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The Influence of Trust and Marketing Mix on
Customer Lovyalty: A study on Beihai South Pearl Jewelry

(Chinese Akoyo Pearl)

Meng Meng Li'

Karnravee Anuntaakalakul2

ABSTRACT

South Pearl is the best sea-pearl of China, and Beihai City Beihai is known as the
“Hometown of the South Pearls” in China. This study aims to investigate the vital role of
Trust and Marketing Mix in establishing and maintaining customer loyalty of Beihai South Pearl
Jewelry (BSPJ). Data were collected from 400 Chinese customers selected randomly from
mainly trading venues of Beihai South Pearl Jewelry (BSPJ) and quantitative approach was
the major method used. Mean, Standard deviation and Multiple Regressions were applied
to analyze data and test hypothesis.

The results found that most respondents were female (67%), aged 41 years and
above (44%), having an income over 4000 Yuan (73%).The majority of the respondents were
married (78 %), and were non-local customers (53%).Customer trust in BSPJ was at the high
level, and most customers viewed that promotion, product and place of BSPJ were good or

proper. However, most customers were unsure that price of BSPJ was proper.

The results also showed that : 1. Trust, composing of benevolence and perceived
credibility, has a positive effect on the consumer loyalty of Beihai South Pearl jewelry (BSPJ)
in Beihai City, and the independent variables can describe loyalty of BSPJ at 56.2% by average.
2. Product, composing of product quality, product variety and package, has a positive effect
on the consumer loyalty of Beihai South Pearl jewelry(BSPJ) in Beihai City, and the independent
variables can describe loyalty of BSPJ at 60.1% by average. 3. Price, composing of list price and
discount, has a positive effect on the consumer loyalty of Beihai South pearl jewelry(BSPJ)
in Beihai City, and the independent variables can describe loyalty of BSPJ at 13.4% by
average.4. Promotion, composing of advertising, personal selling, public relation and direct
marketing, has a positive effect on the consumer loyalty of Beihai South pearl jewelry(BSPJ)
in Beihai City,and the independent variables can describe loyalty of BSPJ at 62.5% by average.
5. Place, composing of availability and store layout, has a positive effect on the consumer
loyalty of Beihai South Pearl jewelry (BSPJ) in Beihai City,and the independent variables can
describe loyalty of BSPJ at 60.5% by average.
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Introduction

In ancient China, pearl symbolized
wealth, honor and authority, being treated as
royal treasures. Especially, the pearl produced
in the southern sea of China, was the most
famous due to its superior and had been
royal tribute for dynasties (Zhang. 2008).
Named south pearl, it is the best pearl of
China ( Zhang; & He. 2007). Beihai is a city
located in Guangxi province of the southern
China. It is coastal, facing the southern sea of
China. Beihai began to produce pearls 2000
years ago (Zhang; & He. 2007).The produced
pearls are well known for their quality and
authenticity, earning them the title of China’s
“south pearls” (Guangxi Marine Research
Institute. 2006). In 1958, China’s very first
pearl farm was set up in Beihai. In 1965, Beihai
City succeeded in breeding China’s first
sea-water pearl producing clams. In 1981,
Beihai City’s first pearl production company
was founded and formed a rapidly
developing pearl industry chain (Beihai
Government.1999). As a result, in China, Beihai
City is known as the “Hometown Of The South
Pearls” (Guangxi Marine Research Institute.
2006).Today, Beihai has been China’s largest
distribution center of sea-pearl products
(Beihai Government, 2010), and Beihai South
Pearl Jewelry (BSPJ) is the city’s most
famous and popular commodity (Guangxi

Marine Research Institute. 2006). For nearly
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ten years, BSPJ has brought in several
billion Yuan of revenue every year and has
contributed to growth in local economy
(Beihai Government.1999). Over the years,
BSPJ has held a high reputation in China, and
has been one of the hottest products on the
Jewelry market (Guangxi Marine Research
Institute. 2006). Subsequently, the market
possesses a number of highly loyal
customers, and loyalty has been one of
the main points of focus for the businesses
in the market and is one of the keys which
Beihai’s related departments care about
(Behai’s Aquatic Animal Husbandry and
Bureau. 2011).

Many studies highlight the vital role of
trust in customer loyalty (Morgan; & Hunt,
1994). Reichheld and Schefter (2000) even
argued that, “to gain the loyalty of customers,
you must first gain trust”. However, there
have also been debate that, it is possible for
a customer to be loyal without being highly
trust (e.g. when there are few other choices),
and to be highly trust and yet not be loyal
(e.g. when many alternatives are available).
Thus, this study suggests that measuring
relationship between trust and customer

loyalty should not stop there.

Marketing mix as “a creator of
differentiation” (Waterschoot, 1918), allows
marketers to gain a competitive advantage,

and can develop customer loyalty
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(Oliver, 1999). However, some researchers
found that such market-led approaches
simply increase the sales temporarily, some
elements of it even made a negative
impact on customer loyalty (e.g.Owomoyela;
Olasunkanmi ;& Oyeniyi .2013). Therefore, we
may ask, for jewelry industry, especially for
BSPJ, should marketers invest resources in
developing all the elements of marketing
mix designed to increase their customer
loyalty? This study provides an answer to
these questions. This study tries to establish
the conceptual link between customer
loyalty of BSPJ with that trust and marketing
mix (4Ps) have a positive influence on the

loyalty of BSPJ customers.
Objectives

The purposes of the study are:

1. to examine the influence of trust
on customer loyalty towards Beihai South
Pearl Jewelry(BSPJ) in Beihai City.

2. to examine the influence of the
elements of marketing mix(4P’) on customer
loyalty towards Beihai South Pearl
Jewelry(BSPJ) in Beihai City.

3. to explore customer loyalty towards
Beihai South Pearl Jewelry(BSPJ) in Beihai City.

Significance of the Study

First, the framework raised in this
paper provides a reference on the

relationship among trust, the elements

of marketing mix (4P’) and customer
loyalty. Second, this research offers a useful
exploration for the further study on
customer loyalty to Beihai South Pearl
Jewelry (BSPJ). Third, the information used
in this paper is based on the real situation
of Beihai South Pearl Jewelry (BSPJ), it is
useful for accumulating experience for the
business future carrying out the research
in this area. Fourth, although the findings
are based on the evidence from the Beihai
South Pearl Jewelry (BSPJ), they are helpful

in other pearl industries as well.

Framework

Independent variable

Trust
1. Benevolence

2. Perceived credibility

Product
1. Product quality
2. Product variety

3. Package

Price

1. List price 2. Attitudinal loyalty

2. Discount

Promotion

1 .Advertising

2. Personal selling
3. Public relation

4 Direct marketing

Place
1. Availability
2. Store layout

x Customer loyalty towards BSPJ
/ 1. Behavioral loyalty

‘ ‘ Book (KAB 10).indb 4
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Hypotheses

1. H1: Trust ,composing of benevolence
and perceived credibility, has a significant
effect on the customer loyalty towards Beihai
South Pearl Jewelry (BSPJ) in Beihai City.

2. H2: Product, composing of product
quality, product variety and package , has a
significant effect on the customer loyalty
towards Beihai South Pearl Jewelry(BSPJ) in
Beihai City.

3. H3: Price ,composing of list price and
discount, has a significant effect on the
customer loyalty towards Beihai South Pearl
Jewelry(BSPJ) in Beihai City.

4. H4: Promotion, composing of
advertising, personal selling, public relations
and direct marketing, has a significant effect
on the customer loyalty towards Beihai South
Pearl Jewelry(BSPJ) in Beihai City.

5. H5: Place, composing of availability
and store layout., has a significant effect on
the customer loyalty towards Beihai South
Pearl Jewelry(BSPJ) in Beihai City.

Literature Review

1. Trust

1.1 Defining Trust

Trust is that customers believe what
the salesperson says or promises about the
clams and outcomes in a risky situation
(Swan; & Trawick.1987). Doney and Cannon
(1997) divide trust into benevolence and

perceived credibility aspects.

‘ ‘ Book (KAB 10).indb 5
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Benevolence: Benevolence focuses
on caring and being motivated to act in one’s
interest rather than acting opportunistically
(Holmes. 1991). It is based on the qualities,
intentions, and characteristics attributed
to the focal partner (Rempel; Holmet ;&
Zanna.1985).

Perceived credibility: Perceived
credibility focuses on the trustee actions
(Bromiley;& Cummings.1995). It means that
customers trust on the information offered
by advertisement and the promises made by
salesmen (Bromiley;& Cummings.1995),
and believe they will not take unexpected
actions which will negatively impact the

company (Geyskens ;& Steenkamp. 1995).

1.2 Trust and loyalty

Trust is the very basis of loyalty
(Berry;& Parasuraman .1991). Ballester and
Aleman (2001) claim that trust is an important
antecedent of loyalty and has a direct effect
on customer loyalty . As trust plays a major
role in the world of business (Morgan; &
Hunt.1994), to win back loyalty ,customer
marketers began to embrace the idea of
building a strong relationship with customers

5o as to win over their trust(Bennet. 1996).

1.3 Trust of BSPJ.

At present, some of Beihai’s pearl
enterprises have been awarded the title of
“consumer trust business” in Guangxi, even
in China. In 2007, BSP has been included

6/19/2015 1:21:16 PM ‘ ‘
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in a national geographical presentation. Beihai
City has been viewed as the geographical
origin of the “south pearl” (Guangxi Marine
Research Institute. 2006).

2. Marketing Mix

2.1 Defining Marketing Mix

Marketing mix is viewed as “a creator of
differentiation” (Waterschoot, 1918) since it
was introduced in 1940s. Its elements work
together to develop both long-term strategies
and short-term tactical program (Palmer.
2004). 4Ps, which generally, refers to product,
price, promotion and place, is the most
common model of marketing mix (Kotler; et
al. 2008).

2.2 Marketing Mix and loyalty

Numerous studies have firmly
established the relationship between
marketing and customer loyalty (Cengiz;&
Yayla. 2007). For example, Bolton and Drew
(1991) believe that there is a direct relation
between increasing customer’s loyalty and
the elements of the marketing mix. A suitable
marketing mix-product, price, place, and
promotions, can help contribute to customer
loyalty towards a certain brand or company
(McCarthy.1971).

