population and Sample

The study utilized a quantitative research design to collect and analyze data from small hotels located in
the Active Beach cluster in Thailand. The Hotel Act of 2004 is legislation that delineates the definitions and
operational features of hotels in Thailand, and it has been in effect since 2004 until the present day. The Hotel
Act of 2004 defines a small hotel as an establishment with fewer than 80 rooms (The Hotel Act of 2004, 2004).

The Thailand Digital Government Development Agency (2017) reported the presence of 1,786 small
hotels within this cluster. To ascertain an appropriate sample size, the formula developed by Krejcie and Morgan
(1970) was applied. This calculation considered a 95% confidence level and a maximum margin of error of 0.05.
The resulting sample size was then rounded up to include 318 small hotels. Purposive and stratified sampling

techniques were employed to select both the study population and participants, as detailed in Table 1.

Table 1 Purposive and Stratified Sampling Techniques’ Result

Province Number of hotels proportional allocation
Chonburi 776 138
Rayong 289 52
Chanthaburi 271 48
Trat 450 80

Total 1,786 318

Data were collected through the distribution of 318 self-administered questionnaires with the permission
of the hotels. On-site and online data collection was conducted at the hotels after prior appointment, during the
period from January to February 2023.

Instruments of the Study

Primary data was collected from the self- administered structured questionnaires. To attain content
validity, the questionnaire was first verified by the advisor, after that, it was evaluated by five experts related to
tourism and hospitality through Index of Item-Objective Congruence (IOC) which the 10C score of the
questionnaire was 0.82. and it was greater than the minimum score at 0.75, implied that the questionnaire was
valid. A set of 35 questionnaires was distributed to non-target samples as a trial to identify any potential errors or
issues with the questionnaire before collecting data from the intended population. To assess the reliability,
Cronbach’s Alpha Coefficient was employed. The resulting Cronbach’s Alpha coefficient was 0.955, exceeding

the minimum threshold of 0.7 (Peterson, 1994), indicating a high level of reliability. The questionnaires were
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directly distributed to the owners or managers of small hotels in Active Beach Cluster in their hotel. Once they
agree, two pre-screening questions are asked: first, confirming the respondents’ hotel size (was their hotel
acquired less than 80 rooms or over), second identifying the respondents who owner or manager were or not.
When the voluntary respondents met the two criteria, the questionnaires were distributed to the participants to
complete questionnaires. Questionnaires were collected on site and checked for completeness to ensure a high
usable rate. Moreover, the questionnaire was also stored online via Google form to collect data to meet the goals.
In the online questionnaire, the respondents were checked to see if they met the specified criteria. A total number
of 318 responses were completely obtained. Of the respondents, 22.7% identified as owners, while 77.3% were
hotel managers.

To simplify the data and investigate the underlying theoretical structure of the phenomena, Exploratory
Factor Analysis (EFA) was applied as a method of data reduction to identify the number and characteristics of
variables by reducing a large set of unrelated variables into a smaller set of factors. Varimax factor rotation with
orthogonal rotation methods can create a solution where the factors or components are uncorrelated with one
another, and it can decrease the number of factors that have high factor loading, leading to a clearer separation
of factors or easier interpretation of the nature of factors. The guideline based on practical significance suggests
that factor loadings between 0.30-0.40 are normally acceptable, those exceeding 0.50 are necessary for practical
significance, and those exceeding 0.70 indicate a well-defined structure (Kretzschmar & Gignac, 2019). In this
study, a factor loading of 0.60 or higher was used as the criterion for variable inclusion and retention for further

analysis. In addition, Multiple Regression was utilized for investigating the effect of factor towards green practice.

Results and Discussion

Results

Factor analysis was conducted on 20 factors to categorize the differentiation value drivers toward small
hotels from non-green hotel’s point of view. Principal Component Analysis and Varimax rotation were conducted
on variables to define the number of appropriate factors. According to Schmitt (2011) suggested that factor
loading 0.60 or above are considered practically significant. In this study, only variables with loading of 0.60 and
greater were chosen for interpretation, consequently, the 4 items were eliminated at this stage. Finally, the 16

items were remained and extracted to four factors for further analysis.
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Table 2 KMO and Bartlett's Test

Tests Results
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 0.875
Approx. Chi-Square 5105.359
Bartlett's Test of Sphericity df 190
Sig. 0.000

Kaiser-MeyerOlkin and Bartlett's Test of Sphericity are two statistical calculations tests. The research
results (Table 2) obtained a Kaiser-MeyerOlkin of 0.875, which is greater than 0.5 and close to 1, indicating that
all data and variables were highly correlated and could be used for factor analysis of the research objectives.
Likewise, the Bartlett's test should be statistically significant (Sig. < 0.05) and the Sig. value of 0.000, which is
less than 0.05 indicates that the correlation matrix is not an identity matrix (Vanichbuncha, 2019). Hence, all 16

variables are related enough for factor analysis.

