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Abstract

The purposes of this research were to: 1) study the level of innovative leadership,
organizational agility, management innovation, knowledge management, learning
organization, and success of entrepreneurs in the seafood exporting industry in Thailand; 2)
study the influence of innovative leadership, organizational agility, management innovation,
knowledge management, and learning organization on the success of the Thai seafood export

industrywy; and 3) develop a success model for entrepreneurs in the seafood export industry in

Thailand. This research uses mixed methods of quantitative and qualitative research. In the
quantitative research, the sample group consisted of 460 seafood export industry entrepreneurs
in Thailand using multi-stage sampling. A questionnaire was used to collect data and analyze
the data using structural equation modeling. The qualitative research used in-depth interviews
with a target group of 20 seafood export entrepreneurs. The findings revealed that innovative
leadership, organizational agility, management innovation, knowledge management, learning
organization and success of entrepreneurs in the seafood exporting industry in Thailand were
at a high level. The results of the adjusted structural equation model analysis were consistence
with the empirical data at an acceptable level (x*=409.36, df=210, p-value=.00000, ¥*/df=1.94,
RMSEA=.045, RMR=.027, SRMR=.035, CFI=.99, GFI=.93, AGFI=91, CN=282.87). As well
as, the relationship between the variables in the model found that management innovation,
knowledge management, and learning organizations have a direct influence on the success of
entrepreneurs in the seafood export industry in Thailand with statistical significance at the .05
level. In addition, from the results of quantitative and qualitative analysis, it has been used to
create a success model for seafood export industry entrepreneurs in Thailand, as developed by
the researcher named LIMOAS Model (L=Innovative Leadership, [=Management Innovation,
M=Knowledge Management, O=Learning Organization, A=Organizational Agility, S=The
success of entrepreneurs). The model suggested that innovative leadership, management
innovation, knowledge management. learning organization and organizational agility had an
influence on promoting the success of entrepreneurs in the seafood export industry in Thailand.

Keywords: Antecedents factors, Success of entrepreneurs in seafood export industry, Thailand
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Aulsr@nsensnannamaa (Direct Effect) angnan1aaes (Indirect Effect) wazdnsnwalnesqs (Total Effect) a1n

WLILRNABIANNTUSILA wAASAIRNTIGN 1

ANFI9N 1 wanITUsnuANNN I RIneFIesdN s Aniananan1amnas (Direct Effect) Bviananasa (Indirect Effect)

uazANENAlALIN (Total Effect) aNULILANABNANNTUSUIA (n=460)
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AN . . . mMazgin
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AITHANBDNFIUBN
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.93, AGFI = .91, CN = 282.87
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Comparing the role of traditional and digital advertising
expenses in generating firm value
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Abstract

The primary objective of this research was to examine the effects of both traditional
and digital advertising expenses on a firm’s ability to generate value. The researcher also
investigated the influence of customer satisfaction on the associations that both traditional and
digital advertising expenses have with firm value. The data set comprised the advertising
expenses of 67 public companies in United States from 2012 through 2016. There were 332
firm-year observations in the data set. The research procedures analysis was the descriptive
statistics, the inferential statistics, and multiple regression analysis with the significance level
of 0.05.

This study’s results showed that both traditional and digital advertising expenses were
positively and significantly associated with firm value. In addition, digital advertising did not
contribute to a firm’s value more than traditional advertising does. This study’s findings also
indicated that customer satisfaction moderated the associations that both traditional and
digital advertising expenses have with firm value.

Businesses can use advertising as one of the factors for contributing firm value. Many
businesses currently focus on digital media advertising; however, a large number of people
still emphasize on traditional media. Management needs to decide how to balance investments
in digital and traditional advertising media to work best for the business.

Keywords: Advertising Expenses, Traditional Advertising Expenses, Digital Advertising
Expenses, Firm Value, Customer Satisfaction

'Dr., Lecturer of Accountancy, Faculty of Management Science, Suan Sunandha Rajabhat University
Email: khwanchat.wo@ssru.ac.th

SSRU JOURNAL OF MANAGEMENT SCIENCE

ATU-DONYINISIANIS



21sa1s3NgINISIOMS UKISNg1aeswsanasugiun
U 10 aUUA 2 NsNNIAU-SUAU 2566

Introduction

Advertising promotes products, services, and brands for businesses. Many individuals
have asked why corporations promote so much. The purpose of advertising is to help
businesses persuade consumers to buy goods and services. Advertising helps customers
distinguish between a company's goods and rivals'. Advertising in almost any form of
media—whether traditional or digital—might satisfy a company’s marketing and
communication needs. Traditional media include newspapers, radio, TV, billboards, and
magazines. Since Facebook's 2004 introduction, digital media which includes social media,
search engines, message boards, forums, and blogs has become more important. Firms use
advertising to acquire new consumers, tell current ones about new products or services,
promote their brands, and encourage repurchases. As a result, firms expect to increase
customer satisfaction, loyalty, financial performance, and value.

After the Web was commercialized in 1995, digital-media platforms emerged. Mobile
technology has accelerated the expansion of digital advertising, which today plays a major
role in promoting products and services. Digital media allows companies to engage with
people and accomplish different goals. In 2017, digital advertising revenue reached $88
billion, $15.5 billion (21%) more than in 2016 (iab, 2018). Videos, banners, and other forms
drove growth (including classified ads, lead generation, and audio ads). Market value is a
financial metric. Stock returns, market-to-book ratio, and Tobin's ¢ may estimate business
value. Each strategy offers businesses, investors, and managers benefits and drawbacks.

Tobin's ¢ is used to assess whether advertising increases a firm's worth (Ishaq & Ghouse,
2021; Rolle et al., 2020).

Researchers studied the impacts of advertising expenditure on short-term (sales
revenues and profits) and long-term (firm value) metrics and found positive effects on
revenues, profits, and firm value (Corte-Real et al., 2020; Joshi & Hanssens, 2010;
Thompkins, 2018). Other researchers have shown a positive relationship between advertising
and business valuation (Chauvin & Hirschey, 1993; Kim & Joo, 2013). However, some
studies revealed a negative effect of advertising spending (Erickson & Jacobson, 1992;
McAlister et al., 2007). The results of this research confirm those past study and extends the
research in traditional and digital advertising's influence on firm value.

Objectives

This research examined the effect of traditional and digital advertising expenses on
firm value. This research also explored customer satisfaction as moderator variable. Previous
studies suggested that customer satisfaction might influence the relationship between
advertising expenses and firm value. O’Sullivan and McCallig (2012) found a positive
relationship between customer satisfaction and earnings (i.e., firm value). Customer
satisfaction also increases profits (Madhani, 2019; Niedermeier et al., 2019). This research
examined the roles traditional and digital advertising play in generating firm value using
accounting, finance, and marketing ideas. This is one of the few studies that examine the
effect of traditional and digital advertising on firm value. This is the first study on the effect
that certain customer satisfaction has on the association between both traditional and digital
advertising expenses and firm value.

SSRU JOURNAL OF MANAGEMENT SCIENCE

42 amusdngnisdanis



SSRU JOURNAL OF MANAGEMENT SCIENCE
VOL.10 NO.2 July-December 2023

Literature Review

Media Consumption

Companies use advertising to promote their products, services, and brands. Such
advertisements can use two main media forms: traditional and digital advertising. The
traditional approach uses non-digital media, such as newspapers, magazines, radio, TV, and
billboards. Digital advertising; however, takes place online. Digital media includes display
advertisements, blogs, and social-media platform such as Facebook, Twitter, and Youtube
(Keller, 2013; Kingsbury et al., 2021). Each advertising approach offers several ad styles and
positioning possibilities that organizations can utilize to attract potential customers’ and sell
products. Both types of advertising may boost market size, brand image, brand equity, sales,
and consumer education. Traditional advertising and digital advertising vary greatly.
Traditional advertising may not reach the desired target customers because such advertising
generally entails one-way communication with customers. On the other hand, digital
advertising reaches a well-defined target group and allows two-way communication between
a firm and its prospects and consumers. Digital advertising is typically cheaper than traditional
advertising (Lee & Cho, 2019; Voorveld, 2019).

Advertising Expenses

The American Institute of Certified Public Accountants (AICPA) mandates businesses
to include advertising expenses in their annual financial statements and to explain them in
notes of financial statement. The AICPA helped create generally accepted accounting
principles in the U.S. and sets standards for certified public accountants (CPA). The AICPA
defines advertising as "promoting an industry, an entity, a brand, a product name, or particular
items or services to establish or promote a favorable entity image or a desire to acquire the
entity's products or services" (American Institute of Certified Public Accountants, 1993).
Statement of Position 93-7 refers to advertising's use of "a form such as mail, TV, radio,
phone, fax machine, newspaper, magazine, coupon or billboard" (American Institute of
Certified Public Accountants, 2012).

