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Abstract

This research aims to study the relationship between financial management and profitability of
small and medium enterprises in Khon Kaen and to compare the financial management practices of
SME entrepreneurs in Khon Kaen across educational levels and financial management or
entrepreneurship experiences. The research sample is small and medium enterprises in Khon Kaen
that registered their legal entities in 2022 and 2023 and are still operational and submitting
financial statements. The sample size is 314 cases, through stratified random sampling based on
type of business. Data collection was conducted using an online questionnaire. The research findings
revealed four aspects of financial management: financial planning, financial budgeting, financial
risk assessment, and operations and evaluation have a relationship with profitability is moderate
(Correlation Coefficient is in the range of 0.40 to 0.59) and low (Correlation Coefficient is in the range of
0.20 to 0.39) at a significance level of 0.05. The comparative analysis of differences revealed that
different financial management or entrepreneurship experiences do not differ in financial management.
However, there were differences in financial management at the “financial planning” with a significance

level of 0.05 for entrepreneurship with different levels of education.
Keywords: Financial Management; Profitability; Entrepreneur; Small and Medium Enterprises
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LLagﬁﬁUQLLaLLNumivﬁ”lLﬁumuﬁy’wm mﬂﬂ?uﬁwmiﬂizLﬁuLqumifﬂ‘"]Lﬁumui1U3iqmm’imqﬂizanﬁﬁf;1'5&1§
viselsiifle Tnuszavsamuazvdeianatalunisdiiuny (wa wneiuns, 2561) Fagsivanunsnth
wadwsiildunldlunsusuumssdunilsilivss ansamanndedy

wurARuaznguRiiediuaaansalunsiils

arwaninsolumsvininls (Profitability) A euanansavesgsfafiazaitemariilsvienanouuny
ndunINYILAETAse 4 iy eld Aunng videiuamuiidwessivanuly (smssn S5Tusav, 2565)
Tnsdrulngjazinanuanansalumsitdlsluguuuvvesinaviduesidudifisutugiusig q

WU HARDULNUINNNISVIY (Return on Sale: ROS) Hanauknuandunsne (Return on Asset: ROA)

v
o a

WaNaREUWIUINEIUYBIT oMU (Return on Equity: ROE) 1udu Inglusuddediidvaulafiazdnw
PLEINTaluNYILsRERaReUwILAINNTIYE (ROS) IneraseuLyuaNMsefe sndniSeudieu
symintlsonmsidunuuaselasnuensne daduidiefldlunsussdudssdvsamlumsdiduny

wazANAINNsatuN1SlsueegIia (Adam Hayes, 2024) Inafiisn1sAudiail

flsannisaniiueu
ROS = — x 100

el

AUFUNUSIENINNITUINITIANITNINITRUKALAMNEINT luN SIS
MsuBmsdanIsIn1siu luAanssuiidedesiunsdnassmine1nsnansiuimunueegsig

o ' v

Felunumuazaud1AgRan1sasranlsenanauLueegsia tnenanilsusenanauunuile

14

v
v S 1

fnazgnianliidumdiasing g viefiFendt “Shndrumanisiu’ Fadudsivavenisuszansam
Tun13An LA NTUITINTIANTININEINTNIN5RUVEI3AA (Peak, 2024)

Bn31EWNNINIRY (Finandial ratio) Ao N15U1HAVINIUNTR USRI MTBUUFIAN 9
W Sasdumuvyuieu Sesmansuuunnnse Shsrilsnnmasidunu Wud iWetnadnsiils
wldlunsiesgrivsganianlunisandunu anuawnsalunisviimls vieanmededvesgsia
naTAe gInvamNsaiaNan1sUIIIInNINNMsRulaglidnsinisviiilsviednadiudumnisdu

Uuiawn (Melissa Horton, 2023) llpsnmsusmsdammanmisiuliiannsaianalugduuuvesiuay

o—

lugusssula
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AMULANAIIYBINITUINITIANIITNIAITIUY

n15UTmsdan1sn1ansiiu ufanssumenisiiui fuimsesdesivuadmansuay
IngUszasanensiuliaenadesiuiudminegveasgsia lnenmsuimsianisninisiuluisargsia
o99zfianuuanstafusenluaudmanens esinezlunsusmstanis Snveseiun1sAnuvse
Uszaunsalluni59iauie 9 dananonNLLANANNYBINITUSUSINNSN9NTIRY

MATefifientes

Desta Yohannes Dalalo & Dagnachew Abera Hunde (2019) la@nwuuimglunisusmsinnig
mensiuiidnennuansalunmsiiilsvesiamisruinnarswazvuingoy lngldaduuseans
avduniusie$du (Pearson correlation coefficient) Wui1 MSIAMIAUNSNEA1T MITIANTRU WY WILY
SEUUANTAUNANINNITUYT MITIENULAZNITIATIZANNATRU NMTINUNUTINITRY Lagn15InnIs
lassadeldunu IanuduiusideuinegrdidedAniuanuausatunisiiilsvedianiauuianas
LaTIUINY DY E‘?ﬂ‘ﬁgd Alhassan Musah, Erasmus Dodzi Gakpetor & Portia Pomaa (2018) Tadnwn
LEIlLNTUSUITIANTITNIINISEY N1SIAULATBIUSEN wagAuEINIsalun1syinnlsveslanig
YUIANANUALVWIAGBN WU LwINTtuNITTaNTRuuyLdey Lwmslumsdanslassainedugu
wwInlunisdanisteyanadduaznismenunimstu waenislidmedalunisdaviauyseann
LAEN1TIANSAUNSNID125 TAnuduiusidauiniuanuaiunsalunsinnlsuaznis@ulavesusen
uag Sagib Muneer, Rao Abrar Ahmad & Azhar Ali (2017) la@nwinansgnuaeauuInislun1sdnng
msnsiiusenaniilsvesgsia SMEs Affunumlunisanfunuremiisau w1 szuvasauma

s a v

N19N15URT TTUVAITAUNANIINITRY UazN15TANITRUNUNYUIgY Tanuduiusidsuiniu

€

@

ANLEINSIlUMSIMlsveRiamnauananuasswIng aueg 19iilud Aty 9INN1SANYIAIENINY I

o o ¢ o

TNUIINITUIUIFIANITNIINITRUT ANUFURNUSITwInFuauausalunsvindlsednafideddn

o

a o '

nanfe gsfafinsUimsiansmanmsiuifininezansoaimailsvieanuaansalunisviiiils
e Lﬁaamﬂmsu%mﬁmmi‘vmmiLﬁuﬁﬁwﬁqweﬂ,ﬁqsﬁaﬁmmmmaﬂumwﬁﬁﬂsﬁLﬁ'mmﬂ;ﬁyu
NnMsAnNUITaAnfuANILANmeIN1TUIINsIANSYNINS U Wi n1sudmsdnms
mMansiueamileuvseunnsnsiueeniunuvainvatedade lnedndun wanaua @.U.4) ladnw
MITANMINTTIRUAUNINSRUTBIUARRTEYIL WUT tiA 978 damunn Sedun1siny waeseldveliou
fumneinatu Sn1sdanisnsnaununienisiuiiunndieiu Sniadssm wuATand (2558) 14N
AULANAI198358AUNT1TUTEl8UA1NIUNITIT YO UTENDUNITVUIANA LA YU AL BY
iiensuimsians wuih sefumsfinungega Usvaumseflunisuszneugsia Uizl,m/lsuaﬂﬂ’li{fﬂé;ﬂﬁqiﬁﬁ]
wazUszinnyeanisUseneugshafiuananeiy axlinsldusslomiansunisiuiionisuimsfonis

Talumnsinaniy
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MNMITNUMIITTUNTIILAEANINUITeRiAeTes anunsoimusnseulAnLAYauLRgIY
meATelsed

AUNAFIUNTITY

auNAgIud 1 (Hy): nsuimsdanismuenmsiudenuduiusfuanuannsolunsiiiils
YoeKUITNBUN15gINa SMEs Tudwminveuunu

auNAgui 2 (Hy): fUsznoun1sgsna SMEs ludwminvouunuifseduns@nwiuandieiy
1N1IUIMTIANIININITRULANANIAY

auNAgIuT 3 (Hy): §UsEnaun1353A9 SMEs ludeminveuunuiduszaunisalinisiney

é’hw’%mimiﬁuﬁamiLﬂu;:hJizﬂaUmmmcﬁmﬁ’u TN15USUIFINNITNIINITRULANFIY

ASDULUIAANTSIY

fayaiialy

1. sefun1sfine

2. Uszaumsalmsvhauiuuimsnmsitunsensidudussnaunis
3. Uselngsna

4. sUuuUrRINTUsENoUssia

H,, H
v 77

ATUIMTIANTTNINITEY

1. AUNTIHUNINTEIU AMuENTaluNIIAlse9gIRa SMEs

Hi o .
2. MUMSINIIUUTEINNINNTIRY > Tudwminveuudu

3. funsUseiiuwagnIsuSmsANuEeMenIsRY (Return on sale: ROS)

4. fMunsAniuanusaznsuseiiung

AN 1 NSEUMIANNNTINY

]
=

w: 6338
ABN1IAliun1IvY

Tunuddell §idelin939eiBeUinna (Quantitative research) Tun1sfnu13de Tnefissasidon
fupou uagismasidunugsil

UsEynsuasngunlgns

Ussnnstildlunsfine fe fusenounsssia SMEs ludminveundu fiflmsananzideuiifiyana
TuT WA, 2565 uaw w.a. 2566 ASwidiufanisuardssunsidu S1uau 1,714 19
nausegeililunsine fie fusznoumsgsia SMEs Tudwriaveuunu Afimsaavzdeulifiyeea

110 WA, 2565 way W.A. 2566 NEIRMRURINITHALENUNITRY 31U 314 579

r~ v o . P - o o
() ANMUFURUSTEI19N15UTMSIANIMeNsRuLazaAuaNnsalunsyiails
O - s .
o maﬂaﬂi%ﬂauﬂ?iﬁ:jﬂ% SMEs tUININVBULNY
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N1SAMUATUINATDE

TumsimuavnefegneidoesligansAmnumeansduaziosunu (Krejcie & Morgan, 1970)
Tner3seimuslirnuranaideuesmsdustosnadu + 0.05 (e = 0.05) uazdndruesdnuazlszans
fauladie 0.5 (p = 0.5) WuI1 MNYsLYINT 1,714 518 (N = 1714) agldnguieesdiuam 314 5o
(n =314)

QUEGHITRRLEN

nsduinegillunsifeadsazudsoontu 2 sou il

soufl 1 dmsunsfinenies (Pilot Study) umsdmadesiuiilensaaaeunnugnieses
LUUABUNUNBUN1TA1539339 tnevinsiiusiusinanguseneun1sssia SMEs ludminveuwnu
Ansaansdoudfynanalull w.a. 2565 uay w.a. 2566 IneldonuuuLamzia1z9s LI 30 918

59Ul 2 dm3un5ITendn (Main Survey) lun1sd1TI99Tmdsandifinissuusuasudly

Ya o

Junauae 9 waa neluawidelfideagldnsdudiegrsuuassty Jelugunsnazldnisdudiedia

Y

WUULUsTundl (Stratified Random Sampling) lnefiszunnvesgsiadudugiingn laun gsfianisudn

FININTAN (AAY/AUEN) UargINAUINT Uavtuiiaemyldnsdusiaegwee1wd1e (Simple Random Sampling)

v
Yo A

Tngagduidongsialuwsiaztugiauldasumudnnunmual el

M19199 1 PUIUUTTYINTUALNGUAIDEN TIWUNAUUTEANUDITIND

Uselngsna Iuulszvng dndau uunguiiege
§3NANTHER 122 7.12 22
33NN (AUAN/Ad) 687 40.08 126
§579N15UINNT 905 52.80 166
374 1714 100 314

17 NIURALIFIAINITAN

INAIINA 1 WU INVUIAFIBL1TIUIY 314 5718 @rnsalusnudaduvesUsznnsiog
WUs9oN JugINaNITUINITTILIL 166 518 §5AINTAITIUIY 126 518 UaEgININITNENTILIL 22 918

Bnsdanudeya

Tunsifususdeyafeafiumsuimsdanmsmuanisiu Ideasyhnsfunvsudeyausugd

Y Y

a

(Primary Data) 3nUsenaun1sgsna SMEs ludwinveuniuieiuimefiuasnsusmsinnmanisty

1095379 Faazdunsiivfeyafuiidaliriunisuszanana

U U

Tunsifiusiusudeyaneatuenuansalunmsimls §iduavinsiiunusiudeyayfegd

o <

(Secondary Data) in1iasauaIasglaiusiuswly lnsasdudeyaieadugsiauasnisiu

@

=3 1% ]
gaziNuTIUTINTeyAlud B WNANDULNLAINNTYIY (ROS)

v
¥ o =

3
Mdwesianadudinas Feluamideidl

nnduledvensuinugsiansm lnezdudeyaiiniunisysznianauasinsmewnsuuasisae

ANMUFUAUS ¥1I194M5UTIITIANTTNeNITRULAZAMUENIsaTlunsyininls

va3fusznaun1sssia SMEs Tudeniaveuuriy

O
Q
o))
0]
co



(o))
(]
[T}
[

o

M9EATINYINITIANG Journal of Management Sciences

UAINYIRBLNYATATERS Kasetsart University

Uil 5 20Ufl 1 uns1eu - Tquisu 2569 Vol. 5, No. 1, January - June 2026

iwseslafldlunmsifusrusudaya

wieslonlilumaiususadeyaRsafumsuimsdnmemainsiu fie wuuaeumu (Questionnaire)
Tngagyinsiiuniusudoyaniugeanns Google Forms waskuuaaunuas Tk uuNIms@uUsTUI0AT
(Rating Scale) Filinausilunsussidiu 5 sefuns3SvesELAY (Likert Rating Scales) Ao Wiugenniign
Winsnesnn Wiuseuunaa Wiusetos LLazLﬁué’aaﬁaaﬁqm TneaglPglUUVINGU 5, 4, 3, 2 bay 1 Aaeu

inFeddlefltlunsiiununndeyaiieaiuanuannsalumsindils Ae Sumesidn lagazsh
mafununudeyanfenfinnivlgdvasnsuianngsianisi

adanidlun1siaszvidaya

Tunsiesesideya {Ideaeldadfigossann laun MSLANKRIAYIE Aderay warAwAsaUAdn
TumseSuneteyaialy wazldadAdsouunu 1dun nmsisgsiesdusznouldadudu (Confirmatory
Factor Analysis: CFA) d1115un1sdnesfiusznauuesn1suimsdnnsmensiiy ielemgiamumnzey
UAZADAARDITEINTDAMNUAUNUITY MAATzianduiusvesaUesunu (Spearman Rank Correlation)
dmsunsmemuduiLSsEwinansUSmMsTan e sRukazauasalunsviils Wenaaeu
auuAziunisited 1 uaznisiiasizianuulsununmadeinuusudureinianea-1oaad
(The Kruskal-Wallis One-Way Analysis of Variance by Rank) @1%5Un151U3 8 UL 8 UAINNLANGS

YBINITUTMITIANITNNNTRUY LNONAADUALNAFIUNNTIVEN 2 wazauuRgIun1TIdes 3

NaAN153Y
a ¢ v o
nan1AnTeidayanily
gneuwuvasunndlulugvingsiaieatunisuinisidundn 99w 166 s (52.87%)
fisUuvuveanisusenougshaduuiendnda Sruau 197 uns (62.74%) waskneuwuuasuanudiulng

fsgsumsfnweglussdvuSaanivseliiguin 31w 201 518 (64.01%) uariluszaun1salinisvinanu

= °

suusmswsensiluguszneuniseglugag 1-5 ¥ unniign $1u3u 139 518 (44.27%)

q

M15197 2 Aadevesnuaansalunsiiils Suunaudeyarialy

378N Mean of ROS (%)
Ussngsne
ANSHER 4.58
N5 (Adey/AUan) 7.21
A1UINIT 8.87
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M19199 2 AladevesrLanTatunmly Swunauteyanild (vde)

5ULUUYR4N5UTENaUSAR

AINI9IIVRIALLAYY -

ANATG LY 9.54

UIENINA 6.93
FTAUNISANYD

FniUSeaes 3.54

YT eanseLigumn 9.36

aanndSyaes 6.30

Uszaunisaimaineudiuudnmsmstuiseniadugusznaunis

Hoenin 1 U 3.35
1-5% 10.34
6-107 7.93
anndn 10 Yauly 4.22
Anadesau 7.90

u: 5338

IINENTNN 2 WU ANRERNTOLUNITIAlsTeIUsELANEINa §37IN15UINTILEANAINNTD
Tumsvirilsgeiian (8.87%) setasunAegsian1sd (7.21%) Tuguwuuveanisusenaugsia e
edlruanansalumsvinilsgaiign (9.54%) seswmanfausend iin (6.93%) lussdumsiing seaulsayans

a

wsaiiguinagianuanunsalunsiniilsgeiian (9.36%) sesawnAesyiuganinuigang (6.30%)

a

wagluusgaunisainisvinau Yssaunisal 1 - 5 Yaelianuaunsalunisvinnilsasiian (10.34%)
589891178 6 — 10 U (7.93%) LLazLﬁaﬂa]wsmﬂ,uﬂwwsmmmmmiasl,umiﬁwﬁﬂ?ummjmﬁaasha
U 314 519 ey 7.90 Wasidus

NamﬁLﬂswﬁ%’agaLﬁ'mﬁ'umiu%mié'ﬂmsmqmiﬁu

AMFUSMITIANITNI9N5EY wusoandu 4 anu TowA AUNITINLRUNINITEY A1UANTTRIN
UUTEIUNIIN9TY #1UA5UsEETULATAISUSMISAULE 891971513 BaF AR UL
wazn1sUszifiuna ausatiu3iasizRsiuiu Adesar wasAeds Wisulanalfisunusives

Likert Rating Scales f3il
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M19199 3 ANLRRETBITEAUNMIUINITIANIININTRUYRIGINA SMEs Tudaninveuwniu

. ) FLAUAUAALIIY
ASUSHISINNITNIINISHEU —
X S.D. n1sudana
1. ANFLHUNIINITIEU 3.82 0.64 11N
2. NMSIAVNUUTZUIUNNNIT Y 4.15 0.70 4N
3. M5USEIULATNITUSUNTANULEES 3.95 0.82 4N
7179015 {U
4. nMsaiuanukazn1sUsELIUNG 4.18 0.69 41N

a Y]
NUT: JIY

NAITNA 3 WU MFUIIMIIANMININITRUNS 4 ATUVDIERBURUUADUNIY LAKA NTINUNY
77911581 NMSIAVTUUTEHNUNINITRY NMSUTTE WAL MSUSSAILEEI9NISRY LaznSAL Y
wazn1sUszdiung dnmsiweglusedvinn @azuuuaiosgluyie 3.41 - 4.20 AZLUL) MUNMINYRY
Likert Rating Scales

a ' I3 a A s

NAN15IATIZIRIAUSENOULT 98U
Adgliindayaludiuremisuimsdanisminsiuniieseiesuszneudsduduionsiaaey
ANUNULANVBILATIAS I DIAUTENDU WAEAILUSTANYIR28TUTWATH SPSS way AMOS agla

29AUSENBUIIUIU 4 9arUsEnaU Tneiisteazidunnsnalul

A15199 4 HANTTILATITITRIAUTENaULTITUEY

Construct Factor Loadings A2 1-2% AVE CR
1. N1IMWRUNIINI5EU (Cronbach’s alpha = 0.866)
al  msmmuninguszasinIamsiuiitaou 0.918 0.843  0.157
a2 mstvuadvinemenstuiitaey 0.938 0.880  0.120
o 0.713  0.879
a3 nsweunsidaglviaenndasiuituunenienis
. 0.645 0416  0.584
Rundsly
2. 15NUUTZUUN9N15HEU (Cronbach’s alpha = 0.895)
bl  mssavhsulszunamanisiuethotiie 0.826 0682  0.318
b2  nisururils-vanunildlunisasivgeunanis 0.901 0.812  0.188
ANTUIY
b3 arsueunsekaliuanultlunisasiagaunis 0.769 0.591  0.409 0.667 0.888

NUUILUVDIRUAALALAN INAFDA
b5  n1sthsvdszanamenstuinglslunisdndula 0.762 0.581  0.419

39 MHUNT Ul v AR
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A15199 4 HANNTIATITNBIAUTENBULTE WY (si)

Construct Factor Loadings A2 1-2%>  AVE CR

3. M5UsEEIULAZNNTUSMISAUEB M5 (Cronbach’s alpha = 0.858)

3 MIVURUTENTURUALLESINIELLATAR 0.640 0.410  0.590
4 MINRUTETUTUANLEBTNEuEANAdeS 0.796 0.634  0.366
o P ) 0.573 0842
c5  MIVIHNUTBISURUAMLLESINRULATEEAY 0.816 0.666  0.334
6 msAamuanudssionafintulusunan 0.763 0.582  0.418
4. MIatiuunazn1sUseiuna (Cronbach’s alpha = 0.930)
dl  nsanfiususgraduszuu leednszuiuns 0.774 0.599  0.401
Wvine warszoznanfivaau
42 mssudunldaenadostudihmneiines Ines 0.854 0729  0.271
MsAaeLLag A UgLALNUAIALTUNUIYNA
d3  msasavdeuranisAliunuegeseiios 0.795 0.632  0.368
dé  msUszdiunansendunuegreiie 0.746 0.557  0.443
} a4 . 0.610  0.903
d5  mstmuauasylunsUssliunaniduniseusu 0.796 0.634  0.366

1§ flannaileanse warvdenadastiuduaneluns
RIS

d6  msmaansannsUsEiunan1sAduey 11 0.712 0.507  0.493
Tdlun1sUsuyUs msowauInun1sA I U

WelimiinauausalunsviilsAviaanndu

nuEwe: x2 = 1.256, p-value = 0.069, GFI = 0.966, NFI = 0.979, TLI = 0.992, CFl = 0.996, RMSEA = 0.029, RMR = 0.032

YA o

u: 239y

AT 4 WU A1 relative y? = 1.256 F9ilAoun11 2 way p-value = 0.069 FaiiAn

¢
=

11NN 0.05 BnMsAndulszansueariivesnseuuna (Cronbach’s alpha coefficient) vasnasdusenay
FNIUNAUIILAIFINN 0.70 Hufe laseasiwieasdusenaura 4 asusenaulaun NMIIMaANNINITEY
N139AYI9UUTEINUNIINITEY N5UTEIIULAYNITUTINIAUE8ININTEY wagnsaduau

wagnsusEiiuka NANNTNUMUITIUNSIUTAULNEEN (Henry F. Kaiser, 1974) Tnafinauys

' v
N 7 o

Ngnidenyiamunduiu 17 dauus (@nvianue 23 dauds) 7l Factor Loading HIumunagiuInsgIu
Aomaus 0.70 Ul fMapn9199196U wazillofiasandn AVE 1evnaddusznauasnuinidauinnii 0.5
wazA1 CR vewnasdUsznauda1uinndl 0.7 Jsasuladn dedranuvieuvvaeuniuiildlunuie