3. Product

3.1 Defining Product
Product is the first element of the marketing

mix, it refers to anything that can be offered

‘ ‘ Book (KAB 10).indb 6

to a market to satisfy a need or want
(Kotler.1997). Product includes the decision
about product quality, variety, design,
features, brand name, packaging, size,

services, warranties and returns (Kotler.2000).

Product Quality: Product quality is
the totality of features and characteristics of
a product that bear on its ability to satisfy
stated or implied needs (ISO .1994). A product
should fit the purpose for which it was
intended (Russel ;& Taylor (2006). However,
the differences of economic, technological,
social and cultural achievements can vary
their understandings of quality (Wankhade;&
Dabade. 2006).Product quality is determined
by three primary factors (1) Technological
characteristics, (2) Psychological characteristics,
and (3) Time-oriented characteristics
(Juran; & Gryna .1980).

Product variety: Product variety is the
number of different versions of a product
offered by a firm at a single point in time
(Berger, Draganska & Simonson. 2007 ). Variety
within a product line arises by varying the
values of attributes from one product to
another (Lancaster.1979). A greater variety of
options can cater to a wider range of tastes,
thus firms would rather offer customers
more options than offer fewer options
(Lancaster.1979). However, offering greater
product variety is usually associated with

higher costs. Some research has shown that

6/19/2015 1:21:16 PM ‘ ‘



more options can generate decision conflict
and confusion, leading to choice deferral or
even no choice at all (Berger, Draganska &
Simonson. 2007).

Package: Packaging is the container for
a product — encompassing the physical
appearance of the container and including
the design, color, shape, label and materials
used (Agariya ; et al.2012). Package is
a necessity for almost every type of product
(Philips ;& Bradshaw. 1993), and the different

3.2 Product of BSPJ

During the Expo 2010 Shanghai China,
the “Pearl Fairy” of BSPJ, was given the title
‘Greatest treasure’ in the Guangxi exhibition

hall. “Pearl Fairy” is worth 6 million Yuan,

olsansinunsMansssiousanst 7

package choice depends on the nature of the
goods, distribution and types of hazards it will
encounter and different marketing
goals(Pilditch. 1972). In some cases, the design
of the packaging itself may become the
reason to buy (Hall, 1993). A good package
design should be (1) attraction of the buyer,
(2) communication to the buyer, and (3)
selling the product. (Griffin; Sacharow; &
Brody, 1985).Thus Pilditch (1972) describes
that efficient packaging is the “silent

salesman”.

while the pearl held in her hand are worth 2
million Yuan. It is China’s largest natural sea-

water pearl (Guangxi Daily, 2010,May 4).

Figure 1: Product of BSPJ and China’s largest natural seawater pearl.

Source: http:// www.bh.chinanews.com/news/zh/20100417/74178.shtml

‘ ‘ Book (KAB 10).indb 7
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4. Price
4.1 Defining Price

Price is considered as the second
element of marketing mix (Goi.2005) .It refers
to the amount of money charged for
a product, or the total values that consumers
exchange for the benefits of having or using
the product (Kotler; et al .200). Today, price
for the product is set when the firms introduce
or acquire a new product ( Arachchige,2002),
it is used by different retailers for achieving
their respective goals (Arokiasamy. 2012) and
generating revenue to the organization
(Goi .2005). Price includes the decision about
list price, discounts, allowances, payment
period, credit term (Chelliah; & Kwon.2011).

List price: List price refers to the selling
price that is shown in a catalogue or
advertisement, where sellers publicly post
“list” prices and advertise prices on
a take-it-or-leave-it basis in a wide variety
of retail situations (Davis; & Holt. 1994).
Sellers, who compete only on the basis of
price, must undercut their competitors in
order to make any sales. Buyers, who make
decisions only on the basis of the listed
prices, are concerned only with making a
purchase at the lowest posted price (Davis;&
Holt. 1994).

Discount: Discount refers to the actions
which allow the customer to purchase a
product at a lower price than unusual, which
is so widespread in producer goods markets
(Chelliah;& Kwon.2011). Some researchers
found that price discounts are effective pro-
motional tools for encouraging customers to
buy more (Chelliah;& Kwon.2011)

4.2 Price of BSPJ

Customer can choose different price
based on individual decision, in general, the
rule are : (1) different price for different
quality. (2) Different price for different brand.
(3) Different price for different varieties.
(4) Different price for different style.

(5) Different price for different sales

environment.

The Pearl Pendant
In A Pearl Shopping Mall

The Pearl Ring

In A Pearls Sales Store

In A Pearl Market

The Pearl Bracelets

‘ ‘ Book (KAB 10).indb 8
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5. Promotion
5.1 Defining Promotion

Promotion is an important factor in the
marketing mix (Chung;& Lee .2003). It refers
to the tools used to enhance the levels of
customer awareness towards a service or
product (Yoo, Donthu; & Lee. 2000) through
various activities that can get the attention,
hold the interest, arouse desires, and to
perform action to buy (Arachchige. 2002).
Promotion includes the decision about
advertising, personal selling, public relations,
sales promotions, and direct marketing
(Borden. 1984).

Advertising: Advertising is defined as
every form of commercial promotional
activity, from concert sponsorship to
telemarketing (Schultz.1995). There are seven
main indicators of advertisement divergence:
(1) Flexibility: advertisement that contains
different ideas or switch from one perspective
to another. (2) Fluency: advertisement that
contains a large number of ideas—more than
expected. (3) Elaboration: advertisement that
contains unexpected details, or finish and
extend basic ideas so they become more
intricate, complicated, or sophisticated.
(4) Synthesis: advertisement that combines,
connect, or blend normally unrelated
objects or ideas. (5)Artistic Value:
advertisement that contains artistic verbal

impressions or attractive colors or shapes.

‘ ‘ Book (KAB 10).indb 9
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(6) Originality: advertisement that contains
elements which are rare, surprising, or move
away from the obvious and commonplace.
(7) Imagination: advertisement that helps
customers form vivid mental images, or make
something unreal come to life (Smith; &Yang,
2004).

Personal Selling: Personal selling is
defined as the communication between a
buyer and seller often in face to face
encounter designed to influence a person’s
or group’s purchase decision(Onditi. 2012).
However, with advances in technology,
personal selling also takes place over the
telephone, through video conferencing and
interactive computer links between buyer and
selling though personal selling remains
a highly human intensive activity despite the

use of technology (Onditi. 2012).

Public Relation: Public relation is
defined as the publicity efforts which are
coordinated with news releases, conferences,
advertising, donations to charities, volunteer
activities endorsements and any other
activities that may impact on public

perceptions (Onditi. 2012).

Direct Marketing: Direct marketing is
defined as an interactive to offer goods or
services or transmit messages to a specific,
targeted segment of the population by mail,
telephone, email or other direct means
(Online).

6/19/2015 1:21:16 PM ‘ ‘
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5.2 Promotion of BSPJ

Beihai’s pearl enterprises main concern
is about promotion. Beihai’s pearl enterprises
and related department, respectively, in 1991,
in 1993, in 1997 and in 2004, took part in
international pearl festivals, hosted “South
Pearl” seminars, theatrical performances,
photography and calligraphy exhibitions, and
the “Miss South Pearl” competition
(Beihai Government. 2010). In addition,
related departments shorted TV feature
film, edited historical books of BSP
(Beihai Government.1999).In Beihai’s famous
scenic spots a group of sculptures of BSP are
built. Moreover, there is “Pearl Square”,
“Pearl Avenue”. “Pearl Hotel”,“Pearl
Commercial Building”. South Pearl has been
one of the business card of Beihai City
(Beihai Government. 2010).

Figure 3: Beihai International pearl festivals

Source: http://www.sinowaytravel.com/Chinese-

Culture/Beihai-International-Pearl-Festival.203.aspx

‘ ‘ Book (KAB 10).indb 10

6. Place
6.1 Defining Place

Place is agreed to be one of the most
important elements of marketing mix
(Yu.2006).Generally, place can be described
as the location where the customer can buy
the product and service with reliability and
easiness (Online). It has been found that
same products displayed in different place
may be perceived by customers and has an
effect on customer’s decision (Hsiao; & Wang.
1998). Place includes the several decisions
such as availability and store layout as
follows: (Hsiao; & Wang. 1998)

Availability: Availability is just a matter
of being visible and available everywhere
(Parment. 2008). Parment (2008) found that
product availability can create customers’

reaching and more customers’ repurchasine.

Store layout: Store layout is the
interior layout of the store/library for the
ease of user movement through the store to
provide maximum exposure of good and
attractive display (Koontz. 2011).
A well-designed store should have an
individual image that makes it different
from all other stores (Koontz. 2011). Keep
simple type of layout that facilitate the
customers to browse all of the merchandise
and does not confuse the customers
(Hasty ;& Reardon. 1997).
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6.2 Place of BSPJ

Today, there are more than 400
businesses in Beihai city. Among them,
“Chinese pearl town” is known as China’s
largest seawater pearl market, with a business
area of over 7500 square meters, including
125 pearl businesses (Beihai Government.
2010).

China’s Exhibition Center of Pearls In Beihai City

Figure 3: Pearl Sales Mall of BSPJ and China’s
Exhibition Center of Pearls In Beihai City

‘ ‘ Book (KAB 10).indb 11
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7. Customer loyalty

Loyalty has received a great deal of
attention in marketing literature for over 80
years(Jacoby; & Chestnut .1978). Not only
does it have a powerful impact on the
long-term financial performance of an
enterprise, researchers have also found that
it offers a host of many benefits (Reichheld.
2003). Facing the ever-growing competition,
today’s firms can gain a competitive edge by
having a high number of loyal customers
(Moorman;et al. 1992). Losing a customer
means a decrease in revenue. In order to
understand customer loyalty fully, scholars
have explored the variables affecting
customer loyalty at almost every angle. There
are more than 50 definitions of customer
loyalty (Jacoby; & Chestnut .1978) Generally,
scholars love to divide it into three principal

areas (Baumann, Elliott; & Hamin. 2011).