Table 3 Total Variance Explained

Extraction Sums of Rotation Sums of
Initial Eigenvalues
Squared Loadings Squared Loadings
Component
% of Cumulative % of Cumulative % of Cumulative
Total Total Total
Variance % Variance % Variance %

9.616 48.08 48.08 9.616 48.08 48.08 3.955 19.773 19.773
2.212 11.058 59.137 2.212 11.058 59.137 3.605 18.025 37.798
1.438 7.189 66.327 1.438 7.189 66.327 3.452 17.259 55.056
1.091 5.454 71.781 1.091 5.454 71.781 3.345 16.725 71.781

Table 3 presents the initial communality determination, identifying four important components that explain the
total variance of the data. Component 1 accounts for 48.080% of the variation, followed by component 2 (11.058%),
component 3 (7.189%), and component 4 (5.454%). These results highlight the significance of these components in
explaining the data's variance, with component 1 being the most influential. This initial communality determination
provides valuable insights for subsequent data analysis and interpretation.

Table 4, the factor analysis aimed to determine the factors affecting green practice in small hotels. The findings
indicate practical significance, with all constructs displaying factor loadings ranging from 0.652 to 0.819. The
eigenvalues of these factors range from 1.091 to 9.616, with four distinct factors extracted. The groups classified by

EFA were named after the characteristics or factors identified within each group as follows:
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Component 1 - Green Strategic Management consisted of innovative and energy-efficient technologies,
cost allocation for environment activities, effective marketing, investment in infrastructure and system, and
strategic planning.

Component 2 - Leadership comprised of owner’s awareness, perceived green, standard and green law,
and environmental leadership.

Component 3 - Key-Partner included clear organizational identity, partner, supplier, and hotel guests’
awareness.

Component 4 - Employee Empowerment involved green knowledge, employee adaptability, rewards and
incentive, and facilities and resources.

Collectively, these factors account for 71.781% of the total variance.

Table 4 Results of Exploratory Factor Analysis for Green Factor

Factor/ltems Factor Loading Eigen Value % of Variance

Green Strategic Management 9.616 48.080
Innovative and energy-efficient technologies 0.687
Cost allocation for environment activities 0.741
Effective marketing 0.791
Investment in infrastructure and system 0.819
Strategic Planning 0.656

Leadership 2.212 11.058
Owner’s awareness 0.766
Perceived Green standard and green law 0.777
Environmental leadership 0.790

Key-Partner 1.438 7.189
Clear Organizational identity 0.695
Partner 0.722
Supplier 0.732
Hotel guests’ awareness 0.786

Employee Empowerment 1.091 5.454
Green knowledge 0.655
Employee adaptability 0.652
Rewards and incentive 0.740
Facilities and Resources 0.694

Total 14.357 71.781
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The variables that were analyzed using exploratory factor analysis (EFA) were further analyzed using
multiple regression analysis to examine the impact of each group of factor variables on green practice and to

test the hypothesis of this study as shown in Table 5.

Table 5 Summary of Hypothesis Testing

Model
ANOVA *°
Hypotheses Summary Results
R Square F Sig.
H1: Green Strategic Management influences green 0.155 58.058 0.001°* Accepted
practice
H2: Leadership influences green practice 0.015 4,935 0.027°* Accepted
H3: Key-Partner influences green practice 0.299 134.520 | 0.001°* Accepted
H4: Employee Empowerment influences green practice 0.274 119.492 | 0.001°** Accepted

Note. a. Predictors Variables  b. Factor** p<0.05

The study examined the relationships between various factors and their impact on green practice in small
hotels. The results obviously supported all the proposed hypotheses. Green Strategic Management was found to
be a significant and positively influencing predictor, explaining 15.5% of the variance in green practice. Similarly,
Leadership exhibited a statistically significant relationship, accounting for 1.5% of the variance. Key-Partner
emerged as a highly influential predictor, explaining 29.9% of the variance in green practice. Lastly, Employee
Empowerment was also identified as a significant and positively associated predictor, explaining 27.4% of the
variance in green practice. These findings emphasize the crucial role of these factors in fostering green practices

within small hotels.

Discussion

Objective 1: To analyze the attribute of green factors of small hotel in Thailand.