JanuwzalLazaanAR oI UUIdY
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NANTINAFBUANNAFIUNNTIAEN 1
HIdagynsnadeuaNNAgIUNTITeN 1 IngyAnuduiusseninensusmIdnn1snem st
warANHansalumsyhmlsmensliessanduiusvesalesuu lnsueniluneiuiarneden

A15197 5 99 7 fadl

A15199 5 HANTSILASIEAAINUAUNUSTENINNITUSITIANITNINISRUBAZ AMNAILTINSINALS

Correlations

A159A9 nsUszEiuLaz ATANTUY
NN R
R uUszan A1IUTNNTAY wazns
N9N1TRUY R 4 R R
N9N13R_U LHY9IN19N1T_U Uszidluna
Spearman’s ROS  Correlation 412 392 .303 .484
Coefficient
Rho
Sig. .002 .000 011 .000
(2-tailed)
N 314 314 314 314
N {39y
Y

9INA15199 5 WUn A1 Sie. vaeRe 4 FulsndensAussnouiiadosndn 0.05 Yude ns
UNUTNINSEY N53RTaUUsEINaMIINTT&u NMsUsEfiuuagn1sUMsALEMINISIEY way
msfuusaznisUsadiurg Sanuduiusiuaruamisalunisyimlsfissduilddey 0.05 uaz
dlefinsanen Correlation Coefficient agnudn 11t 4 asfdsyneuiinnuduiudifeunfuauannse
Tumsiilseglussduuiunans (A Correlation Coefficient aeflutag 0.40 Fa 0.59) uazsedus (A
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Abstract

This research aimed to study the characteristics, components, and identify guidelines
for developing agile leadership among executives of small and medium-sized enterprises (SMEs)
in Nakhon Phanom Special Economic Zone. A mixed-methods research approach was employed.
The sample consisted of 587 executives and employees from SMEs in Nakhon Phanom Special
Economic Zone, comprising 94 executives and 493 department heads, selected using a multi-stage
sampling method. Research instruments included questionnaires, in-depth interviews,
and focus group discussions. Subsequently, exploratory factor analysis was conducted, along with
data triangulation for validation, and the draft guidelines were confirmed through expert
focus group discussions. Qualitative data were analyzed using descriptive content analysis,
while quantitative data were analyzed through exploratory factor analysis and indicator reporting.
The research findings revealed that the characteristics of agile leadership comprise: (1) Personal
Attributes, (2) Holistic Business Organizational Development, and (3) Fostering Employee Agility.
The components of agile leadership consist of 8 components and 82 indicators: (1) Powerful Influence
and Charisma, (2) Agile Adaptation and Flexibility, (3) Individual Consideration and Inspirational Motivation,
(4) Emotional Maturity and Decision-Making, (5) Strategic Communication and Change Management,
(6) Digital Skill and Competency Development, (7) Building an Agile Organizational Culture, and
(8) Fostering a Creative Atmosphere and Shared Values. Furthermore, the guidelines for developing
agile leadership comprise 5 development methods: (1) Self-directed Learning and Development,
(2) Online Learning, (3) Workshop Training, (4) Al-assisted Learning, and (5) Mentoring and Case Studies.
The appropriate process for developing agile leadership, utilizing the PIERI framework, included:

(1) Planning, (2) Implementing, (3) Evaluating, (4) Reflecting, and (5) Improving.

Keywords: Agile Leadership; Small and Medium-sized Enterprises; Nakhon Phanom Special Economic Zone
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Abstract

The objectives of this research were to: 1) explore the general information and operation of
the Khun Ya salted egg community enterprise, and 2) identify environmental impacts on the Khun Ya
salted ege community enterprise in Phatthalung province. Primary data were collected using
a semi-structured interview for an in-depth interview, a natural conservation, a field note,
a recording, and participant and non-participant observations. The key informants were the commmunity
enterprise leader and eight community enterprise members, a total of nine individuals. The data
were analyzed using descriptive statistics and manifest content analysis. The results revealed
1) the salted egg community enterprise, Khun Ya was officially registered in 2018. The main objective
of the community enterprise was to generate income for people in the community. The community
enterprise's outstanding products were herbal salted eggs, which were sold in both offline and online
distribution channels. 2) The strengths of the community enterprise were knowledge and
capability of the community enterprise leader, and relationships within the community enterprise.
The weaknesses of the community enterprise were production area, and production technology.
The opportunity of the community enterprise was market demand. In addition, the threats of
the community enterprise were support from government agencies and raw materials for production.
3) The strategies for developing the competitive potential of the Khun Ya salted egg community
enterprise focus on emphasizing the quality and safety of their herbal salted egg products.
This includes the improvement of product’s brand and package, participation in activities organized
by government agencies, creating partnership networks with local and nearby egg-type duck farmers,

and seeking necessary support from relevant government agencies.
Keywords: Strategy; Competition; Operation; SWOT Analysis; TOWS Matrix
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Abstract

Thai massage is now a well-known image of health treatment around the world. It is also
a way for Thai massage therapists to show their cultural influence. However, there is little
information about how Thai masseurs change the ways they work in other countries. This paper
looks at the Thai-style hospitality given by Thai massage practitioners in Budapest. It also looks
at how they changed their services to meet the Hungarians' expectations. Based on a phenomenological
approach, the twenty interview participants (who were interviewed in Thai) were translated and
written down. Applied to the framework developed by Braun and Clarke, it resulted in four themes, i.e.,
cultural embodiment of hospitality, perception of customer expectations, and strategies of adaptation;
and a trade-off between authenticity and feasibility. The results show that the practitioners changed
their technique and language to fit Hungarian preferences. However, they used cultural norms
like greng jai (consideration) and nam jai (kindness) to perform a Thai-style service. These results
correlate with both Intercultural Adaptation Model and Social Judgment Theory, in which soft power
is used at the micro-level in embodied service. The study also ends with a consideration of
how transnational wellness professionals can be termed as an irregular cultural diplomat and
also indicates that further studies should consider a comparative client-based approach; thus,

making the study shed more light into the transnational soft power created by wellness tourism.

Keywords: Thai Massage; Soft Power; Intercultural Adaptation; Hospitality; Wellness Tourism; Hungary
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Background and Significance of the Research Problem

The popularity of spreading the Thai massage and its established place in the economy of
discourse of global wellness have made this specific modality an eminent representative of
the holistic medicine. Unlike other common forms of massage, Thai massage combines various
techniques of acupuncture, Ayurvedas, and assisted yoga, thus creating a therapeutically driven treatment
(Chang, 2025; Chompoopan et al., 2024). The increase of wellness tourism has activated Thai government
to take a proactive approach to establishing Thai massage as a part of national agenda by working on
improving the quality of services offered as well as image building Thailand as a leading hotspot of
wellness tourism (Phuthong et al., 2023). Nonetheless, despite such global recognition, there persist
cultural misunderstandings, including the stereotype that Thai massage is associated with the sex
industry. Such myths undermine its reputation in other countries and raise the question of why
Thai massage, in particular requires stringent institutional control to preserve its cultural and
professional integrity (Horadala & Kaew-nate, 2025a). Thailand’s Ministry of Tourism’s vision is to
transform Thailand into a high value medical and wellness hub, focusing on quality,
sustainability, and local identity ot attract high-spending tourist. Strategic plans include
developing and certifying wellness centres and herbal medicine standards promoting traditional
Thai practices like Nuad Thai (Thai Massage) as cultural heritage, leveraging technology and data
for targeted marketing, and creating diverse, authentic experiences that ensure long-term value
for both tourists and the local community (TAT Newsroom, 2025).

Even though Thai massage has gained enough popularity that it can now be exported to other
urban centres like Budapest, there has been a paucity of scholarly investigation of how those offering
such a service keep their service cultures alive back home. Hungary, with its long-standing spa traditions
and its emerging role as a European wellness tourism hotspot, creates a particularly significant
context for this study (Susanna, 2022a; Helmeczi & Pataki, 2023). Given Hungary’s spa tradition
and growing role in wellness tourism, it presents a unique context to study how Thai massage
practitioners adapt their culturally rooted services to the expectation of European consumers

However, the available literature covers the Thai massage issue in national or market terms
without casting light on how its practitioners handle the professional identity and rules or norms of
hospitality and preservation of culture in foreign lands. The study at hand will fill in this gap by providing
a qualitative report of the adaptation of Thai massage therapists in Budapest as they perceive

and perform Thai-style hospitality in an unknown service environment. The fighting will offer original insights
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into how Thai massage therapists navigate intercultural adaptation in host countries, a subject largely
overlooked in wellness and migration studies. BY focusing on lived practitioner experiences through
IPA (Interpretive phenomenological approach) (Rinihapsari et al., 2022), this study addresses a critical gap
in literature dominated. By macro-level analyses., thereby enriching understandings of soft power

and embodied hospitality.

Research Objectives
1. To explore how Thai massage therapists interpret and deliver Thai-style hospitality in Budapest
2. To examine the challenges in aligning service delivery with local customer expectations
in Hungary’s wellness context.
3. To investigate the strategies for maintaining Thai cultural authenticity while adapting to

a foreign service environment.

Scope of Research

This research examines the transnational adaptations of Thai massage entrepreneurs and
practitioners in Budapest, Hungary through the Facebook page of “quusmai‘w gludsni3 Thai
Kozdsség Magyarorszagon” and how they envision, maintain and mould Thai-style hospitality
within the context of the European wellness world. The research bridges the gap in knowledge
in cultural adaptation in wellness tourism by using a qualitative approach with a sample size of
20 responses, i.e., 5 owners and 15 Thai therapists, aged 25-45 who have lived in Budapest for
more than 5 years. With in-depth interviews and thematic analysis, three months of data were gathered.
Variables of interest in the study include cultural values, including service adaptation strategies,
customer expectations, and identity negotiation. Analysis combines Social Judgment Theory,
Intercultural Adaptation Model (IAM), and Soft Power Theory to analyse service interaction

and cultural expression within a globalised wellness environment.

Literature Review

Thai Hospitality and the Concept of ‘Thainess’ in Service

In the current discussion, the cultural mandate of listening, niceness, humility and attention
has been contextualised into Thai hospitality-a construct that most observers hail as the foundation of
the phenomenon that is popularly referred to as Thainess in provision of services. The previous mentioned
qualities are placed by the author as the major differentiating factor of Thai hotels and spas

in the international market (Dabphet, 2020). As a result, the guiding paradigm is outlined
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to be a warm guest-centred model which highlights spiritual touch as well as emotional care
which is expressed by sincere smiling, respect-ful entrance and empathetic listening. The standards
are particularly relevant in small facilities and wellness settings that aim at designing experiences
based on cultural immersion (Koh et al., 2020; Insuwanno, 2025). Structural efforts, however,
are prerequisites to such protection, to guard this unique identity: there is a need to overcome
service gaps and accusations of unacceptable behaviour at the workplace (Ruamsup, 2023).
The scale of Thai hospitality in any inter-border set-up will then be determined by the extent of preparation
of the service staff in the relevant cultural information and also by the availability of institutional
framework that can take the risk to provide high quality services as well as production of
reliable deliverables.

Beyond hospitality, Thai massage itself has been increasingly positioned as a cultural export
and wellness brand (Sunanta, 2020). Studies highlight its economic contributions to wellness tourism
(Meeprom & Chancharat, 2022), its role in branding strategies for Thailand’s image (Moriuchi et al., 2024),
and its value as a soft power tool alongside Thai cruising and Mauy Thai (Rodloytuk, 2025a).
At the same time, misconceptions linking Thai massage to the sex industry persist internationally,
undermining its reputation and complicating its professional image (Horadala & Kaew-nate, 2025b).
This dual identity; prestigious wellness brand yet vulnerable to stereotyping; frames the challenge for
Thai practitioners abroad and underscores why their adaptation strategies deserve closer study.

Cross-Cultural Hospitality and Service Expectations

The spa culture is one of the Hungarian wellness tourism historical pillars that emerged
in the Roman and Ottoman times and celebrates its clients focused on respectful attitude,
personalised and targeted service, and the efficiency of communication (Nanasi et al., 2021).
Hungary has a top-notched name in the European health tourism industry due to its thermal baths
and incorporation of a medical-spa idea, which provides the country with a competitive advantage
over its rivals (Martos & Kopp, 2023; Kovari-Toth et al., 2024). This notwithstanding, the evidence of
growing popularity of environmentally-friendly and hi-tech wellness services among the younger
generations Juhasz & Habil Fritz, 2023) rarely leaves foreign wellness providers (including Thai therapists)
in the situation of compromise between tradition and local interests in efficiency and orderliness.
The theory of Service Adaptation as the balance between familiarity and conformity to the expectations of

the hosting environment and protecting perceived authenticity is described by the theoretical models,
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among that, the Social Judgment Theory (SJT) (Tarig et al., 2023) or the Intercultural Adaptation Model (IAM)
(Li, 2024). However. The bulk of Scholarship on Thai massage and wellness adaptation has concentrated
either on the Thai domestic context or Western markets such as United States and Western Europe
(Mylylla, 2024a). By contrast, wellness markets in Central and Eastern Europe; particularly as receivers
from Asian Wellness services; remain underexplored. This gap reinforces the novelty of Budapest
as a case study, given it’s a long-standing spa tradition and its position as emerging Wellness hub
in Europe (Susanna, 2022b).

Transnational Labour and Service Migration

Transnational service work is a growing field of both migration and exploitation of labourers
that offer their labour services in the form of hospitality and other labour-intensive services.
Working experience in the hospitality business sector also gives foreigners the chance to gain
international expertise, interact with people of different cultures, and pick up an extra language
(Lugosi & Ndiuini, 2022; Brzozowska, 2022). The profession also makes it possible that mainly
Thai massage therapists, but also other migrants working in professional fields, become acquainted with
the culture of the host nation, absorb it, and assimilate with the community since the nature of
the work is anthropomorphic and communicative (Grabowska & Jastrzebowska, 2023). At the same time,
the precariousness of work, underemployment, and hazards of cultural stereotyping are also common
in the industry; they are only increased when host countries do not appreciate the value of the workers
(Drydakis, 2021; Glnther, 2022). Despite scholarly work that has grown in exposure on labour migration
and wellness tourism, minimal research has addressed the agency of wellness practitioners,
especially their strategies to negotiate identity, authenticity, and professionalism while functioning
as cultural representative abroad.

The Role of Soft Power in Tourism and Wellness

The Thai massage has served as an excellent example of cultural soft power, an idea
conceptualised by Kaewanant and Sirisunhirun (2024a) in the view that the leverage of attraction
rather than coercion is the best influence. Just like Muay Thai or Thai food, massage is the method
through which cultural diplomacy, economic growth, and image-building, at the international level,
take place. Effectiveness of this soft power is however limited in maintaining cultural authenticity
and integrity particularly in cases where practices are exported to other countries beyond the borders.
According to modern research, too commercial or distorted wellness experiences may lead to

loss of its cultural value (Myllyla, 2024; Peloi, 2024).

Transnational Hospitality as Soft Power: How Thai Massage Therapists

Negotiate Cultural Identity in Budapest, Hungary



M9EATINYINITIANG

UAINYIRBLNYATATERS KU

Uit 5 atiufl 1 unsiay - fiquieu 2569 e vol. 5, No. 1, January - June 2026

Journal of Management Sciences

Kasetsart University

Tourism and hospitality services thus operate as tools of soft power and cultural diplomacy.
As frontline practitioners, Thai massage therapists act as informal cultural ambassadors whose
daily choices, such as retaining rituals, modifying services, or responding to client perceptions,
directly influence Thailand’s national image abroad (Jorge et al., 2022; Rodloytuk, 2025b).
By situating their practice within Kaewanant and Sirisunhirun (2024b) theory, this study connects
cultural authenticity with national branding, showing how embodied hospitality functions

as a subtle yet powerful instrument of diplomacy.

Research Methodology

The research undertaken embraced an interpretive phenomenological approach (IPA) to explore
the personal experiences of female Buddhist massage practitioners and Thai business entrepreneurs
in the city of Budapest. A decision to use the IPA design allowed the researchers to clarify how
the participants managed the conflict between hospitality and the desires of the Hungarian customers.
IPA was particularly suited to the research objectives: It enabled a deep exploration of how
Thai practitioners interpret and deliver hospitality (objective 1), how they perceive and respond to
challenges in aligning with local customer preferences (objective 2), and how they balance
cultural authenticity with adaptation in service strategies (objective 3). This methodological option
provided a more detailed reflection of the personal meanings related to everyday contacts,
professional activities, and identity formation of therapists in a situation of cross-cultural
service delivery (Smith & Nizza, 2022a; Smith & Fieldsend, 2021).

The empirical investigation focused on Thai massage establishments in Budapest and
prioritised the places where the owners or a massage therapist had Thai roots. The reason for
concentrating on such settings was explained by the fact that settings represented specifically
Thai cultural practices in the context of health. Data collection took place between February — May 2025,
ensuring the timeliness and relevance of participant’s testimonies. The sample was done in
a purposive form by getting 20 participants of the Thai massage profession through Facebook page
“sqmusmlmiué’am%' Thai Kbzosség Magyarorszagon” (e.g., 5 owners & 15 therapists) who were chosen
based on how many years they had as part of the profession, what they did in the working environment
in terms of functions and how they interacted with the customers. The samples size of 20
is consistent with IPA guidelines, which emphasise smaller, information-rich samples that enable
in-depth exploration of lived experience (Smith & Nizza, 2022b). Diversity within the group was ensured by

including participants with different lengths of professional experience (ranging from 3-10 years),
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varied establishments (small, medium and large massage providers), and clientele bases (local Hungarian,
expatriate, and tourist customers). The sample was selected by using criteria that made the persons
culturally local to live in a foreign country and offer the services in the Hungarian environment
(Hossain et al., 2024).

The current study was conducted by inviting the participants to share their personal testimonies
within the context of a semi-structured interview where the research questions were used to maintain
the flow of the discussion but, at the same time, allowed interviewees a free space to provide
a detailed description of their experiences (Knott et al., 2022). Since the researchers were far away,
immediately after the research was approved, the collection of data began mainly through
the online environment, including email, social-media sites and Zoom, with each of the interviews
taking place in Thai (Oliffe et al., 2021; Wakelin et al., 2024). To achieve greater reflexivity,
researchers kept both current field notes and a cultural reflexivity research journal that tracked
what they recorded on both data gathering and analysis, and their emotional response to
the newly discovered information (Lustick, 2021).

The analysis of data followed the thematic framework prescribed by Braun and Clarke (2023),
according to which scholars narrowed down the material, extracted the most significant ideas,
and formulated the general themes based on these ideas, after which the developed themes
were refined with the help of the repeated review. Examples of initial codes included
“hospitality as kindness”, “customer expectation for efficiency,” and “ritual as authenticity marker.”
These codes were later organised into broader themes such as “cultural embodiment of hospitality”,
“navigating client expectations,” and balancing authenticity and feasibility.” These themes directly
align with the research objectives, thereby demonstrating how data-driven insights informed
the study’s conceptual focus.

Along the way researchers met the ethical considerations in the most responsible manner:
they negotiated informed-consent statements with research participants, all data were maintained
anonymously, specific concern was given to reporting identities, acculturation and discrimination-

related questions.
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Results

Defining Thai Hospitality in the Therapist’s Voice

The participant, mainly Thai masseuses aged 25 - 45, who had lived in Budapest for over five years,
migrated for reasons such as economic stability and improved quality of life. Most had been trained
either under Thai mystery of Labour facilities or independent academics. Many also gained
Intercultural competence from experience in other Asian and European countries enhancing the credibility
in transmitting Thai wellness cultural internationally (Figure 1).

Participants emphasised “greng jai” (consideration: A feeling of considerate deference, respect
and a reluctance to impose on or inconvenience others.) and “nam jai” (generosity: The spirit of helping
others selflessly) as core values of Thai-style hospitality. These values were enacted in
therapeutic relationships through polite greetings, empathic listening and a “mai pen rai” (letting go:
Brush off a thank you, forgive a minor mistake or indicate that anything is acceptable) attitude
when the clients are frustrated. Rituals such as offering tea, lishting incense and greeting with a “wai”
further highlighted the spiritual and cultural dimension of their service (P3, P11, P15). While such rituals
occasionally clashed with European expectations, they positioned Therapists as informal cultural

ambassadors who transmit Thailand’s image abroad consistent with soft power theory (Table 1).

Table 1 Summary of Research Results by Objectives and Themes

Research Wustrative Participant
Themes Theories
Objective Codes/Examples Quotes

1. Explore Thai-  Defining Thai Greng jai, nam jai, mai  “Hospitality is Soft
style hospitality — Hospitality pen rai, rituals (teq, always showing  Power
wai, incense) generosity and Theory

kindness” (P7)

2. Examine Perceived Direct vs subtle, “Hungarian clients  SJT, IAM
challenges with  Differences misinterpretations, want clear rules,

Hungarian boundary setting we prefer

expectations subtlety” (P4)

3. Investigate Adaptation Service modifications, “We adjust IAM, Soft
strategies for Strategies; hybridisation, feedback  pressure but Power
authenticity & Balancing loops, ritual keep Thai

adaptation Authenticity preservation rituals” (P8)

Source: Researchers’ Contribution
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Perceived Differences in Hungarian Customer Expectations

Therapists consistently noted cultural differences in commmunication styles, boundary management
and service expectations (Figure 1). Hungarian clients preferred direct communication, efficiency
and clearly defined boundaries, whereas Thai therapists valued subtlety, warmth and relational engagement.
Misinterpretations arose: Thai non-verbal cues (smiles, soft ton, light touch) were sometimes
perceived as disinterest or intrusiveness (P4, P9).

However, as trust developed, clients began appreciating the emotive depth of Thai service
gradually recalibrating their expectations (Table 1). These patterns align with Social Judgment Theory
(SJT), as clients expanded their “latitude of acceptance” through repeated positive encounters. The
findings also support the Intercultural Adaptation Model (IAM), as both therapists and clients adjusted
behaviours through continuous intercultural exposure (P6, P13).

