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The study and analysis of the opportunities opening up for reservists were considered on the
basis of scientific research and practical experience of domestic and foreign theorists and
practitioners. Career expectations of the personnel reserve of the leadership were studied
against the background of the organizations' abilities to ensure the career growth of reservists.
The article analyzes how realistic it is to get into the personnel reserve of the management and
what expectations employees place on the personnel reserve of the management. With the help of
the questionnaire it was revealed that it is difficult to get into the personnel reserve of the
management and most of the respondents (62%) had no such opportunity. The most valuable
career opportunities respondents consider professional growth in their field (58%) and the
opportunity to form (develop) their managerial skills (55%). Hopes are also placed on the
clarification of the trajectory of their development, career advancement and the acquisition of
new ties that facilitate further advancement through the ranks. Gender approach has allowed to
give priority to men in sociability. Women in the personnel reserve are looking for an
opportunity, along with career development, to become more independent. The age aspect
influences the reservists' ability. Despite some advantages of youth, managers with experience at
the age of 31 - 40 years are more in demand in the sphere of management. Significantly reduced
career opportunities for employees older than 51 years. Based on the research, it was concluded
that the career opportunities of the management reserve of the management should not be
limited to anything. All the potential of employees should be aimed at increasing the
competitiveness of the organization, taking into account the gender and age characteristics of
reservists.
Keywords: Staff reserve; career opportunities; The gender dimension; Development of
management personnel.
Introduction
The current state of the world economy forces the leadership of all states to look for
additional sources of increasing the efficiency of the activities of various sectors of the economy.
At the heart of all changes is strategic management, based on human potential. Flexible, effective
personnel policy is one of the most significant factors of the socio-economic development of the
state and its territories, overcoming alienation in the interactions of power and the population
(Frolova, 2016). Dysfunctions in the system of state and municipal management, the problems of
the development of municipalities in Thailand and their infrastructure, are mostly determined by
imbalances in the issues of personnel management processes. In this study, the personnel reserve
of management was understood to mean a group of personnel with the ability to manage
activities corresponding to the requirements that are assigned to a rank of a rank, subjected to
selection and undergoing systematic targeted qualification training (Personnel Management,
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2007). In general, the task of any organization is to identify and use competently the labor
potential of employees, without limiting their development opportunities. In this regard, there is
an objective need to optimize the processes of work with the staff reserve management in order
to identify the reasons for the growth of opportunities for reservists and the correlation of their
career trajectory in order to improve the efficiency of the organization.
Results
The popularity among respondents of such technology of personnel development as the
personnel reserve of management
In the course of the research, when respondents answered the question "Have you ever been
included in the personnel reserve of the management", almost a third of the respondents (32%)
answered in the affirmative (Figure 1). Most of the survey participants (62%), who have never
been enrolled in the staff reserve of the top management, have a desire to get into it. Only 6% of
those respondents who were not in the staff reserve of the management do not feel like being
included in it, at least at the time of the survey. What does not exclude the fact that they have this
desire may arise in the future.

Figure 1. - Distribution of respondents' answers to the question "Have you ever been included
in the personnel reserve of the leadership?" (In% of the number of respondents).
As the study showed, in any organization, finding a worker in the personnel reserve motivates
him to work more fruitfully. What, ultimately, increases the efficiency of the entire organization?
The prospect of career growth inspires workers and encourages them to work with redoubled
force. Support of the organization's employees in personal and professional development and
career growth, rational use of their potential in various areas and levels in the organization's
management system is the most important tasks that are called upon to solve the personnel
reserve of management.
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Opportunities that, in the opinion of the respondents, are opening up to the employee when
they are included in the personnel reserve of the management.
The results of the research showed that out of the opportunities that, according to the
respondents (it was possible to mark any variants without limiting the number), represents
enrollment in the personnel reserve of the management (Figure 2), in the first place there was a
growth in the professional plan in their field (58% From those who took part in the survey). The
second place was the opportunity to form (develop) their managerial skills, which also gained
more than half of the respondents (55%). This suggests, on the one hand, that the opinions of the
respondents are in line with the goals of the staff reserve of the leadership. On the other hand,
this shows that the respondents, first of all, see the possibility of their growth in the personnel
reserve of the leadership, and then pay attention to the development of their skills.

.
Figure 2. - Distribution of respondents' answers to the question "In your opinion, enrollment
in the managerial personnel reserve is an opportunity?" (In% of the number of respondents).
Opportunities related directly to the development of the individual, although they scored less
than half of the votes, were still called during the survey: it was not so rare to specify the
trajectory of their development and career advancement - 35% of the respondents named it, to
develop their personality comprehensively - 25%.
When choosing the opportunities that enrolls in the personnel reserve of the leadership, there
were some (3%) opinions of the respondents. Among them, such views were also called: "This
does not mean anything" and "This is a formality that does not give anything." However, these
single pessimistic opinions as a whole do not change the overall picture of the study.
The gender approach has revealed some features of the approach of men and women to the
issues under study. More than a quarter of respondents noted the possibility of finding new
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contacts in the personnel reserve of the leadership, which will help in the further professional
activity. And men are counting on this much more than women (Figure 3).
Men place high hopes on the opportunities opening in the personnel reserve of management.
They are more likely than women to expect that in the personnel reserve of the leadership they
will be able to comprehensively develop their personality and develop (develop) their managerial
skills. That is, they are more oriented towards personal development.
The difference in the assessments of the opportunities that arise before the employee when
enrolling him in the personnel reserve of the management is also observed in the age cohorts of
respondents. Thus, only young people (21 to 30 years old) place significant hopes in rapid career
growth to stay in the personnel reserve (Figure 4). A slightly older respondents (31-40 years old)
in no small measure hope to find new connections in it that will help in the further professional
activity. People older than 51 years practically do not pay attention to the above-named
opportunities of the personnel reserve of management.

Figure 3. - Distribution of respondents' answers to the question "In your opinion, enrollment in
the managerial personnel reserve is an opportunity?"
(In% of the number of respondents in groups).
In general, with age, people place less and less hope on the opportunities that open to the
person when they are enrolled in the personnel reserve of the leadership. This speaks of both a
reduction in the career ambitions of the respondents in this age cohort, and of getting rid of the
illusions inherent in the young. But, according to 75% of respondents older than 51, they see the
possibility of growing in the professional reserve in the personnel reserve, and 25% of them comprehensively develop their personality. That is, even for this age cohort, questions of
personality development are of interest.
The most demanded opportunities directly related to the development of potential, the
personality of managers, turned out to be in the age cohort of 31 - 40 years. So 75% of them
expect that staying in the personnel reserve of the management will allow to form (develop) their
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managerial skills, 47% expect to clarify the trajectory of their development and career
advancement, and 35% - to comprehensively develop their personality.

Figure 4. - Distribution of respondents' answers to the question "In your opinion, is the
transfer to the managerial personnel reserve an opportunity?" (In% of the number of respondents
in groups).
Discussion
The staff reserve management is the foundation for planning the dynamic development of the
organization. However, most of the working population in their organizations, having a great
desire to get into the personnel reserve of the leadership, had no such opportunity. This fact has a
double meaning. On the one hand, the latent potential of employees in the sphere of management
has not been realized. On the other hand, there is a strict selection and good work of HR
managers who carefully select candidates for management reserve, minimizing the financial and
temporary losses of the organization.
Personnel capabilities of reservists of the leading level of the organization are presented to the
population in different ways. However, the priority areas identified growth in the professional
plan in their field and the opportunity to form (develop) their management skills. An important
place was taken by such opportunities as clarification of the trajectory of their development,
career advancement and the acquisition of new ties that promote further advancement through
the ranks. In this regard, it is advisable to conduct special sessions with reservists on adjusting
the plan for professional and personal development, time management, coaching, and gaming
(Tsitskari et al., 2017, Chulanova, 2016).
The gender approach has led to the conclusion that male reservists are more communicative
and often pin their hopes on acquiring new connections useful for a career. By itself, getting into
the personnel reserve for men means a great success, giving a chance to develop
comprehensively, to acquire new skills and competencies, to declare itself to the top
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management and the entire labor market. For women, the reserve pool is also a chance to
develop an existing one or build a new career. In addition, the acquisition of new knowledge for
women is still relevant in that it enhances their independence and equality in marriage
(Goldscheider et al., 2000).
Age also has a significant impact on the reservists' ability. In this indicator, the subjectivity of
the approach and the objectivity of reservoir potential estimation do not have a stable
dependence. However, the survey results show that young people have certain advantages in
career development. But in the sphere of management the employees of the age cohort of 31-40
years are more in demand. Do not see any special career prospects for respondents older than 51
years.
As practice shows, with age career ambitions for a number of people are significantly
reduced. Especially if not all managed to be done and reach the planned management heights.
Young people still do not have sufficient (primarily negative) experience and believe in an
indispensable career success (Vinogradova, et al., 2016). Both specialists and managers at the
initial stage of operation expect special attention from the management, programs that enable
them to realize their potential, ambitions in career growth. In those companies where there are
such programs, young professionals are more satisfied with their work and their results, really
develop both internally and in obtaining the next posts.
Such survey results fully coincide with the needs of any organization in the prospective highqualified personnel of the management system. HR managers can actively use the potential and
needs of employees for joint development of staff and organization. Otherwise, the time and
resources invested in personnel can be lost when a valuable employee, a reservist of senior
management is fired.
At the same time, it is important to create a system of mutually beneficial cooperation
between the management (owners) and the personnel of the organization to increase their loyalty,
satisfaction with working conditions. In this system it is necessary to involve as many employees
of the organization as possible, expanding the base of future victories in business activity. It is
inappropriate to single out only clearly prospective employees in the personnel reserve
(Delloitte, 2003). Then the leadership of the organization to the rest actually takes the role of
hopeless, reducing the effectiveness of their work and the organization as a whole. In addition to
such discrimination, other forms thereof may be used that adversely affect the working
conditions and the level of payment (Baynova et al., 2016).
Planning of the personnel reserve should be carried out in accordance with the strategic tasks
of the development of the whole organization, and these tasks are decided not by career growth
of employees, but by their comprehensive development. The employee, who is in the personnel
reserve of the management, should have real opportunities for both self-development and career
growth. Particular attention is paid to the development of managerial qualities, interpersonal
skills, ability to solve complex, suddenly arising tasks, non-standard approach to competition,
interaction with partners and competitors. But the quality of this work largely depends on what
expectations employees place on the personnel reserve of management.
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FLIPPED CLASSROOM AND COOPERATIVE LEARNING METHOD
IN BUSINESS STATISTICS
Asst.Prof. Dr. Krongthong Khairiree
International College, Suan Sunandha Rajabhat University
Bangkok, Thailand.
The purpose of this study was to explore the students’ perceptions of teaching
approaches using a flipped classroom and cooperative learning. In the 2017, action research
was conducted in business statistics class of International College, Suan Sunandha Rajabhat
University Thailand. The total of 26 students participated in this study. In the flipped classroom,
the researcher created online lessons of her lectures and the students viewed them prior to
attending class. Students worked on problem-solving activities in their classrooms. The research
findings indicated that the flipped model of instruction was new teaching strategy that moved the
lecture on business statistics outside classroom via technology and brought
assignments/exercises of business statistics concepts inside the classroom via learning activities.
The research findings shown the students engagement in the flipped classroom and cooperative
learning methods were higher than the using traditional classroom. Based on the students’
interviews they revealed that using flipped classroom and cooperative learning methods they
were able to make learning statistics fun and challenging.
Keyword: Flipped Classroom, Cooperative Learning, Business Statistics
Introduction
International College, Suan Sunandha Rajabhat University (SSRUIC) has the purpose
that the teaching and learning process at SSRUIC has to be improved in order to raise the quality
of the Graduate. The quality assurance process was employed to ensure the quality of
curriculum program offer in the College. Throughout Year 2017, monthly meetings were held
with all lecturers. At these meeting the details of course contents were mapped out, paying
attention to offer the possibility of reinforcement of concepts. With the intention of encouraging
the students’ involvement in their learning during classes and after classes, these discussions
were predicated by the requirement that all courses offer at SSRUIC have to be student centered
learning, constructivist approach, problem-based learning and using Information and
communication Technology (ICT). SSRUIC lecturers must find the meaningful problem-based
learning to enhance students to do to learn inside classroom and outside classroom. As such, this
research was conducted in order to explore the students’ perceptions of teaching approaches
using a flipped classroom incorporated with cooperative learning method in Business statistics
subject.
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Business Statistics
Business Statistics is one of the compulsory core subjects in International Business
degree program of SSRUIC, all students who enrolled in this program must pass this subject.
Normally in a traditional statistics class, a lecturer conducted lesson in the following sequence: a
lecturer would begin the lesson by briefly presenting the statistics concepts, explaining the
formula or procedures following by working out one or two examples as illustration for students
in the class. The lecturer would then assign some time in class for students to work out similar
problems and additional exercises would be given as homework to reinforce the learning
achieved. If the statistics course was to be student centered learning, constructivist approach,
problem-based learning and using ICT, then the tradition teaching and learning had to be
changed. This provided a challenge to the lecturer to change her teaching method. Statistics is
one of the subjects that most students learn without understanding. The reason might be that with
statistics, there is an overwhelming emphasis on the manipulation of symbols and formulas, and
because of that it has been too abstract for many students. Teachers expect their students to
spend large amounts of time attempting to paper-and-pencil algorithms associated with problem
solving. Students are required to memorize formula and algorithmic computation, but they do not
really understand and quickly forget them (Skemp, 1978). This is because learning statistics is
more than computation, more than memorizing rules and facts. It is investigation, exploring,
experimenting, posing problems and solving problems. Students have to learn and understand the
language, including the symbolisms, and grasp basic concepts. Students have to analyze and to
describe data involving the descriptive statistics and inferential statistics.

Flipped Classroom
The flipped classroom is a pedagogical model in which the typical lecture and homework
elements of a course are reversed. Student watched a short video lectures at home before the
class session, while the in-class time the students do the exercises, discussions or projects. In
2012, Jonathan Bergmann and Aaron Sams (2012) from U.S.A. created the new method of
teaching in order to answer the question on “ What if we prerecorded all of our lectures,
students viewed the video as homework and then we used the entire class period to help students
with the concepts they don’t understand?” Bergmann and Sams recorded their teaching lesson,
PowerPoint slide showed including voice and any annotations, converted the recording into a
video file and then uploaded online. They believed that recorded lectures might be a way to keep
their students who missed class could access them. Based on Bergmann and Sams’ research
findings (2012), the absent students loved the recorded lectures. Some students studied in class
but they were not able to follow the lessons. When they wanted to complete their homeworks,
they started to struggle because what they wrote down in class during the lecture did not match
with they were supposed to do on their assignments. With the video recorded lectures the
students were able to watch the video many times at their own pace until they mastered the
content. The flipped classroom has been used at high schools and college levels. In a flipped
classroom, students watch a video lesson at home and come to class for hands-on activities and
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real life applications. Bergmann and Sams revealed that flipped classroom model was more
efficient than gave lecture and assigned homework. They indicated that the flipped classroom
was a better model than the traditional approach. However, they explained the important facts
that there is no single way to flip your classroom. Flipping the classroom is more about a
mindset: redirecting attention away from the teacher and putting attention on the learner and the
learning.
Cooperative Learning
Cooperative learning is one of the suggested teaching and learning approaches in studentcentered classes and its use is consistent with the theories of learning and how children learn
mathematics. Slavin (1990) defined cooperative learning as a teaching method in which students
work together in mixed-ability groups. Cooperative learning is a group-learning process built on
the belief that students learn better when they learn by talking and working together. Cooperative
learning involves structuring of the learning environment so that students work together toward
defined objectives. In addition, Johnson & Johnson (1991) described that cooperative learning is
an instructional strategy that puts students in both learning and teaching roles. Through the use of
cooperative learning, students work together as a team on academic tasks, and help each other to
learn in order to achieve their common academic goal and acquire social skills. Cooperative
learning encourages group interaction using assigned roles, with each member sharing
responsibility for the group and the work produced. There are a variety of cooperative learning
methods based on the social psychological principles of cooperative learning. Cooperative
learning methods have been adapted from different methods to meet the practical requirements
of classrooms and to solve problems introduced by the use of cooperation itself. However, Slavin
(1990) explained that one component of cooperative learning method is always the same: the
students work together in heterogeneous groups toward a common goal. According to Slavin the
essential components of cooperative learning consist of three concepts, namely team rewards,
individual accountability and equal opportunities for success. Johnson, Johnson and Holubec
(1990) argued that there was evidence that cooperative learning can only be effective when
teachers structure and promote all of the principles, namely: clearly perceived positive
interdependence, considerable face-to-face interaction and felt personal responsibility i.e.
individual accountability to achieve the group’s goals, frequent use of relevant interpersonal and
small-group skills, periodic and regular group processing.
Through cooperative learning students can increase their communication skills by interacting
with team members. They can become actively involved in the learning process and therefore
interested in what they are expected to learn. Research finding by Khairiree (2011) shown that
cooperative learning: Maths-Jigsaw do motivate learning-resistant students want to learn, and
generate higher performance than would have been achieved in traditional classes.
Cooperative Learning, Flipped Classroom and Action Research in Thailand.
This study was an action research and a case study. The purpose of the study was to
explore the students’ perceptions of teaching approaches using a flipped classroom incorporated
with cooperative learning method. The research study was conducted in January – July 2017.
The subjects were 26 first year students of International Business degree program of SSRUIC,
Bangkok, Thailand. They are at 19-year-old students. The questionnaire of students’ perception
and students’ attitude toward statistics was administered to students in July 2017. The
questionnaire was constructed using a Likert scale, and consisted of ten statements about
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learning statistics using cooperative learning in flipped classroom. The students’ responses
indicated the degree to which they agreed or disagreed with each statement on a five-point scale
of strongly disagree, disagree, neutral, agree and strongly agree.
The cooperative learning method: Jigsaw incorporate with the flipped classroom method
in business statistics was employed in this study. The students in the sample class watched a
short video lecture and study statistics using software TinkerPlots at home before the class
session, while in class time the students do the exercises, discussions or do projects assignment.
The cooperative learning method: Jigsaw used in this research study were based on the Student
Team Learning model created by Slavin (1991) and his colleagues at Johns Hopkins University.
The first procedure of Jigsaw involves the lecturer teaching the lesson or topic through
discussion, questions and answers to the whole class. Then, students work in a heterogeneous
Home group of four or five members. Each Home group member selects only one section. Next,
students from different Home groups who chose the same section meet in an Expert group to
discuss and work together until they completed their tasks. Then, the students return to their
Home groups and teach their group members what they have learned in their Expert groups.
Students take it in turns to teach, starting from Section 1 and ending with Section 4. Finally, the
teacher wraps up the statistics lesson and checks the solutions of the tasks before distributing a
quiz. Students take the quiz individually, and the scores of all group members were added to be a
group score. A weekly class newsletter highlights the top-scoring group and individual
improvement scores.
Research Questions
1. What are the components of teaching and learning instruction using flipped classroom
and cooperative learning method?
2. What are students’ perception toward learning statistics using flipped classroom and
cooperative learning method?
Research Findings
Based on the research findings, in order to implement flipped classroom and cooperative
learning method effectively the components of teaching and learning instruction have to include
two topics as follows:
(1) Webpage and Moodle of SSRUIC for students to search information and follow up
lessons and work assignments. The component of the webpage must included
information as follows:
x Students Online Users name;
x Thailand Qualification Framework 3 (TQF 3) including weekly 16-week of
IBP1203 :Business Statistics, Course outline, lesson plan, and learning objectives;
x Handouts/lecture notes;
x Weekly video tape recorded of the lesson conducted during classes;
x TinkerPlots online activities were embedded throughout the 15 – week;
x Assignments and homework and problem-based learning questions
x Quiz/Assessment/Evaluation and Kahoot program and
x Web Link
(2) In order to implement the cooperative learning method: Jigsaw and flipped classroom
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effectively we have to manage three topics as follows:
x
Students’ social skills
Students’ social skills, there were some problems at the first month of the duration of
research conducted. Because the students were not trained to work together as a team. The
students did not help each other as it should be. The lecturer had to develop students’ small
group communication, social skills and helping skills. In the third month of study, the
students had changed, they enjoyed working in groups, liked to help one another. The students
were able to complete their homework assignments.
x
Time management
Time management, in Jigsaw classes the lecturer found that students learnt by talking,
asking questions answering, discussing and teaching their group members. Whenever two or
more students attempt to solve a problem or answer a question they become involved in the
process of exploratory learning. Students were encouraged to express themselves and to
explore their ideas without fear of failure or criticism. However, the lecturer had to control
time spent during students worked together in the Expert group and Home group.
x
Students’ knowledge,
Results from the research findings revealed that the students now liked to learn statistics
because they were able to do many activities in statistics. The students revealed that when
they explored statistics by using TinkerPlots software program the graphs illustrating ideas
were not only clear but also made the concept much more basic and easier to understand. In
addition, when the students worked in Home group and Expert group, their friends helped
them to do the work assigned to them.
The following examples show how TinkerPlots can be used to enhance students to
construct their statistics knowledge in flipped classroom.
Example: The Gold-price
The students searched data of Gold-Price based on their work assignments form the website
http://onlygold.com/Info/Search-Gold-Prices.asp. The students import data from internet into
TinkerPlots statistics software program.

http://onlygold.com/Info/Search-Gold-Prices.asp

Figure 1: Import data from the Internet into TinkerPlots statistics software program
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The students had to study descriptive statistics in their homes before they did their work
assignment. They worked as a group using TinkerPlots in computer lab. The display of the
students works assignments using TinkerPlots are as follows:

Figure 2: Box Plot and Histogram compare to Mean and Median of Gold-Price in USD
The works assignment of the students used TinkerPlots to show the mean and median
values of price of gold in USD compare to the graph of Box plot and Histogram.
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Figure 3: Dot Plot of Gold-Price according to Time Series from Year 1996-2016
Figure 1-Figure 3 showed the works assignments of the students in the sample group.
They studied descriptive statistics in business using TinkerPlots and flipped classroom methods.
With the use of TinkerPlots the students were able to discuss and compare their works
assignments in more details.
Students’ Perception Toward Learning Statistics Using Flipped Classroom and
Cooperative Learning Method
The questionnaire of students’ perception and students’ attitude toward statistics was
administered to students in order to assess their perception toward learning statistics using
cooperative learning in flipped classroom. The percentage of the students’ feedback are shown in
table below.
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Table 1 Percentage of students’ perception toward learning statistics using flipped classroom
and cooperative learning method.
Students’ Opinion
Strongly
Agree
(%)

Agree

Neutral

Disagree

(%)

(%)

(%)

Strongly
Disagree
(%)

I like to study IB-Business Statistics in
my house and do my assignment with
my group members in classroom.