Behavioral loyalty: This point of view
focuses on customer behavior (Reichheld.
2003). Frey and Daly (1989) claim, customers
are loyal as long as they continue to buy and
use a product / service. In addition, if a cus-
tomer is loyal, they will speak highly of value
of a product / service and be enthusiastic
enough to refer particular good or service to
friends or family (word-of-mouth) (Reichheld.
2003).
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Attitudinal loyalty: This point of view
focuses on customer attitude (Rauyruen;&
Miller. 2007). Customer loyalty can be defined
as is customers’ feeling a sense of belonging
to a product (Eagly;& Chaiken. 1993). It
means that customers have certain positive
feeling tendency to a product, and attitudinal
advocacy into product(Rauyruen;& Miller.
2007). Some research found that if
a customer is loyal, he/she sees the product
as their first choice, even is the best
alternative and no need to make more
comparisons in long- term consumption

(Curtis. 2009).

Composite loyalty: This point of view
focuses on both customer behavior and
attitude (Baumann, Elliott; & Hamin. 2011). It
is a merger of behavioral and attitudinal
loyalty. This point of view believes that
loyalty has both behavioral and attitudinal

dimensions (Baumann, Elliott; & Hamin. 2011).
Research Methodology
Population and sampling:

The study involved a number of Chinese
customers who had ever bought BSPJ from
Beihai City. The sample size is calculated
by using the unknown population formula
and 385 respondents are required as the
sample size and to be rounded up to 400

respondents.
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This research uses Multi- stage sampling

as follows:

1. Purposive Sampling: First, this
researcher selected specific 3 main locations
to collect dada which are pearl markets,
shopping malls and pearl sales shops,
because those places are mainly trading
venues of Beihai South Pearl Jewelry in
Beihai City, where would annually attract
a large number of customers for shopping
pearl Jewelry.

2. Quota sampling: Second, this
researcher used quota sampling for collecting
data by allocating 133-134 questionnaires in
each location.

3. Convenience sampling: Third, this
researcher chose customers intending to
answer the questionnaires from pearl shops
located in the 3 main locations which were
Chinese pearl town, Beihai pearl town, Beihai
Pearl Ming town, Wan Hai Pearl town Red
Sail- walking street, Pearl Palace, Pearl
Family, Huan Zhu Tang, Ming Zhu Gong and
Pearl Sales Shops in “Red Sail” Walking Street.

Research Instrument development

Instrument used in this research is 1
questionnaire which consists of questions
about consumers’ opinion on trust, marketing
mix, and customer loyalty, which was
divided into 5 parts and includes 47 questions
with Likert scale, and the questions about

personality of respondents. There are 5
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close-ended response questions. This
researcher compiled the suggestions from
specialists to rectify each question in the
questionnaire before trying out the 40 verified
questionnaires with population which similar
to sample group by alpha cronbach

coefficient method.
Data collocation

Data collection was done through both

secondary and primary sources.

1. Primary Data: Primary Data was
obtained by a questionnaire containing the
same key questions. A sample of 400 Chinese
customers of BSPJ was selected randomly
from mainly trading venues of BSPJ, namely
pearl markets, pearl sales malls, pearls stores,
and pearl retail shops. This was done by
choosing study participants by first asking
potential participants if they had “ever
previously purchased BSPJ products”, before
distributing the survey.

2. Secondary Data: Secondary Data
mainly covered the related literariness on
trust, marketing mix, eender, pearls, Beihai’s
government document and annual reports of
the related department of BSPJ. It helped to
cross-check official information, learn about

major events and historical details.
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Data analysis

1. Descriptive statistics: Number
and percentage were used to describe
demography, while mean and standard
deviation were used to analyze customers’
opinion in BSPJ.

2. Inferential statistics: Enter regression

analysis was used to test hypothesis.
Results

1. The results found that most
respondents were female(67%), aged 41 years
and above(44%), having an income over 4000
Yuan (73%).The majority of the respondents
were married (78 %),and were non-local
customers(53%).

2. In overall, customer trust in BSPJ was
at the high level with mean 4.05. In the
benevolence aspect, results showed that in
overall, customer’s trust in this aspect was
at the very high level with mean 4.24.
Determining each point, this research found
that the customer trust that BSPJ is real
sea-water pearl at the very high level with
mean 4.40, trust that BSPJ is authentic south
pearl and trusted in the quality of BSPJ were
at the high level with mean 4.18 and 4.14
respectively. In the perceived credibility
aspect, results showed that in overall,
customer’s trust in this aspect was at the
high level with mean 3.86. Determining each
point, this research found that the customer’s

trust in the information provided by BSPJ’s
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advertisement was at the high level with
mean 3.87, customer trust in promises made
by BSPJ’s salesmen and trust that BSPJ’s
salesmen do not behave negative impact to
BSPJ’s image were at the high level with
mean 3.85 and 3.84 respectively.

3. In overall, customer’s opinion in
product attribute of BSPJ was at the agree
level with mean 3.82. In the product
quality aspect, results showed that in
overall, customer viewed that product
quality of BSPJ aspect was at the agree level
with mean 4.10. Determining each point, this
research found that the customers thought
the quality of BSPJ’s pearl is brighter when
compared to the other south pearls was at
the strongly agree level with mean 4.61, and
the beauty of BSPJ can be kept for a longer
time, has a more circle shape when compared
to the other south pearls, smoother when
compared to the others and BSPJ is more
beautiful when compared to the other south
pearls jewelry were at the agree level with
mean 4.16, 4.14, 4.01 and 3.64 respectively.
In the product variety aspect, results showed
that in overall, customer viewed that product
variety of BSPJ aspect was at the agree level
with mean 3.72. Determining each point, this
research found that the customer thought
product variety of BSPJ provides various kinds
of pearls to be chosen from at the agree
level with mean 4.16, and thought product

variety of BSPJ provides various colors of
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pearls and provides various styles of pearls
were at the agree level with mean 3.66 and
3.34 respectively. In the product package
aspect, results showed that in overall,
customer viewed product package of BSPJ
was at the agree level with mean 3.63.
Determining each point, this research found
that the customer thought package of BSPJ is
various was at the agree level with mean 3.81,
and thought package of BSPJ looks precious
and is fashion were at the agree level with
mean 3.61 and 3.49 respectively.

4. In overall, customer’s opinion in price
attribute of BSPJ, was at the neutral level with
mean 3.36. In the list price aspect, results
showed that in overall, customer viewed
the list price of BSPJ was at the neutral level
with mean 3.30. Determining each point, this
research found that the customer thought
the list price of BSPJ is reasonable was at
the agree level with mean 3.59, and thought
that list price is value for money was at
the agree level and its covering all of
warranty expenses was at the neutral level
with mean 3.43 and 2.91 respectively. In the
discount aspect, results showed that in
overall, customer viewed this aspect was at
the agree level with mean 3.42. Determining
each point, this research found that
customer thought salesmen of BSPJ offer a
volume discount ,if they buy BSPJ in larger
amounts was at the agree level with mean

3.55, and thought that salesmen of BSPJ offer
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reasonable discount was at the neutral level
with mean 3.30.

5. In overall, customer’s opinion in
promotion attribute of BSPJ was at the agree
level with mean 3.87. In the advertising
aspect, results showed that in overall,
customers viewed this aspect was at the agree
level with mean 3.81. Determining each point,
this research found that customers thought
they can see advertising of BSPJ frequently
was at the agree level with mean 3.81, and
thought the information they received from
advertising of BSPJ is true was at the agree
level and the advertising of BSPJ is creative
at the neutral level with mean 3.83 and 3.40
respectively. In the personal selling aspect,
results showed that in overall, customers
thought personal selling of BSPJ is at the
agree level with mean 3.84. Determining
each point, this research found that the
customers thought the salesmen of BSPJ
have adequate knowledge in their products
at the agree level with mean 3.81, and
thought the salesmen have patience to
introduce products to customers and the
suggestions given by salesmen of BSPJ is
useful to them at the agree level with mean
3.80.In the public relation aspect, results
showed that in overall, customers thought
this aspect is at the agree level with mean
3.95. Determining each point, this research
found that the customers thought pearl

festivals of Beihai City make them know
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about BSPJ more at the agree level with mean
4.02, and thought the TV feature films of
BSP shorted by related department and the
TV feature films of BSP shorted by related
department make them know about BSPJ
more at the agree level with mean 3.93
and 3.91 respectively. In the direct
marketing aspect, results showed that in
overall, customers thought this aspect is at
the agree level with mean 3.86. Determining
each point, this research found that the
customers thought getting information of
Beihai South pearl by postal selling is
convenient at the agree level with mean 3.88,
and thought buying Beihai South pearl by
postal selling is convenient, getting
information of Beihai South pearl by
telemarketing is convenient and buying Beihai
South pearl by telemarketing is convenient
are at the agree level with mean 3.84,3.83
and 3.78 respectively 3.4.Data analysis of
customer attitude towards place of BSPJ.

6. In overall, customers’ opinion in
place attribute of BSPJ is at the agree level
with mean 3.81. In the availability aspect,
results showed that in overall, customers
viewed this aspect is at the agree level
with mean 3.87. Determining each point, this
research found that the customers thought
pearl trading venues are easy convenience
to be found at the agree level with mean
4.14, and thought pearl trading venues are

convenience to be entered by transport and
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shopping BSPJ online is very convenience at
the agree level with mean 3.40 and 3.44 re-
spectively. In the store layout aspect, results
showed that in overall, customers viewed this
aspect is at the agree level with mean 3.76.
Determining each point, this research found
that customers thought the store layout of
pearl shopping mall have make BSPJ more
outstanding at the agree level with mean 3.91,
and thought he store layout of general pearl
market is fashion and the store layout of
general pearl market is simple and does not
confuse them at the agree level with mean
3.78 and 3.58 respectively

7. When considering standardized
regression coefficient (Beta) this research
found that trust in BSPJ has 2 aspects that
have positive relation with customer loyalty,
which arrange by relation size from high
to low, they were benevolence and perceived
credibility, and the adjusted R2 has the value
equal to.562 that means the independent
variable in this equation can describe the
relationship level on loyalty towards BSPJ at
56.2% by average. Thus, this research used
the coefficient to write a prediction equation
of loyalty towards BSPJ from the raw data as

follow:

Loyalty towards BSPJ = 0.286 + 0.509

Benevolence + 0.384 Perceived credibility

As seen in this equation, the variables,

which have positive relation with loyalty
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towards BSPJ in Beihai and have a statistical
significance level at 0.05, are benevolence
and perceived credibility, with the value
equal to 0.509 and 0.384 respectively, which
can be explained as follows:

For the regression coefficient of
benevolence aspect, this research found it
have the positive relation with loyalty
towards BSPJ, which can explain that if the
customers in Beihai city have increase in the
attitude towards benevolence for 1 unit, the
loyalty towards BSPJ will increase 0.509
unit (define the other variables is constant).
For the regression coefficient of perceived
credibility aspect, this research found it
have the positive relation with loyalty towards
BSPJ which can explain that if the customers
in Beihai city have increase in the attitude
towards perceived credibility for 1 unit, the
loyalty towards BSPJ will increase 0.384 unit
(define the other variables is constant).