Adaptation Strategies Employed by Therapists

To balance Thai traditions with Hungarian demands, therapist adopted several strategies;
1) adjusting pressure, duration, and style of massages (P2, P14); 2) incorporating oil-based techniques
and Free organising treatments schedules (P10); and 3) using non-verbal communication (smiling,
nodding, gestures) to overcome limited Hungarian language skills (P8, P12), and creating
feedback loops via informal conversations and online reviews, leading to ongoing refinement of

services (Table 1).

Theoretical Frameworks
Applied to Results

e B
Defining Thai Perceivied Adaptation Balancing
Hospitality in the Differences in Strategies Authenticity
Therapist's Voice Hungarian Employed by and Practicality

Customer Therapists
Expectations

Soft Power Intercultural Soft Power
Theory Adaptation Theory

Social Judgment Model
Individual service Theory ~—— Micro-ambassadors
providers act as as " lterative adaptation navigate
informal ambassadors Clients’ latitude of non-verbal authenticity versus
of national culture of acceptance and embodied market responsiveness
can expand through methods

exposure and trust

Figure 1 Cultural Adaptation and Soft Power in Wellness Tourism: A Conceptual Mapping

Source: Researchers’ Contribution
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This process illustrates hybridisation, where Thai cultural values are preserved while selectively
adapting practices to suit Hungarian expectations. The findings highlight that intercultural adaptation
is interactive, feedback-driven and embodied.

Balancing Authenticity and Practicality

Participants also described the ongoing tension between preserving cultural authenticity
and meeting commercial demands (Figure 1). Rituals like incense, tea ceremonies and Thai décor
reinforced cultural identity, but other practices (Greetings, music, gestures) were simplified to
align with Hungarian norms (P5, 17). This balance demonstrates how authenticity is not fixed,
but strategically negotiated, extending the scope of soft power theory in wellness diplomacy.

Reflections on Transnational Professionalism

Therapists also reflected on broader professional challenges, including navigating legal requirements,
language barriers and stereotypes (Figure 1). Despite these pressures, most reaffirmed Thai values of
“greng jai” and “nam jai” as central to their professional identity (P1, P16). Many suggested that
training programmes in Thailand should integrate intercultural communication and legal literacy
to prepare future workers for global markets.

Therefore, the three main findings correspond directly to the research objectives:
1) therapists interpret Thai-style hospitality through core cultural values and rituals; 2) they face challenges
when aligning their practices with Hungarian customer expectations; and 3) they adopt adaptive strategies
that balance authenticity and practicality. Together, these results illustrate how Thai massage practitioners
act as both service providers and informal cultural ambassadors, contributing to transnational

wellness diplomacy.

Discussion

This study demonstrates how Thai massage therapists in Budapest embody “greng jai”
(consideration) and “nam jai” (generosity) in their daily practices. These values are expressed
through empathic listening, respectful greetings, and ritulised gestures such as serving tea of performing
the “wai”. Such practices Highlight how therapist become informal cultural ambassadors transmitting
Thailand’s image abroad. By doing so, they extend the scope of soft power theory, showing that
non-state actors can contribute to cultural diplomacy in everyday service encounters. The findings
also reveal the challenges of aligning Thai-style hospitality with Hungarian client expectations.
Hungarian customers valued directness, efficiency and clearly defined boundaries. While Thai therapist

emphasised subtlety and relational warmth. Over time, positive experiences allowed clients
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to recalibrate their expectations, reflecting the dynamics of social judgment theories (SJT)
and the intercultural adaptation models (IAM). Therapist’s reliance on non-vocal communication
like smiles, nods, gestures. Emerges as a key adaptation strategy that has received title attention
in intercultural hospitality research.

Adaptation, however required constant negotiation between cultural authenticity and
market demands. Rituals, such as incense and Thai deco reinforced identity, but other practices
were simplified to meet Hungarian preferences this supports arguments by Peloi (2024) and
Myllyla (2024) on the commodification of tradition, but the results also suggest that authenticity
is not lost; rather it is tactically reinterpreted. This reframing expands soft power theory
by showing how authenticity can be a strategy resource in wellness diplomacy. At the same time,
some countre-perspectives must be considered while. Therapists emphasised rituals as enhancing
authenticity, scholars caution that excessive ritualisation may alienate international clients seek efficiency.
Moreover, without incorporating Hungarian customers perspective the study risk overemphasising
that positive perception of Thai values. The exclusive reliance on therapists’ voices may introduce
self-reporting bias, as participants could downplay challenges or accentuate cultural pride.

The study also faces contextual and methodological limitations. The focus on 20 participants
in Budapest. Restricts generalisability. A larger comparative study across the European and
non-European markets would provide broader insights. Additionally, longitudinal research could capture
how adaptation strategies evolve overtime. Including clients prospective would also allow triangulation
and a more balanced understanding of intercultural dyanmics. Therefore, time massage therapies
in Budapest exemplify how soft power is enacted at the macro-level. They combine emotional intelligence,
intercultural competence and selective adaptation to maintain both professional creditability
and cultural authenticity. Their practices confirm that transnational wellness work is not only

about service delivery but also about sustaining Thailand’s cultural image abroad.

Suggestions

This study makes several contributions to academic knowledge in the fields of intercultural
communication, wellness tourism and soft power. First, it extends soft power theory by demonstrating
how wellness practitioners operate as micro-level cultural diplomats. Rather than state-led initiatives,
everyday service interactions carried out by Thai massage therapist abroad illustrate how cultural influence
is built through hospitality values, rituals and embodied practices. Second, the study adapts the

intercultural adaptation model (IAM) and social Judgment theory (SJT) to the context of wellness services,
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showing how tactile and ritual-based practices shape intercultural encountres. These frameworks
traditionally applied in communication and social psychology, gain new explanatory power
when connected to service settings where bodily interaction and ritualised gestures are central.
Finally, the research highlights nonverbal communication such as smiles, gestures, and symbolic rituals
as an underexplored yet essential dimension of intercultural hospitality. This contribution adds
nuance to existing scholarship by positioning non-verbal practices as a primary medium through
which cultural authenticity and adaptation are negotiated.

The findings also provide several important policy and practical recommendations. First,
the Thai gsovernment and wellness institutions should design pre-departure training programmes
that focus on cultural orientation and legal literacy, equipping therapists with the tools to navigate
foreign regulatory and cultural environments. Second, the establishment of across cultural competence
certification, developed in collaboration with international hospitality schools would formalise
the skills required for service adaptation enhanced professional recognition abroad. Thrid,
therapists should receive basic language preparation particularly hospitality specific for vocabrularly
in languages such as Hungarian and German, to facilitate smoother communication with clients.
Fourth, this study recommends the implementation of continuous feedback systems, including
online platforms and client surveys to help therapists refine their service delivery and build
cultural responsiveness over time. Finally, Thai massage should be more explicitly positioned
as a form of wellness diplomacy within Thailand’s broader tourism and cultural strategy. By representing
massage therapists as cultural ambassadors, the Thai state and industry stakeholders can simultaneously

strengthen economic opportunities, preserve cultural identity and promote Thailand’s global image.
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Abstract

Museums in Thailand were originally established as repositories of cultural heritage
and community valuables, aiming to attract visitors and create shared learning experiences.
Currently, the country has over 1,600 museums, with 1,532 still in operation. However, many remain
underdeveloped and fail to meet international standards, resulting in limited visitor engagement
and reduced socio-economic benefits. The present study aims to propose a development model
for museums through stakeholder engagement, thereby providing a guideline for enhancing museum
sustainability and impact. The research employs a case study of the museums of the National Science
Museum Organization (NSM), examining four groups of stakeholders: (1) customer groups,
(2) business partners, (3) local community groups, and (4) organizational employees. A qualitative
research design was adopted, with data collected through in-depth intenviews. The findings were analyzed
using a systematic content analysis process, involving coding and thematic analysis. This analytical framework
allowed the study to explore patterns of stakeholder participation, as well as their perceptions of
the museum’s role, attitudes, and interests, and needs and expectations to provide suggestions
that form an actionable framework for enhancing museum engagement strategies. The results indicate
that perceptions of the museum’s role across all four stakeholder groups are accurate and aligned with
the organization’s stated objectives. However, differences emerged between staff who were
internal stakeholders and external stakeholders who were involved in different roles in terms of
attitudes and interests, particularly regarding satisfaction and loyalty to the museum. Similarly,
variations were identified in stakeholder needs and expectations, leading to distinct participation patterns.
The study suggests designing stakeholder participation mechanisms for organizations with
comparable characteristics. Furthermore, to advance their institutional development, museums

should consider strengthening communication formats and partnerships with network collaborators.

Keywords: Museum Attraction; Stakeholder Participation; Net Promoter Score; Thai Museum;

National Science Museum
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Introduction

Museums have long been recognized as vital institutions that preserve cultural heritage,
interpret historical events, and serve as centers of education, culture, and tourism. As Simpson (2009)
stated, “Heritage preservation and interpretation are central functions of museums and
constitute the most public dimensions of museum practice.” Museum tourism, therefore,
provides travelers with meaningful opportunities to engage with the past, bridging the gap
between tradition and modemity while experiencing art, culture, and stories of previous generations
(Mavragani, 2018). In this sense, museums are not only places of preservation but also integral
components of the global tourism industry, offering effective ways of learning and inspiring
millions of visitors annually.

In the contemporary era, museums have been increasingly positioned as drivers of
the creative economy and innovation, aligned with national policies for cultural and
economic development (Shaw Hong, 2020; Srisuk et al., 2022). They now face new challenges,
such as digital transformation under the concept of Industry 4.0 and the shift toward a “digital society.”
These changes necessitate that museums redefine their operational scope to ensure long-term
sustainability. Moreover, marketing management has become an essential tool for museums
to connect with visitors, managers, and stakeholders, enabling them to respond more effectively
to diverse expectations (Kupec et al., 2020).

In Thailand, however, many museums struggle to meet international standards. Several
institutions lack robust marketing strategies to attract both domestic and international tourists
(Chinmaneevong, 2010). In fact, numerous museums have faced closures or periods of abandonment,
which contrasts sharply with the role of museums in many countries that serve as leading tourist
destinations (Panthong, 2022). These challenges underscore the urgent need for Thai museums
to enhance their management practices, improve visitor engagement, and address institutional limitations.

Against this backdrop, the National Science Museum Organization (NSMO) plays a pivotal role
in advancing museum tourism in Thailand. NSMO oversees six specialized science museums:
the Science Museum, the Natural History Museum, the Information Technology Museum,
the Rama IX Museum, and two Science Squares located in Bangkok (The Street Ratchada)
and Chiang Mai. Since its establishment, NSMO has sought to expand access to science learning,
with annual visitor numbers reaching several hundred thousand across its facilities. These museums
were envisioned as national learning resources to promote scientific literacy, awareness of innovation,

and public engagement with science and technology.
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Despite their potential, the six science museums face significant challenges and opportunities.
On one hand, they provide unique platforms for interactive learning, school partnerships,
and public science communication, and they have been gradually growing in both exhibitions
and outreach activities. On the other hand, persistent challenges remain, including fluctuating
visitor numbers, underutilization of digital technology for engagement, limited marketing visibility,
and uneven integration with tourism networks. Importantly, there is a clear managerial gap
in terms of strategic planning, stakeholder collaboration, and the development of sustainable
business models. This gap underscores a pressing need for a more systematic approach to management
and development, one that extends beyond traditional exhibition practices.

Therefore, stakeholder participation emerges as a critical factor in museum development
and sustainability. Stakeholders, both internal and external, play a decisive role in shaping
organizational outcomes and ensuring that museums fulfill their educational, cultural, and
tourism functions. Understanding the perceptions, attitudes, needs, and expectations of these
stakeholders provides a rational basis for identifying weaknesses in current management and for
developing effective strategies that can transform science museums into vibrant and sustainable
learning resources.

Accordingly, this study aims to develop a stakeholder participation model for strengthening
science museum tourism in Thailand. By focusing on NSMO and its six museums, the research
not only explores the perceptions and expectations of stakeholders but also addresses
the managerial gaps that currently hinder the growth of science museums. In doing so, it seeks
to provide practical guidelines for enhancing their role as educational and tourism institutions

in the digital age.

Literature Review

Thailand Museum Attraction

Thailand has a total of 1,600 museums, with 1,532 still in operation, representing one of
the largest museum networks in Southeast Asia (Princess Maha Chakri Sirindhorn Anthropology
Centre, 2024). This rapid expansion is linked to national strategies supporting the creative economy
and the government’s emphasis on cultural tourism since 2004, with the ambition of positioning
Thailand as the creative industry hub of ASEAN (Punpeng, 2021). In recent decades, many
“New Generation Museums” have emerged under collaborative and innovative models,

such as Museum Siam, Bangkok Art and Culture Centre, Rattanakosin Exhibition Hall, ASEAN
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Cultural Centre, and the National Science Museum’s Science Square. Notably, the Rama IX Museum
has become the largest in Southeast Asia, capable of hosting over one million visitors annually
(Royal Thai Embassy, 2019).

While these figures demonstrate Thailand’s strong commitment to expanding its museum
landscape, a closer analysis reveals several challenges. First, the quantity-versus-quality paradox persists:
despite the large number of museums, many struggle to meet international standards in curation,
visitor services, and digital adaptation. Second, although the concept of “New Generation Museums”
has injected innovation into the sector, their sustainability remains uncertain due to heavy
reliance on state funding and limited diversification of revenue sources. Third, while flagship institutions
like the Rama IX Museum attract significant visitor numbers, disparities in visitor engagement
remain evident, with many regional or smaller museums facing low attendance and inadequate visibility
in the tourism ecosystem.

From a tourism management perspective, museums in Thailand have indeed become
important variables in the creative economy, contributing to social cohesion and local identity.
However, their ability to function as competitive tourist attractions hinges on effective
stakeholder collaboration, marketing strategies, and managerial innovation. The growing
museum sector, therefore, presents both opportunities and vulnerabilities: it creates unique
cultural heritage spaces but simultaneously highlights the pressing need for systematic governance,
sustainable business models, and enhanced engagement mechanisms.

In summary, Thailand’s museum attractions are at a crossroads. The country has achieved
significant growth in numbers and visibility, yet faces a managerial and strategic gap that prevents
many institutions from realizing their full potential. These issues underline the importance of
examining museums not only as cultural assets but also as organizational entities whose sustainability
depends on stakeholder participation, innovative management, and adaptive strategies.

Museum Stakeholder

Museum management is inherently tied to stakeholder engagement, as museums depend on
local communities, government agencies, tourism operators, and cultural organizations for
their relevance and sustainability (Boukas & loannou, 2020). Effective stakeholder engagement
aligns with broader economic objectives and enhances the sustainability of museum tourism
(Zbuchea & Bira, 2020). Prior studies have demonstrated that leveraging stakeholder insights
can lead to innovative tourism strategies and foster collaboration (Martinez-Peldez et al,, 2023; Stone,

Migacz, & Wolf, 2021). Moreover, meaningful stakeholder engagement improves not only tourist experience

o

The Stakeholder Participation Model for Museum as Tourist Attractions in Thailand: (%
1))

A Case Study of the National Science Museums K¢’}
(03}



M9EATINYINITIANG Journal of Management Sciences

UAINYIRBLNYATATERS Kasetsart University

Uil 5 20Ufl 1 uns1eu - Tquisu 2569 Vol. 5, No. 1, January - June 2026

and sense of belonging but also fosters shared responsibility in conservation and cultural development
(Soliman, Al-Shanfari & Gulvady, 2023). Within organizations, employee engagement as an intemal stakeholder
has been found to directly increase service quality, customer satisfaction, and organizational success,
particularly in tourism-related services (Shahzad et al., 2022; Jeong & Kim, 2020).

Net Promoter Score (NPS)

Consumer satisfaction and loyalty are reflected in the Net Promoter Score (NPS), which is
a measure of consumer loyalty. Compared to relying solely on average customer satisfaction scores
from the survey, this approach will help firms better understand the degree of customer satisfaction
(Baquero, 2022). ‘Would you recommend your product or service to others?’is a question that
customers will be asked to rate on a scale of 0 to 10, with 10 denoting ‘definitely possible’and
0 signifying ‘unlikely.” Three groups can be formed based on the customer's score: (1) Customers
who give the company a score of 9 to 10 are either promoters or customers who will support it.
This client base is devoted to the company and will continue to purchase its goods and services
as well as refer others to it in the future. (2) Clients that give the company a score of 7 to 8 are passive
or clients who are willing to switch if they find better goods or services; they are also easily swayed
by rivals. And (3) Customers or critics who are dissatisfied with the company's goods or services.
Customers in this group assign scores ranging from 0 to 6. In addition to not recommending
the organization's products or services, this group of customers is also a group that may damage
the organization's reputation. This group may still purchase products or services from the organization,
but they do so out of necessity or because they have no alternative. NPS can be calculated

using the formula:

NPS = Promoters — Detractors

Stakeholder Value Creation

Kujala, Lehtimaki, and Freeman (2019) describe stakeholder value creation as the interdependence
between organizations and their stakeholders, emphasizing sustainable relationships that align
stakeholder expectations with organizational goals. Several frameworks have been developed to
conceptualize the creation of value. Vilanova, Lozano & Arenas (2009) propose five dimensions—
customer, human capital, shareholder, corporate, and social value—while Samarasinghe (2012)
adds environmental and knowledge value. Harrison and Wicks (2013) highlight benefits related to
products and services, organizational justice, cooperation, and perceived opportunity costs.

Garriga (2014) focuses on competencies such as innovation, entrepreneurship, social integration,

~

% The Stakeholder Participation Model for Museum as Tourist Attractions in Thailand:

?'P A Case Study of the National Science Museums
(a1



M9EATINYINITIANG Journal of Management Sciences

UAINYIRBLNYATATERS Kasetsart University

Uil 5 20Ufl 1 uns1eu - Tquisu 2569 Vol. 5, No. 1, January - June 2026

and environmental responsibility. Together, these perspectives underline that value creation
is multi-dimensional and context-dependent, requiring organizations to integrate diverse
stakeholder interests over time.

For Thai museums, the framework proposed by Harrison and Wicks (2013) is most relevant,
as its focus on fairness, cooperation, and opportunity costs directly reflects the challenges of
balancing stakeholder expectations, increasing visitor engagement, and ensuring accountability.
To strengthen this model, Samarasinghe (2012) suggests that environmental and cultural values
should also be incorporated, reflecting the sustainability and heritage dimensions central to
Thailand’s museum sector.

In the case of the six science museums under the National Science Museum Organization
(NSMO)—the Science Museum, Natural History Museum, Information Technology Museum,
Rama IX Museum, and the two Science Squares in Bangkok and Chiang Mai—key stakeholders
include students and teachers who use them as learning spaces, families and the public seeking
informal education, research institutions and policy makers supporting science communication,
as well as local communities, employees, and tourism operators. Engaging these groups is vital
for museums to fulfill their dual role as educational institutions and tourism destinations.

Research Gap

While existing studies highlight the importance of stakeholder engagement and value creation
in cultural institutions, there is a lack of research specifically examining stakeholder participation
in science museums in Thailand. Furthermore, no prior studies have attempted to integrate
NPS measurement with stakeholder engagement models in the museum context. This gap is significant
because science museums, particularly under the National Science Museum Organization (NSMO),
play a unique role in advancing public understanding of science and technology while also being
positioned as key tourism assets. Identifying this gap provides the rationale for this study, which seeks
to develop a stakeholder participation model through the case study of NSMO’s six science museums,

thereby aligning stakeholder value creation with sustainable museum tourism in Thailand.

Research Framework

A project's success depends on managing stakeholders' expectations and interests.
This research framework, in conjunction with Stakeholder Engagement and Materiality Analysis
(SET, 2024) and Algaisi (2018), suggests that identifying and managing stakeholders' needs
and expectations can create a favorable environment and act as a catalyst for success. NPS was used

in this study to examine their interests (Baquero, 2022).
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Figure 1 Research Framework

The proposed framework positions stakeholder “perception” as the foundation shaping
evaluative beliefs about a museum’s vision and mission, which subsequently influence “attitudes”
toward the institution (Ajzen, 1991). When perceptions are positive, stakeholders are more likely
to develop favorable attitudes that reflect trust, loyalty, and willingness to engage, with the Net
Promoter Score (NPS) serving as a practical indicator to measure the strength of these attitudes
through the classification of promoters, passives, and detractors. These attitudes, in turn, shape
stakeholders’ needs and expectations, as suggested by Expectation-Confirmation Theory
(Thong et al.,2006) whereby Thong, Hong, and Tam (2006) argue that confirmation of expectations
and perceived usefulness strengthen satisfaction, and these positive attitudes drive continuance intention.
Extending their view, positive attitudes can also be seen as catalysts that raise stakeholders’ expectations
for enhanced services, innovative learning opportunities, and sustained organizational performance
in museum settings. In this way, the framework assumes a sequential relationship—perception
influences attitude, attitude shapes need/expectation, and NPS validates attitudinal strength—
thereby providing a theoretically grounded rationale for selecting variables in studying

stakeholder behavior within museums.

Research Methodology

This is a case study using qualitative research based on the Interpretivist Paradigm or
Naturalistic Paradigm, which emphasizes understanding phenomena from individual perspectives.
This approach is grounded in the positivist paradigm, as it is based on the notion of cause and effect

(Ayton and Tsindos, 2023). The methodology framework applied the theories of ‘subjectivity’,
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which believe that it is subjective and multiple, constructed and interpreted by individuals
based on their experiences. Together with ‘understanding’ in social phenomena from the perspective of
those who are involved, which is not to predict or control it. So, this research used in-depth interviews
as a form of intensive individual interview with a small number of respondents, to explore their perspectives
on a particular service or issue that has been undertaken in systematic and carefully considered ways of
identifying the problem, collecting, analysing, explaining, evaluating, and interpreting the data
(Nassaji, 2020, Nickerson, 2024) which quantitative cannot scrutinize deep in motion.

Research Instruments

The data collection tools were semi-structured in-depth interviews designed to explore
a model for developing effective museum tourism in Thailand. The study was conducted
through the perspectives of stakeholders by examining their “Perception, Attitude, and Needs
and Expectations”. The interview questions were carefully developed with reference to the conceptual
and theoretical framework, ensuring their appropriateness for each stakeholder group and alignment with
the museums’ cooperation guidelines.

In addition, the semi-structured interview was integrated with the use of the Net Promoter Score
(NPS) as a common question asked across all stakeholder groups, particularly external stakeholders
such as customers, partners, and community members. While the semi-structured questions
captured diverse qualitative insights srounded in theory, the NPS question senved as a standardized measure
to assess stakeholder satisfaction and loyalty toward the organization. This methodological combination
enhanced both the depth of qualitative understanding and the practical assessment of
stakeholder commitment, thereby providing more comprehensive evidence for developing

the proposed model.