3.8

26.9

49.9

15.4

3.8

I like to study IB-Business Statistics by
using teacher’ explanation in classroom
and I will do my assignment in my
house.

19.2

15.4

38.4

23.0

3.8

3

I find statistics class boring.

3.8

11.5

34.6

30.7

19.2

4

When I cannot solve statistics questions,
I will ask my friends before ask the
teacher.

19.2

46.1

15.4

11.5

7.7

I like to learn Business Statistics by
using cooperative learning: Jigsaw
method.

26.9

42.3

7.7

15.4

7.7

I will explain statistics assignment to my
group members when they do not know
how to do it.

7.7

26.9

42.3

15.4

7.7

I think learning sampling methods from
Expert group, it help me more
understanding.

15.4

26.9

30.7

11.5

15.4

I have more confident when I can search
data from website or smartphone and I
can do work assignment with my Home
group member in classroom.

19.2

30.7

34.6

15.4

0

I think learning environment by using
cooperative learning more fun,
challenge and it is not boring.

15.4

34.6

30.7

19.2

0

Next semester, I want to learn and
discuss with my group members in
classroom more than do work
assignment alone in my house.

7.7

46.1

34.6

11.5

0

No.

1

2

5

6

7

8

9

10

Topics

Conclusion
Based on the research finding revealed that the flipped model of instruction was new
teaching strategy that moved the lecture on business statistics outside classroom and brought
assignments/exercises of business statistics concepts inside the classroom via technology and
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learning activities. The research findings shown the students engagement in the flipped
classroom and cooperative learning methods were higher than the using traditional classroom.
Based on the students’ interviews they revealed that using flipped classroom and cooperative
learning methods they were able to make learning statistics fun and challenging.
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ACADEMIC PROMOTION PROCEDURE OF UNIVERSITY
LECTURERS: A CASE STUDY OF INTERNATIONAL COLLEGE, SUAN
SUNANDHA RAJAPHAT UNIVERSITY, THAILAND
Chaweewan Keawsaiha
Nantapat Leelaumpornsin
International College, SuanSunandha Rajabhat University
Bangkok, Thailand.
This study focuses on the systems of promotions at Suan Sunandha Rajabhat University,
Bangkok, Thailand. Eight (8) lecturers were interviewed comprising of six (6) Assistant
Professors, and two (2) Associate Professors using a semi structured interview guide. Suan
Sunandha Rajabhat University policy documents governing promotions, annual reports and
other publication from The Office of Higher Education Committee in Thailand were examined
and analyzed. The findings reveal that the procedure of academic promotion composed of three
(3) steps: Step1-Faculty/College Assessment, Step 2- University Committee for Academic
Promotion, and Step 3-University Council. Additionally, the criteria for teaching load,
supplementary text, and research were required to each profession standard. International
College, Suan Sunandha Rajabhat University (SSRUIC) is currently high on the policy and
agenda for higher education to support “the development of professional standards”. In
addition to these policy developments at SSRUIC for academic practice, the Administrative
Board Committee indicated three (3) projects for academic promotion procedure: Courses /
Conferences Project, Fast Track Project (Experts Consulting), and Personal Research Project.
Introduction
Suan Sunandha Rajabhat University (SSRU) is one of public university in Thailand.
SSRU vision is strongly to be ‘Smart Archetype University of the Society’ and strongly
determined to accumulate wisdom for academic excellence through five (5) pillars: Knowledge
Capital, Morality, Partnership, Professionalism, and Culture.
In accordance with its vision and the national higher educational development plan,
SSRU has set up the following mission and value [1]:
Mission
(1) Educating: To produce graduates focusing on the practical applications of the
body of knowledge for Niche Guru.
(2) Research: To conduct research in various fields in supporting of the Niche
Guru. The outcomes of research are utilized in beneficial ways and correspond with the society
and community for sustainable peace and growth.
(3) Academic services: To provide academic services to the community answering
questions or guiding the society in cooperation with the community and local organizations.
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(4) Preservation of arts and culture: To promote and support Thai arts and culture
which are well known admired throughout the world.
Value
(1) W (Wisdom and Creativity)
(2) H (Happiness and Loyalty)
(3) I (Integration and Collaboration)
(4) P (Professionalism)
The International College, Suan Sunandha Rajabhat University (SSRUIC) is in one of the
University’s 8 autonomous colleges/ Schools. Its purpose is to develop programs to assist the
students in acquiring the specific skills and experiences that the markets are looking for. All of
SSRUIC lecturers have a strong background in industry and business. In addition, SSRUIC
provided resources to implement incentives, processes and procedures for quality assurance in
higher education, including the acceptance of professional standards in academics. However, the
intended outputs of SSRUIC focus on four (4) qualities: Quality of graduates, Quality of college
members, Quality of researchers, and Quality of education provisions.
Academic Promotion
In academic year 2016, one of the main recommendations of the external auditor
committee is that SSRUIC should develop its own professional development policy following
the higher education indicator-- ‘Full-time instructors holding academic titles’ as the following
description [2]:
Higher education institutions are a national store-house of
wisdom. Hence, they have a responsibility to encourage their
instructors to study and conduct research to discover and add to
the body of knowledge in each discipline ongoing basis. They
should also apply this experience to teaching and learning,
problem solving, and in promoting national development. The
holding of academic title reflects an instructor’s performance of
these aforementioned duties in accordance with institutional
missions.
The Bureau of Personnel Administration and Development, Office of the Higher
Education Commission (OHEC), Thailand sets up the significant points relating to level of
teaching personnel for holding academic titles are as follows:
x Lectures
x Assistant Professor (normal/special)
x Associate Professor (normal/special)
x Professor (normal/special track and Distinguished professors or Sor.11)
The general guideline for the evaluation criteria for academic promotion: Assistant
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Professorship, Associate Professorship and Professorship (2007, amended 2013) released by the
Civil Service Committee for Higher Education Personnel (Kor Por Or Committee) is as follows
[3]:
x Faculty/College Assessment:
- Check on qualification criteria; employment year, quality of submitted work
and other formal documentation;
x University Committee for Academic Promotion:
- Set up specific criteria for the university (teaching experience, loads, research
work, ethical standards);
- Decide on the combination of readers and experts to evaluate submitted work.
x University Council :
- Officially approve the result of the evaluation;
- Forward the official results to the OHEC.
Criteria for teaching requirement are shown in the following diagram:
Professor
Associate Professor
Assistant Professor
Lecture

+ 2 years
+ 3 years

Bachelor’s Degree

Master’s Degree

Doctoral Degree

+ 9 years

+ 5 years

+ 2 years

Academic Promotion Procedure
OECD-Institutional Management in Higher Education (IMHE) suggested the two main
approaches to quality teaching: the top-down approach (determined by the institution leaders)
and bottom-up approach (taken by the teachers) [4]. In addition, OECD mentioned three major
factors to support for quality teaching as the following:
x

x

x

Institution-wide and quality assurance policies: including global
projects designed to develop a quality culture at institutional
level, like policy design, and support to organization and
internal quality assurance systems.
Program monitoring: including actions to measure the design,
content and delivery of programs (through program evaluation
notably).
Teaching and learning support: including initiatives targeting
the teachers (on the teaching side), the students (on the learning
side) or both (e.g. on the work environment).

Becher’s research identified seven categories in continuing professional development in
higher education [5] as the followings: (1) Courses and conferences, (2) Professional
interactions, (3) Networking, (4) Consulting experts, (5) Personal research, (6) Learning by
doing, and (7) Learning by teaching.
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This study applied IMHE project to design system/procedure of academic promotion at
SSRUIC by using two approaches—top-down approach and bottom-up approach as shown in
Figure 1 and applied seven categories from Becker’s research to develop questionnaire for semi
structure interview.
Top-down Approach

Bottom-up Approach

SSRUIC Administrative Board
Committee set up the policy for
academic promotion.

Personnel Section surveys the
lecturer’s improvement plan for
academic promotion

Analyze data
and develop
project for
academic
promotion

Figure 1 Framework for Academic Promotion Procedure
Data Collection
This methods employed in this study were analysis of Suan Sunandha Rajabhat
University policy documents governing promotions, annual reports and other publication from
The Office of Higher Education Committee in Thailand and interviews. The data collection
based on criteria for academic works and experienced processes are as follows:
Criteria for Academic Works
x Supplementary teaching material (include teaching plans)
x Scholarly articles
x Research work
x Books
x Textbooks
Experienced Processes
x Courses and conferences
x Professional interactions
x Consulting experts
x Personal research
x Learning by doing
In the sample selection process, all the respondents did not get the same academic title or
the same subject areas. Their experiences involvement in this study was benefit for processing of
academic promotion in practices.
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Findings and Analyses
For this study, eight (8) lecturers of SSRUIC were interviewed comprising of six (6)
Assistant Professors, and two (2) Associate Professors. At the time of interview respondents,
three of them had put in their applications for promotion to Assistant Professors and waiting to
response (one in aviation management, one in restaurant management, other in tourism
management). Five of respondents were PhD holders: three of them hold Assistant Professors in
Mathematics, another two respondents hold Assistant Professors in International Business, and
the remainder holds Assistant Professor in Physics. The two Associate Professors hold different
subject areas, one in mathematics and other in agriculture.
The respondents submitted academic work ‘Supplementary teaching material (include
teaching plans) and ‘Research works’ 100 %, since they were the requirement for
professionalship. The distributions of other academic works were varying in percent: ‘Books
50%’, ‘Textbook 50%’, and none submitted ‘Scholarly articles’. However, ‘Research article’
must be attached to ‘Research works’.
The study shows that the qualities of the set of academic works meet the criteria for
promotion based on many experienced processes such as ‘Courses and conferences’ (40%),
‘Professional interactions’ (50%), ‘Consulting experts’ (40%), ‘Personal research’ (100%), and
‘Learning by doing’ (20%).
Conclusion and Recommendations
Analysis of interviews data indicated that the policy and agenda of the Administrative
Board Committee encouraged the lecturers apply for academic promotion. The study also
observed that inadequate information between Personnel Section and unpracticed lectures has
resulted in delay the processing of application.
Based on the findings of the study the following recommendations are made:
(1) For further academic promotion projects should be selected for experienced
processes in three categories: ‘Course / Conference’, ‘Expert Consulting’, and ‘Personal
Research’.
(2) The study should encompass all of lecturers on the appointment and promotions
based on annual improvement plan.
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BRIDGING THE GAP BETWEEN THEORY AND PRACTICE THROUGH
CREATIVITY AND INNOVATION
Asst.Prof.Dr.Janchai Yingprayoon
International College, SuanSunandha Rajabhat University
Bangkok, Thailand.
Science, technology and IT knowledge is increasing at a faster and faster rate and hence
selection of content, for curricula and assessments, should not be based solely on fundamental
knowledge for fear that science and technology, relevant to society issues and concerns, does not
get taught. Rapid advancement in science, technology and IT has increased the need for further
innovation, challenge to inventions, psychological discoveries of nature of individual differences
and emphasis on actualization. This has resulted in an increase in interest for the creativity
aspect in the past decades. If a nation is to survive in international competition, the most
promising solution is for the nation to encourage and support the identification and development
of highly creative persons. There are ongoing efforts to bridge the gap between academic theory
and practice by development of creativity and bringing into the classroom issues which are of
current significant important to daily life. It is widely recognized that ‘hands-on’ activities
through practical work, are essential component of learning, in order to gain experience in
learning process. Some creative ‘hands-on’ activities will also be demonstrated and discussed.
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Introduction
The declaration from the World Conference on Education for All held in Jomtien
(Thailand 1990) stressed that sustainable development depends on a scientifically and
technologically literate population. After that many regional and international activities have
taken place. The most prominent was the World Conference on Science (Budapest 1999), which
clearly stressed “the urgent need to renew, expand and diversify basic science education for all,
with emphasis on scientific and technological knowledge and skills needed to participate
meaningfully in the society of the future.” The International Conference on Science, Technology
and Mathematics Education for Human Development (Goa 2001), and the World Conference on
Science and Technology Education (Penang 2003) identified the “urgent need to reshape Science
and Technology Education, with special emphasis on the most critical needs, problems and
expectations of the learners, for example on the formation of open and critical thinking and
st

improving people’s ability to meet the challenges of the 21 century.”
Although there are many examples of practical applications for teaching in the
st

21 century, students often find the material too abstract, too difficult to master when it is
presented in lecture. In order to bridge the theory-practical gap, a good interactive multimedia
combined with creative hand-on activities and creative problem solving in the new curriculum
and assessment will provide students with a far better understanding than just a straight-forward
classroom presentation.

Bringing Knowledge to Everyone through Creativity and Innovation
Promoting education and culture accessible to all, in a comprehensible form are
necessary inputs relevant to all peoples in this fast changing world. Teachers and administrators
need the cooperation of parents and other community members in making sure that what children
learn in school is brought to their homes and applied to their daily lives. Curriculum developers
should be trained to make education more relevant to the perceived needs and interests of
students, reflecting a balance view of the importance and functioning of industry and giving an
awareness of careers; and meeting the needs of society and the culture by ensuring curricula
match ‘standards’ for literacy in terms of (i) conceptual development, (ii) learning process, (iii)
personal development, (iv) cooperative and communication skills, as well as (v) socio-scientific
values, all carefully screened to be appropriate for the students’ aptitude, prior learning/age and
social environment.
Parents are more concerned about their children’s scores in examinations, rather than
what the student has learned and apply in their day to day activities. Opportunities that allow
students to think critically are few. Very little opportunity is provided to acquire relevant and
useful competencies and skills to apply knowledge in real life and to develop creativity. We are
now in the world of information. The curriculum developers in each country have to choose what
should be put into the national curriculum and why it is important for their own countries.
Creativity development has to be introduced in the classroom.
Creativity is a natural function of the mind. It's not something of talent. Everybody is
creative or at least capable of developing creativity. Creativity is now a universal discourse. It
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has been harnessed to improve productivity, to generate individual innovations and to improve
relations in the community through the promotion of collaborative and creative teamwork.
Personal creativity has been shown to be empowering. It is used as a problem solving strategy, as
an aesthetic interpretation and as a way of expressing life’s experiences. Its role in education and
learning has always been recognized. Increasingly, the importance of creativity for economic
development, through both commercial and social enterprise, and its crucial role in the
improvement of quality of life is being acknowledged. Creativity is seen as a defining
characteristic of the world culture in the twenty first century, and its continuation as essential for
our future. Millions of websites mention about creativity in different ways. Creativity has
probably been as important as any human quality in changing history and reshaping the world.
UNESCO (1974) is positive in its stand that both knowledge and creativity are useful in itself but
they are also indirect contributors to international understanding and peace. Rapid advancement
in science and technology has increased the need for further innovation, challenge to inventions,
psychological discoveries of nature of individual differences and emphasis on actualization. This
has resulted in an increase in interest for the creativity aspect in the past decades. If a nation is to
survive in international competition, the most promising solution is for the nation to encourage
and support the identification and development of highly creative persons. Nations which learn
best how to identify develop and encourage creativity in their people, especially amongst
children, may find themselves in a very advantageous position. The table 1 below shows the
information about the patent counts by country. This may indicate the productivity of the nation
according to creativity and innovation. The upper part of the Table 1 shows the data for the US
and top ten countries, the lower part shows data for ASEAN countries.[1]
Origin
Total, U.S.
And Foreign Origin

2011

2012

2013

2014

2015

247728

276796

302962

326038

325979

JAPAN
GERMANY
KOREA, SOUTH
TAIWAN
UNITED KINGDOM
FRANCE
CANADA
ITALY
SWITZERLAND
NETHERLANDS

48256
12967
13239
9907
4908
5023
5756
2333
1865
2048

52773
15041
14168
11624
5874
5857
6459
2546
2039
2193

54170
16605
15745
12118
6551
6555
7272
2930
2466
2571

56005
17595
18161
12255
7158
7103
7692
3033
2601
2842

54422
17752
20201
12575
7167
7026
7492
3090
2841
2788

SINGAPORE
MALAYSIA
THAILAND
PHILIPPINES
INDONESIA
VIET NAM
BRUNEI
CAMBODIA

696
181
73
30
11
0
0
0

841
219
46
46
12
4
0
0

857
230
104
34
15
10
0
0

1010
271
125
45
15
7
0
0

1048
267
116
45
21
5
0
0
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LAOS
MYANMAR

0
0

0
0

0
0

0
0

0
0

Table 1. Patent Counts by Country and Year - All Patent Types (December 2015)
U.S. Patent and Trademark Office, Electronic Information Products Division
PTMT P.O. Box 1450, Alexandria, VA 22313-1450, U.S.A.[1]

Characteristics of Creative People
Creativity can be considered to be a process. Two stages are involved in creativity
process - (i) The first stage is to shake and throw things together and to choose and discriminate
from a variety of different possibilities and (ii) The second stage is to synthesize and bring
together elements in new and original ways. Creativity can be thought to be embedded in the
product rather than in the process. In other words, creativity is the quality which leads to the
production of something new desirable. Creativity can also be defined in terms of certain mental
abilities. There are probably hundreds of definitions of creativity. Some are simple, some are
light-hearted, some are serious, some are technical and some are very complicated. But all of
them seem to show that creativity is about making connections where none existed before.
Children who amaze their teachers with unusual responses to questions or display a keen
sense of humor are thinking creatively. Even children who perhaps are nonconforming and
unpredictable are thinking creatively. Because creative thought often goes against the set rules of
a strict classroom or home, adults may be irritated by the behavior of a creative child. Adults
often do not recognize the value creative children bring to families and classrooms. All children
become adults who will make a difference in our world with their creative problem-solving
skills.
Though every child is creative to some degree yet some children are more creative than
the others. The following are some of the characteristics by virtue to which children with better
aptitude for creativity can be identified.
• They are more self-sufficient and more independent in judgment.
• They are less teachers motivated and more self-motivated. In other words, they are
energetic.
• They are more self-assertive, more resourceful and adventurous and more radical.
• They are more self-controlled and possibly more emotionally sensitive and more introvert
but bold. They have sense of humour.
• They opt for usual and kinaesthetic means over auditory ones while engaged in learning.
• They choose some sound over complete quite while concentrating or studying.
• They like to study alone rather than with classmates and grown ups. They have confidence.
• They are curious.
• They are idealistic.
Teachers and parents can help children learn to think and solve problems in creative ways
by giving them the freedom to make mistakes and by respecting their ideas. This happens with
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greater mobility and use of language through modelling and being allowed to experiment without
fearing failure.
To solve a problem creatively, children need to be able to see a variety of perspectives
and to generate several solutions. When working on a problem, adults should teach young
children to examine their surroundings for "cues" that will help them generate a pool of possible
solutions.