8. When considering standardized
regression coefficient (Beta) this research
found that product attribute of BSPJ has 3
aspects that have positive relation with
customer loyalty, which arrange by relation
size from high to low, they were product
quality, product variety and package, and
the adjusted R2 has the value equal to.601
that means the independent variable in this
equation can describe the relationship level
on loyalty towards BSPJ at 60.1% by

average. Thus, this research used the
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coefficient to write a prediction equation of
loyalty towards BSPJ from the raw data as

follow:

Loyalty towards BSPJ = 0.177 +0 .632
Product quality + 0.206 Product variety+
0.108 Package

As seen in this equation, the variables,
which have positive relation with loyalty
towards BSPJ in Beihai and have a statistical
significance level at 0.05, are product
quality, product variety, package with the
value equal to 0.632, 0.206 and 0.108
respectively, which can be explained as
follows:

For the regression coefficient of product
quality aspect, this research found it have
the positive relation with loyalty towards
BSPJ which can explain that if the customers
in Beihai city have increase in the attitude
towards product quality for 1 unit, the
loyalty towards BSPJ will increase 0 .632 unit
(define the other variables is constant). For
the regression coefficient of product variety
aspect, this research found it have the
positive relation with loyalty towards BSPJ
which can explain that if the customers
in Beihai city have increase in the attitude
towards product variety for 1 unit, the
loyalty towards BSPJ will increase 0.206 unit
(define the other variables is constant). For
the regression coefficient of package aspect,

this research found it have the positive
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relation with loyalty towards BSPJ which can
explain that if the customers in Beihai city
have increase in the attitude towards package
for 1 unit, the loyalty towards BSPJ will
increase 0.108 unit (define the other
variables is constant).

9. When considering standardized
regression coefficient (Beta) this research
found that price attribute of BSPJ has 2
aspects that have positive relation with
customer loyalty,which arrange by relation
size from high to low, they were list price
and discount, and the adjusted R? has the
value equal to.134 that means the
independent variable in this equation can
describe the relationship level on loyalty
towards BSPJ at 13.4% by average. Thus, this
research used the coefficient to write a pre-
diction equation of loyalty towards BSPJ from

the raw data as follow:

Loyalty towards BSPJ =2.778 +0.206
List price + 0.138 discount

As seen in this equation, the variables,
which have positive relation with loyalty
towards BSPJ in Beihai and have a statistical
significance level at 0.05, are list price and
discount with the value equal to 0.206
and 0.138 respectively, which can be

explained as follows:

For the regression coefficient of list
price aspect, this research found it have

the positive relation with loyalty towards
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BSPJ which can explain that if the customers
in Beihai city have increase in the attitude
towards list price for 1 unit, the loyalty
towards BSPJ will increase 0.206 unit
(define the other variables is constant). For
the regression coefficient of discount aspect,
this research found it have the positive
relation with loyalty towards BSPJ which can
explain that if the customers in Beihai city
have increase in the attitude towards discount
for 1 unit, the loyalty towards BSPJ will
increase 0.138 unit (define the other variables
is constant).

10. When considering standardized
regression coefficient (Beta) this research
found that promotion attribute of BSPJ has
4 aspects that have positive relation with
customer loyalty, which arrange by relation
size from high to low, they were personal
selling, direct marketing, public relation
and advertising, and the adjusted R2 has the
value equal to .625 that means the
independent variable in this equation can
describe the relationship level on loyalty
towards BSPJ at 62.5% by average. Thus, this
research used the coefficient to write
a prediction equation of loyalty towards
BSPJ from the raw data as follow:

Loyalty towards BSPJ = 0.483 +0.264

Personal selling + 0.217 Direct marketing +
0.214 Public relation+0.197 Advertising

As seen in this equation, the variables,
which have positive relation with loyalty
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towards BSPJ in Beihai and have a statistical
significance level at 0.05, are personal selling,
direct marketing, public relation and
advertising with the value equal to 0.264
,0.217, 0.214 and 0.197 respectively, which
can be explained as follows:

For the regression coefficient of
personal selling aspect, this research found it
have the positive relation with loyalty towards
BSPJ which can explain that if the customers
in Beihai city have increase in the attitude
towards personal selling for 1 unit, the
loyalty towards BSPJ will increase 0.264 unit
(define the other variables is constant). For
the regression coefficient of direct marketing
aspect, this research found it have the positive
relation with loyalty towards BSPJ which
can explain that if the customers in Beihai
city have increase in the attitude towards
direct marketing for 1 unit, the loyalty
towards BSPJ will increase 0.217 unit
(define the other variables is constant). For
the regression coefficient of public relation
aspect, this research found it have the positive
relation with loyalty towards BSPJ which can
explain that if the customers in Beihai city
have increase in the attitude towards public
relation for 1 unit, the loyalty towards BSPJ
will increase 0.214 unit (define the other
variables is constant). For the regression
coefficient of advertising aspect, this research
found it have the positive relation with

loyalty towards BSPJ which can explain that
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if the customers in Beihai city have increase
in the attitude towards advertising for 1 unit,
the loyalty towards BSPJ will increase 0.197
unit (define the other variables is constant).

11. When considering standardized
regression coefficient (Beta), this research
found that place attribute of BSPJ has 2
aspects that have positive relation with
customer loyalty, which arrange by relation
size from high to low, they were availability
and store layout. And the adjusted R2 has
the value equal to. 605 that means the
independent variable in this equation can
describe the relationship level on loyalty
towards BSPJ at 60.5% by average. Thus
this research use the coefficient to write
a prediction equation of loyalty towards

BSPJ from the raw data as follow:

Loyalty towards BSPJ =0.833 +0.425
Availability + 0.385 Store layout

As seen in this equation, the variables, which
have positive relation with loyalty towards
BSPJ in Beihai and have a statistical
significance level at 0.05, are availability and
store layout with the value equal to 0.425
and 0.385 respectively, which can be

explained as follows :

For the regression coefficient of
availability aspect, this research found it have
the positive relation with loyalty towards BSPJ
which can explain that if the customers in

Beihai city have increase in the attitude
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towards availability for 1 unit, the loyalty
towards BSPJ will increase 0.425 unit
(define the other variables is constant). For
the regression coefficient of place of store
layout aspect, this research found it have the
positive relation with loyalty towards BSPJ
which can explain that if the customers in
Beihai city have increase in the attitude
towards store layout for 1 unit, the loyalty
towards BSPJ will increase 0.385 unit

(define the other variables is constant).
Conclusions and Discussion:

1. Trust in BSPJ: The benevolence as-
pect has an effect on customer loyalty of
BSPJ. The reason is that production of Beihai
south pearl have been well known for
quality and authenticity for 2000 years, and
Beihai’ s pearl product has been built up an
image as good quality product with
trustworthy brand. Customers believe that
BSPJ is quality authentic south pearl. It is
according to Prasarnphanich (2007) refer to
“Does trust matter to develop customer
loyalty in online business?®, the research
result showed that the benevolence
dimension of customer trust in an Internet
retailer plays a crucial role in determining

customer commitment and customer loyalty.

The perceived credibility aspect has
an effect on customer loyalty of BSPJ. The
reason is that a number of Beihai’s pearl
processing companies have operated for 20

to 50 years. Those pearl processing
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companies have promoted trustworthy image
through so many different channel,
especially through word-of-mouth by
customers. With so many years of buying
experience, customers trust in information
providing from BSPJ’s advertisement, and
salesman. It is according to Erdem and Swait
(2007) theories, which had insisted on the
significance of brand credibility in consumer’s
decision making and choice perceptions.

2. Product of BSPJ: The product qual-
ity aspect has an effect on customer loyalty
of BSPJ. The reason is that Beihai’s climate
and environment is very suitable for the
production of seawater pearl, and there are
a large number of outstanding enterprises in
Beihai handle work-in-process pear. As
a result, the pearl produced in Beihai has
better shape and better quality. They are
shinier and more beautiful. It is according to
Rahman and Jalil (2014) refer to “Exploring
factor influencing customer loyalty”, the
research result showed that product quality
has significant relationship with customers’
loyalty towards retail outlets in Malaysian

hypermarket context at the high level.

The product variety aspect has an effect
on customer loyalty of BSPJ, The reason is
that Beihai is the main place of
manufacturing, processing and distributing
of Chinese sea pearl, where may provide
more complete product variety than the

other place. Therefore, agree that BSPJ
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provide various kinds / styles /colors of
product. It is according to Dash (2012) refers
to “Online shopping and customer
satisfaction”. The research result showed that
product variety has significant connection with
customer satisfaction level,

The package aspect has an effect on
customer loyalty of BSPJ. In Beihai, most of
the time, the pearl jewelry is purchased as a
gift to family members and friends. In order
to increase the desire of purchasing pearl
jewelry from customer, most jewelry stores
would present the pearl jewelry in various,
fashion, and precious packages.