Table 1 Research Key Points and Questions

Key Open-ended questions with target audience (Key terms)
Points Organization Staff Partners Customer Community
Perception - Perceiving the - Perceiving the - Perceiving the - Perceiving the
Museum Vision Museum Vision Museum Vision Museum Vision
- Perceiving and - Perceiving and - Perceiving and - Perceiving and
understanding the understanding the understanding the understanding the

role of the museum role of the museum  role of the museum role of the museum
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Table 1 Research Key Points and Questions (Continued)

and Obstacles for
Museums That

We Want to Develop

and Obstacles for
Museums That

We Want to Develop

and Obstacles for
Museums That

We Want to Develop

Key Open-ended questions with target audience (Key terms)
Points Organization Staff Partners Customer Community

Attitude - Satisfaction with Satisfaction with the  Overall satisfaction As a neighboring
the Museum's Work museum's work (1-10)  with the museum community, what
(1-10 Score) Please explain the (rating 1-10) are your thoughts
- Satisfaction with projects you have on the museum?
the working worked on with the (rating 1-10)
environment museum. Perspectives on
including future cooperation
occupational health with the museum
and safety

Need/ Needs, Expectations Needs, Expectations  Needs, Expectations Needs, Expectations

and Obstacles for
Museums That We

Want to Develop

Key informants

This study has four groups of stakeholders in the operation: (1) the organization’s staff,
44 people; (2) the customers, 22 experienced school teachers; (3) the partners, 10 organizations;
and (4) the local community, 10 people. The selection of informants was conducted with
the cooperation of the museum. In the case of the customer group, the study specifically selected
school teachers because schools have historically been the primary target audience of the museum,
whereas general tourists have not been considered the main focus of its programs and services.
Moreover, teachers were chosen as informants since they possess direct and repeated experiences
with the museum’s educational services, which allowed them to provide more accurate and
relevant insights regarding perceptions, attitudes, and expectations.:

The organization's staff was selected by the Non-Probability Sampling method by
specifying >5 per cent of the total population of 812 people, along with the Quota Sampling method
according to the proportion of the organization's work groups and the Convenience Sampling method
for personnel working on the day and time, including employees and volunteers. There were
44 participants: 20 employees (6 directors/senior officers and 8 specialists), 16 employees of the organization,

and 8 volunteers from the organization, who were selected to represent the current personnel

-
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in proportion. Personal information of the sample groupwho participated in the workshop; the male:
female ratio was 45.5:54.5 per cent; Age 25-35 years 40.9 per cent, <25 years 27.3 per cent,
35-45 years 22.7 per cent, and >45 years 9.1 per cent; Education Bachelor's degree 61.4 per cent,
Master's degree and <Bachelor's degree 9.1 per cent each, >Master's degree 6.8 per cent; Service years
3-5 years 45.5 per cent, <3 years 40.9 per cent, and >5 years 13.6 per cent.

Customer, 22 experienced school teachers, selected from the corporate client database
that had used museum services continuously for more than 3 times in the past 5 years (covering
the COVID-19 pandemic), found that 30 schools contacted to request an interview and received
a total of 22 responses (Table 2)

The Alliance Group or partner is a large organization that has continuously cooperated
with museums, comprising 10 organizations, and continues to cooperate at present. (Table 3)

The local communities in the area are organizations or shops in the vicinity of the museum
that will be directly affected by the museum's operations. The informants will be within a radius of
no more than 5 kilometers from the museum. Contacting to request data collection received

cooperation from a total of 10 people from 10 organizations or shops. (Table 4)

Table 2 Key Informants: Customer

No. Key Informant Province Gender Interview
Experienced school date
teacher
1 Schooll Bangkok Female 25 June 23
2 School2 Bangkok Male 1 July 23
3 School3 Bangkok Male 4 July 23
4 Schoold Rayong Male 4 July 23
5 Schoolb Lampang Female 4 July 23
6 School6 Saraburi Female 4 July 23
7 School7 Pathumthani Male 5 July 23
8 School8 Chiangmai Male 5 July 23
9 School9 Bangkok Male 5 July 23
10 School19 Samutprakan Female 5 July 23
11 School11 Samutprakan Male 5 July 23
12 School12 Chiangmai Female 5 July 23

-
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Table 2 Key Informants: Customer (Continued)

No. Key Informant Province Gender Interview
Experienced school date
teacher
13 School13 Bangkok Female 6 July 23
14 School14 Bangkok Female 6 July 23
15 School15 Pathumthani Male 6 July 23
16 School16 Bangkok Male 21 July 23
17 School17 Bangkok Female 21 July 23
18 School18 Chiangmai Female 22 July 23
19 School19 Chiangmai Male 22 July 23
20 School20 Pathumthani Female 22 July 23
21 School21 Ayudhaya Female 28 July 23
22 School22 Phayao Female 28 July 23
Table 3 Key Informants: Partners
No. Key Informant Organization Position Gender Interview
from Partners Type date
1 Partnerl Company Director Female 21 June 23
2 Partner2 state enterprise Director Male 23 June 23
3 Partner3 Company Manager Female 26 June 23
4 Partnerd University Dean Male 4 July 23
5 Partner5 Government agent Manager Female 4 August 23
6 Partner6 Company Manager Female 7 August 23
7 Partner? NGO Spacialist Male 8 August 23
8 Partner8 Association Vice President Female 9August 23
9 Partner9 Company Manager Male 15August 23
10 Partner10 Company Manager Male 21August 23

o
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Table 4 Key Informants: Local Community

Key Informant from Organization Interviewed
No. Position Gender
Community Type Date
Department
1 Community2 Manager Male 22 June 23
Store
2 Community5 Hospital Head of Nurse Female 25 June 23
3 Community3 Nature Center Operation Female 26 June 23
a4 Communityd University Head of Program Male 27 June 23
Local
5 Community1 government Director Female 28 June 23
agencies
Research
6 Community9 Director Male 28 June 23
Institute
7 Community7 University Dean Assistant Female 28 June 23
Department
8 Community6 Manager Female 5 July 23
Store
9 Community10 Restaurant Owner Female 29 July 23
10 Community8 School Committee Female 15 August 23

Data Collection and Analysis

Since the target groups are different, the researcher designed the data collection method
into 2 methods:

1) The interview method for employees in the organization was conducted simultaneously
via an online interview tool. The researcher invited the target group of informants to join
the meeting together and explained the purpose, study goals, and their roles before starting
the discussion, so that participants could respond more freely than in a face-to-face interview,
where they might be reluctant to express their opinions. Additionally, the online format enabled
respondents to express their views independently and anonymously through the system, which reduced
discomfort when addressing sensitive issues. Participants were also encouraged to ask questions
or seek clarification from the researcher at any point during the session.

2) Interview method for customers, partners, and communities, by calling to make an appointment
in advance, informing the purpose and the questioning guidelines so that the informants have time
to prepare or review the information. Then, the researcher conducted the interview via an online system,

face-to-face.
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Data analysis approach

Case research is an intensive study to derive detailed, contextualized inferences and
to understand the dynamic processes underlying a phenomenon of interest. The study applied
in-depth interviews to collect data from key informants. The analysis followed the nature of
the data collected and proceeded through several steps: (1) preparing the interview transcripts
and conducting multiple readings to obtain a holistic sense of the content; (2) coding the data
systematically by assigning labels to meaningful units of text that represent concepts, actions,
or stakeholder perspectives; (3) identifying themes by clustering codes into broader categories,
capturing recurring patterns and relationships across informants; (4) summarizing the patterns of
each theme and linking them to specific stakeholder groups; (5) reconciling these findings to construct
an overall “structure” and to provide practical guidelines for future application; and (6) analyzing
the Net Promoter Score (NPS) results by categorizing respondents into promoters, passives, and detractors,
calculating the NPS score using the standard formula, and integrating these quantitative results with

qualitative themes to provide a more comprehensive understanding of stakeholder loyalty and satisfaction.

Results

As specified in the research objectives, the study aims to develop a model for effective
museum tourism attractions in Thailand, from the perspective of stakeholders, by surveying the Needs,
Expectations, and Engagement of museum stakeholders. The results are as follows.

Perception

Study the perception of the museum to confirm that all stakeholders are aware of and
understand the museum's intention in which they are involved. Through asking about the ‘vision’
and ‘mission’ that the museum has continuously presented, that is, NSM’s vision and mission are:
Vision ‘To be a learning source with excellence in organizing informal learning, creating and
promoting awareness of science, technology, and biodiversity’ and Mission ‘To inspire everyone

to enjoy discovery, lifelong learning with the wonders of science, Inspire everyone with the best learning,

research and edutainment solutions.” The underlined words are the keywords (coding) used in

the search. The results of the questionnaire of all 4 groups found that:

Tp)
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PERCEPTION OF MUSEUM VISION AND MISSION

------- Perception of Museum Vision and Mission

Learnin
21 &

Wonder 2@ource of Learning

1
Independent Learning 1 ) 12 Inspire
N
23
Excellence Awareness
Biodiversity

Figure 2 Perception of Museum Vision and Mission

According to the study, it was found that most informants answered the questions based on
their understanding or immediate feelings. In conclusion, the role of NSM’s museums that are shown
can be perceived as an agency related to ‘learning’, which is most commonly found, followed by
being a ‘learning resource or learning area’, both in the classroom or outside the classroom,

and can also help ‘create scientific inspiration’ and increase ‘awareness’ to instill scientific

consciousness, respectively.

Attitude
This section illustrates the results from the staff of external agencies and organizations

in terms of satisfaction, with a satisfaction level ranging from 1 (least) to 10 (most), as measured by
the organization's loyalty score (NPS). The survey was conducted by asking only those who had

experience visiting the museum. The results of the study are as follows:

The Stakeholder Participation Model for Museum as Tourist Attractions in Thailand:
A Case Study of the National Science Museums
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Table 6 Satisfaction Level from external agencies

No.  Customers Level of Partners Level of Community Level of
Satisfaction Satisfaction Satisfaction

1 School2 9 Partner10 8.5 Community1 9

2 School9 8 Partner7 9 Community2 9

3 Schooll 7 Partner6 10 Community3 8

4 School3 9 Partner8 10 Community4 9

5 School12 10 Partner2 9 Community5 9

6 School8 9 Partner5 9 Community6 9

7 School7 10 Partner3 10 Community7 9

8 School11 10 Partnerl 8 Community8 9

9 School10 10 Partnerd 8 Community9 9

10 Schoold 8 Partner9 10 Community10 8

11 School5 10

12 School6 10

13 School13 7

14 School14 9

15 School15 9

16 School16 10

17 School17 8

18 School18 9

19 School19 8

20 School20 10

21 School21 9

22 School22 10

Average 9.05 9.15 8.8

NPS Promoters Promoters Promoters
72.73% 70.0% 88%
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Figure 3 Satisfaction from the organization staff

For museum staff, when asked about their level of satisfaction with the organization using
the NPS, the highest score was 4.5 and tended to decrease (as shown in the picture). The explanation of
the study results revealed that 75 similar issues need improvement. The results were summarized
into 10 opinions reflecting the reasons for giving such a level of satisfaction, as follows:

(1) NST has good policies and work systems, and good work results. However, there are
still problems that need continuous development. The work processes within the organization
must be improved to create understanding and a common vision (27 votes).

(2) The work processes are very complicated, slow, inefficient, and require cooperation from
too many groups of people from different sectors. Contacting many people, using the same people
who have succeeded repeatedly (25 votes).

(3) Lack of clarity and inequality among executives, a crony-like work system, not listening
to subordinates, judging us as wrong by focusing on our own ideas (24 votes).

(4) Abnormal organizational structure, Unbalanced and uneven workload affecting work performance

(5) No Work Life Balance, having to take work home to continue, resulting in less time for oneself
and family (22 votes)

(6) Delays in document processes, duplication of documents, and some steps and processes
should be cut out or changed for faster work (9 votes)

(7) Too much workload, unable to finish on time, or if finished, the quality is not as good
as it should be

(8) Feeling of inappropriateness in many aspects related to work, lack of clarity (7 votes)

o
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(9) Efficient management methods have a high impact on the organization, a lack of clarity
in operations, and the need for change (6 votes)

(10) Lack of facilities for people to work in many ways, access to and development of
basic public utilities, and various welfare are still not appropriate (4 votes).

Need / Expectation

This study used open-ended questions for informants to express their opinions about
what is needed and expected to meet their needs. The results of the study were obtained as context

and coded to organize the responses as follows:

1. Customers Need and Expectation

Activities

40
Timeing 20 Service
0

Service Staffs Management

Customer Needs and Expectiations

Figure 4 Customer Needs and Expectations

The results of the study of opinions on the needs and expectations of external service recipients
found that most of them gave importance to the development of ‘activities’, followed by ‘service’,

‘management’, ‘extended opening hours’, ‘staff’ and ‘time’, respectively.

2. Community Needs and Expectations

Activities
25
20
15
10
5
Service Improvement 0 Data Sharing

Networking

Community Needs and Expectations

Figure 5 Community Needs and Expectations
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Results of the Needs and Expectations from the community/local agencies found that
most people gave importance to the development of ‘activities’, followed by ‘information sharing’,

‘network building’, and ‘service development’, respectively.

3. Partner Needs and Expectations

Partner Needs and Expectations

=== Partner Needs and Expectations

Target audience
20

15

10

Enhancing the 5
presentation of scientific 0 Enhancing cooperation

work

Improving management

Figure 6 Partner Needs and Expectations

The result illustrates the key areas valued by partners in a collaborative setting. Among
the four categories, "Improving management" is rated the highest, indicating its primary importance.
"Enhancing the presentation of scientific work" and "Target audience" follow, showing moderate emphasis.
"Enhancing cooperation" receives the lowest score, suggesting it is a lesser priority. This visual aids

in understanding how different aspects are prioritized to meet partner expectations effectively.

4. Staff Needs and Expectations

Staff Needs and Expectations
= Staff Needs and Expectations
Welfare/Income/Salary

100
50

Museum upgrading Q Organization

Facilities

Figure 7 Staffs Needs and Expectation
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The result presents four key areas that staff consider important. The highest emphasis is
on Organization, indicating a strong desire for structural or managerial improvement.
Welfare/Income/Salary also ranks high, reflecting expectations for better financial support.
Facilities and Museum upgrading receive lower scores, suggesting these are less immediate
concerns. Overall, the chart highlights staff priorities in creating a more supportive and efficient
work environment.

Summary of The Participation Model

All four stakeholder groups perceived the role of the museums they collaborated with
as agencies that ‘promote learning, are learning resources, are places that inspire science, create
awareness about science, and can present biodiversity.” The results of the perception, when
considered together with the vision and mission, showed that they were well-related, indicating
that the museum’s role, as it has always been performed, is clear and allows stakeholders to
understand and provide support in a consistent and mutually beneficial manner.

In terms of stakeholder attitudes, the study results were divided into 2 parts. It was found
that stakeholders from all three external agencies had positive attitudes towards working with
the museum, at the level of ‘Willing to work together’, and supported and informed others
about this positive relationship. For the organization's staff, it was found that their attitudes were inclined
towards being less satisfied with their work, and they wanted the organization to improve communication
to work in the same direction. Unclear work and management systems were the issues that
received the most supportin terms of Need/Expectation, the results from the 4 groups found that

stakeholders wanted the museum to take action in the following areas:

Enhance management
Enhance cooperation
Focus on target groups

Enhance the presentation of scientific works

Customer Community
Demanding for Activities | Willing to Support all Activities
Demanding Services Improvement | Demanding Information Sharing
Demanding Attraction Management | Demanding Networking
Demanding for Employees | Future Space and Service Support
Demanding change visiting time focus
Partner Employees

Elevate the organization
Develop welfare and salary systems
Develop facilities

Elevate the museum

Figure 8 Museum Stakeholder Participation “Need/Expectation”
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Guidelines for developing into a tourist attraction

The role of the museum did not adequately indicate its dimension in promoting tourism,
both domestically and internationally. Therefore, not all stakeholders have reflected their cooperation
in this direction, but will instead focus more on being a learning resource for youth or people
in the country.

However, the study results indicate that stakeholders are highly willing to support
the museum's work. If the organization is clear on its work process and management with
a moral system, it will lead to significantly improved operations.

The Thailand Museum Tourism Participatory Model Suggestion

The proposed Museum Stakeholder Participation Model for Tourism in Thailand
directly addresses the issues highlighted in the study, which emphasized that although Thailand
has more than 1,500 museums, including six under the National Science Museum QOrganization (NSMO),
many remain unable to meet international standards or sustain active visitor engagement.
The research findings showed that current practices rely heavily on schools and teachers as
the primary customer group, while other important factors, such as families, general tourists,
tourism agencies, digital platforms, and special groups (including the elderly and persons with
disabilities), have not been systematically integrated. To address this managerial gap, the model
structures stakeholder participation across an eight-stage value chain—from Insight & Data through
Curation & Design, Experience Enablement, Marketing & Distribution, On-site Operations,
Community & Partnerships, Post-Visit & Loyalty, to Evaluation & Investment. Each stakeholder group
is mapped to specific stages, clarifying not only their roles but also the measurable indicators.
The Net Promoter Score (NPS) serves as a statistical tool to assess satisfaction and loyalty.
By linking the qualitative dimensions of perception, attitude, and expectation with quantitative
NPS results, the model advances beyond descriptive needs into a coherent framework that
museums can adopt to enhance leaming value, visitor experience, and sustainable tourism development.
Moreover, it broadens the scope of stakeholder inclusion and provides a replicable model that
contributes to both academic discourse on stakeholder theory and practical policy discussions

on strengthening museum-based tourism in Thailand.
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Table 7 The Museum Stakeholder Participation Model for Tourism in Thailand

Stakeholder Group

Role in Value Chain

Value Chain Stage(s)

Key Indicators
(incl. NPS)

School Teachers &
Students

Primary learning
customers; co-designers of
educational kits and

programs

1. Insight & Data
2. Curation & Program Design

7. Post-Visit & Loyalty

NPS (teachers) Repeat
visits Curriculum
integration rate

Learning outcome scores

Families & General

Visitors

Broaden audience base;
promote informal
learning & leisure

experiences

2. Curation & Program Design
3. Experience Enablement

5. On-site Operations

NPS (visitors) Visitor dwell
time Weekend/holiday
attendance Membership

subscriptions

Partners
(Universities,
NGOs, Private

Sector)

Provide resources,
expertise, and innovation;
co-create exhibitions

and CSR programs

4. Marketing & Distribution
6. Community &
Partnerships

8. Evaluation & Investment

NPS (partners)Joint
projects launched
Funding/CSR
contributions Research

collaborations

Local Communities

Custodians of local
culture; enrich tourism
experiences; benefit
from community-based

tourism

6. Community &
Partnerships
5. On-site Operations

(festivals, local markets)

NPS (community)income
from local products
Community event
participation Employment

opportunities

Employees &

Volunteers

Frontline service
delivery; provide
innovation ideas and

operational excellence

3. Experience Enablement
5. On-site Operations

8. Evaluation & Investment

NPS (staff)Job satisfaction
index Retention rate

Service quality ratings

Tourism Agencies
(TAT, provincial
DMOs)

Promote museums as
tourism destinations; link

to national tourism policy

4. Marketing & Distribution
7. Post-Visit & Loyalty

NPS (agencies) Inclusion
in tourism routes Joint
marketing campaigns

Tourist arrivals via packages

Digital/Media/OTAs

Increase visibility,
ticketing access, and

digital engagement

4. Marketing & Distribution
7. Post-Visit & Loyalty

Online NPS App
downloads Ticket sales
via OTA Social media

engagement

Special Groups
(Elderly, Persons
with Disabilities)

Ensure accessibility and
inclusivity in museum

experiences

3. Experience Enablement

5. On-site Operations

Accessibility index
(UD/UDL) NPS (special
groups) Feedback on
facilities Participation in
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Figure 9 Museum Stakeholder Participation Model — Value Chain Mapping

The Museum Stakeholder Participation Model - Value Chain Mapping shows how eight
stakeholder groups contribute across eight stages of the museum tourism value chain. For instance,
teachers and students support Insight, Curation, and Loyalty as key learning customers, while families
and visitors shape Experience and Operations. Partners, communities, and employees provide resources,
cultural value, and service quality, whereas tourism agencies, digital platforms, and OTAs drive
Marketing and Post-Visit engagement. Finally, special groups ensure inclusivity in Experience
and Operations. This model highlights a structured framework for integrating stakeholders into

museum management, addressing existing gaps and promoting sustainable tourism development.

Discussion

The development of museums in Thailand must increasingly emphasize stakeholder cooperation,
as such collaboration is a key determinant of whether museum initiatives can achieve broad social
and cultural impact (Bender, 2020). The findings of this study confirm that the examined museums
under the National Science Museum Organization (NSMO) have made strong progress in fulfilling
their educational and cultural missions. However, to further enhance their role in Thailand’s
tourism landscape, a systematic participation framework is required. The proposed Museum
Stakeholder Participation Model - Value Chain Mapping directly responds to this need by clarifying
the involvement of diverse groups—teachers, families, partners, communities, employees,

tourism agencies, digital platforms, and special groups—across the value chain of insight, design,
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experience, marketing, operations, partnerships, loyalty, and evaluation. This structured integration
not only strengthens the communication of organizational vision and mission but also aligns with
the strategic goals of promoting scientific literacy, lifelong learning, and equity in education
(ShawHong, 2020; The Princess Maha Chakri Sirindhorn Anthropology Centre, 2022; Punpeng, 2021).

A critical theme emerging from the study is the role of employees in supporting mission-
driven activities. Consistent with Mascarefio et al. (2020) and Hui et al. (2020), employee perceptions
and attitudes toward organizational goals have a direct influence on their engagement in delivering
high-quality programs. While external stakeholders demonstrated strong loyalty and satisfaction,
as reflected in the Net Promoter Score (NPS), internal stakeholders were less satisfied, identifying gaps
in communication and unclear operational frameworks. This resonates with Algaisi’s (2018)
findings that poor communication and expectation management can negatively impact project outcomes.
By positioning employees explicitly within the model as central actors in experience enablement,
operations, and evaluation, museums can bridge these gaps and ensure organizational goals
are consistently reinforced (Abdullah et al., 2020).

In conclusion, the study emphasizes the importance of aligning an organization's vision
with the perceptions of both internal and external stakeholders. The proposed model provides
a practical and theoretically grounded framework for closing managerial gaps in Thai museum tourism.
By systematically embedding stakeholders into every stage of the value chain, museums can elevate
visitor experiences, ensure accountability, and establish museums not only as cultural repositories
but also as dynamic drivers of sustainable tourism and lifelong learning.