Creativity Development
Edward de Bono [2] said that “Creative is not a talent; it is a skill that can be learnt. It
empowers people by adding strength to their natural abilities which improves teamwork,
productivity and where appropriate – profits.” Creativity cannot be taught but can be developed
in children by using planned strategies and techniques. Divergent thinking aspects can be
stimulated amongst the students who do not apparently show it. The role of the teachers or
instructors is very important for fostering creativity among pupils.
These are tips for parents and teachers to help children think creatively
• Arouse curiosity.
• Challenge.
• Avoid projects that can be completed in only one way (paint-by-numbers, kits to be
assembled, for example).
• Make a wide variety of materials available to children.
• Suggest options, but let children make the final decisions.
• Ask children to tell you about the work (as opposed to guessing, possibly incorrectly, from
an adult's point of view).
• Praise the effort, use of color, and uniqueness rather than just the final product - the trip is
more important than the destination.
• Encourage individual expression.
Avoid the regimented use of materials and adult-directed projects. A classroom full of
samples of individual creativeness indicates that the teacher has given children choices and has
focused on the process rather than the product. According to Yew Kam Keong [3], there are five
steps to develop creativity.
1.
2.
3.
4.
5.

Knowledge : acquire diverse knowledge utilizing all the five senses
Thinking : Think deeply
Incubation : Relax and do something unrelated to the problem
Eureka! : I found it! Moment of Inspiration
Development : Developing ideas into useful and practical applications

Thomas Edison believed that all ideas were manipulations and extensions of previous ideas.
The SCAMPER creative thinking technique [4] is a great way to manipulate and transform
existing ideas into newer, better ideas.
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S ubstitute comes up with another topic that is equivalent to the present topic.
C ombine adds information to the original topic.
A djust identifies ways to construct the topic in a more flexible and adjusted material.
M odify creatively changes the topic.
P ut to other uses identifies the possible scenarios and situations where this topic can be used.
E liminate removes ideas or elements from the topic that are not valuable.
R everse, rearrange evolves a new concept from the original concept.
The biggest thing holding most people back from being creative is the belief that people
are born creative geniuses. Thomas Edison is an example of someone who didn't have much
schooling, but nevertheless learned to use his mind in a truly creative and productive way. We
can all learn to be immensely creative, and that it is just a matter of learning some creative
thinking techniques and disciplining our minds to practice creative habits
In order to increase the productivity of the nation in the modern world, it is very
important to integrate the teaching and learning in science and mathematics with emphasis on all
of the skills needed in 21st Century. There are ongoing efforts to bridge the gap between
academic theory and practice by development of creativity and bringing into the classroom
issues which are of current significant important to daily life. It is widely recognized that ‘handson’ activities through practical work, are essential component of learning, in order to gain
experience in learning process. Creative trainings with advanced information technology have
been conducted intensively in many countries.[5,6]

Conclusion
The basic foundation for education in general, science and technology education in
particular, recognizes the contribution from the Four Pillars of Learning: Learning to Be,
Learning to Know, Learning to Do and Learning to Live Together, in promoting literacy for all.
The Challenge to change will arouse our CREATIVITY for personal and national development
and result in an innovation for the productivity mentioned earlier.
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LEVELS OF GEOMETRIC THINKING AND PROOF ABILITIES OF
THAI LOWER SECONDARY STUDENTS
Asst.Prof.Dr.Supotch Chaiyasang
International College, Suan Sunandha Rajbhat University,
Bangkok, Thailand
This survey research aimed to investigate levels of geometric thinking and proof abilities
of lower secondary school students. Sample were 112 grade 8 students from 4 classes obtained
from purposive sampling. Instruments were two tests, levels of geometric thinking test and proof
ability test. Level of geometric thinking test was used to measure students' level of geometric
thinking. Proof ability test was used to measure students' abilities in construction proofs in
geometry. Results were the following :
(1) 80 % of all students passed level in order not jumping over a higher level. This
result showed that most of students developed their geometric thinking satisfying the sequential
property of van Hiele theory of geometric thinking.
(2) 49 % of all students were at level 3 , informal deduction , which was one level lower
than the desired level of geometric thinking in the curriculum ,level 4.
(3) 40 % of all students were at level 1 or 2 which were not the desired levels for lower
secondary students.
In proof ability test, students showed the following : 1) Most of students ( 70 % ) could followed
a proof, 2) 70 % of all students could prove simple two – step proof, 3 ) when a geometric
problem was given, 80 % of all students could draw a diagram, write the given and the required
proof, and 4 ) when a geometric problem with two - step proof was given, 32 % of all students
could draw a diagram, write the given and the required proof and finish the proof .
Key words: levels of geometric thinking and geometric proof abilities

Introduction
Geometry is an important subject in mathematics curriculum both at elementary and
secondary levels. Its values are visualization, basic background in learning other mathematics
topics, developing thinking skills, argumentation, proof ability, and using geometric tools.
Usiskin (NTCM, 1987) stated that geometry would still be in school mathematics
curriculum because of the following reasons.
1. Geometry is the study of the visualization, drawing, and construction of figures.
2. Geometry is the study of the real, physical world.
3. Geometry is a vehicle for representing mathematical or other concepts whose origin is
not visual or physical.
4. Geometry is an example of a mathematical system
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The results of learning geometry of secondary school students worldwide were not
satisfactory for many mathematics educators. From these unsatisfied results, two mathematics
educators, Dina van Hiele - Geldof and Piere Marie van Hiele (NCTM, 1987) conducted a study
to find out the causes. Piere M. van Hiele collected data from many students and made
conclusion as a theory of levels of geometric thought. For Dian van Hiele - geldof, she did a
study to find ways to increase students' level of geometric thought to higher level. The two
studies interested Soviet Union mathematics educators and they validated it. As the results, the
Soviet Union improved school geometric curriculum. Many years later, the van Hiele theory of
geometric thought was also validated and accepted by mathematics educators in England and
America.
The van Hiele model of the development of geometric thought comprises three parts as
follows: 1) The model, 2) Properties of the model, and 3) Phrases of Learning.
1) The model comprises five levels of geometric thinking as following:
Level 1 Visualization. At this initial stage, students are aware of space only as something
that exists around them. Geometric concepts are viewed as total entities rather than as having
components or attributes. Geometric figures, for example, are recognized by their shape as a
whole, that is, by their physical appearance, not by their parts or properties. A person functioning
at this level can learn geometric vocabulary, can identify specified shapes , given a figure, can
reproduce it.
Level 2 Analysis. At level 2, an analysis of geometric concepts begins. For example,
through observation and experimentation students begin to discern the characteristics of figures.
These emerging properties are then used to conceptualize classes of shapes. Thus figures are
recognized as having parts and are recognized by their parts.
Level 3 Informal Deduction. At this level, students can establish the interrelationships of
properties both within figures (e.g., in a quadrilateral, opposite sides being parallel necessitates
opposite angles being equal) and among figures (a square is a rectangle because it has all the
properties of a rectangle). Thus they can deduce properties of a figure and recognize classes of
figures. Class inclusion is understood. Definitions are meaningful. Informal arguments can be
followed and given. The student at this level, however, does not comprehend the significance of
deduction as a whole or the role of axioms. Empirically obtained results are often used in
conjunction with deduction techniques. Formal proofs can be followed, but students do not see
how the logical order could be altered nor do they see how to construct a proof starting from
different or unfamiliar premises.
Level 4 Deduction. At this level, the significance of deduction as a way of establishing
geometric theory within an axiomatic system is understood. The interrelationship and role of
undefined terms, axioms, postulates, definitions, theorems, and proof is seen. A person at this
level can construct, not just memorize, proofs; the possibility of developing a proof in more than
one way is seen, the interaction of necessary and sufficient conditions is understood; distinctions
between a statement and its converse can be made.
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Level 5 Rigor. At this stage the learner can work in a variety of axiomatic systems, that is, nonEuclidean geometries can be studied, and different systems can be .compared. Geometry is seen
in the abstract. This last level is the least developed in the original works and has received little
attention from researchers.
2) Properties of the model.
1. Sequential. As with most developmental theories, a person must proceed through the
levels in order.
2. Advancement. Progress (or lack of it) from level to level depends more on the content
and methods of instruction received than on age: No method of instruction allows a
student to skip a level; some methods enhance progress, whereas others retard or even
prevent movement between levels.
3. Intrinsic and extrinsic. The inherent objects at one level become the objects of study
at the next level.
4. Linguistics. Each level has its own linguistic symbols and its own systems of relations
connecting these symbols (P. van Hide 1984a, p. 246).
5. Mismatch. If the student is at one level and instruction is at a different level, the
desired learning and progress may not occur. In particular, if the teacher, instructional
materials, content, vocabulary, and so on, are at a higher level than the learner, the
student will not be able to follow the thought processes being used.
3) Phases of learning.
The van Hieles assert that progress through the levels is more dependent on the
instruction received than on age or maturation. Thus, the method and organization of instruction
as well as the content and materials used are important areas of pedagogical concern. To address
these issues, the van Hieles proposed five sequential phases of learning: inquiry, directed
orientation, explication, free orientation, and integration.
Poor performance in geometry of lower secondary students appeared throughout Thailand
for years as that of the other parts of the world. Students disliked learning geometry. So, the
researcher desired to investigate the current situation of learning geometry in Thailand.

Research objectives
1) To investigate students' levels of geometric thinking of lower secondary students by
using van Hiele geometric thinking framework.
2) To investigate geometric proof abilities of lower secondary students.

Research questions
1) What were the distributions of levels of geometric thought of lower secondary
students?
2) What was the mode of levels of geometric thinking of lower secondary students?
3) How many percents of lower secondary students passed the levels in order not jumping
over any level?
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4) How well could students in lower secondary follow a proof?
5) When a geometric problem was presented to a student, could the students identify the
given, the statement to be proved , and draw a diagram to support the proof?
6) When a geometric problem was presented , could the students in lower secondary
prove simple two - step problem?

Population and sample
Population in this study were secondary school students in Bangkok, Thailand in
academic year 2015.
Sample was 112 grade 8 students from 4 classes obtained by purposive random sampling.

Instruments
Instruments in this study were two tests as follows:
Test 1, van Hiele Geometry Test, was used to measured geometric thinking according to
van Hiele geometry framework. It comprised 20 multiple - choice items for 30 minutes.
Items 1 - 5 measured geometric - thinking level 1.
Items 6 - 10 measured geometric - thinking level 2.
Items 11 - 15 measured geometric - thinking level 3.
Items 16 - 20 measured geometric - thinking level 4.
The criteria in passing each level was to get at least 3 correct items from 5 items.
Test 2, Proof Ability Test, was used to measure proof abilities. It comprised 4 written
items for 50 minutes.
Item 1 measured ability in following a proof.
Item 2 measured ability in proving simple proof with 2 steps.
Item 3 measured ability in drawing a diagram, writing the given, and the requirement to prove.
Item 4 measured two - step proof with medium difficulty when a problem was given.

Results of the study
Results about students' level of geometric thinking. They were presented in table 1.
Table 1 Students' levels of geometric thinking
level of thinking

number of students passing
number of students not
levels in order (%)
passing levels in order (%)
1
17(15.17)
2
10(8.92)
20(17.10)
3
55(49.10)
4
12(10.71)
Total
94(82.90)
20(17.10)
Table 1 showed that about 83% of students passed the levels in order and about 17% of students
jumped over higher levels.
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It satisfied the van Hiele theory stating that students pass level in order not jump over the levels.
Most of students were at level 3 (49.10%), informal deduction. Nearly one - fourth of students
(24.09%) were at levels 1 or 2 (visualization or analysis) which were the low levels. Only
10.741% of students were at level 4 which was the high level.
Results about proof abilities
Table 2 Student abilities in following a proof
item no.
1.2
1.3
1.4
1.5
1.6

correct / no. of students (%)
95 (84.82)
101(90.17)
81(72.13)
85(75.89)
69(61.61)

incorrect / no. of students (%)
17(15.17)
11(9.85)
31(27.67)
27(24.11)
40(38.39)

Results showed that about 70% of students got correct answers. So, most students could follow
the proof.
Table 3 Students' ability to fill in two-step simple proof
2.1
2.2
2.3
2.4
2.5

statements/conclusion
equality of opposite angles
S-A-S
congruence of triangles
equality of alternate angles
two lines are parallel

correct /no. of students (%)
84(75)
62(55.36)
76(67.86)
48(40.18)
71(63.39)

incorrect /no. of students (%)
28(25)
50(44.64)
35(32.14)
67(59.82)
41(36.61)

Table 3 showed that more than 60% of students could conclude the congruence of triangles and
parallel lines. So, students could fill in two-step simple proof.
Table 4 Students' ability in drawing a diagram ,writing the given, and the required proof when a
problem was given
ability
3.1 drawing a diagram
3.2 writing the given
3.3 writing required proof

correct /no. of students (%)
92(82.14)
85(75.89)
70(62.50)

incorrect /no. of students (%)
20(17.86)
27(24.11)
42(37.50)

Table 4 showed that when a statement was given, 92% of students could draw a diagram. 85% of
students could write the given. 70% of students could state the required proof.
Table 5 Students' ability to write two-step simple proof when a problem is given
statement/ conclusion
4.1 AC = DC

correct /no. of students (%)
52(46.43)
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4.2 A-S-A
4.3 congruence of triangles
4.4 AE=EF

32(28.57)
72(64.29)
85(75.89)

80(71.43)
40(35.71)
27(24.11)

Table 5 showed that only 32% of students could conclude the A-S-A condition. That is , 32% of
students could complete the two-step simple proof.
Conclusion
The conclusions were divided into two parts, the levels of thinking part and proof
abilities part.
Levels of thinking part. The conclusions were the following.
1. About 80 % of students passed the levels in order not jumping over the higher levels. So,
most of students developed their geometric thoughts in order satisfying the van Hiele
theory.
2. Mode of geometric thoughts was at level 3(55%).
3. About 40% of students were at level 1 or 2 which were the lower levels expected by the
curriculum.
4. Only 12% of student were at level 4 which was the level that school geometry was
taught.
Proof ability part. The conclusions were the followings:
1. Most of the students could follow the proof.
2. Students could fill in two-step simple proof.
3. When a geometric problem was given, most of students could draw the diagram, write the
given and the required proof.
4. For proof that students had to draw diagram, write the given and required proof, and
constructed proof themselves, only 32% of students can complete the two-step simple
proof.

Discussion
From this survey study, it was clearly seen that the 40% of students were at level 1 or 2
which were the lower levels expected by the curriculum. What should we do with these students
to increase their level to be at least level 3? Using Technology might be one way to increase
their levels. GSP software program can help them to increase their visualization, analysis, and
informal deduction. The other way is investigating at the textbooks and supplementary books.
Exercises which emphasize proof might be decreased but at the same time increase students’
experiences on analysis, informal deduction, and conjecture. Decrease the teaching which
follows Euclidean ways, but increase the same way we teach beginning algebra (Ivan Niven,
1987) .
This study is one of the few studies about levels of geometric thinking in Thailand. The
sample was quite small and cannot be the representation of students in other regions of
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Thailand. More studies are needed to get the clearer pictures of levels of geometric thinking and
proof abilities.
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PASSENGER’S HALLUCINATION THROUGH AIRLINE’S
COMMUNICATION
Theppaluk Komolvanij
International College, Suan Sunandha Rajabhat University,
Bangkok, Thailand
Recent researches showed that the Airline’s perception of customers reflected to the Airline
Industry regarding psychological believes, economical, and communications. Along with the
researches in the passengers’ decision making and judgment have studied through the
behavioral violations of rational theory as the first internal framework. From that framework
found that the decision making was the single internal made and reflected to behavioral itself.
The aim of this paper is to identify the confirmation of the passengers’ decision making reflected
through communication tools of airlines in Thailand. This paper investigates by second-order
confirmatory factors analysis to examine in communication tools 5W1H with the model of
Sender sends the Message through the Channel to Receiver (S-M-C-R Model), also the
Conceptual model which reflected to Radical Behaviorism model; Human’s Illusions and
Behaviors. The conceptual framework analyzed on airline’s passengers’ decision making
regarded to the illusion and behavior through the communications tools from the airlines. This
article found that most of passengers relied on the communications from the airlines with the
regarding to illusion that they have imagined then granted the purchase through the persons’
attitude and knowledge behavior responsively.
Keywords : communication, airlines, behavior, hallucination, conceptual, marketing

Introduction
Best service is quite the most important concept for the airlines serving to the passengers.
At the present, the low-cost airlines market extremely grow and competing each other in the
airlines market, while the full-service airlines must maintain provide all services with safe and
satisfaction for consumers. All of the airlines need to be in good shape of image and reputation.
These would be fulfill for the consumers whose chose the airlines. The satisfaction that
consumers feel mostly came from the expectation in what they have in their mind. Prior to the
satisfaction appear on consumers’ mind, the airlines itself needs to use the communication tools
to maintain their consumers’ perception and provide the best it could be for the service. From
this communication area, the airlines need to use the marketing tools to help along to perform the
best image for the consumer to select as their mean of travels. Cee B.M. Van Riel and Charles J.
Fombrun (2007) referred that the brand equity describes the added economic value that a brand
brings to the organization, brand image consists of the cluster of attributes and associations that
consumers connect with the brand itself (Biel, 1992). Park et al. (1986) also claimed that brand
image is not a perceptual phenomenon affected by marketer’s communication activities alone,
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but it is the understanding consumers derive from the total set of brand-related activities engaged
in by the firm. These confirmations could lead to the airlines’ reputation would be in the
consumers’ perception and expectation in what they imagine the airlines would be, which
sometimes demand and supply were not matched to each other in some gaps. These could be
assumed as passenger’s hallucination.

Literature review
This article based on the secondary-confirmation analyzing on the result of the many
researches concerned after they have been served by the full-service and low-cost airlines using
the Marketing tools 4Ps; Product, Price, Place, Promotion corresponding to Berlo’s
communication theory; Sender, Message, Channel, Receiver (SMCR-5W1H) as the core to
measure how competency the communication could be. The first framework is the rational
theory through perception about marketing tools airlines use through the communication
characteristics prior to serve to the consumers. The second framework is the analyzing related to
perception is really externally guided the consumers’ imagine to be the hallucination about
airlines service and convenient of the airlines through the communication characteristics.
Kotler and Armstrong (2002) refers that 4Ps are the Seller’s view marketing tools not
Buyer’s. Product – not just only the items that touchable, in the airlines could be mixed between
products and service considered as the products of the airlines. Price – considered through
internal factors along with external factors to set the price for consumers. Place – channels to
distribute the products which in present need to consider in mixed method to provide information
and details to customers. Promotion – how to offer the best to the consumers. These four-Ps are
the main idea airlines need to consider all the times. Products offered to passengers need to be
updated and accurate. Price offered the valued regarding to money that they have to spend. Place
offered any easy channel to response to requirement immediately. Promotion offered the one that
different from the other competitors by using the communication tools. The communication
tools, Berlo’s theory - Sender sends the Message through the Channel to the Receiver (S-M-C-R
– 5W1H) – the classic communication that all need to do with the 4Ps.
As refer to Leslie Becker-Phelps Ph.D. with Megan Kaye (2016) identified that Cognitive
Behavioral Therapy (CBT) is a straight forward way to identify how you tend to get into that pitand then think yourself back out again. Thoughts, feelings and behaviors are all intertwined and
related to sensations. While the research from Samuel M. Vance and Arif S. Malik investigated
factors that influence opinion in the decision to fly with the most significant positive of integrity
characteristics of the airlines.
Roger N. Shepard (1929- ) described that the brains not only process sense data, but also
make inferences from it, based on an internal model of the physical world where we could
visualize objects in three dimensions. This called ‘mental rotation’. Rational choice theory is
another framework that understanding social and economic behavior which leads to individual
decision. This also related to Radical Behaviorism model: Human illusions and behaviors.
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Methodology
The research used the methodology of both qualitative and quantitative analysis. This paper
intend to investigate compulsory of the second-order confirmatory factor analysis using S-M-CR – 5W1H to consider the confirmation between the marketing tools with communication tools
caused the expectation. The 400 questionnaires were conducted and administered to the
passengers in the areas of Bangkok, Thailand. The Likert’s five scales questionnaire was
designed to investigate the factors influencing the expectation and satisfaction, management, and
economics value from the perspectives of passengers from the airport in Bangkok, Thailand to
evaluate their level of satisfaction in service before and after. The simple random sampling
technique was performed to obtain a sample group that included 400 passengers that traveled in
and out of Thailand. Taro Yamane (1973) Technique was utilized to obtain an accurate sample
group. From 5W1H-Who, What, When, Where, Why, How crossed with the expectation
Standard Deviation to presume the direction of the perception of the consumers.