3. Price of BSPJ: The list price aspect
has an effect on customer loyalty of BSPJ.
The reason is Customers buying Beihai pearl
jewelry emphasis on value for money,
customers viewed the prices offered by
BSPJ’s salesmen are fair prices. It is according
to Khan (2012) refer to “Contribution of brand
awareness and brand characteristics toward
customer loyalty”, the research result
showed that significant relationship
between price and customer loyalty at the

average level.

The discount aspect has an effect on
customer loyalty of BSPJ. The reason is
that customers agree the discount offering
from the salesmen of BSPJ by a volume
discount. In general, for same products,
discounting will attract more customers to

buy. It is according to Elhauge (2009) refers
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to “How loyalty discount can perversely
discourage discounting” ,the research result
showed that there will exist an above-cost
price that rivals can charge to free buyers
without being undercut by the firm using

loyalty discounts

4. Promotion of BSPJ: The advertising
aspect has an effect on customer loyalty of
BSPJ. The reason is that the frequent and
colorful advertising by Beihai pearl
enterprises will further enhance customer
awareness of Beihai pearl jewelry. It is
according to Hameed (2011) refers to “The
effect of advertising spending on brand
loyalty mediated by store image, perceived
quality and customer satisfaction: A case of
hypermarkets”, the research result showed
that the impact of advertising spending on

brand loyalty.

The personal selling aspect has an
effect on customer loyalty of BSPJ. The
reason is that the salesmen of BSPJ would
illustrate the product detail patiently. Sales
person’s friendly attitude towards customers
has encouraged purchase and repeat
purchase. It is according to Hocking (2012)
refer to “The relationship between personal
selling and building consumer based brand
equity”, the research result showed that
there to be significant relationships between
personal selling and brand awareness /

associations.

21
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The public relation aspect has an
effect on customer loyalty of BSPJ. The
reason is that in order to promote
enterprise image and reputation, the
companies always organize many different
kinds of activities open to public, such as
pearl theory seminar, dinner gala, product
presentation. By doing so, the companies
has enhanced its relationship with public and
also promoted its product. It is according to
Hocking (2012) refers to “The relationship
between personal selling and building
consumer based brand equity”, the research
result showed that direct marketing is an

efficient tool to increase customer loyalty,

The direct marketing aspect has an
effect on customer loyalty of BSPJ. The reason
is that Beihai pearl enterprises are gradually
changing their traditional way of doing
business and adapting other selling channels,
such as postal selling, telephone selling
and online selling to increase more customers
to purchase. Direct marketing becomes
a more convenient channel for customer to

purchase

5. Place of BSPJ: The availability
aspect has an effect on customer loyalty
of BSPJ. The reason is that most of pearl
jewelry stores are located in city urban
area and tourist attractions. Those areas all
features convenient transportation and

logistics flow. Convenient store location
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encourages product purchasing and re-pur-
chasing. It is according to Mattsson (2009)
refers to “customer satisfaction in the retail
market”, the research result showed that
customers are mostly satisfied and
customers are finding the goods that they
are looking for and the locations of the stores

are good and functional.

The store layout aspect has an effect
on customer loyalty of BSPJ. The reason is
that most high-end pearl jewelry stores
make lots of effort on their in-store interior
design which embraces fashionable
element and is simple design. It is according
to Klein and Bartmann (2008) refer to
“Anti-Clockwise or Clockwise? The impact of
store layout on the process of orientation in
a discount store”, the research result
showed product location in the shopper’s

mind is a key factor for retailing success.
Suggestion
1. Product:

Product variety: It found that
customers scored lower rate of agree level
with some product attributes such as “various
styles of pearl Jewelry”, “various colors of
pearl Jewelry” .This research suggests that
business entrepreneurs should be aware of
the new product and add more various styles
and colors of BSPJ.
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Product quality: It found that customers
scored lower rate of agree level with “the
beauty of BSPJ”. This research suggests
that business entrepreneurs should pay more

attention to the appearance of BSPJ.

Product package: It found that
customers scored lower rate of agree level
with “package of BSPJ is fashion”. This
research suggests that business
entrepreneurs should pay more attention to

fashion packaging.
2. Price

List price: It found that customers
scored lower rate of agree level with
“list price covers all of warranty expenses”
This research suggests that the business
entrepreneurs of BSPJ should pay more
attention to relate price to be value in the
menu pricing, which covers more kinds of

walrra ﬂty expenses.

Discount: It found that customers
coredlower rate of agree level with
“Salesmen of BSPJ offer reasonable
discount”. This research suggests that a stan-

dard price should be made.

3. Promotion

Advertising: It found that customers
scored lower rate of agree level with”
the advertising of BSPJ is creative”. This
research suggests that business
entrepreneurs of BSPJ should improve the

creativity of advertising.
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4. Place

Availability: It found that customers
scored lower rate of agree level with
“shopping BSPJ online is very convenience”.
This research suggests that business
entrepreneurs pay more attention to the
availability of online shopping and makes it

more convenience to customers.

Store layout: It found that customers
scored lower rate of agree level with
“the store layout of general pearl market is
simple and does not confuse me”. This
research suggests that business
entrepreneurs should simplify the store

layout without confusing customer.
Further Research

First, the ability to generalize the
findings is limited since this study was
collected from main pearl trading venues
in Beihai City only. It is recommended to
further research to collect data from more
other places. Second, this study focused
only on the Chinese customers perspective,
which is one limitation placed on
understanding the extent of customer
loyalty in the pearl industry. It is
recommended to further research to
collect data from foreign customers besides

from Chinese.

23

‘ ‘ Book (KAB 10).indb 23

olsasinunsmansssious:gni 23

Acknowledgements

First, | would like to thank Dr.Karnravee
Ananta-akrakul. She squeezed time for me
from her busy schedule to discuss the thesis
requirement with me. She helped me to
analyze the structure of the paper, guided
me how to organize the material and
determine the questionnaire. She also
provided lots of valuable feedbacks and
comments about my paper. Her assistance
is greatly appreciated. Her serious and
responsible attitude towards her students
and work has inspired me a lot. Second,
| would like to thank Beihai Government
and Beihai’s Aquatic Animal Husbandry and
Bureau units. They provided me all the
information | required regarding to materials
about the pearl culture, processing, marketing

and other related business aspects.

References

Agariya, A. K;et al (2012). The Role of
Packaging in Brand Communication.
International Journal of Science &Engineering
Research. 3(2): 1-13. Ballester, E. D ;& Aleman,
J. L. (2001).Brand trust in the context of con-
sumer loyalty. European Journal of Marketing.
35(11/12): 1238-58.

Baumann, C., Elliott, G.& Hamin, H.
(2011). Modeling customer loyalty in financial
services - a hybrid of formative and reflective
constructs. International Journal of Bank
Marketing.29(3): 247-267.

6/19/2015 1:21:17 PM ‘ ‘



24  oisansinunsmMansSssiods:ani

Behai’s Aquatic Animal Husbandry and
Bureau.( 2011).Beihai aquatic animal
husbandly “eleventh-five-year”basic situation
and the “second-five-year” plans. Beihai:
Behai’s Aquatic Animal Husbandry and

Bureau.

Beihai Government.(1999). Modern
Beihai, Beihai
Government. . 2010).

Recommendation of regarding the southern

Guangxi.Beihai:

pearl as key national cultural. Beihai: Beihai

Government.

Berger, J., Michaela, D,& Itamar,
S.(2007),The Influence of Product Variety on

Brand Perception and Choice.

Marketing Science.26 (4).460-72. Berry,
L. L.& Parasuraman, A. (1991). Marketing

sciences». New York: The Free Press.

Bennet, R. (1996). Relationship
Formation and Governance in Consumer
Markets:Transactional Analysis versus the
Behaviorist Approach. Journal of Marketing
Management. (12,) pp.417-436.

Bloch, P. H. (1995, July). Seeking the
Ideal Form: Product Design and Customer

Response. Journal of Marketing. (59): 16-29.

Borden, N. H. (1984) The concept of
marketing mix. Journal of Advertising
Research. 1 (9): 2-7.

Bolton, R. N. ;& Drew, J. H. (1991). A

‘ ‘ Book (KAB 10).indb 24

24

multistage model of customers’ assessments
of service quality and value. Journal of
Consumer Research. 17: 375-384.

Bromiley, P.,&Cummings, L. L. (1995).
Transactions Costs in Organizations with Trust.
CT: JAL

Cengiz, E. ;& Yayla, H.E. (2007). The effect of
marketing mix on positive word of mouth

communication:

Evidence from accounting offices in

Turkey. Innovative Marketing, 3(4):73-86.

Chelliah,S.& Kwon,C.K. (2011). A Study
of The Relationship Between Marketing Mix
and Customer Retention for Herbal Coffee
in Malaysia. ICBER.

Chung, I. K& Lee, M. M. (2003). A Study
of Influencing Factors for Repurchase
Intention in Internet Shopping Malls. Parallel
and Distributed Processing Symposium

Proceedings International Volume.22(26):7.

Curtis, A.(2009).Source-receiver seismic
interferometer. (SEG Technical Program
Expanded Abstracts ) pp.3655-3659.

Davis, D.D.; & Holt, C.A. (1994). The
effects of discounting opportunities in
laboratory posted offer markets. Economics
Letters.44:249-253.

Doney, P .M. & Cannon, J .P.(1997).

An examination of the nature of trust in

6/19/2015 1:21:17 PM ‘ ‘



buyer-seller relationships. Journal of

Marketing. 61(1):35-51.

Eagly, A. H.; Chaiken, S.( 1993). The
psychology of attitudes. NY: Harcourt Brace

Jovanovich College.

Frey, L. L;& Daly, R. T (1989, December)
Linking Service Quality, Customer Satisfaction,
and Behavioral Intention. Journal of Health
Care Marketing.9:5-17.

Goi, C. L. (2005). Marketing Mix: A review
of ‘P’. Array Development. form http://www.

curtin.p.8

Garusing Arachchige, J. J. (2002). An
approach to marketing in special and
academic libraries of Sri Lanka: a survey with
emphasis on services provided to the
clientele. JULA. 7 (1): 12-36

Geyskens, 1;& Steenkamp, J.B. (1995).
An investigation into the joint effects of trust
and interdependence on relationship
commitment. EMAC Proceedings Paris. pp.
351-71.