Based on the literature review and content analysis, 20 factors affecting the success of Green Practices
in small hotel were identified (clear organizational identity, partner, owner’s awareness, perceived green standard
and green law, environmental leadership, trend, government regulations, green knowledge, employee
adaptability, rewards and incentive, facilities and resources, competitors, supplier, hotel guests’ awareness,
government campaign, innovative and energy-efficient technologies, cost allocation for environment activities,

effective marketing, infrastructure and system investment, and strategic planning).
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The factors were evaluated using small hotels in the Active Beach Cluster (non-green hotels) to assess
their performance in relation to all 20 factors. The questionnaire data were then subjected to EFA to identify the
relevant factors and to group them accordingly. The results of the statistical analysis indicated that out of the
initial 20 factors, 16 were selected for further analysis. These 16 factors were then grouped into 4 categories,
each of which was named by the researcher based on the characteristics of the factors within the respective

group, as depicted in Figure 1.

* Owner’s awareness

Green
Strategic
Manage

ment

* Environmental
Leadership leadership

* Perceived Green
standard and green law

* Clear Organizational
identity * Green knowledge
Key- ¢ Hotel guests’ Employee * Rewards and incentive

Partner awareness Empowerment * Facilities and Resources

= Supplier + Employee adaptability

* Partner

Figure 1 Green Factors of Small Hotel

Objective 2: To analyze the influences of green factors to green practices of small hotel in Thailand.

The four groups of factors derived from the EFA analysis were subsequently subjected to a multiple
regression analysis to determine theirimpact on green practices. The results indicated that all four groups of factors
exert an influence on the adoption of the green hotel concept among small hotels (non-green hotels) in the cluster.
Notably, the Key-Partner factor demonstrated the most significant influence at 29.9%, followed by Employee

Empowerment at 27.4%, Green Strategic Management at 15.5%, and Leadership at 1.5%, respectively.
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0.155%*

Green Strategic Management

Leadership

Green Practices

Key-Partner

Employee Empowerment

Figure 2 The Influences of Green Factors to Green Practices in Small Hotel

Enhancing Small Non-green Hotels into Green Hotels: Leveraging Green Factors as Key Tools

The concept of Green Strategic Management has multiple contributions to small hotels and the wider hotel
industry’s green practices. These include adopting energy-efficient technologies, allocating a budget for eco-
friendly initiatives, conducting cost-benefit analyses, promoting environmental awareness among guests, and
incorporating feedback from local communities. These contributions enhance academic knowledge and guide
green strategy implementation in small hotels.

While innovative technologies offer environmental benefits, theirimplementation costs and compatibility with
existing infrastructure must be carefully assessed (Wang et al., 2016). Budget allocation for eco-friendly
development may also require trade-offs with other operational priorities (Durairaj et al., 2002), necessitating a
comprehensive evaluation of financial resources. Additionally, conducting robust cost-benefit analyses requires
accurate data collection and consideration of long-term impacts (Singh et al., 2014). However, promoting
environmental awareness among guests may face challenges in changing guest behavior and effectively
communicating green initiatives (Millar & Baloglu, 2011). Lastly, incorporating local communities’ feedback is
complex due to balancing stakeholder interests and ensuring effective communication channels (Minkler, 2005).

Leadership in a small hotel has significant effects on green practices. Owners or executives play a crucial
role in ensuring environmental standards, encouraging employee participation, and promoting green practices
(Nor-Aishah et al., 2020). Leadership commitment, employee engagement, and industry-wide influence are vital in
driving green practices. However, commitment must translate into concrete actions integrated into the hotel's overall
strategy (Raub & Martin-Rios, 2019). Horng et al. (2016) stated that encouraging and incentivizing employee
participation requires thoughtful design and ongoing support, considering challenges such as resistance to change
and lack of awareness. Furthermore, taking a leadership position in promoting green concepts requires a

comprehensive understanding of industry trends, best practices, and stakeholder expectations (Boiral et al., 2009).

CONNEXION Journal of Humanities and Social Sciences, 12(2), Article ID: 266914 doi




164

Key-Partner significantly impacts green practices in small hotels. Executive commitment sets the tone for
green practice, while promoting environmental awareness ensures minimal environmental impact. Extending the
green concept to all involved parties fosters collaboration and sustainable practices throughout the supply chain and
guest experience (Sigala, 2014). Designing infrastructure for minimal environmental always impact emphasizes green
architecture, energy efficiency, waste management, and resource conservation (He et al.,, 2018). Consequently,
executives must integrate green goals into strategic planning and decision-making, align financial resources, and
monitor progress. Ongoing communication, training, and engagement with employees, customers, and partners are
also essential to extend the green concept (Cook, 2008).