Conclusions
The findings for this paper were the common airlines consumers’ expectation and satisfaction
at high. This concluded that the consumers were expecting and imagined about what they would
be treated as they chose the airlines. The expectations the consumers imagined would be the
mask-leading to the hallucination in idea of service.
TABLE I – Airlines Consumers’ Expectation VS Satisfaction
Level of Expectation
VS Satisfaction

Influencing factors
1. Convenient related
to Ground service
2. Convenient related
to Air service

Expectation

Satisfaction

Mean

S.D.

Rank

Mean

S.D.

Rank

4.46

0.67

1

4.56

0.66

1

4.59

0.64

2

4.48

0.66

2

The findings from TABLE I revealed that the common airlines consumers’ expectation and
satisfaction was at high expectation and the satisfaction was also high but a little bit lower than
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expectation on the ground service meanwhile the satisfaction of air service was higher than the
expectation.
TABLE II – Airlines’ Communication with Consumers’ Expectation
The Communication
tools related to
consumers

Who –
The
airlines
communicate with the
consumer as the mean
What –
The airlines
communicate about
their 4Ps
When –
The airlines
communicate with the
consumers regularly
Where –
The airlines
communicate all
channels of
communication
Why –
The purposes of
airlines communication
to consumers
How –
The airlines uses all
4Ps and
Communication tools
effectively

Communication Effectiveness

Low S.D.

High S.D.

-

0.63

-

0.61

0.46

-

-

0.72

0.48

-

-

0.65
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The findings from TABLE II revealed that the communication tools that the airlines used to
communicate with consumers were in effective mostly. There was only the ‘When’ - the
occasion that airlines communicate to launch the program that consumers would interested if
they need. The other was ‘Why’ - the airlines always launched for the reputation but the
consumers just viewed through without interesting.
From the findings of this study, it can be concluded that the majority communication tools
Who, What, When, Where, Why, and How are still needed to use for the marketing planning to
maintain the reputation of the airlines. The consumers received that communications from the
airlines and create the ideas in self along with the expectation. Sometimes when they confirmed
the decision to select the airlines, their hallucination occurred as they wish. This could be the
confirmatory of that perception were externally guided the hallucination as internally simulated
the perception. In addition, the airlines transportation of the world are continuing to grow, the
competitiveness would be more tenses to keep well-known reputation.
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THE STREET FOOD CONSUMPTION AND FOOD SAFETY IN
BANGKOK, THAILAND
Thanongsak Saksiriwuttho
International College, Suan Sunandha Rajabhat University,
Bangkok, Thailand
Street food defines as ready-to-eat food and drink sold by the seller on places such as streets,
festival areas. Street food in Bangkok has played an important part in Bangkokian lifestyles
because street food is inexpensive, convenient, delicious and universal when compared with the
food sold in restaurants. It is not only the increment of street food consumer demand but also of
street vendor in Bangkok. Street food is a typical part of the Bangkok experience. Wherever you
go in the city, food stalls are plentiful and consumers will find a high concentration of them in
busy areas. Some street vendors operate in groups, especially in local markets which means
consumers can go to the same place every night and have a variety of meal choices. The street
vendors in Bangkok sometimes operate from busy spots throughout the city, street limitation,
market and traffic junction. Therefore, these foods are likely exposed to unsafe and unsanitary
conditions. There are various factors taken into account when deciding on safety of street food
products. This paper aims to provide information on street food consumption with general
specification of street food and food safety.
Keywords : Street food, vendors, consumer, consumption, food safety, Bangkok

Introduction
The definition of Street food in Thailand is very similar with the other developing countries
that referred to ready to eat food that the vendors and hawkers prepare or sell in the public
places, for example, school, hospital, rail way station, etc. (FAO, 2005), in the types of push cart,
kiosk, or tent (Yatmo, 2008). The members of one street food stall are usually combined with
entire family members, and most of them are female (Muyanja, 2011). The street food business
begins from poor urban people because that is the fast way to acquire subsistence income, and
need low investment (Acho-Chi, 2002). Street food entrepreneur is a good channel to increase
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employment for people in the urban area where there are limited work opportunities (Mwangi et
al., 2001).
Street food in Bangkok provides convenient, delicious and cheap meals and it’s one of the purest
ways to get in touch with the local culture but can be a little intimidating for foreigners new to
the city. Street food is a quintessential part of the Bangkok experience. Wherever you go in the
city, food stalls are plentiful and it is easy to find a high concentration of them in busy areas.
Some street vendors operate in groups, especially in local markets, which means you can go to
the same place every night and have a different choice of meal. Some even open around the
clock.

Literature review
Bangkok street food comes in many guises. It might be a humble cart on the side of the road,
it could be a collection of stalls in a local market or even a traditional shop house that has tables
spilling out onto the pavement. Vendors can be seen busily stir frying in an ancient wok,
pounding papaya, grilling meat skewers or boiling noodles.
However, the existence of street food business in Thailand caused problems similar to other
countries. The presence of street vendors disrupt the environment, then there is an argument
about should or should not the hawkers be removed from the street (Yatmo, 2008). Furthermore,
street food is also a risk factor to cause food poisoning, for example, diarrhea from unhygienic
food (Umoh and Odoba, 1999). A report from Health Assembly Resolution Office (2010)
revealed that diarrhea was the number one of illness in Thailand caused by unhygienic practices.
The unhygienic food practices starts from the raw material to serving the food, raw material is
not kept in proper temperature condition (Ekanem, 1998), and the presence of insects and
domestic animals that subjects to food contamination (Hanashiro et al., 2005). Street food is
always associated with food borne illness. From the incidents it can be noticeable that the
vendors do not pay enough attention to food safety (Hanashiro et al., 2005), or they probably are
lack of education which influence the lack of sanitary knowledge (Muyanja et al., 2011).
Nevertheless, the problem cannot be solved if it focuses only on street vendor because the
consumers also have the role in determining the success of street vendors. The growing of street
food purchasing is due to the growth of the urban population and changing lifestyles. Therefore,
people will not be cooking at home because buying the food from the street vendors is time
saving, convenience, and inexpensive when compared to the food that is prepared from the other
sectors (Yassmeen, 2000). Nevertheless, the consumers realized that there is high food safety
risk of the street food (Badrie, 2006). None the less, the consumer education level can enhance
the awareness while they are purchasing street food (Badrie, 2006).
The characteristic of street food business and consuming pattern are not so significantly
different from other provinces, but the main difference is the food safety issue. The number of
street vendors who passed qualification called “Clean Food Good Taste” (CFGT) standard in
Bangkok was higher than other provinces in Thailand. This standard can be used to evaluate the
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food safety by using physical and microbiological inspection. The food from the vendors who
did not pass this qualification mean that the food is probably unsafe for consumption (Ministry
of Public Health, 2012; Euytragul, 2001). The standard and quality of food was also mentioned
(Suksutdhi, 2014).
One of the reasons for spreading of diseases originating from food sources is that street food
sellers do not have sufficient information about food safety. Besides, in various researches made
in some countries, insufficiencies were found out relating with application of hygiene and
sanitation, preparation of food, food safety rules and knowledge of street food sellers. Poor
hygiene, difficulty in obtaining drinking water, not removing wastes and similar environmental
problems and the fact that street food are exempt from legal legislations, all these factors
increase risks in ensuring food safety (Rheinlander et al., 2008; Omemu and Aderoju, 2008) The
origins of food pathogens are seen as a health threat during preparation and protection stages
depending on the type of food. Abibo and Lowatt (2015) conducted, they have stated that food
processing places, restaurants, food sellers, schools, and houses are influential in development of
diseases originating from food.
Street food safety is influenced starting from the quality of raw materials to food
processingand storing and similar steps in the process. Besides the fact that raw materials used in
these
products are of poor quality, these foods are stored under wrong and unsafe conditions for a
long time. Selling points of street food have a limited infrastructure as regards to clean drinking
water, toilets, freezing-ice creams, disinfection, hand washing, and removal of wastes. In most
cases, since water does not come from taps constantly, water storage is required and this kind of
water is not appropriate for hand or dish washing, cooking, or drinking, and contamination
factors occur. Besides, street food is subject to the contact of insects, rodents, domestic and other
animals and unfavorable environmental conditions like air pollution (Hanashiro et al., 2005;
Lucca and Torres,2006).
In order to solve the street food issues in Bangkok, it is better to identify consumption pattern,
and the opinion of consumer towards the street food operations. If we can understand the culture
and what consumers really wants, it will be easier to eliminate any conflict that possibly might
occur among local authority, street vendors and consumer, as appeared as in some country
(Yatmo, 2008). In addition, identification the consumption pattern can be ensured the location of
problem. Thus, the objectives of this research are to identify and understand the consumption
pattern, and to examine the consumer opinion toward street food in Bangkok.
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Methodology
This research used qualitative design to collect data from respondents because this design is
suitable for exploring and understanding a social problem in order to develop policies, then the
data was interpreted to find the meaning of them. The strategy to conduct qualitative data in this
research was called Phenomenological by identifying people’s own experience in the particular
situation. A small number of respondents were engaged to share about their experiences, after
that the pattern of data was developed and evaluated the meaning (Creswell, 2009; Moustakas,
1994). Observation and in-depth interview technique were used for data collection in this
research.

Observation
Observation was the first data collection technique used in the study, photography was a
common visual instrument used to record the scenery and background of pattern towards street
food in Bangkok province including consumer interaction with the environment (Morce and
Richards, 2002; Marshall and Rossman, 2006). This observation used only photography to
compare the data from in-depth interview technique without participation with the respondents.

In-depth interview
In-depth interview was the second data collection technique used for exploring the people’s
experience towards street food. The pattern of interview was more conversational than the formal
interview, and the conversation based on participant not interviewer (Marshall and Rossman,
1999). Purposive sampling was a common method used to search for respondents in qualitative
design (Merriam, 2009). The respondents aged between 20 to 60 years old were chosen using
snow balling technique; first key informant was determined by researcher then he or she was
asked to suggest or recommend other suitable respondents (Merriam, 2009). Semi structure
interview was applied to respondents because this process would make respondents feel at ease,
but still maintained the structure of objectives (Bailey, 2007). The questions asked about
consumers’ opinion or experience towards street food, and the sequence of questions could be
switched. Before the in-depth interview began, a consent form must be signed by all of
respondents to show their voluntary participation in the interview (Mack et al., 2005). The
instruments were interview guideline question, field note and voice recorder. After the field
work, the voice recorder was transcript and analyzed into the themes and code before
interpretation.
Data was checked for reliability by checking the mistake that may probably
occurred through the voice transcription and the meaning of the code must not be changed the
meaning from the memo (Creswell, 2009). In term of validity, triangulation types multiple
methods: observation, in-depth interview and secondary document, were compared to check the
validity of data (Merriam, 2009)
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Conclusions
Finding

Figure 1: Street food characteristic at Kao San Road in Bangkok
Observation finding: a camera view
The photography recorded the characteristic of Bangkok street food from the observation as
shown as in Figure 1. In Figure 1, a number of consumers were consuming local traditional food
“Pat Thai” at Kao San Road street food, The stall were located on the foot path without any
permanent construction; there was no table, seat, and umbrella to protect the consumers and the
vendors. Consumers were conveniently purchasing the food, they could come by public
transportation, private car or motorcycle; motorcycle was the best vehicle to visit the street food,
they could park just besides the stall. Police men and transport police men were authorized to
organize the parking to prohibit consumers intervene other transportations on the road.
Sometimes they got conflict with people because there was not enough parking and the people
tried to park at the prohibited area. Moreover, the police also directed the vendors not to park
their stalls downed on the road. Nevertheless, most consumers will select vendors without the
certification instead of those who had the certification. Ten respondents were interviewed on
their experiences towards street food, and their opinion about street food operations. The themes
of data were provided from qualitative data analysis process (Tesch, 1990). From the interview,
the data can be categorized into eight themes as demonstrated in Table 1, those themes formed
the pattern of street food consuming and consumers opinion toward street food in Bangkok that
was similar with previous research from other countries.
Respondents’ profile
Snow balling technique was used to identify ten respondents. There were 5 females and 5 males
whose age between 27 to 54 years old. They had various occupations and had higher education.
The respondents’ income was in the range of 10,000 to 60,000 Thai Baht per month. The result
shows that the street food in Bangkok, Thailand was not only patronized by the low income like
in Nairobi, Africa that was mentioned in Mwangi (2002), but there were consumers from various
income groups.
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Table1: A pattern of street food consuming and consumer’s opinion
Themes

Responses

Food
Hygiene

xSometimes concern

Type of
Foods

xMain dishes: cooked food, ala-carted, tradition food (southern and east
northern style)
xFranchise noodles
x Snacks: grilled meat ball, deep fried items, steamed items, boiled nut, etc.
x Desserts: local desserts and ice cream
x Beverage: fresh fruit juice, soya milk, tea-coffee
x Cutting fruit: several kinds of fruit were cut, and packed in small plastic bag
including fermented fruits

Location

xAlong the road side head to central city
x In down town
x In front of or beside school, bus stop, rail way station, bus station, shopping
mall, temples, hospital, hotel, resident zone and park

Time of
consumption

xMorning, the target consumers were students and elderly
x Lunch/ afternoon, the target consumers were people from work places or
nearby shopping area
x Evening, the main time of street food business
x Midnight, the target groups were teenager and middle age consumers
x Every day, 3-4 days per week, 5 days per week

Consumption xWith family, friends or alone
patterns
x An average spent around 30 – 500 THB per time depended on the number of
family member
x Eating at stall or taking a way
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Reasons for
consumption

xIt was very convenient
x It was fast
x Some stall was very tasty and uniqueness

Consumer
opinions

xThe vendors intervened transportation both on the road and foot path
x Unsafe

Pattern of consuming and consumers’ complain about street food
After ten respondents were interviewed about their experiences, the data were categorized in
several themes as shown as in Table 1. From data in Table 1 eight themes were identified the
pattern and the problem of consuming, included consumer opinion about street food operation in
Bangkok. The topics were food hygiene, types of food, street food location, time of consuming,
the way they consume, the reason of consuming, and consumers’ complain. The consumer also
gave their opinion regarding on each theme that affected their life or their social environment,
and the detail of each theme was described as following:
Food hygiene
The respondents provided little information about food hygiene because they are not sure about
the process of food preparation and food storage. Therefore, they do not concern much about
food hygiene. However, if which street food stalls look clean, they will sometimes buy food
from that shops.
Type of food
The respondents summarized the street food sold could be categorized into five groups: they
were main dishes, noodles, snacks, desserts, beverages and fresh cut fruit. For example, the main
dishes, were cooked food and ala-carte food that could be served in separated dishes, and ate
with rice, or put the food on the top of rice. Noodle could be served for lunch and dinner that
mostly was a franchise noodle; for example, “O-deng” or “Chai-See”. Snacks could be prepared
by several techniques, deep-fried, grilled or boiled. Thus, consumers can find all kinds of foods
in street market that can make street food market very popular today. However, the customers
could not expect excellent service at the street food like when dining in a restaurant because the
vendors had a maximum four workers, so self service was the best service at the street food.
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Street food location
The locations were along the road side close to residential area, work places, schools, railway
station, shopping areas and temples. These places were easily accessible by general consumers
who used various transportation modes.
Time of consuming
The times of consuming were divided in four periods: morning, lunch/ afternoon, evening and
midnight. The different times period would offer different types of food and different types of
customers. In some location, the customer could experience street food throughout the day, there
were different hawkers who ran the business. When the first period finished, the push cart was
clear up, and waited for the second period, so the stalls were not something that was permanent.
The elderly purchased their food in the morning while the middle age customers preferred in the
evening even though there were the same type of food.
Consumption Patterns
The members in family probably influenced consumers’ choices, but mostly they made their own
decision whatever they choose. They would be having the food at the stall or asking vendors for
take away. The percent of take away was higher if the consumer came alone, and/ or there were
more than two members in their family. Each time, the respondents spent around 60 THB to 400
THB depended on the number of persons in their family, and they thought that cost was
reasonable when compared between cost and amount of food.
Reason for consumption
The main reason that the consumers’ chose street food was convenient. Some respondents
mentioned street food could be the place for relaxation and entertainment; for instance, visiting
the tea-coffee hawker in the evening.
Discussion and Conclusion
Kongchuntuk (2002) stated that the majority of Thai people does not cook anymore
because of number of consumers who eat out increased, therefore this has benefit the street food
vendors that are expanding in most all public places around the city. Additionally, the street food
business is informal food sector that requires less investment (Yasmeen, 2001; Nirathorn, 2005).
Street food is more attractive to consumers than a formal restaurant except for a special occasion
(Gunniga, 2009) because the location of street food business is located beside the road that
consumer can purchase food easily (Rajagopal, 2010), and some area the consumer just park
their vehicles in front of food stall. Furthermore, the food price is also cheaper than the
restaurant. From the consumption patterns, some street food businesses run throughout the day,
and all consumer groups depend on street food vendors, so it is the culture that needs to be
interdependent between the vendors and consumers, and it emphasizes that the street food cannot
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be moved out from consumer’s life. Consumer realizes there are some problems in street food
business, first is the hygienic issue, and second is traffic problem. Local authorities have tried to
solve bit of these issues, nevertheless, it was not successful because the food still unsafe (the
number of vendors who passed CFGT qualification was lower than standard) as the respondents
number 1-3 revealed, and the street food market could not move to the new location because it
was not convenient for the consumers.
This research revealed characteristic of street food and consumers’ lifestyle in Bangkok
that could assist the local authorities to create strategies to improve the street food market. Two
important factors that should be considered, first, the location of street food, the location of street
hawkers should not intervene with the urban development however it should be convenient for
consumers as well. The authorities can apply the concept of this situation to find the place that is
appropriate for entrepreneur, and do not “pollute” (Douglas, 1966) urban environmental, as the
same time, there is convenient for consumers, or create strategies to encourage consumers to go
to the new location, the traffic congestion and “dirt” (Douglas, 1966) scenery which caused by
street vendors will be eliminated. Second factor that is more important than the first is the food
hygiene, the local government or the authority should determine serious policy regarding food
safety, and force street vendors to follow because from the consumer interviewed, the unhygienic
of street food has been still the problem for all consumers. Thus, this study will enhance the
managerial, local authority or local government understands the culture of street food in
Bangkok by learning the consumption patterns. The co-operation among the consumers, street
vendors and local authority is the most important to solve street food problem today .It is hoped
that future studies will examine consumers’ concerned when purchasing street food. Besides,
microbial contamination, usage of illegal chemical additives, and environmental pollution are the
main threats for street food. In many studies conducted, it was stated that food safety knowledge
and applications of street food sellers were at poor levels. Most street sellers did not have
adequate information about hygiene rules for food preparation, processing, servicing, and storage
stages. For this reason, educational programs must be prepared for street sellers, food preparation
and storage conditions must be improved, sufficient hygiene and sanitation should be provided,
and waste removal facilities should be enhanced. Successful food hygiene education and
knowledge about food hygiene practices due to this education are important in the prevention of
foodborne diseases around the world. Furthermore, regarding street food, detailed food hygiene
regulations and food safety system should be in force and should be applied.
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A SURVEY OF STUDENT’S SATISFACTION TOWARD COOPERATIVE
EDUCATION IN ASEAN COMMUNITY: A CASE STUDY OF THAILAND
AND THE SOCIALIST REPUBLIC OF VIETNAM
Thanasit Suksutdhi
International College, Suan Sunandha Rajabhat University,
Bangkok, Thailand
This research aims to survey the student’s satisfaction toward cooperative education in
ASEAN community. And to gain the database for the study, development and finding solution for
the cooperative education program in the future. The research is the mixed methods of
quantitative research and qualitative research with the type of survey research. The author
collects data by using the participative observation, in-depth interview, and questionnaire, are
as the research tools, will be preferred to get deep detail of necessary data about the satisfaction
toward cooperative education program of International College, Suan Sunandha Rajabhat
University and MK Restaurant Group Public Company Limited. The period of data collection
was on July to August 2015 with thirty (30) students of sample group. As a result, there are all
thirty (30) questionnaires (representing 100 percentage) are returned to the author. It is used the
statistical computer program for data analysis such as percentage, average score, standard
deviation, two-sample test on means (t-test) and one-way analysis of variance (One-way
ANOVA). From the study results, it is found that the overall student’s satisfaction toward
cooperative education program of International College, Suan Sunandha Rajabhat University is
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at the highest level, and the overall student’s satisfaction toward cooperative education program
of MK Restaurant Group Public Company Limited is at the highest level too. For the problems
and recommendations, it is found that the preparation of accommodations should be considered
about the distances between the participating enterprises in cooperative education and
dormitories to be closer, as well as the project should be provided in every year.