Both public and private U.S. corporations must file tax returns and pay income taxes.
Private corporations, unlike public companies, are not obligated to publish financial
information. This research focuses mainly on public companies that have reported their
advertising expenses in income statements. The challenge is that companies are not required
to differentiate between traditional and digital advertising expense on their income statements.
Therefore, the researcher used the Ad Age database because it shows top companies'
advertising costs, both overall and by media channel. Ad Age analyzed ad spending based on
financial filings, company reports, and industry benchmarks (Ad Age, 2018). Ad Age also
reported the firms’ advertising spending across 21 forms of media, as tracked by Kantar
Media, a major media-research company.

e TV has five sub-categories: broadcast, cable, Spanish-language, spot, and
syndicated.

e Digital includes two sub-categories: Internet display and paid search.

e Magazines include business-to-business, consumer, local, Spanish, and Sunday.

e Newspapers include free-standing inserts, local, national, and Spanish-language
newspapers.
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e Radio encompasses local, national spot, and network radio.

e Outdoor and cinema

According to Kantar Media, traditional media comprises TV, print magazines and
newspapers, radio, outdoor media (billboards), and cinema; digital media includes Internet
display advertisements and paid search ads. Internet display advertising excludes video and
mobile ad forms. Paid search covers desktop and mobile product listing and text
advertisements (Adiarsi, 2019).

Firm Value

Firm value can be defined as an economic measure reflecting a firm’s market value
(Hirdinis, 2019). According to Joshi and Hanssens (2010), firm value can be expressed in two
values: as tangible and intangible assets. Tangible assets include sales revenues and profits.
Intangible assets include brand equity and R&D costs add to a company's worth (Hirdinis,
2019). Intangible assets may be stronger indicators of future corporate success than historical
accounting measurements; U.S. accounting principles do not require companies to declare
intangible assets in their financial statements (Salvi et al., 2020). Investors and companies
concern about firm value, especially stock prices. A firm's stock price rises as it gains credit,
attracts investors, and establishes reputation and brand name (Triani & Tarmidi, 2019).

Several methods are available to measure firm value, including stock returns, market-
to-book ratio, and Tobin’s q. First, stock returns are dividends or gains from stock sales. Stock
prices show investors' perception of a firm's potential to earn and future earnings. Second,
market-to-book ratio is a company's market value divided by its book value. Market value is
determined by the financial marketplace. Book value is the amount a firm would be worth if
it liquidated its assets and paid off all its obligations. Market-to-book ratio might alter over
time and at any moment. This ratio can be used to compare firms across industries. Finally,
Tobin's ¢ is the ratio of a business's market value to the cost of replacing its tangible assets
(cash, inventories, securities, and property); if ¢ > 1, a firm possesses intangible assets (Rust
et al., 2004; Wong et al., 2021). Sridhar et al. (2016) claimed that Tobin's g captures a firm's
value and its intangible asset impacts. Tobin's ¢ compares businesses with different strategies
such as company’s growth and profits. Tobin's g is unaffected by accounting principles but
adjusts for industry-specific performance idiosyncrasies.

Stock returns may be measured monthly or daily, while advertising costs are reported
annually. This mismatch in timing shows that stock returns as part of time-series analysis
cannot be used to assess firm value in this research. Market-to-book ratio ignores intangible
assets such as brand equity and profits growth. Therefore, the researcher used Tobin's ¢ to
assess whether advertising may boost company value. Based on the study of McAlister et al.
(2016) and Sridhar et al. (2016), the formula for Tobin's q is the following:

Market value of equity + Preferred stock + Debt
Total Assets

Tobin's q =

where Market Value of Equity is the closing price of shares at the end of the fiscal year
multiplied by the number of common shares outstanding, Preferred Stock is the liquidation
value of the company's preferred stock, Debt is the company’s total debt, and Total Assets
is the book value of total assets.
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Tobin's ¢ ratio is used by marketing researchers to measure corporate value (Al-Slehat,
2020; Bayer et al., 2020; Chauvin & Hirschey, 1993; McAlister et al., 2016; O’Sullivan &
McCallig, 2012; Sridhar et al., 2016). O'Sullivan and McCallig (2012) applied Tobin's ¢ to
investigate whether customer satisfaction moderates the relationship between earnings and
firm value. O'Sullivan and McCallig discovered that customer satisfaction boosts firm value
and moderates the earnings and firm value relationship. McAlister et al. (2016) studied the
association between advertising effectiveness and firm value based on the firm’s sources of
competitive advantage: cost leadership or differentiation. Cost-leadership companies compete
on price; differentiation firms compete on distinctiveness. McAlister et al. used Tobin's q to
compare businesses' worth. Cost-leadership firms cannot utilize advertising to establish brand
equity; however, differentiation strategy leads to increased sales and firm value.

Customer Satisfaction

Customer satisfaction measures how well a firm's products or services meet or surpass
consumers' expectations. Firms are concerned with customer satisfaction because consumers
spread word of mouth—both good and bad—to other consumers (Kotler & Keller, 2016).
Customer satisfaction, product quality, and profit are closely connected. Customer satisfaction
increases with product quality. Customer satisfaction can benefit businesses. These include
customer loyalty, positive word-of-mouth, and product launches. Satisfied clients are more
likely to repurchase and remain as customers of the company than unhappy ones. They are
also more inclined to suggest products to friends and family. Satisfied customers look forward
to new products from companies they like, which boosts sales and profits. Unsatisfied
customers may spread negative word of mouth and move to rivals' products or services,
reducing sales and revenue.

Researchers have found a positive relationship between customer satisfaction and firm
value. Anderson et al. (2004) found a positive association between customer satisfaction and
the growth of future cash flow. According to Gruca and Rego (2005), higher advertising
intensity and market share both increased the positive association between consumer
happiness and future cash flow growth. Grewal et al. (2010) studied how U.S. airline
businesses' acquisition and retention expenditures, including advertising, affect customer
satisfaction. Grewal et al. found that advertising boosts consumer satisfaction. Customer
satisfaction positively affects firm value and moderates the relationship between earnings and
firm value (O'Sullivan & McCallig, 2012).

Firms use customer-satisfaction data to predict future profitability, which affects
values. When studying customer satisfaction and firm value, academics (e.g., Anderson et al.,
2004; Gruca and Rego, 2005; O'Sullivan and McCallig, 2012) typically apply ACSI data. The
ACSI measures U.S. consumers' satisfaction with companies' products and services.
Researchers at the University of Michigan and ASCI associates have submitted ACSI data
since 1994. ACSI scores range from 0 to 100, with 100 being the highest. An ACSI score
includes three variables: (a) overall satisfaction with a goods or service, (b) how well it meets
or exceeds expectations, and (c) a comparison to an ideal good or service in the same category.
Fornell et al. (1996) outlined the ACSI's goal and important customer satisfaction results.
Fomell et al. observed that companies with high ACSI ratings had better financial performance
and stock returns. For most consumers, quality is more important than price when assessing
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customer satisfaction and loyalty. Therefore, companies that focus on increasing quality are
likely to have higher ACSI ratings than those that focus on lowering prices.

Advertising Expenses and Firm Value

Advertising is one method in which companies promoe their products and services,
expand their markets, and increase their sales revenue and value. Many scholars have studied
the effects that advertising expenses have on firm value. Chauvin and Hirschey (1993)
compared advertising and R&D expenses (as independent factors) to common stock market
value (as the dependent variable). According to their analysis, both manufacturing and non-
manufacturing companies benefited from advertising and R&D spending. Graham and
Kristina (2000) examined the asset value of advertising expenses for 320 firms across a 10-
year period ending in 1994. Graham and Kristina's findings suggest that larger advertising
spending are correlated with higher market values and future profits, particularly in the first
four years following the expenditure. Grullon et al. (2006) studied the interactions between
advertising, competitiveness, and capital structure. Advertising informs customers, enhancing
company competitiveness. Increased advertising costs are correlated with higher sales and
profits, which drive stock returns.

Joshi and Hanssens (2010) studied the effects of advertising expenditure on sales,
earnings, and firm value. They found that advertising expenses improve all three indicators,
both short- and long-term. Kim and McAlister (2011) analyzed stock market response to
unanticipated marketing spending increases (including advertising). Kim and McAlister used
yearly cumulative abnormal. The stock return model is based on the difference between the
stock's 12-month return and the predicted rate. Kim and McAlister found that the stock market
reacts favorably to unanticipated increases in advertising spending for firms that spend more
than required to generate sales. They further claim that the positive coefficient for these
enterprises is due to a persistence effect, in which advertising in one period leads to increased
sales in subsequent periods (Kim and McAlister, 2011).

McAlister et al. (2016) studied the influence of advertising effectiveness on the firm
value of cost-leadership and differentiation firms. Cost leadership and differentiation were
used to generate the hypothesis. Cost-leadership corporations compete on price, but
differentiation firms compete on distinctiveness. McAlister et al. used Tobin's q to compare
firm value for both methods and found that distinctiveness may lead to increased sales and
firm value. McAlister et al. insights have implications for whether advertising creates an asset
or promotes sales. McAlister et al. proposed that differentiators capitalize advertising
expenses while cost leaders should expense it.