Griffin,J., Sacharow,S & Brody, R. C.,
(1985). Principles of Package Development.
London:A V |

Guangxi Marine Research Institute. (2006)
Pearl industry international competitiveness

of pearl industry.

Guangxi: Guangxi Marine Research

Institute. Guanexi Daily ( 2010, May 4) .p.4.

25

‘ ‘ Book (KAB 10).indb 25

olsansinunsmansssiiousanst 25

Hall, Derek. (1993). Brand Development:
How Design Can Add Value. Journal of
Brand Management. 1(2): 86-95.

Hsiao, S.-W.& Wang, H.P. (1998).
Applying the semantic transformation method
to product form design. Design Studies.
19(3): 309-330.

ISO (1994) 1SO DZS 8402: Quality

Vocabulary.

Jacoby J.& Chestnut, R. (1978). Brand
Loyalty: Measurement and Management.
New York: John Wiley.

Juran, JM.& Gryna, F.M.(1980). Quality
planning and analysis: From product

development through use, NY McGraw-Hill.

Kamakura W.A.; & Russell, G.J.(1993).
Measuring brand value with scanner data.
International Journal of Research in Marketing.
10(1). pp. 9-22.

Koontz, Christine. M.(2011).Glossary of
Marketing Definitions. Florida Resources and
Environmental Analysis Center. Tallahassee,
FL. 32306

Kotler, K,; et al. (2000). Principles of
Marketing, Fourth European Edition. Prentice
Hall.

Kotler, P.(1997). Marketing for nonprofit

organizations. 2nd ed. New Delhi:

6/19/2015 1:21:17 PM ‘ ‘



26 O1sansinunsMAEnSssioUs:ani

Prentice-Hall of India.

.(2000). Marketing Management,
Prentice-Hall, Upper Saddle River, New Jersey.

McCarthy, E. J. (1971). Basic Marketing:
A Managerial Approach.4th ed. Irwin:

Homewood

Moorman.C ;et al. (1992, August).
Relationships Between Providers and Users of
Market Research: The Dynamics of Trust
Within and Between Organizations. Journal of
Marketing Research, 29 :314-29.

Morgan, R.;& S. Hunt. (1994). The
commitment-trust theory of relationship
marketing. Journal of Marketing. 58(2): 20-38.

Oliver, R.L., (1997) Satisfaction: A
behavioral Perspective on the customer. New
York: MacGraw-Hill.

Palmer, A. (2004). Introduction to
Marketing -Theory and Practice. UK: Oxford

University Press.

Parment, Anders (2008). Marknadsforing.
kort och gott. Malmé: Liber.

Reichheld, F. F ;& Phil. S. (2000).
E-Loyalty: your secret weapon on the web.
Harvard Business Review.78 (4): 105-13.

Reichheld, F. F. (2001, August) Lead for
loyalty .Harvard Business Review.pp:76-85.

Pilditch, J. (1972). The Silent Salesman.

‘ ‘ Book (KAB 10).indb 26

26

London: Business Books.

Rauyruen, P.;& Miller, K. E. (2007) Rela-
tionship quality as a predictor of B2B cus-
tomer loyalty. Journal of Business Research.
60 (1): 21-31.

Rempel, J.K.,, Holmes, J G.& Zamna,
M.P.(1985).Trust in Close Relationships.
Journal of Personality and Social Psychology.
(49):.95-112.

Russell, R. S.& Taylor, B. W. (2006).
Operation Management: Quality and
Competitiveness in a Global Environment .

John Wiley & Sons, Inc.:River Street

Schultz, D. E. (1995). What Is Direct
Marketing? Journal of Direct Marketing.9
(2): 5-9.

Smith, R. E. ;& Wright, W.F. (2004).
Determinants of Customer Loyalty and
Financial Performance. Journal of
Management Accounting Research.
16:183-205.

Swan, J. E;& Trawick, . F. (1987). Building
Customer Trust in the Industrial Salesperson:
Process and Outcomes. Advance in Business
Marketing 2 :81-113.

Wankhade L.& Dabade, B.M (2006,May).
TOM with quality perception: a system
dynamic approach. TOM Mag.. 18(4): 341 - 357.

6/19/2015 1:21:17 PM ‘ ‘



Waterschoot, W. (1918). The Oxford
Textbook of Marketing, Instructor’s Manual,

Oxford University.

Yoo, B.; Donthu, N.; & Lee, S. (2000). An
examination of selected marketing mix
elements and brand equity. Journal of the

Academy of Marketing Science.28:195-211.

Yu, W. (2006). Strategic Employee
Training And Development In Chinese Luxury
Hotels, Tourismos. International
Multidisciplinary Journal of Tourism.
1(1):11-111.

Zhang.L and He .C.L.(2007).Chinese
southern sea-pearl industry research. Guang

Dong: Guang Dong Economic.

Zhang.L. (2008).Beads industrial
technology and mechanism innovation. Guang

Dong:Guang Dong Economic.

Website:

http://www.oup.com/uk/orc/bin/
9 7801987757 68/freelect urer/manual/
imchap09.

http://www.abahe.co.uk/business-

administration/Advertising-and-Promotion.pdf

I8

27

‘ ‘ Book (KAB 10).indb 27

OISENSINBNSAANSSSTDUS:HNG

27

6/19/2015 1:21:17 PM ‘ ‘



‘ ‘ Book (KAB 10).indb 28 6/19/2015 1:21:17 PM ‘ ‘



‘ ‘ Book (KAB 10).indb 29

olsansinunsmansssious:gni 29

MsIUSaUINauADIIUUENTUMSWENNStUOMSIaniuagun
PUINMNONOANSANSYSNOWIUVUTIAOD ARIMA- GARCH la:
ARIMA- EGARCH Comparing the preciseness in forecasting the Thai
pbaht vs US Dollar between ARIMA - GARCH and ARIMA

EGARCHMOodels

§9R31 3§15 Uazassanwa Funeany
Supatra Wisakarn and Auttapol Suebpongsakorn

UNAN&o

v
aa

nsfnwiiiingusrasAiiodaniuudnaasiungauiiotlunensaldnswaniudauniiu
vndeneaaniansglagliiuuinass ARIMA - GARCH wag ARIMA - EGARCH @aliidayaaunsuiian
S TUSILGIUN 2 UNTIAN W.A. 2549 QUDY TUN 30 AULIEU W.A. 2557 SIUT9EY 2,282 TU

nsfnwuaduas s duusnifunsfinuiiionuuusiass ARIMA - GARCH uag ARIMA
- EGARCH fisnzasnnnitgaiiielidmsuneinsal daufiaeadunisiwaniswennsaivesuuudians
ARIMA - GARCH laz ARIMA - EGARCH sni3sutvisuanuuiiugilagldal Root Mean Squared
Error (RMSE)ikae Mean Absolute Percentage Error (MAPE)

NaN1TAEaU Unit Root 1ngleis Augmented Dickey and Fuller test (ADF Test) Wui1
foyaeynsunandidnunedsfisedu First Difference uonanil manswensainut wuusaesiil
A1 RMSE wag MAPE ﬁ@?ﬂﬁlqmﬁa LUUTNABY ARIMA (2,1,2) WithEGARCH (1,1) 5898911ABLUUINADY
ARIMA (2,1,2) WithGARCH (1, 1)stiu FeasUladn wuudnaes ARIMA (2,1,2) WithEGARCH (1,1)
fanuusiugrlunisweinsalinniige

AFIARY: BRTANUABUATRULIN WUUTIE8INI5Y WUUTIARIBNITY

1y - A . )
unAnuUsyaln AuzAsugaans ininendenensiivg 2.054nM 10400 email: supatra.w@pttpm.com

2 = o o
ﬂm%Lﬂiﬁf}ﬁﬂ’lﬁGﬁ WNInedenenisiiine VATINNY 10400

29

6/19/2015 1:21:17 PM ‘ ‘



‘ ‘ Book (KAB 10).indb 30

30 oisansinumsmMansssiods:ani

ABSTRACT

This study aims to select the suitable model for forecast the Thai baht vs US Dollar
between ARIMA - GARCH and ARIMA- EGARCHModels. The study was based on secondary data
using the daily values of Thai baht vs US dollar exchange rate from January 2, 2006 to
30 September 30, 2014 covering the total data of 2,282 observations.

The study was divided into two sections. The first section dealt with identifying the
most appropriate ARIMA — GARCH and ARIMA — EGARCHmodels for forecasting purpose. The
second section involved the predictive performance of the models by comparing the
value ofthe root mean squared error (RMSE)andthe mean absolute percentage error (MAPE)

of the selected models.

According to unit roots test by Augmented Dickey — Fuller test method, the statistical
test of the time series were stationary at 1st difference.The forecasting results of Thai
exchange rate revealed that the ARIMA (2,1,2) withEGARCH (1,1)has the lowest value of RMSE
and MAPE followed by ARIMA (2,1,2) withGARCH (1,1). Thus, we can conclude that the
ARIMA (2,1,2) withEGARCH (1,1)isthe most accurate modelfor forecasting Thai baht vsUS dollar

exchange rate.