Introduction
According to the government policy and Eleventh National Economic and Social
Development Plan, they are specified about the guidelines to create readiness and accelerate
immunization in the country to be more strengthen in order to prepare people, social and
economic systems of the country for being able to adapt the effect of changed appropriately by
giving priority to the quality development of Thai people and society, having access to resources,
and getting benefit from the economic and social development fairly. International College, Suan
Sunandha Rajabhat University has seen opportunities in the mentioned reform, creative and
people development, therefore, the university would agree to sign an agreement of cooperation
with MK Restaurant Group Public Company Limited for developing the service industry
personnel to have the ability at international level, and arranging the cultural exchange and
cooperative education programs for students since 2012. It is with the collaboration of MK
Restaurant Group Public Company Limited in receiving the students from Thailand and Vietnam
to join the cooperative education program. This is for the benefit of educational and personnel
development, and provide opportunities for students to learn the culture of the neighboring
countries, adapt themselves and work together with the others, which is the way to cultivate
skills in working with others for the students in order that they can use in their important
functions in the future.
Working with people from different cultures may cause conflict and problems while on
duty. From the mentioned problems, therefore, the study is conducted to survey the overall
student’s satisfaction toward cooperative education program by focusing on the case of cultural
exchange students from Vietnam and Thailand to be the guidelines for developing and problem
solving of the next programs. Moreover, it can be the way to cultivate a good working attitude
and as a work guideline to the students in the future. In addition, it is also being the case study
for entrepreneurs to study for management of labor personnel from ASEAN countries who
would like to work in Thailand after the integration of ASEAN member countries.

Objectives
To survey the student’s satisfaction toward cooperative education in ASEAN community,
the case study of Thailand and the Socialist Republic of Vietnam.
To collect the database for study, development and solution of the cooperative education
program of International College, Suan Sunandha Rajabhat University in the future.
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Research Questions
What are the levels of student’s satisfaction toward cooperative education in ASEAN
community, the case study of Thailand and the Socialist Republic of Vietnam?
What are the problems that students experiencing during the cooperative education
program?

Scope of Research
The research aims to study the satisfaction toward cooperative education program of
International College, Suan Sunandha Rajabhat University and the satisfaction toward
cooperative education program of MK Restaurant Group Public Company Limited by using
questionnaires, participative observation and in-depth interview with thirty (30) students for
those who participate in the cooperative education program are twenty (20) students from Hue
University, the Socialist Republic of Vietnam and ten (10) students from International College,
Suan Sunandha Rajabhat University, Thailand. There are six (6) places for data collection; one is
at International College, Suan Sunandha Rajabhat University, and another five places are at MK
Restaurant branches in Bangkok which are 1) MBK Shopping Center Branch, 2) Central World
Shopping Center Branch, 3) Terminal 21 Shopping Center Branch, 4) Central Plaza Grand Rama
9 Shopping Center Branch, and 5) Big C Extra Ratchadapisek Shopping Center Branch. The
variables used in the study are personal factors, satisfaction toward cooperative education
program of International College, Suan Sunandha Rajabhat University and satisfaction toward
cooperative education program of MK Restaurant Group Public Company Limited.

Review of Literature
Concepts and Theories of Satisfaction
Rattana Prompap (2008) said the satisfaction is one of the abstract attitude, and personal
positive and negative feelings based on receiving of response to define the behavior in the
expression of individuals affecting the decision to treat the others, which Kotler & Keller (2006)
said the satisfaction is the feelings of joy and happiness of one person for one thing related to the
person's expectations after receiving a positive response, desire or goal achievement, but if the
person cannot get the desire, (s)he will be unsatisfied. Moreover, Kingmanee Intharangsee
(2006) classified three characteristics of satisfaction as 1) satisfaction to express emotions and
feelings in a positive way, 2) satisfaction resulting from the assessment of the differences
between what to expect and what has been in the situation, and 3) satisfaction change at any time
based on environmental factors and situations.
Concepts of Cooperative Education
Kasetsart University (2013) found that the cooperative education program is the mixed
teaching methods of studying in classroom and actual practice in the workplace. This system is
so progressive due to the financial support from the government and the cooperation of
enterprises. Nowadays, 33% of education institutions around the world are putting the
cooperative education system and developing to the level of the exchange students working in

59

AC-ESI-2017 @ PRAGUE.CZ
the international level by having the objectives of adding more professional experience and
personal development to students which is more valuable than the internship, providing
opportunities for public and private sectors involved in improving the quality of graduates,
developing a curriculum for teaching up to date at all times, promoting and building relationships
between universities and enterprises through the students who work at the enterprises.
Background and Information of MK Restaurant Group Public Company Limited
MK Restaurant Group Public Company Limited initially was born as a small Thai
restaurant in a one block commercial shop house in Siam Square, managed by Aunty Thongkam
Mekto. She purchased the business from Miss Makong King Yee (MK as the initials) who is
from Hong Kong. After that, in 1986 Mr. Samrit invited Aunty Thongkam to open her first
branch of MK Suki Restaurant at Central Plaza Ladprao. And now, Aunty Thongkam’s son,
daughter and son-in-law have come to help managing by using the new strategy and continually
expand the branches. On September 30, 2012, MK celebrated the opening of 339 MK Suki
Restaurants for all around Thailand (including six branches of MK Gold Restaurant), eighty-one
Yayoi Restaurants, two Le Siam Restaurants (Thai fine cuisine), one Na Siam Restaurant and
one Le Petit Café. It has also sold the franchises to enterprises in foreign countries such as Japan
and Vietnam, and established a joint venture to operate a restaurant business in Singapore.
Relevant Researches and Articles
The study of Kangsadarn Tangnoi (2012) was found the student’s satisfaction toward
student activities in all aspects at Suan Sunandha Rajabhat University was in the high level, and
the female students were more satisfied with the activities than male students, and moreover
students with different academic achievements and faculties were satisfied with the activities in
different level too. The study of Research Committee, Policy and Planning Division, Chiang Mai
Rajabhat University (2010) was found that the student’s satisfaction toward teaching and
learning was in the high level. Especially, the satisfaction toward lecturers of Pasiri Khetpiyarat
& Sineenart Wikromprasit’s study (2010) was found the students were satisfied the most with
courses that students could be applied in daily life or career. Also, the research of Siriwan
Saksiriruthai (2012) was found that a study using the method of case study make students more
satisfied than teaching by lecturing in the class of strategy management. Moreover, the research
of Wanwimon Jongjaruaysakul (2008) was found that students of all faculties’ satisfaction
toward servicing of registration and education evaluation office were in the high level by having
the highest average on welcome with great hospitality, polite and smiling, and found both male
and female students were satisfied with servicing of registration and education evaluation office
in different levels. Male students were more satisfied than female students in terms of great
hospitality, polite and smiling, and accurate, up-to-date and serving on schedule appointments,
but, female students were satisfied than male students in terms of knowledgeable and intelligent
service providers with being able to provide advice and recommendations very well.
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Research Methodology
The study is the survey research with the mixed methods by using the in-depth interview
and questionnaire to thirty (30) students who participate in the cooperative education program
from twenty (20) students of Hue University, the Socialist Republic of Vietnam and ten (10)
students of International College, Suan Sunandha Rajabhat University. The data collection was
on July to August 2015 with the cross – sectional approach.
The author processes and analyses data by SPSS program to clarify the frequency,
percentage, mean and standard deviation to discuss all general information. And, it is used t-test
and One-way ANOVA for hypothesis testing.

Research Results
The study is found that most of the students who participate in the cooperative education
program are female as 80%. They are Vietnamese as 67%. Some of them are studying in the
tourism industry as 29.7%, and about 79.2% are the third-year students.
The overall student’s satisfaction toward International College, Suan Sunandha Rajabhat
University is in the highest level, and can be clarified in detail as follows.
The overall student’s satisfaction toward cooperative education program is in the highest
level. For cooperative education program: 1) Collaboration between International College, Suan
Sunandha Rajabhat University and Hue University, Vietnam is in the highest level, 2) One week
activity at International College, Suan Sunandha Rajabhat University is in the highest level, 3)
Demand for the cooperative education program in the next year is in the highest level, 4)
Facilities preparation such as accommodation, travel and transportation is in the highest level, 5)
Application of knowledge from International College, Suan Sunandha Rajabhat University’s
activities such as Thai art, culture and food is in the highest level, 6) Knowledge arranging about
Thailand is in the highest level, and 7) Knowledge about Rattanakosin Island arranging is in the
high level.
The overall student’s satisfaction toward MK Restaurant Group Public Company
Limited is in the highest level, and can be clarified in detail as follows.
1) Collaboration for the cooperative education program is in the highest level. For
Benefits and welfare are in the highest level, for instance, working experience and compensation,
2) Place and equipment for activities are in the highest level, 3) Development of professional
skill and readiness of actual practice are in the highest level, 4) Training, welfare, assistance and
facilities are in the highest level, and 5) Demand for the cooperative education program in the
next year is in the highest level.
The study is also found the problems from students’ feedback are: the locations of
accommodation that university provided are far from the main road, and the communication and
use of English language between students and MK staffs are also in trouble when they are
working together. Another suggestion is that there is a demand for the cooperative education
program in every year.
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Research Discussions
The research of “A Survey of Student’s Satisfaction toward Cooperative Education in
ASEAN Community: A Case Study of Thailand and the Socialist Republic of Vietnam” can be
discussed as follows.
The student’s satisfaction toward cooperative education program of International College,
Suan Sunandha Rajabhat University is in the highest level which can be shown that the students
are satisfied with the activities. The students give the highest level to the collaboration between
International College, Suan Sunandha Rajabhat University and Hue University, Vietnam. Next is
one-week activity at International College, Suan Sunandha Rajabhat University which is suitable
time before getting start the cooperative education program. And following with the demand for
the cooperative education program in the next year which corresponds to the research of
Kangsadarn Tangnoi (2012) said student’s satisfaction toward student activities in all aspects at
Suan Sunandha Rajabhat University was in the high level, and also Rattana Prompap (2008) said
the students satisfaction toward teaching and learning of curriculum was in the high level, sorting
by average rank from highest to lowest as namely, lecturer, subject, teaching method and
learning activity, learning support, and learning assessment, respectively.
For facilities preparation such as accommodation, travel and transportation, the student’s
satisfaction is in the highest level which corresponds to the research of Kingmanee Intharangsee
(2006) said most of the students were satisfied with the operation of the university which
facilitate students in various ways.
For application of knowledge from International College, Suan Sunandha Rajabhat
University’s activities such as Thai art, culture and food, and knowledge about Thailand, the
student’s satisfaction is in the highest level which corresponds to the research of Pasiri
Khetpiyarat & Sineenart Wikromprasit (2010) said the students were satisfied in the highest level
with the course that students can be applied in daily life or career.
The study is found that the student’s satisfaction toward MK Restaurant Group Public
Company Limited is in the highest level which the students give the highest satisfactions in all
aspects for example, collaboration for cooperative education program such as experience,
compensation, place and equipment for activities, development of professional skill and
readiness of actual practice, training, welfare, assistance and facilities, and demand for the
cooperative education program in the next year which corresponds to the research of Kangsadarn
Tangnoi (2012) said the student’s satisfaction toward of student activities in all aspects at Suan
Sunandha Rajabhat University was in the high level, and the research of Wipa Prapinauksorn
(2011) said the most student’s satisfaction activities were group presentation, participation in
creative thinking work and working in team, as well as the research of Pasiri Khetpiyarat &
Sineenart Wikromprasit (2010) said the students were satisfied in the highest level with the
course that students can be applied in daily life or career. All these correspond to the concept of
cooperative education program which is said it is an education program focuses on actual
practice in the enterprises with systematic by having a class in the university together with
practice at the workplace which this is the way to connect between the academic world and the
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world of work where the students can learn from operational experience and to acquire the
qualifications as follows the enterprise requirements

Recommendations
From the research results, it can be suggested the results of this study are as follows.
.1 For International College, Suan Sunandha Rajabhat University, the study is found that
student’s satisfaction toward the preparation of cooperative education program for collaboration
between International College, Suan Sunandha Rajabhat University and Hue University is in the
highest level because it is the exchange program under Memorandum of Understanding (MOU)
that let the students to have the opportunities to apply their knowledge to working life.
Therefore, the universities should provide projects based learning to focus on the students
practice, make the group activities in order that students can propose and criticize concept and
create work within their group, as well as add more activities apart from teaching and learning in
a classroom and from textbook in order to make the learning of students more effectively.
2. In addition to the activities, to facilitate students in various ways, it is resulted in the
student’s satisfaction as well, which from the study is found that student’s satisfaction toward the
facilities preparation such as accommodation, travel and transportation is in the highest level, but
there is some comment about the locations of accommodation and restaurants in the cooperative
education program which the university should be considered for the distance because this is to
concern about saving time for travelling and the safety reasons of the students.
3. For application of knowledge from International College, Suan Sunandha Rajabhat
University’s activities such as Thai art, culture and food, and knowledge of Thailand and
Rattanakosin Island, the study is found that student’s satisfactions are in the highest and high
levels, respectively. The students gain knowledge about Thai art, culture and food from
International College, and they will try to apply them to their country. Moreover, the students
also learn Thai art, culture, tradition and attitude of Thai people which make them more
understand about Thailand, and this will be good for the future work of the students.
4. For MK Restaurant Group Public Company Limited, the study is found that student’s
satisfactions are in the highest levels at all aspects, because of the operation and management of
the company, then it should be maintained the quality of management in all aspects which will
result in the employee satisfaction, organizational commitment, and organizational development
as well.
.5 Examples of students’ suggestion and problem are: it should be trained staff in English
language, service and teamwork skills in order that the staff will be service minded persons and
able to help each other. And to create a good atmosphere in the workplace, the staff should not
gossip the others because this can lead to a misunderstanding and disagreement, and it can also
make negatively affect cooperation to work as well.
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Further Study Recommendations
1. It should be developed and revised the curriculum to provide projects and activities
that students can act, be more modern, and meet the needs of students.
.2It should be done the research about the use of English among the staff in workplaces
where participating in the cooperative education program by having aims of measuring the level
of using English and improving their skills to be better. This will be good for the students in term
of communication to make it easier to understand.
.3The further research should be increased the sampling quantity to get more information
and various problems which theses can be used to improve quality of the other projects to have
better development for the effectiveness of student learning.
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CULTURE AND SOCIAL NORM PERCEPTION, THAI CULTURE AND
OPPORTUNITIES OF MARKETING
Benjapol Worasuwannarak
International College, Suan Sunandha Rajabhat University,
Bangkok, Thailand
Culture is always related to the past whereas, social is always adaptive to the modern
world. In the marketing they need to learn and understand the social as well as the
culture.Therefore, study of society is the understanding before get involves into the technique or
strategic of management.
Culture and social norm are highly influential on behavior and habit of social. This
Norm is not correction the attitude of the human mind but the impact on the way they live,
believe and trust. In each country got variety in social norm even though, this is the 21th century
of the world but all norms are still existing in a daily life of people.
Thailand is the land of the high value of culture and social norm. Thais are accepting ritual for
ages from ancestor and pass along to the present day. Myth and ritual are a strong relationship
and cannot separate as said that ritually comes from myth (Leach, 1954). Myth and traditional
create; the grateful to family and ancestor like example below
1. To treat illness and make pleasantness
2. To make peacefulness to life and society
Therefore, the marketer is using this kind of myth and traditional to sell their product and
service. Changing the new wallet on the specific date as told by fortune-teller will cause you
become rich but the colour is must considering as well. All wallet shops pushed promotion and
information of wallet that related to myth to the public with truly big sale.
However, this research examines the effect of culture and social norm on generation Y
and Z on marketing As marketer always finds out this gap to play with the promotion. The theory
cannot tell the truth about myth and ritual. Therefore, this is the big opportunity for marketer to
run the sale.
Keywords : Culture Marketing .Norm

Introduction
Culture and social norm is the massive perception for population in Thailand for more
than 500 years. From Sukhothai kingdom until the present day which is Rattanakosin era, culture
and social norm is still pass from generation to generation even though, some of them may
change and adapt to the new type of model but most of them still exist such as the believe of
spirit, rice, animal like black cat, the first step of the house, colour, do not cut the hair on
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Wednesday, religion etc. Those culture and norm are spread widely to the public and most of the
people of all ages do believe and follow this rule of myth.
Some coincident of myth and ritual is related to religion that has the source. For example,
believing in ghost and spirit shows that life after death which creating people to do the good
thing. Rice is the most important food for the country which needs to be respected. Culture and
social norm came from people in the past that want to teach children but some of them never
mention the source of myth and ritual.
Fortune-teller is another type of person who using this kind of myth and ritual to
convince people to believe and follow the idea. The most attractive of myth and ritual generate
the hardest trust and believe to society. Thais believe in the way decorate the house, wallet
colour, cloth colour, the color of the car, the first step of walk out of the house, eye wrinkle, and
mystery subjective. Those are believed that never expire to Thais culture. This culture and social
norm can aggressively effect the way Thais live and understand.
Perhaps, this research of culture and social norm will show the understanding of people and
believe of generation Y and Z in Thailand society.