Sridhar et al. (2016) studied the effect of national, regional, and online advertising on
firm value. Sridhar et al. (2016) applied Tobin's q to assess firm value. Tobin's q considers a
firm's projected long-term profitability and allows performance comparisons across
companies and sectors. Sridhar et al. found that each advertisement type increased business
performance but diminished the efficacy of the other two. A 1% increase in national
advertising increase business performance by 0.14 percent, while it lowered regional
advertising by 0.08 percent and online advertising by 0.43 percent.

Researchers have found a positive relationship between digital media and firm value.
Thach et al. (2016) found that social-media advertising increases sales. Xun and Guo (2017)
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studied the association between Twitter word-of-mouth and firm value. Xun and Guo found
that electronic word-of-mouth is positively related to a company's stock returns. Ma and Du
(2018) examined digital advertising expenses and firm value (using Tobin's ¢) of 1,538
enterprises from 2001 to 2012. Ma and Du found that digital media boosts company value
most when digital advertising expenditure is minimal. When a corporation's digital-to-
traditional-advertising expenditure ratio is beyond 15:1, allocating more resources to digital
media negatively impacts firm value.

Although many researchers have identified a positive relationship between advertising
expenses and firm value, some studies have shown a negative relationship. Erickson and
Jacobson (1992) studied whether advertising and R&D spending may boost a firm's earnings.
After controlling for profitability, Erickson and Jacobson found a negative association
between stock returns and both advertising and R&D expenses.

Research Methodology

The researcher used secondary data to quantify the effect of advertising expenses on
firm value. These research topics and theories supported this study. The following are this
study's research questions:

1. Are advertising expenses positively associated with firm value?

2. Does investing in digital advertising contribute to firm value creation more than
investing in traditional advertising?

3. How customer satisfaction moderates the relationship between advertising
expenses and firm value?

Hypotheses
Advertising expenses

Several empirical researches have demonstrated that advertising expenses increase
firm value (Chau & Hirchey, 1993; Graham & Kristina, 2000; Joshi & Hanssens, 2010).
However, some researchers found a negative relationship between advertising expenses and
firm value. Erickson and Jacobson (1992) discovered that stock returns negatively affect
advertising and R&D spending after controlling for profitability. Advertising costs should
increase firm value. Profitability was one of the control variables. Hypothesis 1 excludes
moderating variable:

e HIl: Firm value increases when advertising expenses increase.
e HIl a: Firm value increases when traditional advertising expenses increase.
e HI1b: Firm value increases when digital advertising expenses increase.

Digital versus traditional advertising

Businesses and marketers would like to determine whether digital advertising
contributes more value than traditional advertising. Digital media's share of advertising
expenditure has increased while traditional media's share has significantly decreased.
Digital advertising has continually grown at a higher rate than traditional advertising. Thus,
digital advertising expenses should increase firm value more than traditional advertising
expenses.
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e H2: Digital advertising contributes to firm value more than traditional advertising.

Customer Satisfaction

Customer satisfaction affects firm value (Anderson et al., 2004; Gruca & Rego, 2005;
O'Sullivan & McCallig, 2012). O'Sullivan and McCallig (2012) showed that customer
satisfaction moderates the relationship between firm’s earnings and its value. Thus, customer
satisfaction should have a positive effect on the relationship between firm value and both
traditional and digital advertising expenses.

e H3: The association between traditional advertising expenses and firm value becomes
stronger as customer satisfaction increases.

e H4: The association between digital advertising expenses and firm value becomes
stronger as customer satisfaction increases.

Sampling and data collection

This research’s sample consisted of 67 firms with advertising expenses available on
the Ad Age (2018) for all 5 years from 2012 to 2016. The selected firms were public
companies in United States, so their stock prices were available. There were 332 firm-year
observations in the data set.

Advertising expenses. The Ad Age database shows firms’ overall advertising
expenditure and channel spending (e.g., magazines, newspapers, television, and the Internet).
Ad Age, which uses measurements from Kantar Media data, provided the sample firms'
traditional and digital advertising expenses. For this research, the researcher applied a
definition from previous studies: the ratio of total advertising costs to total assets (Chauvin &
Hirschey, 1993; Joshi & Hanssens, 2010; Luo & De Jong, 2012). Thus, traditional advertising
expenses is the ratio of traditional advertising expenses to total assets, while digital
advertising expenses is the ratio of digital advertising expenses to total assets.

Customer satisfaction. ACSI provided consumer satisfaction statistics. This research
included all firms with ACSI and Ad Age data from 2012 to 2016. The sample comprised
ACSI data for 49 firms (240 firm-year observations) with customer-satisfaction ratings.

Financial leverage. Financial leverage—a firm's long-term debt divided by its total
assets—is a control variable. Long-term debt and total assets were from COMPUSTAT
(2018).

Firm size. Firm size is defined as the natural logarithm of a firm’s market value. To
calculate each firm’s market value, the researcher multiplied each firm's closing share price at
the end of each fiscal year by its common share outstanding to get its market worth. The
researcher used this measure as a control variable. COMPUSTAT (2018) provided the closing
prices and number of common shares outstanding for each fiscal year.

Profitability. Profitability is a firm's operating income/total assets ratio. The
researcher used this as third control variable. Profitability has been a control variable in earlier
studies (Erickson & Jacobson, 1992; Luo & de Jong, 2012). COMPUSTAT (2018) offered
total assets and operational income.
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Firm value (Tobin's ¢). The researcher utilized COMPUSTAT (2018) data for each
firm's closing prices at the end of each fiscal year, number of common shares outstanding,
debt and preferred stock values, total debt, and book value of total assets. From these data, the
researcher calculated Tobin’s ¢ as a measure of firm value.

Data analysis

Akyiiz and Berberoglu (2016) and Assaf, et al. (2017) tested hypotheses using
multiple regression. Both studies explored the moderator variable's effect on the association
between advertising expenses and company performance and value. Thus, the researcher
applied multiple regression to analyze the effects of moderating variable—customer
satisfaction—on the relationship between advertising expenses and firm value. According to
statistical practice, the researcher used mean-centering to reduced multicollinearity, especially
between the moderating impact and its primary effects. The researcher also applied time-fixed
effects to account for 2012-2016 company valuation and advertising expenditure fluctuations.
The researcher used IBM SPSS Statistics to test the hypotheses. The Pearson product-moment
correlation coefficient measured the strength of a linear association between the independent
variable, advertising expenses, and the dependent variable, firm values as indicated by Tobin's
q. The researcher applied three control variables (financial leverage, profitability, and firm
size). These variables have been used by accounting and marketing academics (Barron et al.,
2002; Barth et al., 2001).

Research Findings

To test the hypotheses, the researcher initially obtained data from Ad Age and
COMPUSTAT on traditional and digital advertising expenses and firms’ annual sales. The
researcher then calculated Tobin's g as follows.

Market Value of Equity+Preferred Stock+Debt
Total Assets

Tobin’s g =

Table 1 shows major variable descriptive statistics for the 67-firm sample. Each
company spent 1.61% of its assets on advertising, 1.26% on traditional advertising and
0.35% on digital advertising. The firms’ average customer-satisfaction score was 76.85 out
of 100.

Hypothesis 1 examined whether advertising expenses increase firm value. Table 2
shows the Pearson product-moment correlation coefficient for total, traditional, and
digital advertising expenses, and firm value without moderating effect. These Pearson
correlation data showed that total, traditional, and digital advertising expenses were
positively correlated with Tobin's g—at .266, .349, and .124, respectively (p < .01).
Therefore, total, traditional, and digital advertising expenses were found to be strongly
correlated with firm value. Table 3 presents the association between advertising expenses
and firm value without moderating variable. The researcher used multiple regression to
investigate the relationship between advertising expenses and firm value. Models 1, 2, and
3 in Table 3 shows significant positive relationship between firm value and total,
traditional, and digital advertising expenses, (total: p < .05, R* = .330; traditional: p < .01,
R? = 424; digital: p < .01, R?> = .267). According to R-squared, the results showed that
traditional advertising expenses is better than digital media advertising expenses in
generating firm value. Results supported Hypothesis 1, 1a, and 1b.
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Table 1