Contribution

This study makes a distinctive theoretical contribution by positioning museums as
ecosystems of value co-creation, thereby extending Stakeholder Theory (Harrison & Wicks, 2013)
into the field of museum tourism. It demonstrates how stakeholder participation can be
systematically mapped across an eight-stage value chain, filling a managerial and theoretical gap
in Thai museum studies. The research also advances theory by integrating the Net Promoter Score
(NPS)—originally a tool for measuring customer loyalty—into stakeholder engagement research,
thereby creating a hybrid framework that links qualitative constructs, such as perception, attitude,
and expectation, with quantitative measures of loyalty. Furthermore, the findings bridge stakeholder
theory with Organizational Communication Theory, demonstrating that gaps in vision and mission

alignment between employees and external stakeholders significantly impact institutional performance
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(Alqaisi, 2018). Finally, the proposed Museum Stakeholder Participation Model - Value Chain Mapping
is not only context-specific but also transferable, offering a conceptual framework that can be
adapted to other types of museums, cultural institutions, and learning-based organizations.
These contributions enrich theoretical discussions of stakeholder value creation (Vilanova,
Lozano & Arenas, 2009; Garriga, 2014) and provide a foundation for future research that explores
how cultural institutions can align organizational missions with stakeholder participation to achieve

sustainable development outcomes.
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Abstract

The objective of this research was to study approaches to organizing social responsibility
activities that influenced undergraduate students’ decisions to pursue graduate studies at Mahidol
University, Salaya Campus. This study employed a quantitative research design. The sample group
consisted of 500 undergraduate students at Mahidol University, Salaya Campus. Data were collected
using questionnaires, and statistical analysis was conducted using frequency, percentage,
and standard deviation.

The findings revealed that students believed the university should primarily focus on
organizing environmental conservation activities, followed by socially beneficial activities,
volunteer service activities, community economic development activities for sustainability,
educational capacity- building activities in schools, and activities that promote ethical behavior
and interactions among students, staff, and the community, respectively.

With regard to the influence of social responsibility activities on students’ decisions to pursue
graduate studies, the results showed that students were most motivated when such activities
provided the greatest benefit to society. Other influential factors included the institution’s
willingness to acknowledge and address students’ demands, responsiveness to students’ needs,
and sharing positive contributions with society, for example, donating useful items or providing
knowledge that can be further applied to sustainable career development. Additionally,
the institution’s clear image in conducting social responsibility activities, effective promotion of
such activities to students from other institutions, and ensuring that these activities did not harm
the quality of life of communities and society were also important considerations. Furthermore,
students indicated they would recommend the university to peers at other institutions based on

its commitment to social responsibility.

Keywords: Social Responsibility Activities; Undergraduate Students; Mahidol University Salaya Campus
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Abstract

The primary challenges to agricultural income in Thailand include high production costs,
fluctuations in product prices, and risks from natural disasters and water management issues,
which impact production and revenue. These reasons lead to uncertainty. The National Economic
and Social Development Board Office of the Prime Minister had the Eleventh National Economic
and Social Development Plan 2012-2016, which was prepared with the sustainable involvement of
the Thai people, environment, society, and economy by application of the Sufficiency Economy
Philosophy. This paper highlights that the Royal Development Project can facilitate agritourism
in Thailand. This research aims to study the potential of agritourism in the linkage areas targeted
by the Khao Hin Sorn Royal Development Study Centre, Chachoengsao Province. Therefore,
the study focuses on agritourism, which is a part of the household’s stable economy in Thailand.
This is to say that researchers believe the Khao Hin Som Royal Development Study Centre can build
both agriculture and sustainable agricultural tourism in Thailand. This will lead the country
toward sustainable and a “Happy Society”. Researchers explore the agritourism potential of
Khao Hin Sorn Royal Development Study Centre and agritourism in the linked areas by using
the 3A’s elements of tourism. Then evaluate the agritourism potential with reality touring simulation.
In summary, this study found that Khao Hin Sorn Royal Development Study Centre grants agritourism
to linked areas targeted for tourism support. The researchers indicate tourism potential by
a sample group of travelers' satisfaction. The sample tourist, which is a group that corresponds
to the purpose of using services and traveling at Khao Hin Som, consists of study tour groups, family groups,
and independent groups. A 5-point Likert scale is used in surveys to measure travelers' satisfaction,

which means that if travelers are satisfied, and refers to the potential to support agritourism.
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These findings, supported by data, show the overall satisfaction level in Khao Hin Sorn Royal Development
Study Centre: high and highest, suggesting the Khao Hin Som Royal Development Study Centre is effective
in the model experience of agritourism. Research results demonstrate an example showing the overall
satisfaction level of Khao Hin Sorn Royal Development Study Centre and the linked areas targeted.
The results of the simulation trips described the attraction's satisfaction at high and very high
levels on a rating scale. Thus, the agritourism potential of the research areas positively
correlated with the satisfaction level. Moreover, it can be seen that the products of each
attraction are popular. Therefore, it is sufficient to conclude that agricultural tourism is a part

that helps create a stable economy for Thai farmer households.
Keywords: Agritourism Attraction; New Theory of Agriculture; Philosophy of Sufficiency Economy

Background and Significance of the Research Problem

Thailand is an agricultural country. Thus, agriculture is firmly rooted in Thailand because
it plays a role in the growth of the Thai economy. Nowadays industry has replaced economic
development by the policy of the Thai government in recent decades highlighting the importance of
industrial development as the main since the 1* National Economic and Social Development Plan
(1961-1966) that supports industrial production to substitute imports till the 3rd National Economic
and Social Development Plan (1972-1976) which promotes industrial production for export
that convince negative effects on the role and changing situation of the Thai economic structure
and the agricultural sector. Significant changes in the population structure of the agricultural sector tend
to have a long-term impact on the overall level of food production in Thailand. The population in
the agricultural sector (a large sector of the country) is flexible to adapt to changes in the economic
environment at a lower level than the non-agricultural population, causing a lack of economic opportunities
and ultimately leading to the problem of income distribution, which is a result of factors such as education,
skill level, and skills—ability to recognize modern technology. The Government has recently
launched the National Organic Agriculture Development Strategy (2017-2021) and the Agricultural
and Cooperative 20-year strategy, with the main goal of achieving a per capita income for farmers of
more than USD 13,000 per year (Food and Agriculture Organization of the United Nations, 2018).
In 2018, the contribution of travel and tourism to GDP (% of GDP) in Thailand was 21.6 %.
Though Thailand’s contribution of travel and tourism to GDP (% of GDP) fluctuated substantially
in recent years, it tended to increase through the 1999-2018 period, ending at 21.6 % in 2018
(Knoema, 2018). Thailand's Tourism Revenue reached 62 USD bn in December 2019 (CEIC, 2019).
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It is Thailand's good fortune. Throughout the reign, His Majesty Bhumibol Adulyadej focuses on
improving Thai rural farmers' quality of life, self-sufficient, ensure job stability, add value to
agricultural products, ensure sufficient clean food for consumption in the household, and sell products
at a reasonable price. In accordance with Sustainable Development Goals (SDGs) in no poverty
and no hunger. His Majesty Bhumibol Adulyadej's initiatives, Office of the Royal Development
Projects Board, shows the procedures of operation are as follows: (1) study of information,
(2) on-site information gathering, (3) study and drafting of the project, (4) implementation,
and (5) monitoring and evaluation Royal Development Study Center tries to drive friendly agriculture
based on the “New Theory of Agriculture”. His Majesty Bhumibol Adulyadej began researching,
working to develop the New Theory of Agriculture, and conducting experiments in 1989.
For farmers' self-supporting ability, His Majesty Bhumibol Adulyadej focuses on food security
and income by developing a stable career first (agriculture), and then connecting the agriculture sector
with tourism to make income from the main occupation and the extra income from tourism.
Khao Hin Sorn Royal Development Study Centre and the agricultural land in linked areas can be
an agritourism attraction in accordance with Pizam and Pokela (1980, as cited in Weaver
and Fennell, 1997) divided vacation farms on the basis of volume. Thus, the agriculture sector
development to stable growth not only helps the agricultural or rural sectors but also prepares
the tourism supply in the form of organic farming. His Majesty Bhumibol Adulyadej initiated
the “New Theory of Agriculture” (organic farming in the form of natural farming to be a sustainable
agriculture) for the improvement and expansion of education that provides help to Thai farmers
through the royal project. Khao Hin Sorn Royal Development Study Centre is one of the agricultural
education institutes, an agricultural education provider, and an agricultural attraction free of charge
for all people around the world. The agricultural land around Khao Hin Sorn Royal Development
Study Centre is called the farm in the area linking. The farms improved knowledge, skill improvement,
some resources, and the “Philosophy of Sufficiency Economy”, a virtue as guidelines in living,
which were supported by Khao Hin Sorn Royal Development Study Centre. This concept helps
to create new agricultural tourism destinations and agricultural education places, which increases
the number of tourists (increases capacity). Moreover, it is the income distribution from tourism
to rural people, most of whom are poor. This concept is similar to pro-poor tourism in that
tourism is a part of the promotion and the quality of rural poor life development. His Majesty
Bhumibol Adulyadej has a comprehensive understanding of Thai society. Thus, in granting initiatives
or delivering advice, he would also take into consideration the people’s way of life and social norms

to avoid internal conflicts that may obstruct the implementation (Chaipattana Foundation, 2017).
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The Khao Hin Sorn Royal Development Study Centre is one of the six Khao Hin Sorn
Royal Development Study Centres. It operates under three missions: (1) research, (2) knowledge
dissemination to farmers, and (3) tourism. The study of Royal Development Projects and
the Promotion of Agritourism to Linked Areas: The Case of Khao Hin Sorn Royal Development
Study Centre serves as a visualization of the mission, focusing on tourism missions that extend to
farmers' agricultural areas. The experimental travel routes in this study serve as an indicator of
the direction of the Khao Hin Sorn Royal Development Study Centre's tourism missions. This is done
by designing travel routes from areas connected to the Khao Hin Sorn Royal Development Study Centre
or the Khao Hin Sorn Royal Development Study Centre to the connected areas. All of this
development must be carried out systematically, taking into account the supporting capacity of
farmers or rural people, and expanding to the agricultural economy and food security, leading to
self-reliance, with tourism as a part of building a stable household economy in the agricultural sector
(for farmers who simply need it). This collaborative agritourism approach involves organizing
tourism activities that involve tourists participating in agricultural processes and learning about
farmers' ways of life. This study found that tourists who have the opportunity to participate in
agricultural activities receive the highest satisfaction, such as planting, harvesting, and raising animals.
Therefore, the agritourism tour program should include educational farm tours, hands-on activities
like planting, harvesting, raising, seasonal events celebrating local produce, and farm-fresh
dining experiences. Other key components include offering authentic on-farm accommodations
and farm-to-market shopping, ensuring a safe, clean, and accessible environment with good
public facilities, prioritizing sustainability and environmental preservation, and collaborating with

local stakeholders for marketing and community benefit.

Research Objective
To study the potential of agricultural tourism in the target areas linked with the Khao Hin Sorn

Royal Development Study Centre, Chachoengsao Province, as the center.

Scope of Research

The study's scope encompasses the Khao Hin Sorn Royal Development Study Centre and
four agritourism attractions in the linked target area, which were recommended by the Khao Hin Som
Royal Development Study Centre under the condition of being a farmer in the database of

Khao Hin Sorn Royal Development Study Centre, with the condition of a circular path, received
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The New Theory of Agriculture training, and a radius not more than 30 kilometers from
Khao Hin Sorn Royal Development Study Centre. The researchers studied the tourism role of
the Khao Hin Sorn Royal Development Study Centre with a sample of 407 Thai tourists,
which is displayed as a percentage. For 4 agritourism attractions in the area were evaluated
for their tourism potential with 3A’s elements of tourism (Attraction, Amenities, and Accessibility)
(Collier & Harraway, 1997) by the simulation agritourism trips together with the satisfaction level criteria,
it is an assessment of the potential of the Agriculture attraction in a proportional manner, that is,
if there is high satisfaction, it means that there is high tourism potential, and low satisfaction, it means
that there is low tourism potential. Before the tourism experiment, researchers will survey the area
according to the 3A’s (Collier & Harraway, 1997), interview the owners of agricultural places,
and prepare to accommodate tourists according to the capacity of each place. Finally, compare

the potential levels in a format according to grade descriptors as follows:

Measurement Evaluation Valuation: Grade
Score/Percentage 80 — 100 means Excellent A
Score/Percentage 75 - 79 means Very good B+
Score/Percentage 70 - 74 means Good B
Score/Percentage 65 - 69 means Fair C+
Score/Percentage 60 - 64 means Moderate C
Score/Percentage 55 - 59 means Fair D+
Score/Percentage 50 - 54 means Pass D
Score/Percentage 0 - 49 means Below the standard F

Researchers discuss the data and results based on the three pillars of sustainability,

then suggest guidelines for developing agricultural tourism activities.

Literature Review

Definition of “Agritourism”

Barbieri and Mshenga (2008, as cited in Phillip, Sharon et al, 2010) discuss the meaning of
“agritourism” as any practice developed on a working farm to attract visitors. The researchers
have identified “agritourism” as rural tourism uses the rural environment and agricultural areas
together with the tourism business that McGehee (2007, as cited in Phillip, Sharon et al., 2010)
and McGehee, Kim, and Jennings (2007, as cited in Phillip, Sharon et al., 2010) state “agritourism”

that rural tourism operators use the rural environment and agricultural areas together with

o
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commercial tourism components. Integrated into the agritourism business. Sharpley and Sharpley
(1997 as cited in Phillip, Sharon et al,, 2010) give the meaning of “agritourism” as ‘tourism products
which are directly connected with the agrarian environment, agrarian products or agrarian stays.
While Sonnino (2004, as cited in Phillip, Sharon et al., 2010) gives the meaning of “agritourism”
as the activity of welcoming visitors, which is run by agricultural entrepreneurs and family members of
agricultural entrepreneurs, the activities must be related to agriculture and are supplementary activities to
the agriculture of agricultural entrepreneurs. Hence, “agritourism” is a type of rural tourism. Marques
(2006, as cited in Phillip, Sharon et al., 2010) gives the meaning of “agritourism” as a unique style
of tourism, which is classified as a type of rural tourism the shelter of the agricultural entrepreneur
must be on the agricultural land. And allow visitors to participate in agricultural activities or
have tourism activities integrated into agricultural areas.

In addition, the researchers agree with The National Agricultural Law Center that says
agritourism is a form of commercial enterprise that links agricultural production and/or
processing with tourism to attract visitors to a farm, ranch, or other agricultural business to entertain
and/or educate the visitors and generate income for the farm, ranch, or business owner. Including
WMTH Corporation (2020) defined agritourism as the act of visiting a working farm or any agricultural,
horticultural, or agri-business operation for enjoyment, education, or active involvement
in the farm activities or operation. MICE Intelligence Center, and Thailand Convention & Exhibition
Bureau (TCEB) (n.d.) specify that agritourism is a type of niche tourism that brings visitors to a farm
or ranch. A wide variety of unique activities can be done, such as picking fruit, horseback riding,
winemaking, attending a harvest festival, etc.

Types of agritourism attractions

Agriculture Tourism Quality Standard Assessment Manual by the Department of Tourism (2014),
classified the types of agricultural tourism as follows

A - An agritourism attraction that is a comprehensive agricultural place.

B — A private agritourism destination that is outstanding in agriculture. Accepted by outsiders.

C - A private agricultural source or villager, who does not focus on tourism, but is interested in
agricultural wisdom or techniques. Accepted by outsiders.

D - Agricultural Learning Center, or the Agricultural Wisdom Conservation Center.

E - An animal and/or plant breeding research centers or station that focus more on
improving agricultural efficiency than on tourism.

F - A community or group of villagers who come together to develop agricultural knowledge.
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The Thailand Institute of Scientific and Technological Research (2001, as cited in Thapanee
Huntopap, Phakorn Ueaposin, and Supapom Prasongthan, n.d.) divided the forms of agricultural tourism
into 10 forms as follows:

1. Rice farming patterns.

. Mixed farming model: Growing organic vegetables together with fruits or farming rice together.
. Fruit garden patterns.

. Flower and ornamental plant patterns.

2
3
a
5. Conservation agriculture model combined with the culture of the hill tribe people.
6. Educational formats and experimental research centers of various government agencies.
7. Royal Projects and Royal Initiative Projects.

8. Farmer community model.

9. Private agricultural garden or farm model.

10. Agricultural market model.

Thailand Research Institute (2000, as cited in Prempreeya Thongla and Pensri Samarak, 2018)
described the classification of agricultural tourism destinations as having considered the condition of
tourist attractions and the tourism market, classified as follows

1) Agricultural attraction is the main attraction that has been developed. Therefore,
agricultural attraction does not need to be large or have the highest potential for attracting tourists.

2) Agricultural attraction in an agricultural land. In this case, an agricultural land has a production
of agricultural products and a sales process. A high-potential tourist attraction with a distinctive feature,
so they are a place of interest that tourists visit. They can be developed into an interesting
tourism market.

3) Agricultural attractions in the tourism network are located in various areas. They have
sufficient potential to be developed into a tourism network by agricultural attractions developing in
conjunction with other types of attractions that are the same tourism product.

4) Specific agricultural tourist attractions, which are agricultural areas with distinctive characteristics
that can attract people to visit. Guidelines for tourism development in the specific agricultural
tourism destinations.

The Thailand Institute of Scientific and Technological Research (2001, as cited in Baifern
Wongbuangam, and Muksuda Poolsawat, 2013) said that agricultural tourism destinations are classified

into four types:
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1. Agricultural production areas or specialized agricultural areas

2. State Educational Projects and Research Stations

3. Agricultural Festival

4. Agricultural Market

The tour itinerary can take into account the format, which is considered between the route
and the accommodation points. Therefore, there are 3 models of travel for tour arrangement
as follows (Sakchai Setarnawat, 2011):

Model 1 “Hub and Spoke” is a route trip pattern for about 2-4 days using a short distance
because it is intended to use the same accommodation throughout the trip. The tour departs
in the morning and returns to the same accommodation in the evening. The advantage is that
there is no hassle with the steps to enter and exit the accommodation, and there is no need
to move the tourist's luggage each day.

Model 2 “Circle” is a route trip pattern that changes accommodation every day. It requires
more travel distance than Model 1. The advantage of this model: tourists experience the novelty of
the environment in each tourist attraction because they change accommodation every day.
Therefore, it impacts costs, and there are obstacles to travel.

Model 3 “Open Jaw” is a route trip pattern similar to Model 2, but the destinations to ¢o and
return are different (do not use the same route). In addition, each point of travel can be separated.
The advantage of this model, there is no need to waste time returning to the same point. This model
is often used between countries that are long distances and take a long time. The disadvantage

is high cost, so it is the most expensive itinerary model. Because the round-trip takes different routes.

Research Methodology

1. Instrument

A questionnaire is a research instrument consisting of a series of questions to gather information
from sample groups to collect the primary data of the agritourism attractions based on the 3A’s of
a destination (Collier & Harraway, 1997) that serves as the starting point to evaluate the tourism
potential of Khao Hin Sorn Royal Development Study Centre and linked areas.

Interviewing the director of Khao Hin Sorn Royal Development Study Centre and farm owners
in areas linked by the researchers asked one or more participants were asked general questions,
answers to open-ended questions were recorded, and audiotapes were utilized to allow for

more consistent transcription.
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2. Data collection and analysis

2.1 A questionnaire

1) A questionnaire to survey Thai travelers who visited the Khao Hin Sorn Royal Development
Study Centre to find out the groups of tourists, visitors, and the purpose of travel. Able to see
the direction of tourism of Khao Hin Sorn Royal Development Study Centre by predicting
from the data.

The research population is Thai tourists and visitors at Khao Hin Sorn Royal Development
Study Centre. This study uses the accidental sampling method to survey at least 400 samples.
The data obtained will be used to define tourist groups and tourist activities for the linked areas,
including the creation of the agritourism simulation trip form.

2) A guestionnaire for a satisfaction survey to find agricultural tourism potential analysis,
which uses a 5-level rating scale according to the Likert scale. (A commonly used 5-point Likert scale
example to measure satisfaction is: very satisfied = 5, satisfied = 4, neither satisfied nor dissatisfied = 3,
dissatisfied = 2, and very dissatisfied = 1). The criteria for interpreting an average score are to use
4 levels of measurement from finding the width of the class interval to view the satisfaction
level of the tourists (A common level is: 4.21-5.00 = highest, 3.41-4.20 = high, 2.61-3.40 = moderate,
and 1.00-1.80 = lowest). The statistics used in this study were percentages and standard deviation.

This questionnaire is used in simulation agritourism trips to find the agritourism potential
in linked areas.

3. Criteria for evaluation

This study evaluated using the element of a destination: 3 A’s (Collier & Harraway, 1997
as cited in lampring, 2014, see also Sood, 2017) as a criterion for evaluating the aptness of
agritourism attractions that consist of (1) A: attraction. (2) A: amenities, and (3) A: accessibility.
The aptness of agritourism attractions’ data associated with the Likert scale (Likert, 1987) to find
the satisfaction level that indicates agritourism attractions. The researchers use a five-level Likert scale
and a five-point scale to measure as follows: 1 = Very low satisfaction, 2 = Low satisfaction,
3 = Moderate satisfaction, 4 = High satisfaction, 5 = Very high satisfaction. The scores are then
calculated to convert the comparison value into a satisfaction level and used as an indicator of
tourism potential as follows: 1.00-1.80 = Lowest, 1.81-2.60 = Low, 2.61-3.40 = Moderate,
3.41-4.20 = High, 4.21- 5.00 = Highest.

Royal Development Projects and the Promotion of agritourism to linked areas:

o
Q
B
The case of Khao Hin Sorn Royal Development Study Centre -]
w
()]



M9EATINYINITIANG
UAINYIRBLNYATATERS

U 5 adudl 1 unsau - Tguieu 2569

Journal of Management Sciences
Kasetsart University

Vol. 5, No. 1, January - June 2026

Table 1 Model Conceptual Evaluation Framework

Satisfaction Level

3A's 1: Very low 3. Moderate 4 : High 5 : Very high
satisfaction satisfaction satisfaction satisfaction satisfaction
Attraction
Amenities
Accessibility
¥
Pair Table

3 A's Satisfaction & Potential

Consider Expected Direction

Satisfaction Level Potential Level

Potential level is inversely proportional

to the satisfaction level

1 1 1 =1 = Very low potential
2 2 2 = 2 = Low potential
3 3 3 =3 = Moderate potential
4 4 4 = 4 = High potential
5 5 5 =5 = Very high potential

Results

The research areas consist of Khao Hin Sorn Royal Development Study Centre and

4 agricultural areas recommended by the Khao Hin Sorn Royal Development Study Centre. Screened

according to conditions and tools by researchers. The result is shown in Figure 1.
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Figure 1 Map showing Khao Hin Sorn Royal Development Study Centre and 4 agricultural targets

Source: Researchers pinpoint the location on Google Map
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However, the 4 target-linked areas with the Khao Hin Sorn Royal Development Study Centre

were selected through on-site readiness surveys by researchers, as shown in Table 2.