Literature review
Key Finding
Culture and social norm theory explain situation of the perception in attitude and
behavior of people in the same culture and social within the community. Pluralistic ignorance
(Miller and McFarland, 1991) has been called on this phenomenon. The norm in each country or
even each community is different depend on the characteristic of population, environment,
weather, culture, food, drink, cloth etc. Social norm theory predicts the correction by revelling
the benefit, truth, and myth, and ritual. People believe is the massive effect to their daily life.
Myth and ritual of social are lead to strong reputation and acceptation of the social norm.
Thailand is the country that has a strong contribution in myth and ritual. If it looks through the
culture in each country in this round world, you will find that most of the countries contribute
with myth and ritual. For example, Japanese believe in the god of Shinto and spirit to help them
success in the exam. Native American or Red Indian believes in spirit and nature as they can
protect them from every negative impact. Friday the 13th is the bad night to Christian. Number
13 could not be counted on the building as its show bad luck. Those are an example of myth and
ritual in culture and social norm in each country with difference location, religion, and believe.
In Thailand as well, there are a big amount of number in social norm. Perhaps, clearly, of
understanding will leading to the big opportunity to learn and use this myth and ritual for the
impact of marketing. The social norm is the massive gap to learn and count on. Thus, social
norm interventions attempt to correct the missing piece of community or even the country.
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Methodology
Characteristic of Culture and Social Norm
The last longing of culture and social norms are from the distinctly and relatively
traditional of the country, community, and social (Merton, 1957). The obvious culture or
traditional that related to how people live can transport from time to time and become the state of
mind from generation to generation. The beneficial ideas of culture and social norm that have
been showing are as below;
1. The respective of family and benefactor
- Culture and social norm bring the believability of how good to respect family member
and benefactor which possibly lead the better life.
2. Creating the relationship between family member, social and community
- Each of tradition and culture brings about the closer of family member
3. Bringing wellness of life
Myth and ritual that believable can create the stronger in health and wellness as
psychologist said that illness can healing by the mind.
4. bringing confident of life and spiritual enhancement
- This can bring the believable of good luck in life.
5. Stronger relationship to religion
- This is the technique to bring about the important of religion to society.
6. Bringing the gratitude to life
- The gratitude of being happiness from myth and ritual
7. The Law of attraction
- The attraction to something you are willing to own. As well as attract the better life to
come. The opportunity of marketing
Characteristics of culture and social norm in Thailand are under those concepts of myth
and ritual outcome. People are aware of popular Buddhism especially in the rural area by
combining the religion and believe together. As the mother of fact, this brings the significantly
habit and behavior of Thais (Tambiah, 1975). Rural area populations are the biggest group who
definitely believe in myth and ritual. Furthermore, city civilian does so as well.
Some of traditional and believability in each area might be different but still the same context of
myth and ritual. Even though those are something you cannot see or even touch but you can
believe. This believability is the massive issue for the human being like Thais to gain more
success and solve the problem in each life (Vilawan, 2002). Fortune-teller is another concept of
believability. A number of Thais come to fortune-teller during the negative impact of life. They
choose to believe what fortune-teller said to them therefore, it could be right or wrong. The
attraction of this can possibly lead the change of mind.
There are example of Thais believe on culture and social norm
1. Do not touch the head
2. Respect to father and mother
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3. Believe in spirit as the spirit
4. Cat parade can call for the rain
5. First step of the house is good
6. Right eye wrinkling means bad luck
7. Do not cut the hair on Wednesday as you will get bad luck
8. Do not wipe the house during night time as it can take your money out
9. Wearing the ring on middle finger in your right hand can bring the good luck
10. Choose the right color of your cloth each day will show the success in life
Those are examples of myth and ritual of Thais that pass from generation to generation.
The world has changed but this small believe can lead to trust as this word “you do not believe,
please do not mockery”.
This research method is focusing on critical review and qualitative analysis. Frist, critical
review is from journal and book which related to culture and social norm. Some information is
from self-knowledge that passes on from family and community that lived in. Secondly,
qualitative analysis is another tool to supporting and answers this main idea of this research.
1.1 Question
Q1: What is your generation (Generation Y or Z)?
Q2: Do you believe in culture and social norm as myth and ritual to your daily life?
Q3: Do you follow and act as supporting what do you believe from the norm?
1.2 Participant
There are 60 participants on those following questions
The believe of generation Y and Z
Analysis from qualitative research asked 60 participants from generation Y which is 2239 of age and generation Z which is 4-21 years old in general but the ranking of age in
generation Z is between 18-21 years old as show the number in figure 1. There is Bangkok
citizen in generation Y and university student in generation Z.
40
30
Female

20

Male

10
0
Generation Y

Generation Z

Figure 1
Number of participant in review
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Following with questions 2 which is about culture and social norm, this research found
that all of them believe in culture and social norm that related to myth and ritual as show 100%
agree to believe this impact.

100%
80%
60%

Not Follow

40%

Follow

20%
0%
Generation Y

Generation Z

Figure 2
Do you follow and act as supporting what do you believe from the norm?
For question3, this research found that roughly 94% in generation Y always supporting
what they believe whereas, approximately 79% of generation Z willing to act. It is mean that this
group of people who are living in the technology life style with smart phone, tablet, internet, or
Google still sharing the experience and following culture and social norm at total 88% with only
slightly 12% rarely do so.

Conclusion
Marketing Model and Strategy
The believability of culture and social norm leads to the big opportunity for the marketer
to come up with the model and strategy to gain sale from myth and ritual of the human. This
technique is not about mockery on people attitude of believe but using the norm for creating
opportunity and close the gap between the possibility of social norm and marketing.
Media can attack both negative and positive outcome (Ladd, 2010) to viewers. This fact
proof that people believe the media. The research from American press institute said that more
than 85% of people trust the media and the media can support their idea of believe. The
marketing uses a major number of media to support their buying behavior and convincing sale.
The heavy media show, the heavily sale go.
Social and culture norm is sensitive for a human mind to trust. When they know and start
to believe from that myth and ritual or even fortune-teller, they are starting to find the best way
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out for better life. Amulet, stuff, or even anything becomes part of his or her life. The red colour
is a must during Chinese New Year. New wallet will make you earn more money. This type of
the stone makes your body get more balancing. If you want your house to feel happiness, you
will grow up this type of tree. Those are the example of culture and social norm that about the
item that you must have to make your life better.
This is the gap of marketing learn from culture and social and adapt to practice to become
part of it. For example, one of the fortune-tellers in Thailand said that on Wednesday 28th
October 2015 from 0700-0900 am is the best time to change the wallet and you will get lots of
money. Surprise that, most of the people run to the wallet store and buy a new wallet until the
wallet was totally out of stock. This was another type of myth that marketer must prepare and
push more sale from this situation.

The norm

Marketing

Figure 3
The marketing norm strategy
Figure 3 is the marketing norm strategy. This strategy has 2 arrows and the red line in
central line. It means that marketing needs to react very fast before the myth and ritual from
norm come to the time. Giving the information of the norm for consumer and supporting them to
purchase the product. This will make the strong sale and look more understanding on believe of
the customer. The consumer wants informative and persuasive buying decision so provide those
for them.
Working with fortune-teller is another technique of marketing to supporting your product.
This is another type of marketing strategy that filling the gap of social and culture norm. Today,
there is just a small number of the brand that gets involve to this kind of spot. So this will be the
big opportunity to understanding and adapt to use.
The marketer is using this kind of myth and traditional to sell their product and service.
The campaign of marketing will support what is consumer need and want. However, Thailand is
the land of culture and social norm. This marketing strategy will make the balancing of human
mind and marketing.
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AN INVESTIGATION OF LANGUAGE LEARNING STRATEGY USE
AND ITS IMPACT OF LANGUAGE PROFICIENCY
IN UNIVERSITY STUDENTS
Rojanard Waramontri
International College, Suan Sunandha Rajabhat University,
Bangkok, Thailand
Language Learning Strategies are a key factor in language and it is the specific action to
make the students better in studying a second language. The major purposes of this study were
two folds; to explore which kinds of learning strategies are used by university student in the
International College, and to determine how language proficiency level relate to the use of
language learning strategy. The Strategies Inventory of Language Learning (SILL) Version 7
was used. The Tests of English for International Communication (TOEIC) scores were used to
measure students’ English proficiency. The tests were conducted in a sample consisting of 120
students. The data were analyzed by using correlation analyses. The findings of this study led to
some suggestions to enhance students’ use of learning strategies that can enable them to
elaborate, transform and improve their English learning.
Keywords : Language Learning Strategies, English proficiency

Introduction
Much research and argument has emerged focusing on language learning strategy (LLS)
in the last 20 years. Rubin (1975), Stern (1975), Naiman et al. (1978) and Skehan (1991) were
one of the first researchers who suggested that information processing strategies are important in
language learning and that these strategies can be learned by others who have not discovered
them on their own. Good language learners are capable of taking charge of their language
learning, and they can employ strategies effectively to learn the language in different tasks (Liao,
2009; Balehizadeh & Rahimi, 2011). From a teaching perspective, “learning strategies are
readily teachable (Oxford & Nyikos,1989 ,p.291) ,and appropriate language learning strategies
result in improved proficiency and greater self-confidence” (Oxford,1990 ,p.1) . Therefore, the
research exploring the effect of the learning strategies has the practical advantage for English as
a second language (ESL) or English as a foreign language (EFL) . To assess language learning
strategies in this article, the Strategy Inventory for Language Learning (SILL) was used. SILL is
approved as,“ the most comprehensive classification of learning strategies to date”(Ellis, 1994 ,
p.539) , and it is the most-often-used strategy scale around the world at this time. This study
addresses the following research questions: (a) What are the primary language learning strategies
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used by university students at International College, Suan Sunandha Rajabhat University?; and
(b) Is there a relationship between proficiency and the use of language learning strategy?
In spite of English being the second language of Thailand and in most of the educational
institutions, communicating in proper English has been a big challenge for most of the Thai
students hailing from the rural areas. This eventually affects their dreams of securing a good job
in the ever growing competitive ladder. Thus, there is a need for research on ways to enhance the
language skills for such struggling students.
The major purposes of this study were:(a)To explore which kinds of learning strategies
are used by university students at International College, Suan Sunandha Rajabhat University; and
(b)Is there a relationship between proficiency and the use of language learning strategy?

Literature review
In 1975, Rubin and Stern published research on the use of language learning strategies
(LLS) .Following that, much research and argument emerged focusing on language learning
strategy in ESL/EFL.The earlier studies focused on attempting to identify what might be good
language learning strategies,and tried to establish a relationship between them and successful
language learning. Rubin (1975) identified seven strategies in which good language learners
were actively engaged. Stern (1975) also attempted to examine the behaviors of good language
learners and identified 10 contributing behaviors. In the1980s, more attempts were made to
classify the contributing strategies into general categories. Rubin(1981), by using data from the
previous literature and her own research, invented a new classification system. In this system,
strategies are divided into two broad categories: strategies directly related to language learning
and those indirectly related tolanguage learning. Wenden (1983) examined Rubin’ s work and
asserted that a specific meta cognitive element should be included in the system. Carver (1984)
introduced his classification system, “ strategies for organizing learning” , which include
strategies for arranging learning and for manipulating learning opportunities. Accordingly, in the
late’ 80 s, research in cognitive psychology had begun to influence the classification systems of
LLS in second language and foreign language acquisition(SFLA) .O’ Malley, Chamot, and
Walker (1987) introduced a system that has three broad categories: meta cognitive, cognitive,
and social/affective categories. Finally, Oxford(1989) established a comprehensive strategy
classification system. This system, obviously influenced by Dansereau(1978) in cognitive
psychology and Rubin(1981) in SFLA study, tried to cover all the strategies mentioned in the
previous literature.
In another study, Pannak and Chiramanee (2011) investigated the use of LLSs by 71 firstyear English major students at Thaksin University in Thailand. The subjects were classified into
four proficiency groups according to their English grades on English I. In order to collect the
data on the use of LLSs, a Thai version of the SILL questionnaire was used. The questionnaire
was divided into three parts including general information about the subjects: the students’
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number, gender, and age, 50 items of LLSs, and an open-ended question to elicit more
information on the students’ strategy use. ANOVA was applied to examine the significant
variation in the mean strategy use in overall strategy use, and the six subcategories of SILL were
calculated for each proficiency group. The results indicated that the subjects with different
language proficiency levels were significantly different in their frequency of strategies used. The
higher level students reported using all six categories of learning strategies significantly more
frequently than the lower level students. The mean scores of the overall strategies used for the
two higher proficiency groups were 3.13 and 2.76, respectively, a range considered as medium
usage, whereas the mean scores of the other two lower groups were 2.44 and 2.16, respectively, a
range regarded as low usage. It is inferred that the higher the proficiency level of the subjects,
the more strategies they employed. Therefore, the study found a significant relationship between
the use of LLSs and the subjects’ English proficiency.
A lot of research has been done on the pattern of strategy use as well as the other factors
affecting it. In the researches done, it was seen that there was a significant correlation between
proficiency level and the use of strategies. The learners with higher proficiency levels were
found to use strategies more frequently. Studies conducted in the EFL context, on the Iranian
students reported that the students were high to medium level strategy users. In both the cases the
most used strategy was meta-cognitive and the least used were memory and affective strategies.
Bremner (1998) investigated levels of strategy use among a group of Hong Kong learners, and
examined levels of association between strategy use and language proficiency. He found that,“
there was significant variation in proficiency in relation to eleven out of possible fifty strategies.
Of these nine were in the cognitive category, one in the compensation category, and one in the
social category”(p.490) .He found that,“ the Hong Kong students used compensation strategies
more than any other strategy, and this was followed by meta cognitive strategies”(p.501) . He
also reported, “significant differences by proficiency level were found in the use of three of the
broad strategy categories. Two of these, cognitive and compensation, showed positive variation,
indicating higher use of these strategies among higher proficiency levels”(p.502) .
As previous studies on LLS show a deficit of research in the ESL contexts, and other
cultural background of the learners, it is necessary to extend the area of research to ESL contexts
too, to obtain a comprehensive understanding of the use of LLS. The following are the objectives
of this study, (a)To explore which kinds of learning strategies are used by university students at
International College, Suan Sunandha Rajabhat University; and (b)Is there a relationship
between proficiency and the use of language learning strategy?
Methodology
This research was carried out at International College, Suan Sunandha Rajabhat
University, in Thailand in the first semester of the academic year 2017(from August 2017 to
December 2017). The population of the study is university students who have studied English for
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6 years prior to entering a university and learning English there. The Sample of the study is a
total of 120 university students at International College, Suan Sunandha Rajabhat University, in
Thailand in the first semester of the academic year 2017(from August 2017 to December 2017)
were 3rd-year students from the Airline Business department, The participants were selected on
the basis of convenience and availability. The sample was voluntarily asked to answer the
questionnaire during the classes and took the TOEIC.

Survey Instruments
Two types of instruments were used in this study: (a) The Strategy Inventory for
Language Learning (SILL), was used to measure students’ frequency of use of language learning
strategies; and (b)TOEIC scores were used in order to measure their English proficiency.
The instrument used for collecting data on strategy use was Oxford’ s (1989) Strategy Inventory
for Language Learning (50items Version 7.0for ESL/EFL). The SILL is a self-scoring paperand-pencil survey and consists of 50items, which Oxford and Burry-Stock (1995) divided into
six categories comprising memory (items 1-9), cognitive (items 10-23), compensation (items 2429), metacognitive (items 30-38), affective (items 39-44), and social strategies (items 45-50).
The second section which was in the form of five-point rating scale investigated the language
learning strategies the students used in studying English. This part asked the students to rate how
frequently they used each strategy ranging from “the most frequent” to “never at all” for the
students to check.
The Test of English for International Communication (TOEIC) was administered to
measure the participants’ English proficiency. The TOEIC measures the ability of nonnative
English-speaking people to use English in everyday work situations. The test consists of 200
questions to be completed within 2 hours and is divided into two sections. Section I, the listening
component, contains 100 questions to be completed in 45minutes. Section II, the reading
component, contains 100 questions to be completed in 75minutes. There are no breaks during the
test. The proficiency of the examinee is expressed as a numerical score between 5 and 495 for
both the listening and reading parts, giving a total score between 10 and 990 .
All of the data collected through the questionnaires was input into the Statistical Package
for the Social Sciences(SPSS12.0 J for Windows) .There were no missing data in this study. The
data were analyzed in two phases. First, a factor analysis was employed to summarize the
underlying characteristics of learning strategy of this population. The factor extraction was
processed with the maximum likelihood method with Promax rotation. Second, once the factors
were identified, the relationship between strategy variables and proficiency variables was
investigated by correlation analyses.
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Conclusions
The results of the factors analysis of SILL among this sample showed that the
components of the factors were not completely consistent with that of Oxford (1989). Factor 5,
Entrance-exam-measured strategy, is especially regarded as a characteristic factor among
university students. The strategies in Factor 5, such as practicing the sounds of
English, saying or writing new words several times, using flashcards, and trying to find
patterns of English structure, are considered effective methods to pass university entrance
English examinations in Thailand. They are called “entrance-exam-measured strategies.”
The applicants, in order to enter universities, adapt these kinds of strategies because
almost all university entrance examinations include questions on many difficult reading
passages. As a result, they have to memorize a lot of difficult words or expressions to read
the long, difficult passages. The distinguishing quality of this factor proves that university
entrance examinations have an effect on students’ choice of strategy for learning English
(Watanabe, 1990).
The results of the correlation analysis between the factors and proficiency. These
results indicate that the students with Factor 1, Metacognitive-Affection Strategy, Factor 3,
Social Strategy, and Factor 4, Cognitive Strategy, who show active attitude toward learning with
communicative purpose, are successful in learning English. On the other hand, the students with
Factor 2, Memory-Compensation Strategy and Factor 5,Entrance-Exam-Measured Strategy, who
use the traditional exam-oriented strategies, are not successful in English. Factor 5,Entranceexam-measured Strategy, especially has a negative correlation with English proficiency. This
indicates that the entrance-exam-measured strategies such as using flashcards, saying or writing
new words several times to memorize a lot of English words, and self encouragement, do not
contribute to higher English proficiency. Instead, strategies such as seeking opportunities to
speak English and asking a native speaker to correct English can contribute to higher English
proficiency. It can be concluded that students, who seek opportunities to use or practice English
and try to overcome the deficiencies present when learning the language in a non-English
speaking country, can be successful English learners. Students who regard English as something
that can be studied at a desk or in the classroom cannot be successful.