Descriptive Statistics

Standard 25t 75t

Observations Minimum Maximum Mean Median Deviation Percentile Percentile
Traditional Advertising Expenses 332 0.0001 0.1486 0.0126 0.0073 0.0162 0.0033 0.0163
Digital Advertising Expenses 332 0.0000 0.5443 0.0035 0.0007 0.0303 0.0003 0.0014
Total Advertising Expenses 332 0.0001 0.5687 0.0161 0.0086 0.0353 0.0038 0.0176
Tobin’s ¢ 332 0.8755 6.1366 1.9960 1.7642 0.9955 1.2021 2.4868
Customer Satisfaction 239 51 87 76.85 78 6.215 74 81
Firm Size (in millions) 332 746.86 626,550.35 109,245.99  68,955.88 111,139.69 28,026.14 164,049.06
Profitability 332 -0.1211 4.7982 0.1595 0.1343 0.3103 0.0787 0.1758
Financial Leverage 332 0.0000 23.0582 0.3458 0.2101 1.3766 0.1290 0.3260
Total Assets (in millions) 332 $3,805.83  $2,573,126.00 $214,838.80 $73,508.62 $473,052.54  $27,683.21 $158,873.00
Long-term Debt (in millions) 332 $0 $271,245.00 $32,060.03  $14,590.00  $49,456.26 $5,789.55 $31,208.50
Common Shares Outstanding 332 78.38 10,778.26 1,920.55 1,215.83 2,005.20 487.00 2,668.07
Price Close - Annual — Fiscal 332 $3.48 $1,120.71 $78.55 $55.02 $118.46 $36.14 $76.90
Total Common/Ordinary Equity 332 $(5,656.00) $283,001.00 $42,995.46  $19,384.71 $57,239.04 $6,459.20 $57,563.99
Total Sales (in millions) 332 $2,800.93  $483,521.00 $65,223.83  $42,257.50  $71,819.14  $19,701.38  $87,664.50

This table displays summary statistics of the sample for the primary variables that are applied in this study. The sample consists of 332 firm-year observations
during the period 2012-2016. Traditional advertising expenses = the ratio of total traditional advertising expenses to total assets from 2012 to 2016; Digital
advertising expenses = the ratio of total digital advertising expense to total assets from 2012 to 2016; total advertising expenses = the ratio of total advertising
expenses to total assets from 2012 to 2016; Tobin’s ¢ = firm value; firm size = the firm’s closing prices of shares at the end of the fiscal year by the firm’s number
of common shares outstanding; profitability = return on assets (ROA); financial leverage = long-term debt over total assets.
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Table 2

Correlation Coefficient Summary

Table 2.1: Correlation Coefficient of the Relationship between Total Advertising Expenses
and Firm Value

Tobin’s ¢ TotalAdExpenses Size Profitability
(Firm Value)
Total AdExpenses 0.266™"
(0.000)
Size 0.239" -0.254™
(0.000) (0.000)
Profitability 0.154™" 0.113* -0.087
(0.005) (0.040) (0.115)
Leverage 0.010 0.091 -0.141™" 0.946™
(0.860) (0.098) (0.010) (0.000)

Significant value is reported in parentheses. * Correlation is significant at the 0.10 level; ** Correlation is
significant at the 0.05 level; *** Correlation is significant at the 0.01 level. Total AdExpenses = the ratio of total
advertising expenses to total assets; Tobin’s g = firm value; size = the natural logarithm of the firm’s market value;
profitability = return on assets (ROA); leverage = long-term debt over total assets.

Table 2.2: Correlation Coefficient of the Relationship between Traditional Advertising
Expenses and Firm Value

Tobin’s ¢ TradAdExpenses Size Profitability
(Firm Value)
TradAdExpenses 0.349™"
(0.000)
Size 0.239™" -0.469""
(0.000) (0.000)
Profitability 0.154™" 0.219™ -0.087
(0.005) (0.000) (0.115)
Leverage 0.010 0.169™" -0.141™ 0.946™"
(0.860) (0.002) (0.010) (0.000)

Significant value is reported in parentheses. * Correlation is significant at the 0.10 level; ** Correlation is
significant at the 0.05 level; *** Correlation is significant at the 0.01 level. Trad AdExpenses = the ratio of total
traditional advertising expenses to total assets; Tobin’s ¢ = firm value; size = the natural logarithm of the firm’s
market value; profitability = return on assets (ROA); leverage = long-term debt over total assets.
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Table 2.3: Correlation Coefficient of the Relationship between Digital Advertising Expenses
and Firm Value

Tobin’s ¢ DigitalAdExpenses Size Profitability
(Firm Value)
Digital AdExpenses 0.124™
(0.023)
Size 0.239™ -0.047
(0.000) (0.396)
Profitability 0.154™ 0.015 -0.087
(0.005) (0.787) (0.115)
Leverage 0.010 0.016 -0.141* 0.946™"
(0.860) (0.770) (0.010) (0.000)

Significant value is reported in parentheses. * Correlation is significant at the 0.10 level; ** Correlation is
significant at the 0.05 level; *** Correlation is significant at the 0.01 level. Digital AdExpenses = the ratio of total
of digital advertising expenses to total assets; Tobin’s g = firm value; size = the natural logarithm of the firm’s
market value; profitability = return on assets (ROA); financial leverage = long-term debt over total assets.

Table 3
Association between Advertising Expenses and Firm Value without a Moderator Variable's
Interaction Effect
Dependent Variable -Tobin’s ¢ (Firm Value)
Variables Model 1 Model 2 Model 3 Model 4
(Hypothesis 1) (Hypothesis 1a)  (Hypothesis 1b) (Hypothesis 2)
TotalAdExpenses 8.207"
(2.064)
TradAdExpenses 30.333"
(10.321)
Digital AdExpenses 4.178™"
(8.684)
Digital AdExpenses — -1.727
TradAdExpenses (-0.356)
Leverage -0.824™ -0.660™ -0.888™" -0.877"
(-2.771) (-2.564) (-2.811) (-2.752)
Profitability 3.980""" 3.100™" 4331 4281
(2.818) (2.513) (2.899) (2.832)
Size 0.205™" 0.3417" 0.146™" 0.150""
(3.364) (5.980) (2.762) 2.617)
Year Fixed-Effects Yes Yes Yes Yes
Observations 332 332 332 332
R-Squared 0.330 0.424 0.267 0.254

Tobin’s ¢ = firm value; Total AdExpenses = the ratio of total advertising expenses to total assets; Trad AdExpenses
= the ratio of total traditional advertising expenses to total assets; Digital AdExpenses = the ratio of total of digital
advertising expenses to total assets ; Digital AdExpenses - TradAdExpenses = the ratio of digital advertising
expenses to total assets minus the ratio of traditional advertising expenses to total assets; leverage = long-term
debt over total assets; profitability = return on assets (ROA); size = the natural logarithm of the firm’s market
value. t statistics are reported in parentheses. * Correlation is significant at the 0.10 level; ** Correlation is
significant at the 0.05 level; *** Correlation is significant at the 0.01 level.
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Table 4

Association between Advertising Expenses and Firm Value with Moderator Variables

Dependent Variable -Tobin’s ¢ (Firm Value)

Variables Model 5 Model 6
(Hypothesis 3) (Hypothesis 4)
TradAdExpenses 31.455™"
(10.090)
Digital AdExpenses 87.409"™"
(4.009)
Satisfaction 0.017" 0.046™"
(2.780) (4.141)
Leverage -0.439" -0.688""
(-2.057) (-5.882)
Profitability 2.111™ 3.425™
(2.081) (6.547)
Size 0.381"" 0.255™"
(7.058) (5.215)
TradAdExpenses x Satisfaction 1.881%
(3.207)
Digital AdExpenses x Satisfaction 10.558™"
(3.889)
Year-Fixed Effect Yes Yes
Observations 239 239
R-Squared 0.444 0.298

The sample consists of 332 firm-year observation during the period 2012-2016. Tobin’s ¢ = firm value;
TradAdExpenses = the ratio of total traditional advertising expenses to total assets; Digital AdExpenses = the ratio
of total of digital advertising expenses to total assets; size = the natural logarithm of the firm’s market value;
profitability = return on assets (ROA); size = the natural logarithm of the firm’s market value; Trad AdExpenses
x Satisfaction = moderator of customer satisfaction on traditional media advertising expenses and firm value;
Digital AdExpenses x Satisfaction = moderator of customer satisfaction on digital advertising expenses and firm
value. t statistics are reported in parentheses. * Correlation is significant at the 0.10 level; ** Correlation is
significant at the 0.05 level; *** Correlation is significant at the 0.01 level.

Hypothesis 2 tested whether digital advertising contributes more to firm value than
traditional advertising does. Table 3 shows the effect of advertising expenses on firm value.
In Model 4 of Table 3, digital advertising did not contribute firm value more than
traditional advertising (p > .05, R* = .254). Results rejected Hypothesis 2.

The researcher applied multiple regression analysis to examine the association
between advertising expenses and firm value. Mean-centering was used to reduce
multicollinearity between the moderating effect and its major effects. Hypotheses 3 and 4
analyzed advertising expenses and firm value using customer satisfaction as a moderator
variable. The multiple-regression results for Model 5 in Table 4, after controlling for the
control variables — firm size, financial leverage, and profitability —, supported Hypothesis 3.
Traditional advertising expenses were positively associated with firm value (¢ = 10.090, p <
.01). The coefficient of the interaction term TradAdExpenses x Satisfaction was positive
and significant (¢ = 3.207, p < .01), indicating that customer satisfaction strengthened the
relationship between traditional advertising expenses and firm value.

The multiple regression results for Model 6 in Table 4, after controlling for the control
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variables — firm size, financial leverage, and profitability —, supported Hypothesis 4. The
association between digital advertising expenses and firm value was positive and significant
(t = 4.009, p < .01), as was the coefficient of the interaction term DigitalAdExpenses x
Satisfaction (r = 3.889, p < .01). Customer satisfaction strengthened the association
between digital advertising expenses and firm value.