Table 2 Results of the evaluation of the three basic tourism resource components (3 A's)

ltems Attraction Amenities Accessibility

Ban Win, Sufficiency Economy Learning Center v v v
Nong Song Hong Community and Nong Wua Organic Mushroom and < < v
Vegetable Community Enterprise Group

Sufficiency Economy Learning Center (Siriwat garden) v v v
Sufficiency Economy Learning Center (Lime Garden) v v v
Sufficiency Economy Learning Center of Integrated Agriculture and v v v
Dairy Goat Farming.

Ban Pruwai Community Learning Center X X X
Tharatip Community Enterprise Group X X X

According to the researcher's survey, Khao Hin Sorn Royal Development Study Centre is a mixed
D and E type agricultural tourism attraction. It is the leaming center, conservation of agricultural wisdom,
and research station for animal and plant breeding that focuses on improving agricultural efficiency
rather than tourism. There are 13 departments related to agriculture working together within
Khao Hin Sorn Royal Development Study Centre. Ban Win; Sufficiency Economy Learning Center
is a D-type, which is a learning center that is a source of agricultural information for people with wisdom
or techniques that are interesting and accepted by outsiders. Especially, it is the learning center
or agricultural wisdom conservation under the sufficiency economy philosophy. Sufficiency Economy
Learning Center (Lime Garden) is a D-type, a conservation place of ancient agricultural wisdom,
which is produced by using fertilizer, humus hay, as well as repelling insects from plants and
herbs manually. Together with conservation under the sufficiency economy philosophy.
Sufficiency Economy Learning Center of Integrated Agriculture and Dairy Goat Farming is a D-type
in which the agricultural knowledge learning or conservation center is a source of knowledge
about local wisdom in raising goats. There are how to raise environmentally friendly goats and techniques
for raising goats' milk to have interesting quality for processing goat milk into pasteurized goat milk,
goat milk Greek yogurt, and French soft goat cheese. Siriwat Garden; Sufficiency Economy
Learning Center is a D type, which has brought the wisdom of agriculture of the ancient people
in agriculture, namely Khok Nong Na (Hump, Swamp, Paddy field) from the science of the King
to the Khok Nong Na Model (Figure 2), which was developed from the wisdom of ancestors. This is part of

the data integration project to increase the efficiency of agricultural land use.
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Figure 2 Khok Nong Na Model (Hump, Swamp, Paddy Field Model)

Source: Kamphaeng Phet Provincial Agriculture and Cooperatives Office

Information from the questionnaire was collected from samples of Thai travelers who visited

the Khao Hin Som Royal Development Study Centre. A survey was conducted to find out the tourists

and visitors groups, including their purpose of travel and the provinces of origin, which shows results

in Table 3.

Table 3 General information of the respondents (N = 407 Thai travelers)

Demographics n % Demographics n %
Age span (years) Occupation
Less than 15 37 | 91 Government agencies 89 | 2187
15-20 48 | 11.8 Farmer 17 4.18
21-25 74 |18.18 Student 152 | 37.35
26-30 61 15 State enterprise employees/ 27 6.3
31-35 48 | 11.8 Entrepreneur 42 | 10.32
36-40 24 | 59 Private company employees 33 | 8.11
41-45 32 | 7.86 Freelance 22 | 541
46-50 31 7.62 Housewife 8 1.97
51-55 10 | 2.46 Not specified 11 2.7
56 years and over 14 | 3.44 | Domicile
Not specified 28 | 6.88 Chachoengsao 86 21.13
Purposes Bangkok 44 10.81
Training 27 | 6.63 Samut Prakan 39 9.58
Field trips with educational institutions 98 | 2408 Chonburi 34 8.35
Resting/exercising 17 | 4.18 Prachin Buri 27 6.63
Traveling 87 | 2138 surin 23 5.65
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Table 3 General information of the respondents (N = 407 Thai travelers) (Continued)

Demographics n % Demographics n %
Learn agriculture 22 | 541 Si Sa Ket 12 295
Study trip/activity with the workplace |[141 |[34.64 Nonthaburi 10 2.46
Other 9 1221 Buriram 10 2.46
Travel Companion Saraburi 8 1.97
Colleague agencies 236 |57.87 Lop Buri 7 1.72
Family/Lovers 89 (21.83 Sing Buri 7 1.72
Friend 59 |14.47 Ratchaburi 5 1.23
Association/Club 14 |14.45 Ayutthaya 5 1.23
Alone 9 228 Not specified 90 22.11

46.99%
53.01%

42.00% 44.00% 46.00% 48.00% 50.00% 52.00% 54.00%
m Not participating in activities M Participate in activities
Figure 3 Participation in the activities of Khao Hin Sorn Development Study Centre
Table 3 and Figure 3 show that the Khao Hin Sorn Development Study Centre plays a role in
agricultural tourism, particularly in categories D and E, attracting a diverse range of tourists, with

a notable presence of educational groups. Therefore, the Khao Hin Som Development Study Centre's

main role is to learn, train, and practice agriculture.
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I 20.56%
I 21.96%
I 29.91%

38.79%
39.72%

I 40.19%
I 42.52%

. 70.56%

0.00% 10.00%  20.00% 30.00% 40.00% 50.00% 60.00% 70.00% 80.00%

m Sufficiency Economy, The New Theory of Agriculture

M Agriculture, such as lemon and rice cultivation

H Herb gardens, such as growing and processing herbs
Livestock such as raising frogs, ducks and chickens

B Fisheries (Ornamental fish breeding and breeding)

B Knowledge of soil management, such as vetiver grass

B Herbal steaming and Thai massage services

W Weaving from plant fibers

Figure 4 Impressions of the activities of the Khao Hin Sorn Royal Development Study Centre

1 4.13%
| 103%
0.00% 20.00% 40.00% 60.00% 80.00% 100.00%
B Recommended Irresolute M Not recommended
Figure 5 Recommend and tell others

Table 4 Travelling to agritourism in areas surrounding Khao Hin Sorn Royal Development

Study Centre (N = 407 Thai travelers)

Will you travel to agritourism in areas surrounding Khao Hin Sorn Royal .
Development Study Centre? " /o
I will travel there 229 56.27
| won't travel there 149 36.61
Irresolute 29 7.13
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Figure 4-5 and Table 4 show that Khao Hin Sorn Development Study Centre has tourism potential,
as evidenced by their impressions of the activities that they visited, participated in, or practiced,
especially activities related to the main mission of Khao Hin Sorn Development Study Centre
is the Sufficiency Economy, The New Theory of Agriculture (70.56%). In addition, tourists are happy
to recommend others (94.83%), and will visit the agricultural tourist attractions surrounding
Khao Hin Sorn Development Study Centre.

The researchers created 4 simulation agritourism trips to evaluate satisfaction following
the three basic components of tourism, also known as the 3 A’s elements of tourism (Collier &
Harraway, 1997), using a 5-point Likert scale (Likert, 1987). The result was presented as an average score
and then compared with scores to show the satisfaction level. That refers to the potential of
agritourism in Khao Hin Sorn Royal Development Study Centre and the areas linked.

Trip No. 1 (Day trip): Khao Hin Sorn Royal Development Study Centre, Ban Win, Sufficiency
Economy Leaming Center, and Sufficiency Economy Learning Center (Lime Garden). 21 volunteer travelers
who are farmers and interested persons, with the number of volunteers set at approximately
1 non-scheduled van, as this is the first simulation trip, and travels to many places. The results

are shown in Table 5.

Table 5 The satisfaction level in attractions

Khao Hin Sorn Sufficiency Ban Win,
Royal Economy Sufficiency
3 A’s elements of
Development  Learning Center Economy Learning Overview
tourism
Study Centre (Lime Garden) Center
Average S.D. Average S.D.  Average S.D. Average  S.D.

1. Attraction (Site) 4.19 0.68 3.76 0.54 3.81 0.81 4.00 0.71
Level of Satisfaction High High High High
1.1 Event 3.86 0.65 3.52 0.60 3.71 0.64 3.95 0.67
Level of Satisfaction High High High High
1.2 Service & Hospitality 4.38 0.67 3.86 0.65 4.05 0.86 4.29 0.72
Level of Satisfaction Highest High High Highest
2. Amenities 4.10 0.70 3.67 0.58 3.81 0.60 4.10 0.70
Level of Satisfaction High High High High
3. Accessibility 4.05 0.74 3.76 0.62 4.00 0.71 4.00 0.63
Level of Satisfaction High High High High

Note: Satisfaction level: the average: 1.00-1.80 = Lowest, 1.81-2.60 = Low, 2.61-3.40 = Moderate,
3.41-4.20 = High, 4.21- 5.00 = Highest
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The trip No. 2 (Day trip): Khao Hin Sorn Royal Development Study Centre and Sufficiency
Economy Learning Center (Dairy Goat Farming). 36 volunteer travelers who are goat farmers
from Ban Noen Plap Wan, Nong Prue Subdistrict, Bang Lamung District, Chonburi Province.

The results are shown in Table 6.

Table 6 The satisfaction level in attractions

Khao Hin Sorn
Sufficiency Economy Learning

Royal
3 A’s elements Center of Integrated Agriculture
Development Overview
of tourism and Dairy Goat Farming
Study Centre
Average S.D. Average S.D. Average S.D.

1. Attraction (Site) 4.25 0.69 3.72 0.66 3.75 0.65
Level of Satisfaction Highest High High
1.1 Event 4.14 0.93 3.39 0.87 3.78 0.83
Level of Satisfaction Highest Moderate High
1.2 Service & 4.42 0.81 3.72 0.70 3.97 0.61
Hospitality
Level of Satisfaction Highest High High
2. Amenities 4.25 0.69 3.58 0.77 3.86 0.68
Level of Satisfaction Highest High High
3. Accessibility 4.25 0.91 3.81 0.79 3.81 0.62
Level of Satisfaction Highest High High

Note: Satisfaction level: the average: 1.00-1.80 = Lowest, 1.81-2.60 = Low, 2.61-3.40 = Moderate,
3.41-4.20 = High, 4.21- 5.00 = Highest

The trip No. 1-2 was presented in Table 5-6, which demonstrated the overall tourism potential of
Khao Hin Sorn Royal Development Study Centre and the areas linked through their ability to satisfy tourists
at the “High to Highest” level. In detail, Khao Hin Sormn Royal Development Study Centre can impress
with the most “Highest”. Unless the Sufficiency Economy Learning Center of Integrated Agriculture
and Dairy Goat Farming has a moderate level of events to serve tourists.

The trip No. 3 (Day trip): Khao Hin Sorn Royal Development Study Centre, Siriwat Garden,
Sufficiency Economy Learning Center, and. Sufficiency Economy Learning Center (Dairy Goat Farming).
24 volunteer travelers, including farmers and interested individuals, will be accommodated,
with a minimum of 2 non-scheduled vans available for their travel to various locations. The results

are shown in Table 7.
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Table 7 The satisfaction level in attractions

Khao Hin Sorn

Siriwat Garden,

Sufficiency Economy

Royal Learning Center of

3 A’s elements Sufficiency Economy

Development Integrated Agriculture and  Overview

of tourism Learning Center

Study Centre Dairy Goat Farming

Average S.D. Average S.D. Average S.D. Average S.D.
1. Attraction (Site) 4.33 0.48 3.79 0.72 3.33 0.70 3.92 0.50
Level of Highest High High High
Satisfaction
1.1 Event 4.25 0.68 3.92 0.78 3.38 0.82 4.08 0.65
Level of Highest High High High
Satisfaction
1.2 Service & 4.54 0.59 4.29 0.62 3.83 0.76 4.38 0.49
Hospitality
Level of Highest Highest High Highest
Satisfaction
2. Amenities 4.29 0.55 3.92 0.65 3.29 0.55 392 0.58
Level of Highest High High High
Satisfaction
3. Accessibility 4.08 0.72 3.63 0.71 3.58 0.88 3.88 0.61
Level of High High High High

Satisfaction

Note: Satisfaction level: the average: 1.00-1.80 = Lowest, 1.81-2.60 = Low, 2.61-3.40 = Moderate,

3.41-4.20 = High, 4.21- 5.00 = Highest

The trip No. 4 (Ovemight trip): 15 volunteer travelers. Since this is a family trip, the volunteers

will be a family consisting of adults and children. Therefore, the number of volunteers per van

is limited to no more than two. Furthermore, this is an overnight trip. The results are shown in Table 8.
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Table 8 The satisfaction level in attractions

Sufficiency Economy
Khao Hin Sorn Siriwat Garden,
Learning Center of
3A’s Royal Sufficiency
Integrated Agriculture
elements of  Development Economy Overview
and Dairy Goat

tourism Study Centre Learning Center
Farming
Average S.D.  Average S.D. Average S.D. Average  S.D.
1. Attraction (Site) 4.20 0.56 4.00 0.53 3.47 0.74 4.13 0.64
Level of
High High High High
Satisfaction
1.1 Event 4.27 0.59 4.40 0.51 3.73 0.70 4.27 0.59
Level of
Highest Highest High Highest
Satisfaction
1.2 Service &
4a.47 0.52 4.47 0.52 4.00 0.65 4.33 0.62
Hospitality
Level of
Highest Highest High Highest
Satisfaction
2. Amenities 4.27 0.59 4.33 0.49 3.53 0.64 4.13 0.52
Level of
Highest Highest High High
Satisfaction
3. Accessibility 4.13 0.35 4.33 0.62 4.07 0.59 4.13 0.52
Level of
High Highest High High

Satisfaction

Note: Satisfaction level: the average: 1.00-1.80 = Lowest, 1.81-2.60 = Low, 2.61-3.40 = Moderate,
3.41-4.20 = High, 4.21- 5.00 = Highest

Trip No. 3-4 was presented in Tables 7-8, which demonstrated the overall tourism potential of
Khao Hin Sorn Royal Development Study Centre and the areas linked through their ability
to satisfy tourists at the “High to Highest” level.

Importantly, the Sufficiency Economy Learning Center of Integrated Agriculture and
Dairy Goat Farming has enhanced its activities to cater to tourists, thereby increasing its tourism potential.

This can be seen from the change in satisfaction level from moderate to high.

Royal Development Projects and the Promotion of agritourism to linked areas:
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Discussion

The potential of agricultural tourism in the target areas is linked with the Khao Hin Sorn
Royal Development Study Centre. From the study, the types of agritourism are classified based on
the types of agricultural tourism by the Department of Tourism, Ministry of Tourism and Sports,

as shown in Tables 9-11.

Table 9 The types of agritourism are classified

Types Highlight of type o 0 © © o

Agricultural Learning Center, or the Agricultural Wisdom
D v v v v v

Conservation Center.

An animal and/or plant breeding research centers or station that v
E

focus more on improving agricultural efficiency than on tourism.

Note: % Khao Hin Sorn Royal Development Study Centre
(1] Sufficiency Economy Learning Center (Lime Garden)
@ sufficiency Economy Learning Center (Siriwat garden)
© &an Win, Sufficiency Economy Learning Center

(4] Sufficiency Economy Learning Center of Integrated Agriculture and Dairy Goat Farming

Table 10 Conclusion of the satisfaction level in attractions

Agritourism attractions (Average)

Ban Win, Sufficiency Sufficiency Economy
Khao Hin Sorn Siriwat Garden,
3 A’s elements Sufficiency Economy Learning Center of
Royal Sufficiency
of tourism Economy Learning Integrated
Development Economy
Learning Center (Lime Agriculture and Dairy
Study Centre Learning Center
Center Garden) Goat Farming
1. Attraction 4.24 3.76 3.83 3.87 3.55
Level of
Highest High High High High
Satisfaction
1.1 Event 4.13 3.52 3.75 4.10 3.45
Level of
High High highs High High
Satisfaction
1.2 Service &
4.45 3.86 a.17 4.36 3.81
Hospitality
Level of
Highest High High Highest High

Satisfaction
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Table 10 Conclusion of the satisfaction level in attractions (Continued)

Agritourism attractions (Average)

Ban Win, Sufficiency Sufficiency Economy
Khao Hin Sorn Siriwat Garden,
3 A’s elements Sufficiency Economy Learning Center of
Royal Sufficiency
of tourism Economy Learning Integrated
Development Economy
Learning Center (Lime Agriculture and Dairy
Study Centre Learning Center
Center Garden) Goat Farming
2. Amenities 4.23 3.67 3.86 4.08 3.48
Level of
Highest High High High High
Satisfaction
3. Accessibility 4.15 3.76 4.03 3.90 3.79
Level of
High High High High High

Satisfaction

Note: Mean satisfaction level: the average: 1.00-1.80 = lowest, 1.81-2.60 = low, 2.61-3.40 = moderate,
3.41-4.20 = high, 4.21- 5.00 = highest

Table 11 Compare satisfaction levels with potential levels to conclude tourism potential

Letter
3 A’s of Attraction Score Potential
Grade
Khao Hin Sorn Royal Development Study Centre
1. Attraction (Site) 4.24 A Excellent
1.1 Event 4.13 A Excellent
1.2 Service & Hospitality 4.45 A Excellent
2. Amenities 4.23 A Excellent
3. Accessibility 4.15 A Excellent
Ban Win, Sufficiency Economy Learning Center
1. Attraction (Site) 3.76 B+ Very Good
1.1 Event 3.52 B+ Very Good
1.2 Service & Hospitality 3.86 B+ Very Good
2. Amenities 3.67 B+ Very Good
3. Accessibility 3.76 B+ Very Good

Royal Development Projects and the Promotion of agritourism to linked areas:
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Table 11 Compare satisfaction levels with potential levels to conclude tourism potential (Continued)

Letter
3 A’s of Attraction Score Potential
Grade

Siriwat Garden, Sufficiency Economy Learning Center
1. Attraction (Site) 3.83 B+ Very Good
1.1 Event 3.75 B+ Very Good
1.2 Service & Hospitality a.17 A Excellent
2. Amenities 3.86 B+ Very Good
3. Accessibility 4.03 A Excellent
Sufficiency Economy Learning Center (Lime Garden)
1. Attraction (Site) 3.87 B+ Very Good
1.1 Event 4.10 Excellent
1.2 Service & Hospitality 4.36 Excellent
2. Amenities 4.08 A Excellent
3. Accessibility 3.90 B+ Very Good
Sufficiency Economy Learning Center of
Integrated Agriculture and Dairy Goat Farming
1. Attraction (Site) 3.55 B+ Very Good
1.1 Event 3.45 B+ Very Good
1.2 Service & Hospitality 3.81 B+ Very Good
2. Amenities 3.48 B+ Very Good
3. Accessibility 3.79 B+ Very Good

Note: 1. Score Meaning: lower 1.00 = Fail, 1.00-1.49 = Very Poor, 1.50-1.99 = Poor, 2.00-2.49 = Fair,
2.50-2.99 = Fairly Good, 3.00-3.49 = Good, 3.50-3.99 = Very Good, 4.00 and up = Excellent

2. Score compared to transfer as grade point = Letter Grade: lower 1.00 = F, 1.00-1.49 = D,
1.50-1.99 = D+, 2.00-2.49 = C, 2.50-2.99 = C+, 3.00-3.49 = B, 3.50-3.99 = B+, 4.00 = A

***Researchers defined values and meanings based on school-record criteria.
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Table 12 Show the things that need to be improved

3A’s of Attraction Score  Letter Grade Development

Ban Win, Sufficiency Economy Learning Center

1. Attraction (Site) 3.76 B+ v
1.1 Event 3.52 B+ 4
1.2 Service & Hospitality 3.86 B+ v
2. Amenities 3.67 B+ 4
3. Accessibility 376 B+ v
Siriwat Garden, Sufficiency Economy Learning Center

1. Attraction (Site) 3.83 B+ 4
1.1 Event 3.75 B+ 4
2. Amenities 3.86 B+ v
Sufficiency Economy Learning Center (Lime Garden)

1. Attraction (Site) 3.87 B+ v
3. Accessibility 3.90 B+ v
Sufficiency Economy Learning Center of Integrated

Agriculture and Dairy Goat Farming

1. Attraction (Site) 3.55 B+ v
1.1 Event 3.45 B+ 4
1.2 Service & Hospitality 3.81 B+ v
2. Amenities 3.48 B+ 4
3. Accessibility 3.79 B+ v

The study results satisfy the research objective that aims to study the potential of
agritourism in the linkage areas targeted by the Khao Hin Sorn Royal Development Study Centre,
as shown in Table 9, which shows the overall potential of the agritourism attractions as “Grade B+ and A,”
which means high to the highest potential by the tourists' satisfaction indicator. While Table 10
shows the results of the 3 A's distribution, it was found that there were different results, namely
satisfaction results indicating high potential to highest, and they have grades B+-A. Therefore, it can
be concluded that 4 agritourism attractions have high tourism potential and can be developed.

In this case, Khao Hin Sorn Royal Development Study Centre operates under 3 missions,
including (1) research, (2) disseminating knowledge to farmers, and (3) tourism. Therefore, there are
a variety of activities, including various knowledge and activities meet the needs of tourists. In addition,

13 government agencies are operating within Khao Hin Sorn Royal Development Study Centre.

Royal Development Projects and the Promotion of agritourism to linked areas:
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It is a reason supporting the agricultural tourism's highest potential, and answers that Khao Hin Sorn
Royal Development Study Centre can be the center of agricultural tourism in this research area.

As Figure 6.

Interesting or famous e Agritourism
tourist attractions nearby .~ . Communities /

rrrrrrrrrrr NS TN
Khao Hin
Sorn Royal \

Development

s Study Centre

Somkid
Lime
Garden

Dairy Goat
Farming

Siriwat
Garden

Ban Win

Figure 6 Agritourism routes and network for agritourism that has Khao Hin Sorn Royal

Development Study Centre is the center.