Keywords : Exchange rate Thai Baht, ARIMA- GARCH Model, ARIMA - EGARCH Model
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2.3 Luud1899 GARCH

LUUY1899GARCH (Generalized
Autoregressive Conditional Heteroscedasticity)
LﬂuLLUUﬁﬂaaﬂﬁﬁﬁugmmmﬂmei’waaq ARCH
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fideulvaunsaaSursanairuwlsusIu uaz
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wamsfAnw

3.1 n1snAdau Unit Root

N1IMAa8U Unit Root ¥84v0ya
Junsneasuiiiegirteyaduiidnvusds
aelulngldn1smaaeures Augmented Dickey
— Fuller : ADF Test lngnsiTauriisuanaia
ADF-Statistic ffup1 Mackinnon Critical 15z
1% 5% 10% TG MUINA1aaR ADF 11N
Mackinnon Criticalba@neindayaounsuiian
Tuildnwazlida (Nonstationary) Tunsal
dnsuflelitoyedaruisannsovildlaens
WNAR9ETUT 1 (1stDifferencing) wiadsiu
fnlU (Nth Differencing) aunitdeyasunss
nauariidnwaris (Stationary)

A1M5UNANITATIVABUAIINT V04
Toyasynsudamuaniudsuuv/aeaaniansg,
wuindeyasynsuanddnvasiedise iy
NaseSUGUR 1 (IstDifferences) fauandlu
AN319913.1
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i . P ) a ¢ )
mswn 3.1 : N1SNAEY unit root maamaa&aaqmuammamﬂa EJUUWV]/G]E]@&’I?EM?E“’I
At Level
nuaniUdeu None Intercept Trend and Intercept
mw/@aams‘aﬁg ADF test statistic | 9% Critical value ADF test statistic % Critical value ADF test statistic % Critical value

1% 1% 1%
-2.565977 -3.433023 -3.962072

5% 5% 5%

FX -1.433373 -3.269592 -2.617286

-1.940963 -2.862607 -3.41178

10% 10% 10%
-1.616606 -2.567384 -3.127776

At First Differences Level

1% 1% 1%
-2.565977 -3.433023 -3.962072

5% 5% 5%

FX -39.864 -39.8861 -39.9592

DY) 398646 -1.940963 3988615 -2.862607 3995925 -3.41178

10% 10% 10%
-1.616606 -2.567384 -3.1277176

A - msAuonunglsiusinsy EVIEWS 7

3.2 A15USTUIUAIIINUUUIIADY
ARIMA-GARCH

ludiuvesnisaimuasluuuves
LWUUdIa89 ARIMA @1u135079151 L6910
wHuAINCorrelogramlngfaNTuIINAN
Autocorrelation Function (ACF) wag
A1 Partial Autocorrelation Function (PACF)
yesdoyasnuanilasuseninediuumiy
neaa1sansyndannildinisnnanisnds
fi 1 w3e Asgdu 1(1) wieldlunisiinue
anduvreslasiasisAutoregressive [AR(p)]
wagMoving Average [MA(q)] #Nud19U

mMSA 3.2 : LUUIIa8IARIMA — GARCH

Faa1nn13fi151nsI ACF waz PACF
u sEduNai1eduduil 1 {3dearunsade
donwuusiaesfintndndaanumuizaudu
Uoya 31U 3 wuudiaed baud ARIMA (1,1,2)
withGARCH (1,1), ARIMA (2,1,1) withGARCH
(1,1)uag ARIMA (2,1,2) withGARCH (1,1)
Fawanslunisnedl 3.2

ARIMA (1,1,2)
WithGARCH (1,1)

manAlumsanaulo

ARIMA (2,1,1)
WithGARCH (1,1)

ARIMA (2,1,2)
WithGARCH (1,1)

Akaike info criterion -1.406102

-1.405666 -1.408873

Schwarz criterion -1.388504

-1.388062 -1.388754

=
C
puus

35

‘ ‘ Book (KAB 10).indb 35

- msAuonUnelsIUsIinsy EVIEWS 79 Auns@ud@1nsusnswaniuaeu B/S

6/19/2015 1:21:17 PM ‘ ‘



36 O1sansinumsMEnSssioUs:ani

INNMUADNVBILUUITIADY ARIMA - GARCH
WINUARINAITI9T 3.2 HAITenUI1 WU
ﬁ‘]’ﬂaamﬁmmzamﬁqm Aa ARIMA (2,1,2)
WithGARCH (1,1)1i89970 wuusiaesiangn
19%An Akaike info criterion (AIC) way Schwarz
Information Criterion (SIC) Gf’lﬁlqm s‘?fﬂﬁaums
Aade (Mean Equation) kaza1auulsusu
(Variance Equation) Faii

AFX, = —0.002 + 1.230 AFX,_; — 0.769 AFX,_, —
1.259,_; + 0.828¢,_,

(-1.019)%**  (18.453)%** (-11.299)%** (-22.483)%*%  (14.336)***

(3.1
62 = 0.000217 + 0.257166 £2, + 0.802370%,

(8.759)%**  (17.918)*** (95.962)*** ¢2)

aa

e ANEER t WARILUINAY WAS™™* NUIED
AsiYedRNSesay 0.01

o

M1519% 3.3 HAN1SUTEUIUAIRIEWU
91899ARIMA (2,1,2) withGARCH (1,1)

Variable Coefficient Std. Error | Z -Statistic Prob.
C -0.002 0.002 -1.019 0.308
AR(1) 1.230 0.067 18.453 0.000
AR(2) -0.769 0.068 -11.299 0.000
MA(1) -1.259 0.056 -22.483 0.000
MA(2) 0.828 0.058 14.336 0.000

Variance Equation

C 0.0002 2.48E-06 8.759 0.000
RESID(-1)"2 0.257 0.014 17.918 0.000
GARCH(-1) 0.802 0.008 95.962 0.000

Akaike info criterion -1.409

Schwarz criterion -1.389

a

ANAITUSEUIUAFUUTEENTVDIUU
91899 ARIMA-GARCH nu@unisyn (3.1) wag
(3.2) WUIBATANUALUANIUUINADABARNS

=

anigy a9 t YueyIUNARBULNUYBIBAT
waniUdgulagAtAuAaIataday (Error) 1
nvulugesarunafieiuin (FX.q, FXeo

o w a

€q Wor €,) PENNATEAAYNIvATAVULT

<
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AuuUsUsIueg1eiliiouluvesnuusiansi
JungiuArnunataAdsusniidaansuas
ArAuudsUsauditAnduluatunai it
€1 War 0%-1) a8lTydAYNINATH

dMTUNINTINFOUANUYNABIVDILUY
1889 @msaiasanlaainal Q- Statistic
waz ARCH LM Test \fienaaaudnuaizaiiy
By White Noise va4A1A210AAIALAG DY
YOILUURIA0ITINANITNAGBY WU A1 ACF
ya3A1A1una1nLedoullidnvazanasuy
Exponential waza1add LM ldddedrdai
Fasnailaaedniy SeagUlddn uuudians
ARIMA (2,1,2) withGARCH (1,1) 1Uuluudians
fifuszansamuaziianuunzaufiazdily
Tdlun1snensaldeyalusuian

3.3 N15UTZUIUATILUUTIAD
ARIMA-EGARCH

d1TUN19ATMUATULUUYBILUY
$1809 ARIMA — EGACH Buguainnisfiansan
wHunINCorrelogram maa‘ﬁa;ﬂaé’mmaﬂmﬁlau
FEMINANIUVINATUADAATANTTIME991nT
ANsUINARIATaT 1s‘§qﬁﬁé’1’aawmmﬁmﬁaﬂ
LLUUﬁ?wamﬁﬁmmmmzamﬁu%aaﬂaaqmm
I 3 sUuuy Maun wuudiaes ARIMA (1,1,1)
WIthEGARCH (1,1)wuud7899 ARIMA (1,1,2)
WIthEGARCH (1,1)ikaziuuanasd ARIMA (2,1,2)
WithEGARCH (1,1)
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MsWA 3.4 : A1stUSeuLgUAIERALUNNS

UTELNUATNISITADIANNLUUTIA0Y

ARIMA (1,1,1) | ARIMA (1,1.2) | ARIMA (2,1,2)
manmAlumsAnaul®> | withEGARCH WithEGARCH WithEGARCH
11 (1.1) (1,1)
Akaike info criterion -1.416048 -1.418699 -1.421241
Schwarz criterion -1.398450 -1.398687 -1.398607

Aut : nsAulalaeltlusensy EVIEWS 7

3100157199 3.4 wuusI a8
ARIMA - EGARCHlMuNzaufian Ao wuy
318999ARIMA (2,1,2) withEGARCH (1,1)
L‘dadmﬂ wUUI1aealyian Akaike Information
Criterion (AIC) wag Schwarz Information
Criterion #nfigalasfauniseiads (Mean
Fquation) wazA1A1uwUsUsau (Variance
Fquation) ol

AFX, = —0.006 + 1.154 AFX,_, — 0.480 AFX,_, — 1.186¢,_, +
0.548¢,_,

(-2.960)%** (6.992)*** (-3.323)%%+ (7.602)%*  (4.063)***
(3.3)
log(o2) = —0.374 + 0.404 [Sf_-ll —0.069 &=L 4
Ot-1. Or—1
0.977log(oZ 1)

(21.555)%+* (25.282)%** (-5.745)%%%  (447.458)%** (3.4)

e ANEER t WARILUINAY WaT™* N8

nsiidednAyNsesay 0.01

MSWA 3.5 : HANITUSTUIUAINIBLUUINAD
ARIMA-EGARCH

Variable Coefficient Std. Error | Z -Statistic Prob.
C -0.006 0.002 -2.960 0.003
AR(1) 1.154 0.165 6.992 0.000
AR(2) -0.480 0.144 -3.328 0.001
MA(T) -1.186 0.156 -7.602 0.000
MA(2) 0.548 0.135 4.063 0.000

Variance Equation

C(e) -0.374 0.017 -21.555 0.000
C(7) 0.404 0.015 25.282 0.000
c(8) -0.069 0.012 -5.7446 0.000
C(9) 0.977 0.002 447.459 0.000
Akaike info criterion -1.421

Schwarz criterion -1.399

Aur : nsewlalaeleluswnsy EVIEWS 7
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3 nn15UszuaA1dudszAnsveauuy
$1899 ARIMA-EGARCH snuaunisdi (3.3) wu
41 Sasuaniudsuduumdenoaanianisy
8 ATuLaNdl t ﬁuagjﬁ’uﬁﬁmmamﬂﬁau
At ulunazdrnanunaiaideu (Error)
Fiinduluassniutiandounia
(FX(.1,FX,5 ,€cquazgy) 08198Us
RGN RSGRE