Discussion

In this research, the researcher examined three questions: (a) whether advertising
expenses positively affect firm value, (b) whether digital advertising contributes more value
than traditional advertising, and (c¢) whether customer satisfaction moderates the relationship
between advertising expenses and firm value. This research found that advertising expenses
increase firm value. Digital advertising did not contribute more value than traditional
advertising. Finally, customer satisfaction moderated the relationship between firm value and
both traditional and digital advertising expenses. In the following paragraphs, the researcher
discusses the results for each hypothesis test.

Hypothesis 1 was confirmed: traditional and digital advertising expenses predicted
firm value. Firm value increased as advertising expenses increased. These findings were
consistent with those of previous studies, including Chau and Hirschey (1993), Graham and
Kristina (2000), Joshi and Hanssens (2010), and Sridhar et al. (2016), who revealed a positive
relationship between advertising expenses and firm value. Many companies believe
advertising is one of the best strategies to increase sales, market share, brand equity, and firm
value.

Digital media has grown since commercial Internet use. Digital media makes customer
communication faster and easier for companies. Given this increased investment in digital
advertising and digital media's percentage of overall advertising expenditures, one may
anticipate digital advertising to contribute as much or more to firm value than traditional
advertising. However, this research showed that digital advertising does not contribute more
to firm value than traditional advertising does. In addition, traditional advertising is better
than digital advertising in generating firm value. There are many possible explanations for
this finding. First, Ad Age database, using Kantar Media data, provided advertising
expenditure figures. Digital advertising spending includes only desktop Internet-based text or
display advertisements and paid search ads, which comprise product listings and text ads for
desktop and mobile. Video and mobile advertisements are excluded from Kantar Media data.
This underrepresentation of digital advertising expenditure may have affected Hypothesis 2
findings (i.e., that digital advertising contributes more to firm value than traditional
advertising does). The research findings may vary if more digital advertising expenditure is
included.

Second, digital spending may not be as effective as traditional spending in part due to
implementation issues. Technical difficulties or fraud prevent consumers from seeing certain
paid digital ads. For instance, ad stacking displays numerous advertisings in one location, but
consumers only see one. Pixel stuffing displays ads in small frames that are unreadable.
Visitors never see the advertisings, yet advertisers pay. Ads may appear on fraudulent or
irrelevant websites. The firms’ advertising spending is wasted on sites with the wrong
audience or inappropriate content. Advertisers are fooled into buying spots on fraudulent
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domains that seem like popular sites (Martin, 2016). Ad-blocking software also reduces
digital advertising's efficacy. Ad blockers prevent advertising from appearing on a web page,
allowing users to browse websites without interruptions. Because of ad blockers, digital
advertising often does not reach its intended audience, which negatively impacts the
effectiveness of digital advertising.

Third, credible and informative digital advertising may work better. Some digital
advertising channels are more credible than others. According to MarketingSherpa (2017)
search engine advertisements (61%), pre-roll ads (47%), and social media ads (43%) were the
most trusted digital advertising channels. Hamouda (2018) confirmed that advertising
credibility influences consumers' views of social-media advertising and that positive attitudes
lead to positive behavioral responses (e.g., ad clicks, purchases, and additional searches).

This research supported Hypotheses 3 and 4. Customer satisfaction strengthened the
relationship between advertising expenses (both traditional and digital) and firm value.
Customer satisfaction considerably positively moderated the association between advertising
expenses (both traditional and digital) and firm value. These findings were consistent with
those of O'Sullivan and McCallig (2012), who demonstrated that customer satisfaction
considerably positively moderates the relationship between earnings and firm value.

Conclusion

Advertising has developed over time. With the rise of the Internet and digital media,
companies have taken to the Internet to advertise their products, services, and brands. Digital
advertising helps marketers engage with consumers, influence behavior, and get real-time
feedback. Many companies still advertise in traditional media including television, print,
radio, and billboards. Firms anticipate both types of advertising to raise revenue, brand equity,
market share, and firm value.

This research found that both traditional and digital advertising increase firm value;
however, digital advertising did not contribute more value than traditional advertising did.
Digital advertising is currently a major investment for many companies. Advertising managers
must determine how to spend in digital and traditional media for commercial success. Finding
the balance between traditional and digital advertising may be difficult. Not all advertising
campaigns will be successful when delivered via online platforms. Fraudulent advertising
impressions may make digital advertising less successful (in which a purchased advertisement
is not displayed). Technical difficulties might sometimes reduce the appearance of sponsored
web advertising. Ad-blocking also hinders companies' advertising. When digital advertising
does not reach the target audience, companies’ advertising investments are ineffective. Some
consumers trust traditional advertising channels more than digital ones, which might influence
their buying decisions. Increased credibility leads to more positive perceptions of digital
advertising value.

This research also indicated that customer satisfaction moderated the association
between firm value and both traditional and digital advertising expenses. When customer
satisfaction increases, the relationship between advertising expenses and firm value grows
stronger. Firms should focus on (a) products quality, (b) customer expectations, and (c) value
to increase customer satisfaction.
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Recommendation

For future research, it would be useful to examine the relationship between traditional
and digital advertising expenses, in terms of firm value, with other moderating variables such
as brand equity and customer lifetime value. The researcher did not consider the optimal
proportions of traditional and digital advertising expenses in terms of firm value. Ma and Du
(2018) examined firms from 2001 through 2012. Future researchers could repeat Ma and Du’s
study for different time periods and compare the findings. In this research, the researcher
compared the roles of traditional and digital advertising expenses in generating firm value.
Future researchers could analyze this relationship in more detail, such as by comparing the
results for primarily offline companies to those of primarily e-commerce businesses (e.g.,
Amazon, Shopify, and Ebay). Future researchers could also compare business-to-consumer
firms to business-to-business firms. Furthermore, the researcher applied annual advertising
expenses, but applying data on monthly advertising expenses would allow for a time-series
analysis of stock returns and Tobin’s g as measures of firm value. Lastly, the researcher
concentrated advertising expenses from 2012 to 2016; if future researchers use other time
periods, then their findings may vary.
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Abstract

The academic article of Creative Marketing under Crisis of the Coronavirus Disease 2019
(COVID-19) Pandemic aims to present the concept of Creative Marketing initiated in the pandemic
situation period of the Coronavirus 2019 that has impacted on consumer behavior changes in their
daily lives under the new normal way of life. As a result, business organizations have needed to
adapt themselves for their business survival and create their business competitive advantage. This
study has been conducted by reviewing the relevant literatures, academic articles, researches and
information. The main points of this article consist of the Coronavirus Disease 2019 Pandemic,
the impact on consumer behavior, the guidelines of Creative Marketing for each business
organization to apply for dealing with their consumer behavior under the new normal way of life,
the analysis and summary of Creative Marketing issues. At the end of this article is the synthesis
and presentation of Creative Marketing components that marketers and business sectors enable to
adjust and apply to their business context appropriately for their business survival and growth.
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Abstract

The purpose of this study is to conduct a confirmatory factor analysis of the competitive
environment of the Thai canned fruit and vegetable industry. The target population is 500
entrepreneurs who are the fruit and vegetable industries in Thailand. A questionnaire derived
from the content analysis served as the data collection instrument. The descriptive statistics
and statistical analyses included percentage, mean, and standard deviation. The AMOS
program was used to assess analytical statistics via confirmatory factor analysis.

Findings, the competitive environment of the canned fruit and vegetable industry
consists of five components: first, the rivalry among existing competitors; second, the threat of
new entrants; third, the bargaining power of buyers; fourth, the bargaining power of suppliers;
and fifth, the threat of substitute products. P-value of 0.059, CMIN/DF of 1.139, GFI of 0.954,
and RMSEA of 0.017. Therefore, the model is consistent with the empirical data it can be
concluded that Michael E. Porter's industrial environment analysis concept can be applied to
Thai canned fruit and vegetable industry. The new knowledge gained is the set of indicators
for analyzing the environment of the canned fruit and vegetable industry, amounting to 25
indicators to be applied to assess the industry in the future.

Keywords: Confirmatory factor analysis, Competitive Environment, Five forces model,
Canned fruit and vegetable industry
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Introduction

Thailand has an abundance of natural resources and a year-round production season.
Thailand is one of the largest exporters of canned tuna and cassava, including the canned of
pineapple, rice, and the most important in the world. Thailand's food processing industry uses
more than 80% domestic raw materials, which reduces production costs for entrepreneurs and
enables Thai food manufacturing and processing companies to develop and remain competitive
on the global market (Eastern Economic Corridor, 2022). In addition, the food processing
industry is essential for adding value to agricultural products. As a result of the process of
transforming agricultural products into consumer-desired sustenance, the manufacturer is able
to produce items that utilize agricultural raw materials. The vegetable and wood processing
industry of Thailand is one of the 12 sub-sectors that make up the country's food industry and
utilizes agricultural sector vegetable and fruit products as production inputs. This industry,
which has a long history in Thailand, employs a variety of technologies to produce products
that are easy to consume or to use in the next stage. This is due to the fact that Thailand is a
major producer of tropical fruits, and supplies circulate throughout the year. It has the most
businesses and the largest labor force in its industry. It is the most important export industry in
Thailand's culinary industry, which has been categorized as a high-potential industry due to its
competitiveness and popularity (Office of Industrial Economics, 2016).