“The New Theory of Agriculture” is natural agriculture focusing on self-reliance through
integrated farming. Raise animals and grow a variety of plants in the same area without using
chemicals, i.e., animal feed, fertilizer from plant waste, animal manure, herb against insects, etc.
The best way to reduce the cost of raising animals is to reduce the cost of food. Including
the Philosophy of Sufficiency Economy is a matter of self-reliance in five sectors: resources,
production, technology, social, and psychological. Many Thai farmers can solve debt problems with
the New Theories and Sufficiency Economy Philosophy. Thus, they repay society by opening
a learning center for traveling and learning (Considered to be an agricultural tourist attraction of
type D).

Discussable that Khao Hin Sorn Royal Development Study Center and the area linking
management farm based on the New Theory of Agriculture and the Philosophy of Sufficiency Economy.
Those concepts of agriculture are environmentally friendly, which concern the participation of
local communities, culture, and local products. In general, current tourists recognize the importance of
sustainable tourism balanced for the economy, society, and environment. Thus, the agricultural
land of the Royal Development Project Thailand and the network are one of the alternatives to ecotourism.

Ecotourism is defined as traveling to relatively undisturbed natural areas, admiring and enjoying scenery
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and its wild plants and animals, as well as any existing cultural manifestations (both past and present)
found in these areas (Ceballos-Lascurain, 1987 as cited in Donohoe and Needham, 2006). Thus,
the tourism resource, potential, and agricultural operations/farming practices that yield positive
impacts on the environment, animals, and people's relationship with the agritourism aspect of ecotourism.

Agritourism is tourism related to experiencing and appreciating agricultural products,
settings, and lifestyles, which is consistent with the concept of sustainability, which is caring for
all dimensions, not just the environmental dimension. It must consist of 3 dimensions: people (Social),
profit (Economic), and the planet (Environment), or the so-called 3 Ps, which focuses on maintaining
balance and applying it to business, covering social, economic, and environmental aspects. Therefore,
agricultural tourism is linked to the concept of sustainability as stated by the Hawaii Tourism
Authority (2025): 1) keeps farm/ranches viable, 2) preserves agricultural lands, 3) new employment
opportunities/income, 4) enhances and/or promotes agricultural products, 5) authentic farm/ranch
experiences, 6) educational experiences, 7) diversifies tourism offerings, and 8) connect with nature.

This study meets the sustainable development criteria as Happy Attraction-Social: 1) keeps
farm/ranches viable, 2) preserves agricultural lands, 4) enhances and/or promotes agricultural products,
5) authentic farm/ranch experiences, 6) educational experiences, 7) diversifies tourism offerings.
Tourism Income-Economic: 3)new employment opportunities/income. Organic Agricultural-

Environment: 8) connects with nature.

Attractions :

Good Agricultural Practices

ENVIRONMENT

Organic Agricultural

Happy Attractions Tourism Income

SOCIAL ECONOMIC

Happy Community Tourists Spending

Sustainable Cities and
Communities

Figure 7 Sustainable development: the result of agritourism management based on the New Theory of

Agriculture and the Philosophy of Sufficiency Economy impact on Sustainable Development
Goals (SDG’s)
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Suggestions

The results regarding the backeround and significance of the research are that Khao Hin Som
Royal Development Study Centre can enhance the agricultural knowledge of Thai farmers
(missions, (1) research), create strength for Thai farmers with the Sufficiency Economy Philosophy
and New Theory of Agriculture, expand safe agricultural areas, and create economic stability for
the country with agricultural roots (missions, (1) research and (2) disseminating), and strengthen
the stability of agricultural income by using tourism to support it (missions, (3) tourism). The results
are utilized to create a route and tour program, as shown in the following example.

Model 1: “Hub and Spoke” route

Siriwat Garden

Go to Kabin Buri

Khao Hin
Sorn Royal
Development
Study
Dairy Goat Farming & Centre

Figure 8 Route map, and hub and spoke model

Siriwat
Garden

Khao Hin
Sorn Royal
Development
Study Centre

Dai
Go;yt 4/'
Farming

Figure 9 Hub and spoke route
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Model 2 “Circle” route

Go to Kabin Buri

Khao Hin
Sorn Royal
Development
Study
Centre

Figure 10 Route map and circle model

Khao Hin Sorn
Royal
Development
Study Centre

3 £
. Lime
Garden
Figure 11 Circle route

Model 3 “Open Jaw” route

Lime Garden

Go to Kabin Buri

Ban Win

Khao Hin

Sothon Wararam Temple Sorn Royal
Development
, Study
Sarakham Centre

Mini Murrah Farm

A y

Figure 12 Route map and circle model
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Sothon Khao Hin

——» Wararam ———p BanWin ———) LimeGarden — 5 Sorn Royal
Temple Development
) Study Centre

Figure 13 Circle route

A,
. e%’e
Authentic gl j

Emotion

Branding

Knowledge
Sharing

Creation

Agriculture
and the
Philosophy

Experience

Figure 14 Guidelines for developing agricultural tourism

Possibly, the agritourism gives more experiences for Thai travellers, and provides distinct
experiences for foreign travellers. In conjunction with the Sufficiency Economy Philosophy and the
Concept of Sustainable Development. The benefits should extend as follows:

1. Financial: generates income for the community, transforms a farmer into a price-maker
rather than a price-taker, creates a career in the attractions, improves agricultural revenue streams,
and gives income to compensate for unexpected events, along with a marketing mix such as:

1) Product:

1.1) Program trips - Create a travel route connecting to interesting or famous tourist attractions
nearby that provides a framework to achieve a green tourism program in Khao Hin Sorn Royal Development
Study Centre and areas linked for marketing advantage. The program trips should reward experience
through a blend of local culinary experiences. Local cooking combines farm produce (quality and
safe raw materials) to serve tourists. Expresses the idea of this trip that “Eating low-quality food is full

but harmful to health, or low price, high benefit.
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1.2) Horticulture products - Create their own outstanding product and brand of the farm
for marketing advantage. Suppose that they create their own local gastronomy, e.g., serving
the most exclusive gastronomic delights, and activities such as do-it-yourself (DIY) activities.
Offer local life, localist style, local food, food safety, etc.

2) Non-financial: creates activities with low negative impact, cultivates a good awareness of tourism,
active role in the agrifood safety (New Theory of Agriculture), and develop niches consumer
who interesting in farm working, farm/ranch educational experiences, or enjoy with other
agricultural activities such as a activity gathering for erowing rice, bicycle tour of around Khao Hin Son

Royal Development Study Centre.

Limitations

This is a limitation of Khao Hin Sorn Royal Development Study Centre tourism because it is
a non-profit organization. Therefore, does not focus on entertainment tourism, even though
tourism is one of its three main missions. The priority of the main missions is (1) research and
(2) disseminating. Therefore, tourism missions are aimed at supporting the dissemination of knowledge,
assisting farmers, promoting agricultural careers, establishing networks of safe agriculture, introducing
the New Theory of Agriculture, Philosophy of Sufficiency Economy, and fostering the philosophy of
a sustainable economy. Therefore, activities and accommodations will give priority to the training group,
field trips with educational institution groups, and learn agriculture. Focus on government agencies
and farmers. However, Khao Hin Sorn Royal Development Study Centre does not block access
for both Thai and foreign people. Everyone can visit, take a rest, exercise, train, and attend workshops.

For farmers, their main occupation is agriculture, while generating additional income from tourism
and being a center for disseminating knowledge of new agricultural theories and the philosophy of
sufficiency economy. Therefore, the area is not targeted at developing tourism areas, but rather
for developing areas for main occupations along with secondary occupations.

The further research should be developed and improved in the 7Ps marketing consists of:
Product, Promotion, Price, Place, People, Process, Physical evidence (Hanlon, Annmarie, 2023)
to create the service 7Ps mix, and engagement in the New Theory of Agriculture, Philosophy of
Sufficiency Economy to provide stronger Thai farmers and sustainable agro-tourism, including
agricultural tourism development for Thai farmers. An example research topic is "7 Ps in Service Marketing
based on the Sufficiency Economy Philosophy and the Concept of Sustainable Development

for agricultural tourism".
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Abstract

This research aimed to improve the English language proficiency of handwoven textile entrepreneurs
from the Pga K’'nyau group in Lamphun Province, enabling them to access international markets.
The study used the Communicative Language Teaching (CLT) approach as an intervention. A mixed-
methods design was employed, incorporating both quantitative and qualitative data. The target group
comprised 30 entrepreneurs, and data were collected through interviews, questionnaires, and pre- and
post-tests. Quantitative data were analyzed using descriptive statistics and paired-sample t-test,
while qualitative data were validated through member checking. Three tailored lesson plans were designed
to enhance participants' vocabulary, sentence construction, and online business communication skills.
Statistical analysis revealed a significant improvement in English proficiency, with the post-test
scores showing an average increase of 5.90 points compared to the pre-test. Over 90% of participants
met the minimum proficiency benchmark of 50%. Qualitative data indicated a strong need for
ongoing development in listening, speaking, reading, and writing skills, particularly for international
trade purposes. Overall, the CLT approach was found to be effective in increasing participants'
confidence and ability to use English in real-world business contexts. The findings suggest that
integrating language teaching with practical business activities can help entrepreneurs expand into
global markets. This study provides a model for other ethnic and rural groups to enhance their business
prospects through targeted English language education. Future research should explore the applicability of

this approach in other sectors and regions.

Keywords: Language Proficiency Enhancement; English Communication for Entrepreneur,

English for International Business; Communicative Language Teaching
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Background and Significance of the Research Problem

English is widely recognized as a global language and a common medium that allows people
from diverse linguistic backgrounds to communicate for a variety of purposes. (Bayyurt et al,, 2019;
Si, 2019). In today’s globalized economy, proficiency in English has become essential for
international communication (Crystal, 2003), especially businesses seeking to expand beyond
local markets, particularly in sectors that rely on international commmunication, trade, and collaboration.
English serves as the primary medium for business negotiations, marketing, and online transactions,
making it crucial for entrepreneurs who wish to reach a broader audience. The growing importance of
e-commerce and digital marketing further emphasizes the need for English language skills,
as online platforms often cater to global customers.

For handwoven textile entrepreneurs in Thailand, particularly those from ethnic minority groups
such as the Pga K’nyau, mastering English presents a significant opportunity for expanding
their market reach. Traditionally, these entrepreneurs have operated within local economies,
selling products to domestic buyers or relying on intermediaries. However, with the rise of
digital marketplaces, there is potential for these businesses to directly engage with international
customers, provided they possess the necessary language skills (Richards & Rodgers, 2001).

The Pga K’nyau group, also known as the Karen people, has a rich tradition of handwoven
textile production, characterized by unique designs and traditional techniques. Despite the high quality
and cultural significance of these products, limited English proficiency has often been a barrier to
international trade (Royal Project Foundation, 2012). Previous studies have shown that improving
English communication skills can significantly enhance entrepreneurs' ability to engage in global markets,
negotiate prices, and manage customer relationships (Larsen-Freeman, 2003).

This research aims to address this gap by developing and implementing an English language
training program tailored specifically to the needs of Pga K’'nyau handwoven textile entrepreneurs.
The program is based on the Communicative Language Teaching (CLT) Approach, which emphasizes
practical language use in real-world contexts. By focusing on business communication skills,
including vocabulary related to product descriptions, negotiations, and online sales, this study
seeks to enhance the capacity of these entrepreneurs to engage with international customers directly
and effectively (Esmaeil, 2015). For example, Pga K'nyau entrepreneurs regularly participate in
national trade fairs each year. These events attract both domestic and international clients,
which provide the entrepreneurs with opportunities to use English in showcasing their
handwoven textile products. Moreover, they also engage in price negotiations using English as

the medium of communication.
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The importance of English as a lingua franca in ASEAN countries, including Thailand
(Kirkpatrick, 2010), further underscores the relevance of this research. The ASEAN Charter mandates
English as the working language of the region, making it even more critical for local entrepreneurs
to be proficient in the language to fully participate in regional and global markets (ASEAN, 2008).
Through targeted language training, this research hopes to empower Pga K’nyau entrepreneurs
to leverage their cultural heritage and craftsmanship for greater economic benefit.

The field trip survey to the village and unstructured interviews with the handwoven textile
entrepreneurs highlight the necessity of implementing an appropriate English language teaching
intervention. This ensured that the instructional design was contextually relevant and aligned

with the learners’ needs.

Research Objectives

The objectives of this research are as follows:

1)To analyze the current English language proficiency of handwoven textile entrepreneurs
from the Pga K’nyau group in Lamphun Province, identifying the specific areas of communication
that require development for successful participation in international markets.

2) To implement a tailored English language teaching program based on the Communicative
Language Teaching (CLT) approach, designed to improve the business communication skills of
Pga K’nyau entrepreneurs, with a focus on vocabulary, negotiations, and online interactions.

3) To investigate the effects of the tailored teaching program and examine the attitudes of

the Pga K’nyau entrepreneurs towards the program

Scope of Research

This study focuses on the English language development of Pga K'nyau handwoven
textile entrepreneurs in Lamphun Province, Thailand. It specifically addresses their communication
challenges in international trade, including business vocabulary, negotiation, and online communication.
The research involves designing and implementing a short-term English instructional program
based on the Communicative Language Teaching (CLT) approach. The scope is limited to adult
entrepreneurs currently engaged in textile production and sales. It does not cover general English

proficiency or long-term language acquisition.
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Theoretical Framework

1. Relevant Teaching Approaches

The fundamental challenge in selecting an appropriate pedagogical framework for Karen handwoven
textile entrepreneurial centers on accommodating learner heterogeneity while delivering immediately
applicable communicative competence. The study's decision to adopt Communicative Language
Teaching (CLT) over English for Specific Purposes (ESP) and Task-Based Language Teaching (TBLT)
reflects a careful analysis of contextual constraints and learner needs.

CLT emerges as the most appropriate choice because it prioritizes communicative competence
through meaningful interaction without requiring homogeneous learner backgrounds. Rooted in
Hymes' (1972) conception of communicative competence and later refined by Canale and
Swain's (1980) four-component model encompassing grammatical, sociolinguistic, discourse, and
strategic competencies, CLT emphasizes real-world communication over structural accuracy
(Richards & Rodgers, 2014). This approach proves particularly suitable for diverse learner groups
where participants possess unequal educational foundations and varied English exposure levels.

ESP, while highly effective in specialized contexts, demands relatively homogeneous baseline
knowledge among leamers (Dudley-Evans & St John, 1998). The approach focuses on domain-specific
discourse and assumes shared professional backgrounds that enable specialized vocabulary and
register development. For the entrepreneurs with dramatically different literacy levels and formal
education experiences, ESP's requirements for uniform foundational competence would exclude
significant portions of the target population, contradicting inclusive pedagogical principles.

Besides, Content and Language Integrated Learning (CLIL) presents an engaging pedagosgical
approach that could be adapted for teaching entrepreneurship-related content. However, it may not
be suitable for the present study, as the participating entrepreneurs have limited time due to
their work commitments. CLIL requires extended instructional time, given that both content and language
are taught simultaneously. Additionally, effective implementation of CLIL demands specialized
teacher training and access to appropriate resources. Another challenge lies in the varying levels of
language proficiency among the entrepreneurs, which further complicates its application in this context.

Last but not least, TBLT's emphasis on authentic task completion through structured
three-phase instruction (pre-task, task cycle, post-task) requires substantial learer autonomy
and linguistic resources (Ellis, 2003; Nunan, 2004). While TBLT effectively promotes meaningful

language use through goal-oriented activities that mirror real-world situations, its implementation
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demands extensive institutional support, time allocation, and prior linguistic exposure that
exceeded the entrepreneurs' available resources. The approach's cognitive and organizational
demands would likely overwhelm learners with limited formal educational experience.

Therefore, CLT's flexibility accommodates the different nature of the participants while
providing immediate functional value for business communication. The approach's emphasis on
learner-centered activities and meaningful interaction allows participants with varying proficiency levels
to engage collaboratively in authentic communicative scenarios such as product introductions,
customer negotiations, and cultural heritage narration. This scaffolding approach supports
whole-class progress despite individual differences, creating an inclusive learning environment
that addresses the social dimension of language acquisition (Canale, 1983).

The pedagogical decision reflects sound theoretical grounding in communicative
competence theory, which emphasizes appropriateness and effectiveness over purely structural accuracy
(Bachman, 1990; Bachman & Palmer, 1996). By prioritizing fluency development through
authentic interaction, CLT enables entrepreneurs to develop strategic competence for managing
communication breakdowns (Canale & Swain, 1980) while building confidence in cross-cultural
business encounters. This approach aligns with the immediate practical needs of textile entrepreneurs
who must engage international customers without extensive preparatory language study.

It is areued that CLT as uniquely positioned to bridge linguistic inequalities while fostering
economic empowerment through communicative skill development (Celce-Murcia, 2007).
Unlike ESP's specialization requirements or TBLT's structural demands, CLT provides the pedagosgical
flexibility necessary for addressing diverse learner profiles while maintaining focus on functional
communication competence essential for entrepreneurial success in international markets.

1. The Communicative Language Teaching (CLT) Approach

The Communicative Language Teaching (CLT) approach has become a widely accepted
method for teaching languages, particularly English, in both academic and business contexts.
Unlike traditional language teaching methods that focus on grammar and translation, CLT emphasizes
real-life communication and practical language use (Richards & Rodgers, 2001).

Communicative Language Teaching (CLT) is considered one of the most effective and modemn
approaches to teaching English as a foreign or second language, gaining significant attention from
linguists and researchers. This paper discusses how CLT has made language learning more interactive,
referencing various studies that have examined its impact. Additionally, it outlines both the advantages
and disadvantages of implementing CLT. The paper concludes by summarizing findings based on

the literature review (Thamarana, 2015).
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In a classroom setting, interaction plays an important role in the success of English language teaching
and leaming, facilitating the exchange of ideas, feelings, and opinions between teachers and students.
For teachers, maintaining strong interaction with students is essential, requiring the use of effective strategies
and approaches. Many teachers today favor a student-centered approach over a teacher-centered one,
believing it fosters better interaction. The Communicative Language Teaching (CLT) method is highlighted
as a key approach in encouraging this student engagement (Eisenring & Margana, 2019).

The goal of CLT is to develop leamners' communicative competence, enabling them to effectively
interact in a variety of situations, both formal and informal. This approach is particularly suited
for business communication, as it helps learners navigate conversations, negotiations, and transactions
that are central to global trade (Larsen-Freeman, 2003).

For the Pga K’nyau handwoven textile entrepreneurs, this approach is especially relevant,
as they need to interact with international customers in real-time, either through digital platforms
or in direct communication. CLT focuses on the ability to convey meaning, making it a practical method
for teaching language in a business environment where vocabulary and phrases related to sales,
pricing, and customer service are crucial (Esmaeil, 2015). The emphasis on listening, speaking, reading,
and writing within business scenarios provides a comprehensive framework that addresses
the entrepreneurs’ specific needs to help them improve using English, hopefully in global
business contexts.

2. English as a Global Language in Business

English is recognized as the dominant language of international business, diplomacy, and
global communication (Crystal, 2003). In the ASEAN region, where multiple languages are spoken,
English serves as a lingua franca, facilitating communication between people from different
linguistic backgrounds (Kirkpatrick, 2010). This makes it essential for entrepreneurs, particularly those
from minority groups like the Pga K'nyau, to develop English proficiency to participate in
international markets. The rise of e-commerce platforms such as Amazon, Etsy, and Alibaba
further underscores the importance of English in global trade (Kemp, 2019).

Research has shown that English proficiency can significantly impact an entrepreneur's
ability to expand into foreign markets. Moreover, businesses with stronger language skills are
more likely to succeed in exporting products, negotiating contracts, and building relationships
with international partners (Seidlhofer, 2011). This research aligns with the broader understanding of

English as a critical skill for economic empowerment, particularly for small-scale entrepreneurs
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in developing regions (Graddol, 2006). With today’s digital platforms, the local entrepreneurs have
an opportunity to market their products, using their language proficiency as a more powerful
tool to attract customers.

3. Digital Platforms and International Market Integration

With the growth of online marketplaces and digital platforms, language skills have become
even more important for entrepreneurs. Language competence is an important resource in
international business because it facilitates communication, knowledge acquisition, relationship
building, and participation in global markets (Tenzer et al., 2017). For the Pga K’nyau entrepreneurs,
establishing an online presence is critical for accessing global customers, especially given the increasing
demand for unique, handmade products.

As digital platforms increasingly facilitate intemnational interactions, English often serves as a
lingua franca among users from diverse linguistic backgrounds, which makes effective communication
an important aspect of online engagement (Seidlhofer, 2011; Kemp, 2019). The integration of
these digital tools with English language skills enables entrepreneurs to bypass traditional trade barriers
and reach international consumers directly (Chen & Wellman, 2009).

4. Prior Applications in the Thai Context

Several studies have explored the development of English language skills among rural
and ethnic minority entrepreneurs. For instance, Pipak (2012) examined how communicative
language teaching activities could enhance listening and speaking skills in English for secondary students
in Thailand. Her findings showed that learners who participated in communicative activities
demonstrated significant improvement in their ability to use English in real-life situations,
suggesting that similar methods could be applied to adult learners in a business context.

Likewise, Chanapai (2018) conducted a study on Development of listening and speaking skills
in English of grade 9 students using the communicative language teaching approach, finding that
a tailored approach that incorporates business vocabulary and scenario-based learning led to marked
improvements in participants’ English proficiency. This is especially relevant for the Pga K’nyau
group, as their business model relies on effective communication with international buyers.

In addition, Meunchong (2023) conducted qualitative research to explore the barriers
and needs related to English language use among homestay entrepreneurs in Baan Saliang Haeng 3,
Khao Kho District, Phetchabun province, Thailand. The study involved 15 homestay owners
selected through purposive sampling, all of whom met the Thai homestay standard evaluation.

Using participant observation and in-depth interviews, the research found two key issues:
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(1) barriers to effective English communication with international visitors, and (2) the need for
English skills development. The main barrier is the limited educational background of the homestay owners,
most of whom have only completed primary or secondary school and do not use English regularly.
Results show that they lack basic English vocabulary and sentence construction skills. In terms of
their needs, they expressed a desire for bilingual (Thai-English) learning materials, including booklets
with essential phrases related to greetings, room details, and tour itineraries, which they can use for
self-study.

Last but not least, Nomnian (2014) explored the English language needs of raft service entrepreneurs
in Kanchanaburi, Thailand, who cater to international tourists. Based on focus group discussions
with 30 entrepreneurs, the study identified three key needs: improving speaking skills, learning English
and other languages, and promoting English proficiency development. The entrepreneurs emphasized
fluency over accuracy due to frequent verbal interactions with non-native English-speaking tourists,
particularly from China and Myanmar. The study highlighted the importance of adult language learning
to enhance English skills and improve the quality of Thailand’s tourism industry within the ASEAN
Economic Community context.