Recommendations
The results of this study provide important information about how students learn and
give some practical suggestions for teaching English to university students. The
results of this study show that students who use communicative strategies, such as looking
for opportunities to use English, are successful learners with the respect to the TOEIC test,
while students who are still learning English in the way they used to in high school cannot
get high scores on the TOEIC test. Teachers should encourage them to use English whenever
they can
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because, “All appropriate language learning strategies are oriented toward the broad goal
of communicative competence. Development of communicative competence requires realistic
interaction among learners using meaningful, contextualized language. Learning
strategies help learners participate actively in such authentic communication”(Oxford,
1990, p. 8). It is important for lecturers not only to find the types of strategies that are most
frequently used, but also important to learn which types of strategies correlate to English
proficiency or which strategy is most effective for learning English.
The findings from this study suggest some areas that may be investigated for further
studies as the use of learning strategies might be affected by culture. Thailand is a collective
society where children are taught to respect and be obedient to adults while Western cultures
tend to exhibit individualistic values. In undertaking future studies on learning strategies, the
issue of culture should be taken into consideration. Using appropriate learning strategies will
help to promote their motivation to learn and enhance their learning potentials.
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IMPLEMENTATION OF ELECTRONIC MARKETING
ON THAI BUSINESSES
Nalin Simasathiansophon
International College, Suan Sunandha Rajabhat University,
Bangkok, Thailand
The changing marketing concept in the 21st century has put a pressure to the businesses. Internet
becomes the most significant communication tool for marketing .The digital technology has completely
transformed a normal firm into a high competitive company .In this case, all firms should review new
electronic and internet-based communications approaches for their potential to manage risks associated
with security and performance. For Thai businesses, the trend of online marketing is becoming popular
for many industries .However, the slightly growth of GDP generating by small and medium enterprisesthe dominant players in Thai economy-has indicated that the adoption of new marketing communication
tool of those businesses may not be efficiently enough .This article, therefore, tend to focus on how
electronic marketing has been implemented among Thai businesses .The discussion will be divided into
three main different tools including mobile marketing, web marketing, and social media marketing .The
author also identifies its concept and characteristic of each tool .Moreover, this study also highlighted
obstacles associated with electronic marketing implementation on Thai businesses .The finding showed
that the problem caused by the adoption of marketing communication tools with the characteristics of
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product or service .These tools should be carefully applied together with product or service feature and
customers ’perception and preferences.
Keywords: Electronic Marketing, mobile marketing, web marketing, social media marketing

INTRODUCTION
Due to the ASEAN Economic Community, there is a strong competition among those small
enterprises operates in this region .This incurs a pressure for Thai small and medium businesses
to gain higher market share than others in the same industry .Under “Digital Economy policy ”
forced by the Thai Government, these small enterprises have been encouraged to implement
digital technology for improving productivity, increasing product and service value, as well as
developing business channel between all stakeholders; consumer, producer, and government
sector )Kietisanpipob, 2015 .(Since most firms are applying electronic marketing in the aspect of
distribution channel and promotion, knowledge and skill on internet and electronic devices such
as computer, smartphone, and tablet are strongly required .Therefore, they need to decide
appropriated e-marketing tools to support their businesses and to avoid pitfall that might occur
from misappropriated use of those tools.
LITERATURE REVIEW
1 .Electronic marketing concept
Electronic marketing or e-marketing simply refer to the use of digital technology to
achieve marketing objectives .In other words, it is a process of using the Internet to generate
marketing strategy )Chaffey, 2009 .(The new marketing concept in the modern era tends to focus
on customer orientation .This concept ensures that customers ’needs have to meet efficiently,
effectively and profitably .There is quite a number of e-marketing tools adopt by SMEs including
content marketing, affiliate marketing, mobile marketing, social media marketing, web
marketing, and e-mail marketing .In this article, however, the author will only focus on three
main types :mobile marketing, web marketing, and social media marketing .The characteristics
of these tools are identified as follow.
1 (Mobile marketing is a marketing communication through smartphone and tablet .It
focuses on multifunction of the application that suitable for a screen size of smartphone or tablet .
Mostly, a firm uses it to deliver information on product, service, or promotion in order to
establish brand loyalty as well as customer relationship management )Dehkordi, G .J .et .al,
2012.(
2 (Web marketing refers as a marketing communication via website .It is considered as
‘front ’of an online store .Web traffic will be driven by advertising and promotion, which, in
turn, build a brand recognition and reliability of a firm.
3 (Social media marketing relies on applications from social media platform .This type of
marketing will be used through computer or electronic devices based on ideological and
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technological foundation of Web 2.0 )Kaplan & Haenlein, 2010 .(In other words, it is a
marketing communication via social media website, such as facebook.com, twitter.com, and
Google .+Social media provides opportunity that comprises text, images pictures, video and
networks for both customers to customer and firm to customer .It is an easy way for a firm to
enhance their quality, bring awareness about promotion and understanding customers ’needs and
wants.
2 .Digital technology and small business context
According to the research from Bank of Thailand )Wattanaudomchi, 2015(, during
January to March 2015 many small and medium enterprises applied digital technology with
production, management, and financial transaction .Recently, there is an increasing number of
high-technological machinery used to innovate production. For logistic sector, Global
Positioning System or GPS has been widely adopt in transportation including delivering product
to customers .Moreover, the cloud system is becoming popular in manufacturing due to its cost
reduction .In terms of financial transaction, online banking plays an important role among small
and medium businesses who have cross-border partnerships, especially in South East Asia
countries .To effectively use e-marketing, these firms need to enhance their technological skill
into advance level .They should also identify how the Internet can be used to find out customers ’
needs and wants as well as to fulfill customer satisfaction .Anticipating the demand for digital
services is also important to governing the resource allocation .By doing this, they would be
better off to apply an appropriated e-marketing tools.
3 .Trend of E-marketing in Thailand
Recently, the number of the Internet users in Thailand is increasing due to, for example,
the lower cost of smartphone/tablet/computer, development of 3G/4G, and improvement of
internet access .There also an increasing of lower age users, generation z that was born with
smart phone and tablet and even using it as learning tools in the school )Simasathiansophon,
)2014 .(The trend of e-marketing also changes regardless of consumers ’behaviors .Content
marketing plays an important role on information sharing while reduce the old fashion of hard
sale .Affiliate marketing will be used to increase market share .Mobile banking will become the
main source of financial transaction, so firms should develop mobile marketing to provide
various distribution channels .Furthermore, customers will absorb only interesting information .
Thus, social media and viral marketing need to provide only what customers might want to
know.
FINDING
Small businesses that implemented e-marketing in Thailand face many challenges .This
is, probably, because of misunderstanding about characteristics of each tool and how it should be
used .Before using e-marketing tools, a business should determine, firstly, who would be
potential customers .Secondly, how and when they will buy a product .Third, what are their
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online behaviors .Finally, which e-marketing tools they normally use )Yaipairoj, 2016 .(Since
each tool has different features, it requires knowledge and skill to apply and implement .In this
paper, challenges of each tool applied by Thai businesses would be considered as follow.
Table 1 :Obstacles of e-marketing
Mobile marketing
Web marketing
1 .Screen sizes :different 1 .Structure: needs to be easy
devices makes pictures and to access and understand .The
web page shown on the screen site hierarchy will be divided
lose its reality .Thus, it into
category
and
sub
requires a proper design of category .This will affect user
pictures, banner, web page, experience.
etc .for different mobile 2 .Web feature :domain name,
devices, which leads to high landing page, color, picture,
design cost.
infographic, video, various
2 .Web browser :need to be devices support, etc .are the
designed under HTML for important keys to reach
smart phone .However, if customers .Due to its time
main customers use an old consumes, a firm may have to
version of mobile phones, hire a professional to take care
which cannot use HTML of it, which lead to increasing
mobile browser, a firm need to cost.
reduce motion picture from 3 .Content :must be carefully
the banner or web page.
designed to capture customers ’
3 .Speed of Internet access : attention .This includes what
low speed of Internet access, information to put, which
such as EDGE/GPPS may keywords should be used, as
make customer lose their well as how a landing page
patient and close the web site. will be designed.
4
.Hardware
:affects 4 .Web traffic :it is very
customer’s experience and important in terms of brand
usability .When design a web building and recognizing .
page, a firm need to consider Search Engine Optimization
ease of information searching )SEO (can help increasing
for different devices.
web traffic but it requires
5 .Operating system :not all knowledge and time to reach
programs can use in all the top of search engine result
devices .For example, a Flash page )SERP.(
Player program cannot use in 5 .Security :risk of internet
the iOS .Thus, a business scam and lose of customer’s
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Social media marketing
1 .Feature :including page
name, address, cover picture,
text, video, etc .need to be
carefully designed to attract
customers ’interest.
2
.Content
:should
entertainable, frequently post,
contain information about
product /service’s promotion.
3 .Traffic :to increase traffic,
firms need to use more than
one tools, such as Facebook,
YouTube, Instagram, and Line
at the same time which will
affect time management.
4 .Financial security :there is a
risk of internet scam and, not
pay the bill on time, which
incurs cost of a business to
follow the payment.
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needs to avoid using Flash personal information if there is
program in web page or no firewall to protect website.
banner.
Apart from applying 4Ps-product, price, place, and promotion-with e-marketing, 4Cs are
also crucial to a business )Dominici, 2009 .(The 4Cs, consisting of consumer, cost, convenience,
and communication, tend to focus on consumers more than the product itself .To implement emarketing, a business should identify main objectives of doing e-marketing, such as brand
recognition, product promotion, promotion announcement, sale activity, or doing customer
relationship management .Researching consumers ’behaviors whether they are ‘digital native ’or
‘digital immigrant ’is also vital for matching appropriated tools to communicate with customers .
Specified where, when, and how the customers will buy a product is at the heart of this process.
CONCLUSION AND RECOMMENDATION
Although applying e-marketing can identify target market, establish a good attitude
toward brand recognition, and stimulate sale, some obstacles still exist in the way of
implementation .Writing skill, creative thinking skill, and computer skill are the center of this
strategic implementation .For mobile marketing, hardware, operating system, internet access,
web browser, and screen size need to be carefully designed regarding to consumers’ behaviors .
Feature and content tend to be important source of getting attraction from customers in web and
social media marketing .Indeed, designing, monitoring, and maintaining e-marketing tools can be
costly in terms of human resource and time .Although it would be better off if these small
businesses hire a computer expert to design, monitor and maintain their e-marketing tools, they
should have, at least, basic knowledge and skill of online marketing to prevent fraudulence from
those computer companies.
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THE FACTOR AFFECTING SSRUIC’S STUDENTS
CULTURAL QUOTIENT
Kannapat Kankaew
International College, Suan Sunandha Rajabhat University,
Bamgkok, Thailand
Decades, cultural quotient (CQ) or cultural intelligence has been discussed in the global
economy. The CQ notion is that to understand other cultures well, one would behave and realize
other circumstances. This would result better cooperation rather than negligence or opponent.
So that, schools and universities have cultivated students to live in diverse societies by providing
cultural courses and cultural training activities. This study aims to investigate the factors impact
on cultural learning SSRUIC’s students. The 291 questionnaires were administered to all 2nd
year students. The samples included 5 programs; airlines business, hospitality management,
tourism, international business and restaurant business. The result shown that the experiences of
students encounter other cultures in the country, working as a part-time job, and social media
enhance them to learn other cultures.
Keyword: Cultural Quotient, Education, Attitude, Culture
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Introduction
To be competitive in global economy, firms escalate its branches to other part of the
globe, countries allow labors to migrate, and today the advancement of transportation connects
people to meet face to face. These activities stimulate the occurrence of diversity. In a diverse
cultural environment, if one recognized other cultures, one’s attitude and behavior would be
more positive towards others. Organizations also are able to adapt the products and services in
accordance with the needs and wants influenced by cultures. For instance, Ladhari et al. (2011)
has revealed that culture influence the perception of bank service quality. Whereas, Cunningham
et al. (2002) found that passengers from different culture perceived the airline service quality
differently.

Literature review
Culture provides man a sense of being and belonging, of who they are, how to behave,
and what should they do. It has influence on behavior, morale, and working performances,
including norms and values that impact to company actions (Moran, Abramson and Moran,
2011). In global, people take their journey and bring along their cultures everywhere. Culture can
shape the cooperation among people who hold the same practices or setting apart those who have
different belief. So that to learn and understand other culture would shape one’s capability to
cope with the condition of diverse culture effectively. The Cultural Quotient (CQ) notion is the
ability to acquire, reasoning and self-conduct effectively in any circumstances set by cultural
different (Ang et al., 2006). The CQ furnishes individuals to understand and interact
appropriately across a variety of cultures (Crowne, 2008). CQ concept contains four factors
including; metacognitive (the ability to obtain and understand cultural knowledge), cognitive
(knowledge of culture differences or resemblances), motivational (keenness and self-assurance in
intercultural environment) behavioral (the ability to adapt the manners in multi-cultural
interaction) (Dyne, Ang, Tan, 2017). Whereas, Livermore (2010, 2011) mentions that CQ is the
individual capability to adapt oneself in the intercultural contexts. He explains CQ consist of four
dimensions including; knowledge or cognition, strategy or meta-cognition, drive or motivation
and action or behavior. Many researches on factors enhancing CQ knowledge and adaptability
such as, Bucker, Furrer and Lin (2015) has constructed new test of CQ scale. They found that
students with experience abroad and foreign contact frequency have significant effect on cultural
awareness in responding the survey. Whilst Crowne (2008) found that education and
employment abroad have increase CQ.
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Methodology
This study was quantitative with a purposive sampling. Then, the questionnaire was
administered to second year students of SSRUIC to collect data. The structural equation model
(SEM) was assessed by using analysis of moment structure (AMOS). The fitness index of
measurement for the model were; chi-square 1.172, NFI 0.950, GFI 0.970, AGFI 0.946, CFI
0.992, RMSEA 0.024.

Conclusions
There are nine factors were set to test the model. Those are fac01: experience of travel
abroad, fac02: method of teaching and learning in English, fac03: social media, fac04: watching
from television, fac05: working part-time job, fac06: the self-interest of other culture, fac07:
experience of confronting other domestic cultures within Thailand, fac08: participation in
English Camp, fac09: enroll to ASEAN subject. The result found that all factors were correlated
to CQ as indicated at 0.66. While, fac07 (the experience of students confronting other domestic
cultures within Thailand) and fac06 (the self-interest of each student on cultural) have highest
level at 0.64. The second rank was fac05 (working as a part-time job that allow students to
interact with people from various part of the country and other countries) the measurement was
0.60. And followed by fac03 (social media) with the measurement at 0.55 as shown in figure
number I. It is worth noticing that SSRUIC students are well adaptable when encountering with
multi-cultural environment, as a result illustrated the measurement correlation on behavior is
0.85.
Figure I: The structural model of the factor influence SSRUICs’ students on cultural learning.
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Recommendations
According to the result, the cultural teaching and learning at SSRUIC should employ
social media along with activity based learning of the neighbor community around Nakorn
Pathom campus where the college located. Lecturers should act as a mediator to enhance the
awareness of cultural diversities, the benefit of cultural learning would support students’ future
career.
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GOVERNMENT FUNDING PF EDUCATION: FACTORS OF
RATIONALITY IN THE XXI CENTURY
Denis S. Ushakov
International College Suan Sunandha Rajabhat University,
Bangkok, Thailand
The paper assesses economic role, effectiveness and appropriateness of governmental
education funding. Based on the authors’ methodology a correlation between dynamics of
Government expenditures on education and main macroeconomic indices in the period 20012014 was conducted. Findings on the sharp declining of public expenditures’ on education costeffectiveness, author's recommendations on the national strategy for labor intellectualization
modernization were also offered.
Keywords : Education, government spending, budget, economic growth, economic structure,
global economy

Introduction
Despite the fact that education can be a highly profitable and effective form of
commercial activity, attractive for private investment and sustainable to the crisis, the role of the
state budget in public education development, ensuring its availability for the local population
majority maintains a leading and decisive importance.
Purpose of the study: based on the countries’ modern macroeconomic indicators
analysis, to determine the correlation between dynamics of government expenditure on education
and criteria for the national economic growth, for transformation of their economic structures
and input-output balance.
The following objectives of the study were set:
- Evaluate the role of Government expenditures on education in modern countries’
economies’ growth;
- Test hypotheses about the interdependence between countries’ economic growth and
national education duration;
- Analyze the correlation between Government spending on education and main indices
of economic and social development of the modern states;
- Offer conclusions on the structural and economic impacts of public expenditure on
education in biggest countries of the world.
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Literature review
A. Maddison in his book "Dynamic forces in capitalist development" (Maddison, 1991)
determined that increasing of government spending on education by 1% leads to National GDP
increasing by 0.35%. According to estimates of Jacob Mincer (Mincer, 1974) every additional
year of education increases a personal income (of person employed outside of agriculture) by
7%.
At the turn of the 20th and 21st centuries practical research on interdependence between
public expenditure for education and dynamics of macroeconomic indicators in the world in
general (Blankenau & Simpson, 2004), and in certain countries (Aziz & Khan, 2008) has been
actively conducted. It is interesting to note that at this time also studies denying the positive
relationship between public expenditure on education growth and economic progress have been
firstly presented (Basu, 2010).
Practically proved findings and conclusions identified the regional models of public
educational funding within the budgeting (Barro, 1990); tools for public expenditure on
education effectivization (Sylwester, 2000); clarification of the factors limiting the stimulating
economic impact of public spending on education (Lindahl & Krueger, 2001).
Our study based on the conceptual approaches of the human capital theory in an attempt
to determine its economic importance, role in implementing the economic progress of the
modern world.
Several modern scientists consider education as only one prospective solution to overtake
problems of countries’ dependence on natural resources export and to prove new prospects and
platforms for further intensive development (Патласов, 2015).

Methodology
For study we analyzed 61 countries. Their classification by geographical location and
level of material well-being is given in Tab. 1.

Geographical
location

Material wellbeing (in 2014)

Table 1 – Classification of analyzed countries
Number of
analyzed
countries
North and Central
12
East Europe
Europe
South Europe
6
Middle East
Formed USSR
5
Asia Pacific
America
8
Africa
Rich countries
21
Mid – poor countries
(GDP/per capita is
(GDP/per capita is
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Number of
analyzed
countries
6
6
11
7
14
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higher than 40,000
USD)
Mid – rich countries
(GDP/per capita is
higher than 20,000
USD)

16

higher than 10,000
USD)
Poor countries
(GDP/per capita is
less than 10,000 USD)

10

Follow indices of government expenditures on education in 2001-2014 (collected by
World Bank) were used in the research:
I1 - Expenditure on education as % of total government expenditure (%)
I2- Expenditure on secondary as % of government expenditure on education (%)
I3- Government expenditure on education as % of GDP (%)
I4 - Government expenditure per primary student as % of GDP per capita (%)
I5 - Government expenditure per secondary student as % of GDP per capita (%)
I6 - Government expenditure per tertiary student as % of GDP per capita (%)
In the research a correlation of selected indices of government expenditures on education
with follow national macroeconomic indicators in 2001-2014 was calculated:
J1 - Agriculture, value added (% of GDP)
J2 - Exports of goods and services (% of GDP)
J3 - Foreign direct investment, net inflows (% of GDP)
J4- GDP at market prices (current US$)
J5 - GDP growth (annual %)
J6 - GDP per capita (current US$)
J7- GDP per capita growth (annual %)
J8 - Gross capital formation (% of GDP)
J9 - Gross savings (% of GDP)
J10 - Industry, value added (% of GDP)
J11 - Services, etc., value added (% of GDP)
J12 - Trade (% of GDP)
J13 - Trade in services (% of GDP)
To demonstrate methodology of the study we can on example of Australia.
Australia’s macroeconomic indices are shown in Tab.2.
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Table 2 – Macroeconomic indices of Australia, used in the research
(data of World Bank)
Years
2001
2004
2008
2012
Group 1 - Macroeconomic indices

2013

Agriculture, value
added (% of GDP)
3,837365 3,161271 2,466768
2,37823 2,466407
Exports of goods and
services (% of GDP)
22,1471 18,07439 22,52445 19,44437 21,14151
Foreign direct
investment, net
inflows (% of GDP)
2,182767 -3,62055
3,09566 3,082575 4,716453
GDP growth (annual
%)
1,929387 3,206642 1,819678 2,018182 2,379561
GDP per capita
(current US$)
19495,15 33982,95 42715,13 51845,65 62216,55
GDP per capita
growth (annual %)
0,564238 1,853481 -0,25739 0,443578 0,966807
GDP per capita, PPP
27384,12 32559,46 40205,03 39118,69 41763,12
($)
Gross capital
formation (% of GDP) 23,45024 27,45266 27,92439 27,56808 27,12607
Gross fixed capital
26,6953
formation (% of GDP) 23,28462 27,04915 28,20362 27,73588
Gross savings (% of
GDP)
20,83137 20,95496 24,44515 22,57151 23,98936
Industry, value added
(% of GDP)
25,9685 26,77621
28,9365 27,10786 28,55116
Services, etc., value
70,18575 70,02119 68,62951 70,60268 68,98243
added (% of GDP)
Trade (% of GDP)
44,11794 38,86503 44,94695 39,86036 41,24351
Trade in services (%
of GDP)
8,882464 8,882464 8,980974 8,582129
8,16951
Group 2 - Governmental expenditures on education in Australia
Expenditure on
education as % of total
government
expenditure (%)
13,58513
13,1782 13,41502
14,3276 13,50202
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2014

2,446975
21,27942

3,747493
3,63272
67646,1
1,86253
43098,69
28,36566
28,01838
25,02952
28,28002
69,27301
42,6956
7,703465
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Expenditure on
secondary as % of
government
expenditure on
education (%)
Government
expenditure on
education as % of
GDP (%)
Government
expenditure per
primary student as %
of GDP per capita (%)
Government
expenditure per
secondary student as
% of GDP per capita
(%)
Government
expenditure per
tertiary student as %
of GDP per capita (%)
Gross enrolment ratio,
pre-primary, female
(%)
Theoretical duration
of primary education
(years)

39,71213

39,60015

37,7816

36,78888

36,59127

35,26151

4,91079

4,74288

5,0942

5,57355

5,10608

4,90641

17,92207

17,70497

19,9527

22,43024

20,0936

18,27615

15,92906

17,78134

18,51037

19,79259

17,92667

16,54025

21,69588

20,74437

20,36503

21,42961

19,98576

19,98576

102,8266

80,00937

79,84389

77,49936

77,49936

77,49936

7

7

7

7

7

7

Using these indicators a correlation between changing of group 1 indices (one by one)
and group 2 indices (one by one) was calculated (Tab. 3).
Table 3 – Correlation between dynamic of Government expenditures on education and basic
macroeconomic indices in Australia, in 2001-2014
(calculated by
Expenditure Expenditu Governme Governme Governme Governme
author, data from
re on
nt
nt
nt
nt
on
World Bank was education as secondary expenditur expenditur expenditur expenditur
used)
as % of
e per
e per
e per
% of total
e on
primary
secondary
tertiary
government governme education
nt
student as student as student as
expenditure
as % of
Австралия
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Agriculture,
value added (%
of GDP)
Exports of goods
and services (%
of GDP)
Foreign direct
investment, net
inflows (% of
GDP)
GDP at market
prices (current
US$)
GDP growth
(annual %)
GDP per capita
(current US$)
GDP per capita
growth (annual
%)
GDP per capita,
PPP (current
international $)
Gross capital
formation (% of
GDP)
Gross fixed
capital formation
(% of GDP)
Gross savings (%
of GDP)
Industry, value
added (% of
GDP)
Services, etc.,
value added (%