To effectively study and develop competitive strategies for gaining a competitive
advantage, it is imperative to thoroughly examine the environmental factors associated with
corporate operations. Through a comprehensive analysis of the various elements and situations
that contribute to competition inside each organization, they can get insights into the origins of
competitive aggression and the ways in which these conditions impact such behavior (Carney
et al., 2017). Without this analysis, executives cannot formulate a successful strategy for their
organization. Michael E. Porter identified five structural factors that influence an industry's
attractiveness and demonstrated how positioning a company in an attractive industry can result
in long-term success (Porter, 1980). It has evolved into a highly useful concept for analyzing
the competitive landscape of a sector and is also known as the "Five-Forces Model" (Mugo,
2020), which describes the importance of each factor. As a result, it is the basis of the
investigation.

Moreover, it addresses the knowledge deficit inside the strategic planning framework
and presents significant consequences for managers, which may enhance their strategic
decision-making by the procedure of confirmatory factor analysis, and academic benefits will
acquire new information regarding competitive environment assessment indicators. Given its
significance and potential benefits, the researcher is interested in conducting this study.

Objective
To confirmatory factor analysis of the competitive environment of Thai canned fruit
and vegetable industry.

Literature Review

Every organization that runs a business must contend with "competition." Naturally,
there will always be losers and winners in competitions, and no one likes to be in a defeated
position. There are other factors at play in business failure besides rivalry (Ariffin & Sahid,
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2017). However, a variety of circumstances play a role in whether the company will survive
(Rahman, 2019). There must be measurable rules in place to lessen corporate disadvantage. A
variety of theoretical frameworks can be applied to examine market viability and apply that
data to future company planning. The "Five Forces Model" (Porter, 1998), Learn how
profitable the sector is and how crucial it is, as stated by Novikov (2018), to develop a strategy
to have the strongest competitive advantage. The most well-known and significant model is the
Five Forces Model, which served as the foundation for this study.

According to Michael E. Porter's theory known as the "Five Forces Model," (Porter,
1980; 1998) there are five factors that will affect each industry's level of competitiveness. This
will help businesses know their competitive position. Therefore, businesses should have an
understanding of the five factors in the industry in order to formulate appropriate business
strategies, as follows (Thompson, Peteraf, Gamble, & Strickland, 2018):

1) Rivalry among existing firms: The number of competitors in an industry that are
large or equally capable has resulted in intense competition, customer scrambles, and price
wars. In some cases, even a small number of competitors but the presence of competitors with
superior management capabilities simultaneously affects the competitive landscape. (Huang,
2019).

2) Threat of new entrants: The industry's market share has become increasingly
fragmented as a result of the entry of new competitors. This phenomenon leads to a reduction
in profits for enterprises already operating within the aforementioned industry. Put simply,
when the barrier to entry into a market is low, the potential risk posed by new rivals becomes
more pronounced (Dias, Espadinha-Cruz, & Matos, 2023).

3) Bargaining power of buyers: The customer's ability to negotiate with the vendor is
contingent upon placing a bulk order or having a significant clientele. In the event that the
seller fails to acknowledge or adhere to the customer's request, customers may opt to transition
their purchasing activities to an alternative provider (Com, 2015). Similarly, in the event that
the seller consents to a decrease in price, it will result in a reduction of the seller's income. The
greater the level of client interest a business possesses, the stronger the negotiating power of
said customers.

4) Bargaining power of supplier: The presence of suppliers is crucial for the continuity
of business operations. However, in the event that the suppliers with which the business
engages possess a significant degree of bargaining power, the business may encounter
challenges in negotiating rates, hence resulting in escalated manufacturing costs.
Consequently, the trade yields a diminished profit. In many industries, where there exists a
limited number of suppliers and a substantial number of customers, the pricing of raw materials
tends to be elevated. Moreover, the providers form a collective and establish a median price.

This situation presents challenges in terms of negotiating, potentially leading to a
complete absence of negotiation. Additionally, a significant concern arises from the potential
for suppliers to transition into future competitors within the corporate landscape (Jitprapai,
Techakana, & Wattanakomol, 2022).

5. Threat of substitute products: The concept of substitute pressure pertains to the
existence of alternative products that possess similar features or advantages (Peng, 2021) and
can be utilized in a comparable manner to the offerings of a particular organization.
Consequently, consumers are presented with a greater array of options. The potential impact
on sales and earnings of enterprises in a given industry is particularly significant when a
substitute product is available at a lower price.

In brief, Porter's Five Forces are five factors that influence the difficulty of business
competition, including intra-industry competition. New competitor threats, consumer
bargaining power, supplier bargaining power, and substitute product threats.
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Conceptual Framework
Figure 1 illustrates the variables to be investigated in this study, with the competitive
environment of the Thai canned fruit and vegetable industry. The dependent variable is the
competitive environment of Thai canned fruit and vegetable industry. The independent
variables are 1) Rivalry among competitors 2) Threat of new entrants 3) Threat of new suppliers
4) Bargaining power of suppliers and 5) Threat of substitute products/services.

Rivalry among existing
firms

Threat of new entrants

The competitive
A\ environment of Thai
canned fruit and
vegetable industry

Bargaining power
of buyers

Bargaining power
of suppliers

V24

Threat of substitute
products

Figure 1. Conceptual Framework

Research Methodology
This is quantitative research employing the technique of confirmatory factor analysis
(CFA) to evaluate the competitive environment of Thai canned fruit and vegetable industry.
The model of the competitive environment was devised in accordance with empirical data. The
research strategy is illustrated in Figure 2.

Literature Review

'

Research Instrument Design

.

Research Instrument (Draft)

'

Research Instrument Testing
(IOC and Reliability)

v

Data Collection

'

Confomatory Factor Analysis
(First order)

!

Discussion

Figure 2. Research Plan

SSRU JOURNAL OF MANAGEMENT SCIENCE

84 amusngnnisdanis



SSRU JOURNAL OF MANAGEMENT SCIENCE
VOL.10 NO.2 July-Deqgmber 2023

Population and Sample

The subjects are the 1,520 organizations of the Thai exporter of canned fruit (Thaitrade,
2022). The sample size was determined based on the structural equation model analysis criteria,
which indicated that 500 samples would yield a highly reliable estimation (Comrey & Lee,
2013). The respondents were: chief executive officer or executive involved in the management
of the organization’s competition.

Data collection
The data were acquired using a probability-based randomization technique that sent a
questionnaire by mail to a company that exports canned fruit and vegetables by assigning the
respondents to be export-related executives or personnel from 1,250 organizations. After
receiving fifty percent of the questionnaires (625 samples), the researcher examined the
questionnaires for accuracy and completeness. A total of 500 samples were used to complete
the questionnaire. The distribution of questionnaires occurred between May — June, 2022.

The research instrument design

1) To generate queries, analyze the interview with the PM Award-winning exporters
who were the key informants. This is founded on Michael E. Porter's competitive environment
concept.

2) Conduct quality tests on a draft research instrument. Using the index of item
objective congruence (I0OC) method (Turner and Carlson, 2003), which was evaluated by five
academics, we analyzed the congruence of the questions with the research objectives. Results
ranged from 0.60 to 0.80.

3) The researcher utilized the revised draught questionnaire based on expert
recommendation and research advisor approval. Let's test on a population that is comparable
to this research's population. However, they are not the same population as the trial's accepted
sample size of 30 subjects.

4) The results of the experiment (try-out) were analyzed by using the scores obtained
from the questionnaire to find the discriminant power. In the question section, a checklist item
is checked by the standard deviation, and a rating scale questionnaire is tested by a corrected
item-total correlation. For reliability testing in the questionnaire that looks like a scale estimate
with the determination of Cronbach's alpha from a statistical program, the power analysis
classified as a correlation item is between 0.38 and 0.83. The alpha coefficient is 0.986
(Cronbach, 1990).

5) Modify the questionnaire so that it meets the criteria set before it is used to collect
the actual data.