The concept of Employee Empowerment emphasizes creating knowledge and understanding of green
practices, encouraging employee participation and idea proposals, ensuring correct procedures and methods, and
developing environmental management plans. It is essential to address potential barriers, such as resistance to
change and knowledge gaps, while fostering a culture that values green (Chan et al., 2014). Employee participation
and idea proposals should be encouraged and supported through recognition programs, incentives, and channels
for feedback (Pham et al., 2019). However, effective implementation of employee suggestions may require careful
evaluation and consideration of feasibility, cost, and alignment with overall environmental goals (Trang et al., 2019).

To transform a small non-green hotel into a successful green hotel, the following strategies can be employed
to improve the four key groups of green factors:

1. Green Strategic Management

Innovative Technologies: Invest in energy-efficient technologies, such as LED lighting, smart thermostats,

and renewable energy sources, to reduce energy consumption and lower operational costs.
Cost Allocation: Allocate a portion of the budget specifically for environmental activities and initiatives,
ensuring that there are dedicated resources for sustainability efforts.

Effective Marketing: Develop and implement effective marketing strategies that highlight the hotel's

commitment to sustainability, such as promoting eco-friendly amenities and practices.

Infrastructure _and System: Upgrade infrastructure to include sustainable features like water-saving

fixtures, waste recycling systems, and green building materials.

Strategic Planning: Develop a long-term sustainability plan that outlines goals, objectives, and action

steps, ensuring that green practices are integrated into the hotel's overall strategy.
2. Leadership

Owner’'s Awareness: Ensure that the hotel owner are well-informed about the benefits of green practices

and are committed to implementing them.
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Perceived Green Standards: Adhere to recognized green standards and certifications to demonstrate the

hotel's commitment to environmental responsibility.

Environmental Leadership: Appoint an environmental leader or sustainability manager responsible for

overseeing and driving green initiatives within the hotel.
3. Key-Partner

Organizational Identity: Develop a clear organizational identity that emphasizes sustainability and

responsible practices, which can help attract eco-conscious partners and guests.
Partnerships: Collaborate with eco-friendly partners, suppliers, and vendors who share the hotel's

commitment to sustainability, ensuring that products and services align with green objectives.

Guest Awareness: Raise awareness among hotel guests about the property’s eco-friendly initiatives
through clear communication, signage, and engagement activities.
4. Employee Empowerment

Green Knowledge: Provide training and educational programs to enhance employees' understanding of

sustainability and green practices.

Employee Adaptability: Encourage employees to adapt to new green processes and technologies, and
involve them in decision-making related to sustainability.

Rewards and Incentives: Implement a rewards and recognition system to motivate and reward employees

for their contributions to sustainability efforts.

Facilities and Resources: Ensure that employees have access to the necessary facilities, resources, and

tools to support sustainable practices, such as recycling bins, composting facilities, and energy-efficient equipment.

By actively implementing these strategies and improving these four groups of green factors, small hotels can
make significant progress toward becoming successful green hotels. These efforts not only benefit the environment
but also attract eco-conscious guests and contribute to long-term cost savings and competitiveness in the hospitality

industry.

Limitations of the Study

The quantitative data collection in this study solely relied on questionnaires administered to managers or
owners of small hotels and did not encompass input from employees at various organizational levels. As a result, the
evaluation was limited to a singular perspective and required a substantial amount of time to collect the questionnaires.
To gain a comprehensive understanding of green practices, future studies should design questionnaires that allow for
input from employees across different hierarchical levels. This will provide diverse perspectives and enhance the

convenience of data storage and analysis.
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Abstract

The purpose of this qualitative study is to investigate the joint persona of the BL couple (also known as the
Y couple), Mile/Apo. The research examines media texts generated and disseminated by Be On Cloud Company,
focusing specifically on the network of fan/industry interaction and adaptation. Be On Cloud Company implements
an innovative business model by establishing the Y/BL series within the Mafia genre and by transforming Mile and
Apo into an “adult Y/BL couple.” Three distinct phases comprise the construction of Mile/Apo’s joint persona: prior
to, during, and subsequent to KinnPorsche the Series (2022). The joint persona presents a critique of the seme/uke
dichotomy by combating androgyny and unbalanced masculinity. Mile/Apo's portrayal aligns with a Hollywood-
popularized bromance trope, which resonates with slash culture among international fans. The research results
validate the significance of bromance as an emerging phenomenon in the Thai Y/BL creative sector, in addition to
establishing the interconnections between literary texts, media, actors, fans, series directors, and the production

company via an adaptation network.
Keywords: Persona, Y Couple, Y Series, Boys Love (BL), Adaptation Network, Bromance
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