(%)

expenditur
e on
education
(%)

GDP (%)

% of GDP
per capita
(%)

% of GDP
per capita
(%)

% of GDP
per capita
(%)

0,212929

0,683167

-0,17985

-0,42031

-0,6853

0,744399

-0,11879

-0,41985

0,104461

0,205431

0,255806

-0,41449

-0,25463

-0,21242

-0,11467

0,016328

0,225464

-0,40938

-0,14751

-0,92918

0,263682

0,459589

0,550355

-0,7661

-0,4641

0,251521

-0,62224

-0,66277

-0,56475

-0,04041

-0,17048

-0,91262

0,241918

0,444815

0,55288

-0,77729

-0,31033

0,363898

-0,57518

-0,65884

-0,58532

0,104853

-0,16688

-0,89146

0,274202

0,500858

0,666231

-0,80714

-0,41755

-0,46535

-0,08247

0,142393

0,464759

-0,68457

-0,37542

-0,44326

-0,03922

0,190599

0,550534

-0,6605

-0,13902

-0,88758

0,269611

0,439677

0,497443

-0,72239

-0,38963

-0,65965

0,015916

0,281669

0,612315

-0,87441

0,489294

0,389563

0,213766

0,006693

-0,30125

0,733337
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of GDP)
Trade (% of
GDP)
Trade in services
(% of GDP)

-0,30966

-0,30054

-0,07789

0,052172

0,214575

-0,46536

-0,17231

0,737739

-0,36671

-0,35271

-0,08128

0,223397

Resulting correlation between government expenditures and main macroeconomic indices
(in 61 countries) in 2001-2014 is in Tab. 4
Table 4 – Correlation between government expenditures and macroeconomic indices, 61
countries of the world, 2001-2014 (calculated by author)

I1
J1
J2
J3
J4
J5
J6
J7
J8
J9
J10
J11
J12
J13

-

+
+
+
-

-

Government expenditures on education, 2001-2014
I2
I3
I4
I5
+
+
+
+
+
+
+
+
+
+
+
+
+
-

I6
-

-

Findings:
To demonstrate the effect of state budget expenditures on different aspects of the
national socio-economic system progress the macroeconomic indicators tested in the study were
classified into three groups - indicators characterizing the structure of national economic system,
indicators reflecting the well-being of the population and economic growth dynamics and
indicators characterizing the level of country's financial institutions development.
The indicators reflecting the structure of national economic system, included:
J1 - Agriculture, value added (% of GDP)
J10 - Industry, value added (% of GDP)
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J11 - Services, etc., value added (% of GDP)
J12 - Trade (% of GDP)
Their correlation with 6 indices of government expenditures on education is in Tab. 5.
Table 5 – Correlation between government expenditures on education and indicators of national
economic systems’ structuring, 2001-2014
National
macroeconomic
indicators
Agriculture, value
added (% of GDP)
Industry, value added
(% of GDP)
Services, etc., value
added (% of GDP)
Trade (% of GDP)

I1

Indices of government expenditures on education
I2
I3
I4
I5

I6

-0,671

6,2293

-3,508

-9,611

-8,773

-2,805

-2,526

3,9954

-18,3

-12,6

-10,24

-2,395

-2,608

-7,168

11,072

12,776

9,2563

0,2128

-0,22684

-0,15279

-0,13485

-0,21688

-0,20089 -0,19901

Obviously, the total value of government expenditures on education practically has no
any effect on criteria of the national economic structure. Meanwhile, the rising spends on higher
education stimulates the growth of national agricultural sector, limiting the development of
service industry (!). This finding is in contradiction with previously common ideas on the prior
growth of service sector in countries with active financing of the educational sphere.
At the same time, growth of education expenditures share in national GDP largely
reduces the share of industry in the country's macroeconomic system, particularly causing the
growth of services. This pattern persists in relation to the structural parameters of government
expenditures on education: the growth of public spending on primary education is increasingly
reducing the share of industry in GDP, as well as increasing the services role. Limiting (for
agriculture and industry) and stimulating (for services) role of government spending on
secondary education is more modest.
Finally, we can note another interesting feature - spending on education is almost not
related with changing of the trade role in the national economic system.
Macroeconomic indicators, reflecting the general welfare and dynamics of national
economic growth included:
J4- GDP at market prices (current US$)
J5 - GDP growth (annual %)
J6 - GDP per capita (current US$)
J7- GDP per capita growth (annual %)
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Their correlation with indices of government expenditures on education is shown in Tab. 6.
Table 6 – Correlation between government expenditures on education and indicators of national
well-being and economic growth, 2001-2014
National
Indices of government expenditures on education
macroeconomic
I1
I2
I3
I4
I5
I6
indicators
GDP at market prices
-0,868
-10,53
5,3919
13,865
4,8817
-13,47
(current US$)
GDP growth (annual
1,7363
4,3833
-9,933
-7,747
-6,889
-5,214
%)
GDP per capita
-1,35
-10,11
4,9922
13,812
4,0793
-13,53
(current US$)
GDP per capita growth 3,6634
3,4408
-8,987
-8,012
-8,046
-5,158
(annual %)
As can be seen from Tab.6, the level of national GDP is more defined by public
expenditure on primary education, while the growth of public financing of secondary and tertiary
education only limits GDP (both in absolute and in per capita terms). Also, it can be noted that
the funding of all types of education mostly causes a reduction of economic growth, does not
encourage it (as has been repeatedly expressed in previous scientific research).
Finally, the criteria for determining the state of national financial markets are:
J2 - Exports of goods and services (% of GDP)
J3 - Foreign direct investment, net inflows (% of GDP)
J8 - Gross capital formation (% of GDP)
J9 - Gross savings (% of GDP)
Table 7 – Correlation between government expenditures on education and indicators of national
financial markets development, 2001-2014
National
macroeconomic
indicators
Exports of goods and
services (% of GDP)
Foreign direct
investment, net
inflows (% of GDP)

I1

Indices of government expenditures on education
I2
I3
I4
I5

I6

-8,115

-9,462

-9,911

0,6899

-1,15

-6,255

4,1584

1,5298

-3,245

-5,296

-6,665

-3,167
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Gross capital
formation (% of GDP)
Gross savings (% of
GDP)

6,7115

4,7383

-4,94

-7,123

-8,283

-9,231

4,6999

2,21

-14,73

-10

-7,336

-8,006

As shown in Tab.7, rising of government expenditures on secondary education in general,
improves the country’s investment climate, stimulates growth of payments fixed assets of
enterprises, as well as the level of savings. Meanwhile, “per capita” indicators of government
expenditures on primary, secondary and tertiary education are in inverse relation to the financial
markets statements.

Conclusion
Carried out statistical study of correlation between government expenditures on education
and main indicators that characterize the national economic system structure, the dynamics of
national economy growth, the state of national financial markets, allows to make number of
conclusions on economic role of education programs public funding in the 21st century.
Trade
Services, etc., value added

0.025

-0.03

Industry, value added

0.017

Gross savings

0.1

Gross capital formation

0.167

GDP per capita growth

0.105

GDP per capita

0.235

GDP growth
GDP at market prices

0.223

-0.027

Foreign direct investment

0.152

Exports of goods and services

0.034

Agriculture, value added

0.0198

-0.1

0

0.1

0.2

0.3

Duration of studying

Figure 1 – Correlation between usual duration of study and main macroeconomic indicators,
2001-2014
As can be seen from Fig. 1, there is no relationship in the 21st century between the
educational process duration in the countries of the world and their economic development (even
economic growth). It indirectly confirms the hypothesis that in 21st century the quality indicators

96

ACADEMIC CONFERENCE ON EDUCATIONAL & SOCIAL INNOVATIONS
of the education economic role replace quantitative ones. Economic growth can be much more
guaranteed by national programs of global scientific potential attraction, rather than by
expensive, durable and often not effective (for example, in controlling the public funds
distribution) projects.
The growth of Government spending on education does not encourage the prior
development of service industries. Moreover, it causes an increasing of agriculture and industry
economic importance in most analyzed countries.
This conclusion can be easily justified by wider prospects of educated person
employment in agricultural or industrial corporations, which, firstly, as well as service spheres
can and should be high-tech, super-professional, and secondly, should be able to provide higher
wages and labor warranties (than most service businesses) for employees. The national
economies restructuring with service sectors’ detriment in the 21st century has become a reality
everywhere, started with the collapse of Internet companies in the beginning of the century,
series of regional and global financial crisis, constant growth of natural raw materials and food
prices (observed until 2014).
Government expenditure on education lost their role of trade development stimulant. On
the one hand, education can stimulate consumer demand for goods of higher quality. On the
other hand, the growths of education can devalue itself and reduce the prospects for diploma
holder to get a higher salary. Therefore, consumer demand stimulating importance of education
can also be reduced (which became characteristic for the beginning of the 21st century).
The level of national GDP is largely defined by Government expenditures on primary
education, while the growth of public financing of secondary and tertiary education is only limits
indicators of economic development. It is obvious that in our time the States fully reaping
benefits of powerful financing of primary education, which took place 30-40 years ago. The third
- fourth generation of educated people (in countries of Asia, Africa, Latin America) who are able
to use sophisticated machines and capable to find relevant information and to educate
themselves, and therefore capable to work more effectively and at the same time aware
importance of quality education for its own children, provides a resource for rapid economic
growth (which is the most dynamic in the 21st century just in the countries of Asia and Africa).
It can be noted that expenditures on all types of secondary education (including post-top
program) causes a reduction of economic growth in the majority of countries. It can be
explained, firstly, by high cost of public secondary and tertiary education programs, by low
demand for holders of Masters or Doctors diplomas in most developing countries, by very low
level of relationship between education and real labor productivity in most non-innovative
industries or in developing countries. It is obvious that the potential of higher postcollegiate
education to stimulate national economy will be realized in the long term, and only in case of the
national, internal usage (not for unregulated export) of intellectual potential of university
graduates.
As an important conclusion we can define a straight-dependence between government
expenditure on secondary education and level of national investment attractiveness. Obviously,
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people with higher education are more likely to be entrepreneurs (creation of business ideas,
abilities to run competitive business) that explains the growth of enterprises’ fixed assets, the
growth of citizens' savings, indirectly determines the competitiveness of national business
environment and its investment attractiveness.
Meanwhile, the main limitation of the study has to be mentioned. It is a high
heterogeneity of analyzed countries, their significant differences (both in education expenditures
criteria and indices of socio-economic developments).
In the future, it is advisable to analyze the dynamics of selected indicators correlation
within the groups of countries, classified by geographical (neighboring countries), economic
(rich, poor and middle-income countries) and territorial (large and small countries) features.
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THAILAND AND TECHNOLOGICAL PRODUCTS: A SOCIAL
SCIENCES CASE STUDY
Darma R. Khairiree
International College Suan Sunandha Rajabhat University,
Bangkok, Thailand
This abstract is regarding to new innovation and technological equipment that has
influenced the new life style of Thai youth and also the Thai culture. Thailand is the land of
contrast, for the first time traveler to Thailand; he or she may be lost in a world of contrast.
Form traditional temples too the high sky scraper of Bangkok. New innovation such as the smart
phone, tables, has found its way in to our lives. Little that we know it or realize it these new
innovation change our lives completely. Product such as smart phone influence about 80% of
our daily activity. Technologies shape how we live and learn. New innovation like smart phone
and tablet set the social scene for Thai youth and also young working adult.
Student relied on innovation like these for their study and research. The Associate of
Southeast Asian Nation (ASEAN) craze also plays many role on how Thailand is progressing,
currently the Thai government has emphasize the use of tablet in learning and teaching process
in classrooms across the country. Innovation like this will change the Thai society and also the
whole ASEAN. Thailand is now on the path of industrialization, the need of new innovation and
technology product is a must the reach this goal.
This article will further examine on how innovation and new technology, like the tablet,
smart phones, and computers influence Thai youth and also the Thai society as a whole.
Key words: Innovations, technological product, Thai society, ASEAN and Social Sciences
Thai Society and New Innovation & Technology
To be called an innovation, an idea must be replicable at an economical cost and must
satisfy a specific need. Innovation involves deliberate application of information, imagination
and initiative in deriving greater or different values from resources, and includes all processes by
which new ideas are generated and converted into useful products. In business, innovation often
results when ideas are applied by the company in order to further satisfy the needs and
expectations of the user. In a social context, innovation helps create new methods for alliance
creation.
Technology and innovation plays an important role in our life. It change the way we use
our daily life. If you notice in just about any major city in the world and you'll see the same
thing: slouched shoulders and down-turned faces staring glumly at Smartphone screens. Some
people never look away, completely immersed in whatever is happening in the palm of their
hands, while others get stuck in a loop of pulling phones from pockets or purses and popping on
the screens for just a moment before putting them away again for just a minute or two.
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Smartphone are amazing things, but for those who have become addicted to messaging
instant gratification, they are a bit unwieldy. This annoyance gets even worse as these devices
grow larger and larger. One approach would be to relax a little and stop feeling so compelled to
check for Facebook notifications every 30 seconds. Those fully immersed in the information age,
however, will be more than this.
Not long ago, notebooks computer replaced desktops computers, now tablets &
Smartphone replace notebooks computers, with declining sales of notebook and desktop
computers; the technology markets change quickly. According to Setta Sasanan (2010) “the use
of wireless devices used to view media at home and on-the-go is proving a challenge for
personal computer (PC) makers and changing the playing field for the overall information
technology (IT) industry This is so because desktop PC are become obsolete and old fashion. In
a country like Thailand technology and fashion go hand in hand. And we cannot separate it from
one another. Innovation like tablet could be said a new replacement for PC in our daily work. As
more and more of us are drifting away from PCs and laptops, and toward mobile, touch-screen
devices Communication Corporation in Thailand like True, Dtac and AIS uses tablet to their
advantages in term of providing new services to customer. On the social side this is also a show
of a fashion statement.”
For both image and social status of a country like Thailand, this seems quite unique. New
innovation and technology namely Tablet, Smartphone, and new high technology products
support the social status of people and their lives. Society in Thailand is strongly divided into
various hierarchical levels. Each citizen has his or her own ancestral position. Due to the fact that
everyone wants to be as high up in the hierarchy as possible, it is normal for people to try and
positively affect their perceived social status. On a small scale, this is noticeable due to the wellmaintained appearance of the people. It is not at all unusual for the poorest people to be
extremely stylish with smart clothes. A large car or house is used to show off the status achieved.
It is not important that this standard of living might have been achieved with loans because this
cannot be seen by other people. Unfortunately, this type of behavior often leads to large
proportions of the population having big debt problems. Being rich is a sign of prestige and how
the wealth is achieved plays a lesser role.
New innovation influence the society in both positive and negative way, it could be said
it be a new trend setter. New innovation and technology like High Definition Television, Blue
Ray discs and 3D movies make entertainment change to a whole level in Thailand. New
innovations are improving lives, sharing Thai culture and language with the world, and creating
economic opportunities.
If we look at the innovation and how; it impacts the social aspect of Thailand. The most
obvious it was during the flood in Thailand in 2010 many new innovation was created such as
home made raft that was made from water bottle and the famous floating tuk- tuk. In these
situations creativity innovation means the form of survival. According to John Bessant & Keith
Pavitt (2001 p.23) “Innovation is increasingly seen as a powerful way of securing competitive
advantage and a more secure approach, but success is not always guarantee. The history of
product and process innovations is littered with examples of apparently good ideas which failed.
But in other cases it was a case of an overnight success.” For a country like Thailand innovation
don’t always means making profit, but it could be said is for survival at a lowest cost possible. At
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the same time product development is an important capability because the environment is
constantly changing. New products are often seen as the cutting edge of innovation in the
marketplace, technology and innovation plays just an important strategic role.
As we are stepping into the 21st century the role of technology, sciences and innovation
will go side by side with religious believe. As stated by the President of Meajo University
Thailand Thep Pongparnich (2007) “Technology, science and innovation at least seem to be very
compatible with Buddhism, the oldest religion of Thailand. The principle of Science and
Buddhism is definitely in common, but differences surely exist in the two disciplines regarding
the way of attaining the goal. These differences, however, are rather complimentary than in
opposition to each other. It could be said because of this factor at least, that the Thai people tend
to accept Science and Technology readily, or in fact too quickly or even indiscriminately, the socalled pendulum phenomenon. What should happen though; is that Science and Technology for
the Thai society should complement and be in accordance with Thai culture or original Thai way
of life, which has been intrinsically and practically a Buddhist culture since times past.”
Thailand and ASEAN
Beside this the Associate of Southeast Asian Nation (ASEAN) craze also plays many
role on how Thailand is progressing, currently the Thai government has emphasis the use of
tablet in learn and teaching process in classrooms across the country. Innovation like this will
change the Thai society and also the whole ASEAN as a whole. Thailand is now on the path of
industrialization, the need of new innovation and technology product is a must. Doing business
among other ASEAN members use to be manually but now it is mostly all online and paperless.
The use of tablet and online software we could transfer money without even going to the bank.
While Thailand is preparing for the ASEAN Economic Community 2015 (AEC 2015); Thailand
have uses a new policy of modernization in term of education, communication and transportation
(ASEAN 2013). This is so because Thailand needs to be up to the ASEAN Standard if Thailand
wants to achieve its goal for AEC 2015. With the exception of Singapore, which can be
considered a developed city-state, most members of ASEAN are still developing nations, with a
few still in the under-developed phase of growth. Economic development within the individual
ASEAN states has been heavily dependent upon government infrastructure rather than private
development, foreign direct investment, and the growth and diversification of local firms. This
could be an obstacle for Thailand and ASEAN to grow in term of innovation and new
technology.
As information travels faster and faster and more reliably, barriers of distance disappear,
and businesses are realizing how easy it is to outsource jobs overseas, this is where Thailand will
have the advantages. Businesses have been at the forefront of technology for ages. Whatever can
speed production will draw in more business. As computers emerged in the 20th century, they
promised a new age of information technology. But in order to reap the benefits, businesses
needed to adapt and change their infrastructure. This is where ASEAN will play a very important
role. For Thai society to adapt to this new technology, firstly most Thai people must be tech
savvy and must have the proper education on ethical usage of this new innovation
(Phalaunnaphat Siriwongs 2012). Creativity is fundamentally a social process where new ideas
are more likely to come through rest and relaxation rather than strenuous formal meetings.
Consequently workplaces need to be redesigned so that an environment of serendipitous sharing
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becomes the norm. This must be supported by the correct motivation systems that reinforce and
truly reward new ideas and promotes high productivity. In order for Thailand and ASEAN to
become more progressive the Thai society need to change attitude towards new innovation and
product.
Challenges for Thailand
Thailand could be considered a moderate advance country in Southeast Asia, which
means it, is developed but not as much as Malaysia or Singapore. Thailand is going under much
transformation in order to prepare and get ready for AEC 2015. Much new policy regarding
technological advance for Thailand is in place for the development of the country.
Thailand need to be involves more with the international community in terms
technological development and the usage of technology. Most usage of technology is still limited
to entertainment; if this was able to transfer to everyday usage it would be a positive outcome for
Thailand.
Conclusion
Innovation and technology could be said is a trend and ‘in – thing’ for Thai society.
Product like smart phone and tablet has become a fashion statement and social status symbol.
This is so because Thai society loves to be different and be high above in the social hierarchy. In
conclusion the technology and innovation does change and influence the Thai society. But what
is needed is more education for Thai people regarding on to use this technology and innovation
ethically. Thailand shows that during hard time like the flood of 2010, Thai society is able to
produce a new product that most people never think about. While ASEAN is still a hot topic in
Southeast Asia, Thailand is not far behind from other country in this region in term of
development. More innovation can be made in Thailand and most importantly need to develop
both socially and technologically in order to be a leader in this region.
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