Data analysis

The measurement of the competitive environment is based on the Five Forces Model
concept. It is divided into five elements: 1) Rivalry among competitors 2) Threat of new
entrants 3) Threat of new suppliers 4) Bargaining power of suppliers and 5) Threat of substitute
products/services which each element consisted of 20 questions, for a total of 100. It used 5
rating scales according to the Likert scale (5 levels), and the confirmatory factor analysis of the
maximum likelihood method in AMOS was employed to test the measurement model with four
criteria according to the evaluation of data-model fit in Arbuckle (2016), which are: 1) chi-
square probability level greater than 0.05; 2) relative chi-square less than 2; 3) goodness of fit
index greater than 0.90; and 4) root mean square error of approximation less than 0.08.
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Data Analysis and Result

1) The business profiles
Table 1. Summary of respondent’s characteristic of business (N=500)

Variable Number Percentage

Size of business

Large (= 200 employees) 103 20.60

Small and Medium (<200 employees) 397 79.40
Type of Product

Vegetables canned 141 28.20

Fruit processed 135 27.00

Juice 203 40.60

Processed 21 4.20
Export continent

United State of America 144 28.80

Asia 208 41.60

Europe 122 24.40

Australia 26 5.20
Shareholder proportion ratio

Thai 100% 442 88.40

Joint venture 58 11.60

Models tested by Confirmatory factor Analysis
The model has the goodness-of-fit with the empirical data which the value of P-value
=.059, CMIN/DF = 1.139, GFI = 0.954, RMSEA =0.017. (Table 2. And Figure 3.)

Table 2. The result of modification good-fit Index (Arbuckle, 2016)

Evaluating thfe Data-Model Criteria Adjusted Results Reference
Fit model
1. CMIN-p >0.05 0.056 Passed  Arbuckle (2016)
2. CMIN/DF <2 1.124 Passed  Arbuckle (2016)
3. GFI >0.90 0.947 Passed  Arbuckle (2016)
4. RMSEA <0.08 0.016 Passed  Arbuckle (2016)
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Figure 3. First-order measurement model for the competitive environment

Table 3. The results of the Confirmatory Factor Analysis of the competitive environment
model of the canned fruit and vegetable industry after adjusting model

Observed Variable Mean Factor S.E. P
loading
1. Rivalry Among Existing Firms (Cronbach’s alpha = 0.879)

ECI1. There are the key operators who have a high  4.72 0.71 1

potential in research and product development,

production, and distribution.

EC2.The factory must have a product standard such ~ 4.67 0.74  0.07 0.000*
as GMP, ISO, HALAL, BRC, HACCP, IFS, GAP,

ECOCERT.
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Observed Variable Mean Factor S.E. P
loading

EC9. Major operators' brands are well-known and  4.67 0.71  0.07 0.000*
have been for a long time

EC13. Use the large investment to build a mass 4.63 0.68 0.08 0.000*
production plant.

EC15. Implement a strategy to create healthy 4.71 0.78  0.07 0.000*
products through sustainable and environmentally

friendly production processes.

EC20. Ability to purchase raw materials through 4.65 0.83  0.08 0.000*
brokers and Smart Farmer.

2.Threat of New Entrants (Cronbach’s alpha = 0.802)

NE3. An increase in the number of foreign 4.61 0.69 1

investors entering the market.

NEA4. requires advanced technology to produce and  4.60 0.68 0.07 0.000%*
process products.

NE7. The number of entrepreneurs who produce 4.65 0.66  0.06 0.000*
and build brands for distribution increases.

NEI11. Expansion of the product line of seasoning 4.65 0.58 0.06 0.000*
product operators to include canned vegetables and

fruits.

NE16. It takes a long time to build a brand that is  4.68 0.74  0.06 0.000*
known to be recognized by sales representatives

and consumers.

3.Bargaining power of Buyers (Cronbach’s alpha = 0.737)

BY 1. Distributors have the right to choose products  4.77 0.56 1

from Thai exporters to sell abroad.

BY3. Capability to conduct domestic and 4.68 0.60  0.12 0.000*
international marketing activities

BYO. Distributors must have funds and liquidity to  4.70 0.60 0.11 0.000*
settle their debts.

BY13: Mutual trust 4.73 0.61 0.11 0.000*
BY18. Distributors must have good connections 4.67 0.64 0.14 0.000*
with retailers and wholesalers.

4. Bargaining power of Suppliers (Cronbach’s alpha = 0.815)

SP2. The ability of an agriculturist to control 4.05 0.70 1

product quality.

SP4. Use of harmful chemicals in fruit and 4.12 0.60 0.000*
. 0.07

vegetable cultivation.

SP11. Raising the price of packing cans. 4.09 0.53  0.07 0.000*

SP17. The number of containers for shipping by 4.03 0.73 0.09 0.000*

ship is limited.
SP18. Raw materials for processing vegetables and  4.02 0.77  0.08 0.000*
canned fruit are becoming more expensive.

5. Threat of substitute products/services (Cronbach’s alpha = 0.706)
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Observed Variable Mean Factor S.E. P
loading

PD3. Fresh local vegetables and fruits, both 4.56 0.24 1
domestically and internationally
PD17. Importing more fresh vegetables and fruits 4.52 0.79  0.69 0.000*
from other countries.
PD14. The number of new frozen ready meals is 4.53 0.73  0.65 0.000%*
increasing
PD10. Dietary supplements made from fruits and 4.61 0.72  0.53 0.000*

vegetables.
*Significant at 0.001

Conclusion and Discussion

1. Existing Competitor: The variable, Ability to purchase raw materials through
brokers and Smart Farmer is the highest of factor loading = 0.83. A broker who has the ability
to obtain raw materials (Goffin, Szwejczewski, & New, 1997) and buy raw materials from
agriculture with the necessary agricultural knowledge can help you buy excellent raw materials
(vegetables and fruits) from the orchard because raw commodities like fruits and vegetables
can only be grown in certain seasons. The production facility's ability to meet market demand
for raw materials will have an adverse impact on how quickly distributors and customers can
receive the products. Because of this, producers must make their purchases through a broker
who can find enough raw materials for production all year long (Mwikali & Kavale, 2012).
Operators must therefore employ a competitive strategy when dealing with rivals. By working
with a broker, the factory may always receive raw materials. This result consists with Mitreva,
Taskov, Krivokapi¢, and Jovanovic (2018) indicate the fact that many of the companies in
Macedonia build formal relationship with suppliers that do not deliver the desired results.

2. Threat of New Entrants: The variable, It takes a long time to build a brand that is
known to be recognized by sales representatives and consumers is the highest of factor loading
= 0.74. The credibility that can make a difference in doing your business to beat the
competition. Trusting people, organizations and brands takes time and it's the first and foremost
factor in building credibility no matter what (Kim & Chao, 2019; Kim, Kim, & Lee, 2019).
Especially when partners and customers expect that what the organization advertises or
communicates is true as the organization says. Which has become something that organizations
should not do it for fun because it is honest with customers. that must be communicated in the
most direct and transparent manner (Tiimer, Aghaei, Oney, & Eddine, 2019). Therefore, those
who wish to compete in the industry must build reputation and credibility with stakeholders
until they are accepted.

3. Bargaining of Buyer: The variable, Distributors must have good connections with
retailers and wholesalers is the highest of factor loading = 0.64. Customer relationship
management means any process or activity which is used to build relationships with customers
and create satisfaction in products and services for customers (Soltani, Zareie, Milani, &
Navimipour, 2018; Almohaimmeed, 2019). In order for customers to develop brand loyalty
and a positive relationship with the organization (Siddiqi, Khan, and Sharna, 2018), it benefits
both parties: the customer and the organization (Win-Win Strategy) continuously for a long
time.

4. Bargaining of Supplier: The variable, Raw materials for processing vegetables and
canned fruit are becoming more expensive is the highest of factor loading = 0.77. Cultivation
costs are also pressured by imported seed and fertilizer prices (Khudoynazarovich, 2021). In
addition, the international conflict affects the agricultural sector in Thailand as a whole and has
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higher costs (He, et al, 2019), especially for chemical fertilizers and diesel fuel, which the
government has adjusted the ceiling above 30 baht per liter, meaning these costs will be
reflected in food prices. The finished products that require various agricultural raw materials
must inevitably increase accordingly (Bjornlund, Bjornlund, & Van Rooyen, 2020).

5. Substitutes of Product: The variable, importing more fresh vegetables and fruits
from other countries is the highest of factor loading = 0.79. Most of the products for canned
fruit and vegetable substitutes are vegetable products. fresh fruit imported from the country. In
the meantime, for the international market Substitutes include local vegetables and fruits that
can be purchased as substitutes for vegetables. fruits that must be imported from abroad
(Limaye & Pednekar, 2019). Therefore, the substitute products for canned vegetables and fruits
are fresh fruits and vegetables (Zhu, Ge, & Yue, (2018).

Recommendation

The researcher ha suggestion for this study as follows:

Implementation Suggestion

1. The government should be provided to exporters of canned fruit and vegetables in
the form of membership in a free trade area that reduces product costs and boosts the benefits
of international trade.

2. Thai enterprises are capable of producing products that are distinct from both
domestic and international competitors. Especially desirable tropical fruits, such as processed
pineapples, as well as indigenous fruits such as mangoes, coconut nectar, etc. Therefore,
differentiation strategies should be utilized to gain a competitive advantage.

3. Thai exporters should collaborate with Thailand's fruit industry intertrade network
in other ways, such as the Trading Strategic Alliance, where Thailand is a contract channel
distributor (Superstore, Supermarket et al.) of house brand products with partner countries.