According to Chanapai (2018), focusing on practical, scenario-based language instruction
can lead to significant improvements in English language proficiency, thereby enhancing
the economic prospects of rural entrepreneurs (Pipak, 2012; Chanapai, 2018). The present research
builds on this body of literature by applying the Communicative Language Teaching (CLT)
approach to the specific context of handwoven textile entrepreneurs in Lamphun Province, with
the goal of helping them integrate into international markets.

5. Gap in the Literature

In spite of the growing recognition of English as a crucial tool for international business
and the proven benefits of Communicative Language Teaching (CLT) in developing communicative
competence among diverse learner groups, limited research has applied this approach specifically
to adult, rural entrepreneurs. Previous studies in Thailand have demonstrated that scenario-based,
communicative instruction can improve English proficiency in sectors such as tourism and
small-scale commerce. However, few have focused on ethnic minority artisans like the Pga K’'nyau
handwoven textile entrepreneurs, who face distinct linguistic, educational, and economic barriers.
Existing frameworks such as English for Specific Purposes (ESP) and Task-Based Language Teaching (TBLT)
are often unsuitable due to their cognitive and structural demands. While CLT has been identified
as an inclusive and flexible alternative, there remains a gap in understanding how this method
can be effectively adapted to meet the immediate business communication needs of these

entrepreneurs within digital and global marketplaces.
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Research Methodology

This study employed a mixed-methods approach, integrating both quantitative and qualitative
research methods to develop the English language proficiency of handwoven textile entrepreneurs
from the Pga K’nyau group in Lamphun Province. Mixed-methods research allows for a comprehensive
understanding of both statistical outcomes and participants' experiences, making it ideal for
assessing language learning and business communication skills (Creswell & Plano Clark, 2017).

1. Population and Sample

The target population for this study includes 30 handwoven textile entrepreneurs from
the Pga K’nyau group in Ban Hong District, Lamphun Province. Purposive sampling was used
to select participants based on their involvement in handwoven textile production and
their interest in developing English skills for international trade (Patton, 2002). This sampling method
ensures that participants are highly relevant to the study’s objectives and represent the group
most likely to benefit from English language development.

2. Research Design

This research is designed as an intervention study, with pre-test and post-test assessments
to measure the impact of a tailored English language training program. The intervention focuses on
improving participants’ English proficiency using the Communicative Language Teaching (CLT)
Approach, which emphasizes real-world language use in business contexts (Richards & Rodgers, 2001).
The study employed both quantitative and qualitative approaches to evaluate the effectiveness of
the intervention.

3. Data Collection Tools

Data were collected using a variety of tools to capture both quantitative and qualitative information.
To evaluate the effectiveness of the training program, several assessment methods were employed.
Firstly, the researcher conducted a preliminary needs analysis regarding the participants’ English
language development. This was achieved through informal conversations and observations
during fieldwork. General demographic information such as age, gender, and educational background
was also collected. The findings from these interactions indicated that most participants
possessed a basic level of English proficiency, sufficient for everyday communication.

The pre-test was administered to assess the participants’ baseline proficiency levels and
to provide a valid point of comparison for subsequent evaluations. Moreover, the post-test
served as a summative measure to determine the extent of learning outcomes and instructional
effectiveness. To ensure the reliability and validity of the research instruments, three experts in

the fields of applied linguistics, English language teaching, and educational measurement were invited
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to review, evaluate, and validate both pre- and post- tests. Their feedback was systematically
incorporated to strengthen the credibility and strength of the study. A pilot test was also
conducted with a small group of learners who were not part of the main study, allowing
necessary revisions to be made prior to official implementation.

Additionally, qualitative data were collected through semi-structured interviews, which helped
identify participants' specific language needs and challenges (Cohen, Manion, & Morrison, 2018)
related to intemational business communication. The participants were assured that the given data
will be used only for the research purposes and that they were presented anonymously.
Then, they are coded using content analysis and were check by the member checking technique.
Finally, a satisfaction survey, using a 5-point Likert scale, was administered at the program's
conclusion to gauge participants' satisfaction and the perceived usefulness of the training for
their business operations (Bryman, 2016).

4. Lesson Plan Development

The Communicative Language Teaching (CLT) framework served as the pedagogical foundation
for designing instructional activities that emphasized real-world use. CLT prioritizes meaningful
communication and learner interaction over memorization or grammatical drills, (Richards &
Rodgers, 2001), making it well-suited to the diverse needs of the Pga K’'nyau textile entrepreneurs.

The researchers employed a series of lessons sequenced from simple to more complex,
which had been reviewed and refined by three experts in English Language Teaching. These lessons
were evaluated as appropriate for the leamers, considering their limited available time. All three lessons
were contextually relevant to the leamers” environment as entrepreneurs, which facilitated both learning
and assessment. The lessons primarily focused on listening and speaking skills, which are fundamental
for effective communication and ready to use in their contexts.

In the first lesson, Business Vocabulary, related key terms were introduced through
interactive group activities. Instead of passively memorizing terms, learners worked in groups
to match vocabulary with product images and collaboratively describe items in English.
This approach aligned with CLT’s principle of using language for authentic purposes, which allows
participants to build lexical knowledge.

The second lesson, Language Patterns for Online Shopping, applied CLT principles
by focusing on functional language. Participants had an opportunity to use English in to sell products
in their posts. This activity emphasized creativity and real-life like situations. By prioritizing interaction
over accuracy, the lesson reflected CLT’s learner-centered orientation and encouraged

confidence-building in realistic business situations (Canale & Swain, 1980).
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The third lesson, Setting Up an Online Shop, integrated CLT with digital literacy by
teaching participants how to describe products, respond to inquiries, and manage sales in English
on e-commerce platforms (Kemp, 2019; Tenzer et at., 2017). Participants engaged in activities,
such as creating product listings and simulating customer service dialogues. These tasks mirrored
real-life communicative demands and fostered learners’ ability to convey meaning clearly and
appropriately. This practical application of CLT helped bridge the gap between language learning
and economic empowerment through digital market integration.

Although only three lessons were delivered, the researchers conducted follow-up
monitoring over a three-month period to assess the practical application of the knowledge gained.
The researcher followed up with the participants to determine whether they had utilized what
they had learned. The results indicated that the learners were able to apply their knowledge
effectively, particularly during a trade fair that took place after the training had concluded.

5. Data Analysis

Quantitative data from the pre-test and post-test were analyzed using statistical software,
specifically Excel (Field, 2018). The key metrics used for analysis included Mean and Standard
Deviation to assess overall performance and the Percentage of Improvement in post-test scores
to measure the effectiveness of the training intervention (Field, 2018).

Qualitative data from interviews and focus groups were analyzed through content analysis,
identifying recuring themes related to participants’ language needs and challenges (Hsieh & Shannon, 2005).
The satisfaction survey data were analyzed using descriptive statistics, providing insights into
participants' perceptions of the training (Bryman, 2016).

6. Ethical Considerations

Ethical approval for this research was obtained from the relevant academic committee.
All participants were informed of the purpose of the study, and their consent was obtained
before data collection (Cohen et al,, 2018). Confidentiality and anonymity were maintained throughout
the research process, following ethical guidelines for educational research.

7. Timeline

The study was conducted over a period of 3 months. The data collection and intervention
were completed within the first months, while the remaining time was allocated for data analysis

and reporting.
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Results

1. Results from Data Analysis

This study focused on improving the English language skills of handwoven textile entrepreneurs
from the Pga K’nyau group, enabling them to access international markets. The analysis included
learner demographics, an evaluation of lesson plans based on the Communicative Approach,
pre- and post-test score comparisons, and a needs assessment for further English skills development.
Data were collected from 30 participants, with the following results:

1.1 Learner Demographics:

The study included 30 handwoven textile entrepreneurs from Ban Hong District, Lamphun Province.
Prior to the training, their English proficiency was generally at a basic level, limited to simple
everyday communication. The learner demographic data were used to inform the lesson design,
ensuring alignment with the diverse backgrounds of the participants. Despite their varied profiles,
all learners shared a commmon goal: to use English for product presentation and negotiation purposes.

1.2 Evaluation of Lesson Plans:

The experts evaluated the lesson plans using the Communicative Approach, assessing
the appropriateness of the teaching objectives, content relevance, and activity effectiveness.
The results indicated that the lesson plans were highly suitable for enhancing English communication
in a business context. Experts agreed that the lessons were well-structured and met the specific needs of
the participants.

1.3. Pre- and Post-Test Scores:

A comparison of pre- and post-test scores revealed a substantial improvement in the participants’
English proficiency. The post-test scores were significantly higher than the pre-test scores,
reflecting the success of the training. Over 90% of the participants achieved the minimum benchmark of 50%,
as outlined by the Ministry of Education’s standards.

1.4 Needs Assessment for English Skills Development:

The results of the needs assessment questionnaire showed a strong demand for further
development of English business communication skills, particularly in reading and writing for
online marketing and sales. The participants expressed a high interest in continuing their English education

to further improve their ability to communicate in international markets.

Enhancing English Skills for International Market Access:

O
()]
®
A Case Study of Pga K'nyau Textile Entrepreneurs in Lamphun Province s
~N
(@]



1

&
- . Nmns )
M9EATINYINITIANG ﬂ_m Journal of Management Sciences
s v
UAINYIRBLNYATATERS KUM& Kasetsart University
' Il R AU T )
Ui 5 atfuil 1 unsau - Sgueu 2569 st s s

Vol. 5, No. 1, January - June 2026

These findings demonstrate that the Communicative Approach is highly effective in enhancing
the English language skills of Pga K'nyau handwoven textile entrepreneurs, enabling them to engage

more confidently with international customers and expand their business globally.

Table 1 Amount and Percentage of Training Participants by Gender

Gender Amount Percentage
Male 6 20

Female 24 80
Total 30 100

The table shows that the majority of the training participants were female, with 24 participants,

accounting for 80%. The remaining 6 participants were male, making up 20%.

Table 2 Amount and Percentage of Training Participants by Age Group

Age Amount Percentage
20-29 6 20.00
30-39 9 30.00
40-49 7 23.33
50 Years old and above 8 26.67
Total 30 100.00

From the table, it is also evident that most participants were aged between 30-39 years,
with 9 participants, representing 30%. This was followed by participants aged 50 and above,
with 8 participants, accounting for 26.67%. Those aged between 40-49 years accounted for

7 participants (23.33%), while the youngest group, aged 20-29 years, included 6 participants,
representing 20%.

Table 3 Amount and Percentage of Training Participants by Educational Level

Educational Level Amount Percentage
Primary School (Grade 6) 8 26.67
Lower Secondary School (Grade 9) 9 30.00
Upper Secondary School (Grade 12) 12 40.00
Bachelor's Degree 1 3.33
Total 30 100.00
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From the table, it can be seen that the majority of the participants had completed upper
secondary school, with 12 participants, accounting for 40%. The second largest group had completed lower
secondary school, with 9 participants (30%), followed by 8 participants who had finished primary
school (26.67%). Only 1 participant had a bachelor's degree, representing 3.33%.

2. Results of the Evaluation of the Leaming Management Plans Using the Communicative
Approach

The learning management plans developed for this study were evaluated by experts in
language education and business communication, focusing on content relevance, instructional design,
and alignment with the leamers’ needs. The overall assessment was highly positive, with the plans
receiving ratings between 4.6 and 5.0 on a 5-point scale.

The experts found the content of the lesson plans, particularly the focus on business vocabulary,
negotiation phrases, and e-commerce communication, to be highly relevant to the Pga K’nyau
entrepreneurs’ needs. The plans effectively addressed the primary challenges faced by the participants,
such as describing textile products, negotiating with international customers, and managing
online sales in English.

In terms of instructional design, the experts commended the CLT approach, which provided practical,
business-related scenarios for participants to practice real-world language use. The step-by-step
progression from foundational vocabulary to more complex negotiation activities was deemed
appropriate for the learers' proficiency levels.

Additionally, the plans were aligned with the specific business and linguistic contexts of
the participants, offering relevant materials that facilitated engagement and applicability.

However, the experts suggested incorporating more listening comprehension activities
to further enhance the balance of language skills being taught.

Overall, the learning management plans were rated as highly effective in promoting
English language proficiency for business communication. The use of the Communicative Approach
was particularly praised for encouraging active learer participation and fostering real-world application,
which is critical for entrepreneurs engaging in international markets.

It was found that handwoven textile entrepreneurs still face challenges and have a need for
improvement in various aspects of English proficiency. Speaking was identified as the highest priority
at 58%, followed by listening at 239%, reading at 10%, and writing at 9%, respectively.

The study results for developing the English proficiency of handwoven textile entrepreneurs
from the Pga K’'nyau group, enabling them to bring their handwoven products to international markets,
show pre- and post-test scores using communicative English teaching activities, as shown

in the following table.
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Table 4 Mean and Standard Deviation of Pre- and Post-Test Scores Using Communicative English
Teaching Activities for Developing English Proficiency of Handwoven Textile Entrepreneurs of

the Pga K’'nyau Group

Test Mean Score Standard Deviation (SD) t-test
Pre-Test (out of 20) 7.57 2.71 9.56
Post-Test (out of 20) 13.47 2.02

This table shows the significant improvement in English proficiency scores of the participants,
as indicated by the increase in the mean score from the pre-test (7.57) to the post-test (13.47)
from the total score of 20. The pre- and post-tests consisted of three components: (1) vocabulary,
(2) phrases used in buying and selling, and (3) expressions related to product descriptions and negotiations.

The standard deviation (SD) decreased from 2.71 in the pre-test to 2.02 in the post-test,
indicating that the scores became more consistent after the learning activities.

The results of the t-test (t = 9.56), and the p-value (p < .0001) indicated a statistically
significant improvement in participants’ performance from the pre-test to the post-test. The mean
difference of 5.90 points was accompanied by a 95% confidence interval ranging from 4.66 to 7.14,
suggesting that the intervention consistently produced a substantial gain in scores. Importantly,
because the entire confidence interval lies above zero, the results provide strong evidence that

the instructional treatment was effective in enhancing the participants’ outcomes.

Table 5 Satisfaction of the participants towards the training

Mean Level of
No. Iltem Description - SD
(00¢) Satisfaction
1 This project helps increase knowledge. 4.73 0.45 Highest
2 This project is beneficial for the career. 4.47 0.57 High
3 This project creates opportunities to increase 4.53 0.57 Highest
income through online channels.
4 This projectis suitable for the participants' needs. 4.53 0.57 Highest
5  This project helps recognize the value of 4.57 0.57 Highest
using English to generate income.
6  This project encourages participant engagement. 4.63 0.56 Highest
7 The knowledge from this project can be applied. 4.43 0.57 High
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Table 5 Satisfaction of the participants towards the training (Continued)

Mean Level of
No. Iltem Description - SD
(09) Satisfaction
8  The instructors are knowledgeable. 4.60 0.62 Highest
9  Theinstructors effectively deliver the content. 4.60 0.56 Highest
10 Overall satisfaction with the program. a7 0.43 Highest

The table shows that the responses regarding satisfaction with the English proficiency
development project for handwoven textile entrepreneurs targeting international markets
among the Pga K'nyau group in Lamphun Province received average scores ranging from 4.51 to 5.0,
indicating the highest level of satisfaction for all items. The exception is item 2, where the project’s

benefit to the participants’ careers received an average score of 4.47, reflecting a high level of satisfaction.

Discussion

The research yielded several key insights regarding the effectiveness of the Communicative
Language Teaching (CLT) approach in improving the English proficiency of handwoven textile entrepreneurs
from the Pga K’nyau group. The following points emerged as central to the discussion;

1. Lesson Plans and Activities

The three lesson plans were crucial in meeting the specific business communication
needs of the participants. The first plan focused on English vocabulary related to the handwoven
textile industry, enabling participants to better describe their products and communicate more clearly
with international customers. Tailored vocabulary instruction, as supported by Coyle et al. (2010),
is essential for rapid and relevant language acquisition in specialized fields. The second plan
introduced conversation practice centered on product introductions, negotiations, and sales transactions,
with pair activities simulating real-world scenarios. This aligns with Ellis' (2003) findings that role-playing
enhances meaningful communication and engagement. The third plan integrated lessons on
opening online shops, combining vocabulary and conversational skills to help participants navigate
digital business contexts. This holistic approach, supported by Chen and Wellman (2009),
empowered participants to access broader markets, enhancing their economic opportunities.

2. Participants’ Feedback

Interviews conducted after the training revealed that participants greatly benefited from

the communicative activities. After analyzing the feedback, the credibility of the data was verified
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by the member checking techniques. The structure of the lessons, which progressively moved
from simple to complex tasks, allowed learners to gradually build their confidence and proficiency.
One participant expressed that “Before this training, | was afraid to speak English with tourists.
Now [ can introduce my products confidently and explain how they are made (Interviewee 1).”
The real-life scenarios used in the activities also resonated with participants, as they could
immediately see the relevance of their learning to their everyday business interactions. This finding
is consistent with research by Richards and Rodgers (2001), who advocate for a learner-centered
approach where the focus is on practical language use.

Additionally, participants highlishted the importance of real-world applicability, a factor identified
in other studies as a key motivator for adult learners. According to Norton (2013), adult learners
are more likely to engage with and retain language skills when they see a clear connection
between learning and personal or professional goals. The results from this study support this,
as the participants’ enthusiasm increased as they recognized how the language skills could
directly benefit their businesses. Another participant claimed that “/ learned useful phrases for
negotiation and describing my handwoven products. This will helo me earn more and
communicate better with buyers (Interviewee 2).” Moreover, Interviewee 3 said “I can now
explain the cultural meaning of our designs in English, which makes customers more interested
in our products.”

Finally, participants indicated their ongoing learning needs, suggesting directions for future training:
“I would like more sessions on writing emails and taking orders in English, because speaking is
easier than writing for me (Interviewee 4)”. The other added “We need more opportunities to practice
with real customers, not only in the classroom, so that we can improve faster (Interviewee 5).”

3. Learning Environment

An unexpected but valuable observation was the participants' strong engagement and curiosity
in learning English. Many participants frequently asked about specific vocabulary related to their industry,
reflecting their desire to improve communication with international customers. This eagemess to learn,
combined with the structured activities, created a productive and dynamic learmning environment.
The positive learning atmosphere may be attributed to the CLT approach, which encourages
active participation and interaction (Larsen-Freeman, 2003).

Previous research also underscores the importance of learner engagement in language acquisition.

Studies by Littlewood (2004) suggest that when learners are actively involved in the learning process
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through commmunicative activities, they are more likely to retain new vocabulary and language structures.
The high level of participant involvement in this study aligns with these findings and demonstrates that
the CLT approach can effectively foster engagement in a business-oriented language program.

4. Comparisons with Other Studies

The findings of this research are largely consistent with other studies on the effectiveness of
communicative language teaching. For example, a study by Esmaeil (2015) demonstrated that
the CLT approach is particularly effective in improving speaking and listening skills in real-world contexts,
especially in business environments. Similarly, Coskun (2011) found that teachers who
implemented CLT in their classrooms saw greater leamer autonomy and participation, which aligns with
the positive engagement observed in this study.

However, some studies have pointed out potential limitations of the CLT approach,
particularly in more formal language settings. For instance, Li (1998) argued that CLT may be
less effective in contexts where learners require more structured grammar instruction. This studly,
however, found that the integration of vocabulary, conversation practice, and digital literacy
through communicative activities was highly effective in meeting the specific needs of the entrepreneurs,

suggesting that CLT can be adapted successfully in business-oriented programs.

Conclusion

This study aimed to improve the English language skills of 30 handwoven textile entrepreneurs
from the Pga K’nyau group in Ban Hong District, Lamphun Province, with a focus on accessing
international markets. Using the Communicative Language Teaching Approach, three lesson plans
were developed, targeting vocabulary, product descriptions, negotiations, and online business communication.
The data analysis covered demographics, lesson plan evaluation, pre- and post-test comparisons,
and a needs assessment for further English skills.

Results showed significant improvements in English proficiency, with over 90% of participants
exceeding the minimum benchmark in post-tests. The lesson plans were rated highly by experts for
their relevance and effectiveness in business communication, and participants demonstrated
increased confidence and engagement. A needs assessment revealed a strong demand for continued
English education, particularly in reading and writing for online sales and marketing.

Overall, the study concluded that the Communicative Approach was highly effective in enhancing
the participants' English skills, allowing them to engage more confidently with international customers
and expand their businesses globally. These findings highlight the potential of tailored language education

in empowering rural entrepreneurs economically.
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Limitations

Contextual and methodological factors may affect the generalizability of its findings.
First, the sample size was limited to 30 Pga K'nyau handwoven textile entrepreneurs in a single district,
which restricts the extent to which the results can be applied to broader populations or other cultural
and occupational groups. Second, while the Communicative Language Teaching (CLT) approach
proved effective for enhancing business-related English skills, the study focused narrowly on vocabulary,
conversational practice, and digital literacy relevant to textile entrepreneurship. This specificity,
while beneficial for participants, may not address broader language competencies such as grammar accuracy
or academic English, which could be important in different contexts. Third, the duration of the training
was relatively short, and therefore long-term retention and continued application of the acquired
language skills were not measured. Finally, reliance on self-reported feedback may introduce bias,

as participants might have overstated positive outcomes due to motivation or researcher influence.

Suggestions

To build on the success of the initial training, it is recommended that the entrepreneurs
receive continued English language instruction to further improve their business communication skills.
This ongoing training should expand beyond speaking and listening to also emphasize reading
and writing, particularly in the context of online marketing and customer service. By developing
a more comprehensive set of language skills, the entrepreneurs will be better equipped to navigate
the complexities of international business communication.

Given the increasing reliance on digital platforms for selling products, future training
should integrate digital literacy skills alongside English language learning. This would allow the entrepreneurs
to more effectively manage e-commerce practices and handle online communications in English,
helping them to thrive in a global marketplace. Such training could focus on areas like setting up
and maintaining online shops, responding to customer inquiries, and navigating international sales processes.

The success of these teaching methods and lesson plans presents an opportunity to expand
the program to other rural or ethnic communities engaged in similar entrepreneurial activities.
By adapting the approach to meet the specific needs of different groups, more entrepreneurs
can benefit from improved English proficiency and digital skills, helping them to integrate into
international markets and boost economic development in their communities.

To ensure the entrepreneurs continue to succeed, it is essential to provide ongoing support

and conduct periodic assessments of their progress. This would help identify any emerging needs
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and offer tailored assistance as they continue to develop their business communication skills.
Such support could take the form of follow-up training sessions, mentorship, or access to resources

that address the evolving demands of their entrepreneurial activities.
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