Future Research Suggestion

In future research, the models developed in this study should be validated using
information from all stakeholders, including suppliers, distributors, administrators, buyers, etc.
This will corroborate the construct validity of the subscales further. In addition, it is possible
to reanalyze data from previous studies in order to investigate the construct validity of the
subscales. In this study, we examined a measurement model for CFA, but to obtain additional
evidence of construct validity, these variables should be examined in the context of structural
models involving other variables, such as AGFI and AVE, which have been identified as
antecedents or consequences of conflict styles.
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Abstract

The purpose of this research was to study the effect of entrepreneur characteristics on
drugstore business success in Nakhon Ratchasima Province. The sample consists of 235
entrepreneurs from licensees to operate a modern drugstore business owness in Nakhon
Ratchasima Province. The questionnaire was used as a data collection tool. Data analysis
using descriptive statistics with mean and standard deviation and inferential statistics using
multiple regression to test the research hypothesis. The results of the research found that
entrepreneurial orientation in risk-taking, competitive aggressiveness, achievement, and
stability and learning to succeed had positive effect on drugstore business success with a
statistical level of 0.01 significantly. All entrepreneurial orientations can forecast drugstore
business success at 76.20
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Abstract

This quantitative research aimed to achieve the following objectives 1) To investigate
the social media usage behaviors of the elderly in Bang Khae District, Bangkok, and 2) To
explore their knowledge, attitudes, skills in using social media services, and the impact of
social media usage. The study utilized convenience sampling to select a sample of 400
elderly individuals from Bang Khae District, Bangkok, and descriptive statistics were
employed for data analysis.

The research findings revealed the following 1) The majority of the elderly
participants had been using social media for more than 3 years, spending an average of 4-6
hours per day. They accessed social media platforms more than 10 times daily, primarily for
entertainment and to alleviate loneliness. Facebook emerged as the most popular platform.
Most of them accessed social media through mobile devices and from the comfort of their
homes. 2) In terms of knowledge, the elderly knows that various information that appeared in
social media were both reliable and unreliable at the highest level (4.41). In terms of attitude,
the elderly had the opinion that social media was beneficial to daily life at the highest level
(4.62). Service skills, the elderly was able to type conversations through social media
themselves at the highest level (4.67). Regarding the impact of using social media, the
findings indicated the following: Economically, the elderly allocated the highest proportion
of their expenditure to telephone and internet services (35.11%). Socially and emotionally,
communicating with friends of the same age experienced the most significant increase
(24.24%). In terms of mental well-being, 18.20% of the participants reported being most
stressed by crime-related information. Regarding health, 17.09% found useful information
about age-appropriate exercises. These findings provide valuable insights into the needs and
preferences of the elderly population, enabling the development of targeted interventions and
support systems to enhance the digital experience of older individuals.

Keywords: Behavior Social Media Usage Elderly
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Abstract

There is a current trend of eating healthy food, then healthy food entrepreneurs find
the guidelines and strategies to respond to the customer needs in a competitive environment.
This research aims to study 1) the leadership factors; the 7Ps of the marketing mix,
innovativeness, and success of healthy food entrepreneurs, 2) the leadership affecting the 7Ps
of the marketing mix, 3) the leadership affecting innovativeness, 4) the 7Ps of the marketing
mix affecting the success of healthy food entrepreneurs, 5) the innovativeness affecting the
success of healthy food entrepreneurs, and 6) the leadership affecting the success of healthy
food entrepreneurs in Bangkok and surrounding areas. The population was 306 healthy food
entrepreneurs in Bangkok and surrounding areas and the sample group was 173 healthy food
entrepreneurs using Taro Yamane’s Formula and stratified random sampling. Data was
gathered by using the questionnaire and was analyzed by using mean, standard deviation, and
multiple regression. The qualitative research was conducted by using in-depth interviews.
The target group was 20 healthy food entrepreneurs in Bangkok and surrounding areas. The
quantitative findings revealed that; 1) the leadership factors; the 7Ps of the marketing mix,
innovativeness, and success of healthy food entrepreneurs were at a high level, 2) the
leadership in courage and vision affecting the 7Ps of the marketing mix, 3) the leadership in
courage and vision affecting innovativeness, 4) the 7Ps of the marketing mix in place, price,
and physical evidence affecting the success of healthy food entrepreneurs, 5) the
innovativeness in product, service, and management affecting the success of healthy food
entrepreneurs, and 6) the leadership in courage and vision affecting the success of healthy
food entrepreneurs at a significance level of 0.05. In addition, the findings revealed that the
sustainable success of healthy food entrepreneurs was caused by applying the 7Ps of the
marketing mix for effective business operations and human resource management, the
courage in decision-making on creating new things for improving the work process including
applying the innovation and technology in the production for creating the outstanding and
uniqueness of healthy food by the market trend to attract the customer’s purchasing decision.

Keywords: leadership, healthy food, entrepreneurs, marketing mix, innovativeness
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4.3 YNNBIAUNIRU 3.98 0.42 NN
4.4 nzuauniania 3.64 0.50 NN
4.5 MaGauiuaziiuin 3.97 0.48 nn
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mﬁLmﬁw’amnmwmmuuuﬁumu (Stepwise Multiple Regression Analysis) \un13isautlsidn
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R=.767 ,R°= 589, Adj R’ = .586 , SE= .3485 , p < 0.05*
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Y = 1.030+ 0.472(X,) + 0222(X,)
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fusznaunisenmsivegunin luaangannamuasuazlENma

nagnsaIulszaNNIg B S.E. t p-value  Tolerance VIF
N19ARIA 7Ps
A1AsT (Constant) 2.318 0.144 2.318 0.000
TRINIIANUUNE (X,) 0.216 0.040 0.216* 0.000 691 1.447
1A1(%,) 0.110 0.038  0.110* 0.004 735 1.360
ANBULALAN (x,) 0.069 0.026 0.069* 0.009 795 1.257

R=.632,R’= 483, AdjR*= .475, SE= .3175, p £ 0.05*
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ANNNUIANTTN B S.E. t p-value Tolerance VIF
A1AsTl (Constant) 2.655 0.145  18.278 0.000
NARSDAT(X,) 0.095 0.033 2.925* 0.004 0.491 2.039
N1TUTN9(X,) 0.088 0.022  3.943* 0.000 0.997 1.003
N13AANT (x,) 0.112 0.045  2.508* 0.013 0.490 2.042

R=.549 , R*=.302, Adj R*= .298 , SE= .3350 , p < 0.05*

WNNEWe : AN VIF Aanzanlidagsiiiu 5.00 ; A1 Tolerance Timasiaanan .20

AINA13199 6 NANITIATIZUNLANAd UL NHUTANTTNN A N TaNEINTRININTINAINE LT
gusznaunisenunaiveganin (V) laun udnsinei(x,) n1susnie(x,) n19dnnis (x,) Tnadautlsmaniainnn
fufAungansainnduiagisznaunisenuiniveganan (v) Wiesar 30 ansn@auduauniswainsal

o [~3 v &. ¥ a dg/
ANNANGALLlsznaunizanaivagann (Y) Ineldpziuuny Al

Y = 2.655+ 0.095(X,) + 0.088(X,) + 0.112(X,)

naud 6 naAnEINzfunlaninadendndiadiszneuniseiunsineganan luian

NIEMNNUATUATLENUNA WeseuinnLlsvasrnndidaden 6 unzannRgium s

SSRU JOURNAL OF MANAGEMENT SCIENCE

arusdnensyanms 141



21sa1s3NgINISIOMS UKISNg1aeswsanasugiun
UR 10 aUUA 2 AsNNIAU-SUIIAL 2566 15

o a '

ANNAFILN 5 narfinfaninasencnddaglsznaunisenaieganin luanngannumiuas
wazlTunng
naTAznAneENYANLLLTUREY (Stepwise Multiple Regression Analysis) Satlunnsiisiaul i
Tuwennsafludouuy (model) MazAa WUIINANIIAFIAABLAINIMNIZANTBIFALULAITEINNRBNE WA
nnsanANdadlsznaun1seuaiNeqanIn AR p-value Winiu .000 HAdNdNRusITdunssiungusa
a | Ao a L o A | e o ca v
uisagsy wansinlsaulsaaseatndae 1 AoulsninamAamAIulInIn LasaIN1InATNANNTNANTITLAURN T

o gadelamindautlsntozfunundimasfiiemdouuuiuuzanngandensnaiunInganAug113a

FisznaunnsanmaineqanNIn AIR1319 7

AT 7 MFAPIFUULIMNzaNTEaIn i RavEnasaaudadsznaunsenmaivegunn

Mgl B S.E. t p-value Tolerance VIF
A1AsT (Constant) 2.906  0.139 20.853 0.000
nameY (x,) 0.224  0.032 3.887* 0.000 0.836 1.196
Adeiend (x,) 0.193  0.032 2.883* 0.004 0.836 1.196

R= 552, R’=.324 , AdjR*= .317 , SE= .3507 , p < 0.05*
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