YBN9ING Wan15UTEUIAINTANNNS
7 (3.8) wuin AeuuUsuTInedeiiiouls
EuaaLLUUﬁTwaaaﬁéﬁyuagjﬁ’ummwmmmmé"au
LazA1AuRUsUsIuT AT ulua U A
mumasmﬁﬂ’ae?wﬁagmqaaﬁuam]'mﬁy 2l
fuuszans C(8) fe1deuninaud wanslv
udwansznuvaugnisalldainiud
Tun1euan wagn1vau dsmaneandun
AnuLUsUTIUlUWIIAY (Asymmetry Effect)
nafeAIAuklsUTInLULTieulvazuys
nafufuAIALAaIaLAd s udiAnT ulua1y
NAITEINT £ g Fevunansznulunisay
(Negative Shock: nsiifl &4 fiAnduau) azds
walsiasuUsUrluaunant fengeiuvnei
NANTENUNIIUIN(Positive Shocks: NS €4
danduuin) azdwmaldnnuudsusiuluaiu
nadi t dAnanas

Wulieaiy n15AsIdeaUAINNgN
AB9UDILUUINABY @N1TaN1TULARINAT
Q- Statistic waz ARCH LM Test Liionaaau
Aaandiniudu White Noise 98961
ANARIALAA B UA AU AT UIINUU US89
ARIMA - EGARCH Wan13ms19a@aunul
A1 ACF 293f1a21uAa aLAG s uRsnanalaldl
SNuazanadluy Exponentialuagliiidey
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d1fiisedu 0.05 Feuansdenisdian
arrunatatadouddnwazidu White
NoiseFsauisaaguladn wuudnass ARIMA
(2,1,2) WIithEGARCH (1, Difunuushassdivianz
avlunisnennsaldnsuanidsuuin/neaans
ansgy

3.4 n1swensal (Forecasting)

AsAnwdilaviinisnennsaleanidu
3 anwady bewnHistorical Forecast, Ex-post
Forecast wae Ex-ante Forecast Lﬁamaau
ANnunsuglunsnensalluwaazganan lng
W1TUNINANEDNRRoOt Mean Squared Error
(RMSE) wag Mean Absolute Percentage Error
(MAPE) frsfimnsusiugwasnswennsaiazoglu
széﬁ’uﬁ'qqﬁwmaﬁﬁméwﬁﬁﬁwﬁaa

3.4.1 Historical Forecast
Historical Forecast Ae n1snennsaidoyaliie
Waguiieuiuaa3e Inelunsdnuniilgvinnns
W&J'mszﬁﬁﬁaaﬂal,‘%'mﬁguwiﬁﬁ 1 Al 2,282 fo
Faust Yuit 2 unsiau w.e. 2549 Ae¥uil 30 1oy
AUBIYU W.A. 2557THANSANYINUIT LUUINABY
Aflaauwsiugiluniswensalundianlugag
Historical Forecast @slga1nnisiuSeuiisusn
RMSE wag MAPE isniigndie uwuud1ass ARIMA

(2,1,2) withEGARCH (1,1)

msivn 3.6 LAMIAIADAINANT

NeNSallUANWAE Historical Forecast

IIuUmIa0v RMSE MAPE

ARIMA (2,1,2) WithGARCH (1,1) 0.188387 0.289387

ARIMA (2,1,2) WIthEGARCH (1,1) 0.187801 0.286972

Al : AnsAualaeltluswknsy EVIEWS 7

3.4.2 Ex-post Forecast

Ex-post Forecast Aon1Tnensaily
szi'mwmmégue]Lﬁmﬂ%mﬁammmuﬁuﬁﬁ
Tunsnennsel lnglunsanuiiasyinsvngeu
lngn1sandruiudeyanduly 109395882198
Aoendl 2273 GeAnil 2282 wileLUSeuiuen
a3dlugredaudsudt 17 89 30 Augneu WA,
2557HaNISANYINUIT WUUSIa0fidiaay
wuglunisneinsalinniignluyae Ex-post
Forecast 3algannsiUSeusisusn RMSE uaz
MAPE ﬁﬁfﬁﬁqmﬁa LUUd1889 ARIMA (2,1,2)
withEGARCH (1,1)

Mswi 3.7 : Ard@naInA1THeINsallu

AnwazEx-post Forecast

IIuuMaov RMSE MAPE

ARIMA (2,1,2) WithGARCH (1,1) 0.169177 0.410510

ARIMA (2,1,2) WIthEGARCH (1,1) 0.055091 0.147086

At : AsAuadlaglglusunsy EVIEWS 7
91nN1SWeNSal Historical Forecast
Way Ex-post Forecast WUUS1aaafiia1 RMSE
Lar MAPE fidndignde wuudiaes ARIMA
(2,1,2) withEGARCH (1,1)
3.4.3 Ex-ante Forecast
Wesainnisnensailae 33 ARIMA

efanundugluszordau dedulunis@ne

J3alavinnnswennsalarantnlusuiananuiu
10

1241287 ADAIY 2283 D9 2292 ALA
Jui 1 89 14ma1Au WA 2557 wanalans

WANUATNA 1
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lwumwi 1 : nswennsal Ex-ante

Forecast

3242 %
e \
32.38

2283 2284 2285 2286 2287 2288 2289 2290 2291 2292

A nsAuiadlagldlusunsy EVIEWS 7

INAITIATIERRANITNEINTAIB RSN
wanidsurniuuimsensaatianyghle
NUUVUINEDY ARIMA (2,1,2) WithEGARCH (1,1)
Tuta9 Ex-ante forecast wuinanfileduualiy
wasulwilulufirnisanas nafe AiuLM
A sUSuiaud gy

asuwamsovd

AINNTANWIANBULATTURUNIY
YadnTanUasusiuumsensaanianisy
Wierruawuusiaefifinnuunzauly
nsnensalaniuvinlusuian laguiien
LUIAAYDILUUINADY ARIMA-GARCH W@y
WUU1889 ARIMA-EGARCH rsnlglunisnm
fdoagusedl

- Msnaaey Unit Root velaya
Hunsneaeuiiiegirteyatuiidnvausis
n3old lagldn1snaaouves Augmented
Dickey — Fuller : ADF Test lngn1siuSeuiiieu
ANERA ADF-Statistic AuAIMackinnon Criti-
cal fsEfU 1%, 5% waz 10% nwuitveya
sunsunalunsAnwassifsnuae deisedu
NaF9dRUT 1(1st Difference)

- TudIu99n1SAINUALUUTIAB Y

39

Book (KAB 10).indb 39

oisansinunsmansssious:gne - 39

ARIMA fimsnzaudinsunisnensel RREIG
19738115 Box-Jenkinslun1sitAsighanaenisi
13U KHUNMNCorrelogram Yooy ABUNTY
nafifidnuaziaziteyailiuaiisuvy
$rapafifimnumngfigaifios 1 wuudiass ua
ASAENYINUIMUUSIaesidA Uz aufiaz
iUl lunswennsallusta 2 guuu Téud wuu
91899ARIMA (2,1,2) withGARCH (1,1)uag kuu
31889 ARIMA (2,1,2) withEGARCH (1,1)

- @NTUNINAADUAINNLLUE1VDY
nsnensal §33elavinnisnsiaaeulaeyinnig
wensally 3 dnver Wied vuaLUUSIaes
fiffiganan1snsIvaoy wuin Tugaa Historical
Forecast Wwag Ex-post Forecast huudIasd
fiflauminzaniiae (@aldannisiuiou
WA RMSEWas MAPE fiflandifige) Lo
WUUINADIARIMA (2,1,2) WIthEGARCH (1,1)
wonand 1ieswn nsnensellaeds ARIMA
srfimnuuiugrluszovdy dafulunisdne
sz sldvinisnennsalansmdlusiuay 10
§29081 AeAndl 2283 v 2292 daus Juil 1
i3 14 manau w.A. 2557 Fewudn wnliudnn
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nsudanaiu

na1alasasy nisAnuiadedld
Fagusrasdileidenuuudiaesiitnunzan
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\Wasulne3s ARIMA -GARCHWaY ARIMA — EGAR
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withEGARCH (1,1)
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AOWAUWUSSNS WALV IDMYMSHaINAUCUMNTAU

Relationships between Marketing Stimuli and Over-indebtedness

sA9ad Taudu’, Ansns Huune?
RatiwanWatanasin, PhattarapornTimdang
unAngdo
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ABSTRACT

The purpose of this research aimed to confirm the relationships between marketing
stimuli and over-indebtedness and explain other related causes of over-indebtedness.
The survey collected data from 266 adult consumers inBangkok metropolitan areas. A set of
mixed scales were used to measure over-indebtedness, marketingstimuli, and other related
variables such as social influences, self congruity, self control, and financial literacy.
The findings significantly confirmed relationships between marketing stimuli and
over-indebtedness. However, regression weight and R-square were too small to indicate
good predictor. Furthermore, the findings confirmed the relationships between the lack of

financial literacy and over-indebtedness.
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The Relationship between Financial Ratio and Expected Rate of
Retun in the Stock Exchange of Thailand
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LL@Sﬂ’]ﬁLﬁi’]%ﬁﬁNﬂ’]iaﬂﬂaﬁJL%\?W‘I/j (Multiple Regression Correlation) #an1sAN¥INUIT 91NN15
AATIVTOLANNATRITIDUYNY Snsanurlstudy, gnndulsgs, SnsmanaulnuioduUNSNg
571, §n31n15918uTuNG, SnsranouwuaINNITRUAWY, Wagdnadiuilsgradenu daiu
duiusfudnswaneuunuiinanidufienimssiuing dusnsnismudsuvesduninds

wazdnsrdusimmaindenlsseiuiinnuduiusivdnsnanauunuiiaaniduianiafeiu
Auduius I duisaunguena ISy

ANENALY: DRTIAIUNNNITRY BRTINANDUUNUNAIANIY
ABSTRACT

The objective of this research is to determine the direction of the relationship between
financial ratios and the expected rate of return on the investment needs of companies listed
on the Stock Exchange of Thailand. The number of samples are 355 listed companies from
2007 — 2011. The total sample size is 1,775. The total variable data are 9 variables. Apart from
data descriptive statistics, Pearson Correlation and Multiple Regression Correlation will be
analysed in terms of statistical techniques.The study found that the relationship between gross
profit margin (GPM), net profit margin (NPM), return on asset (ROA), dividend payout (DP), return
on capital employed (ROCE), earning per share (EPS) have significantly negative relationship
with expected rate of return. Total asset turnover (TAT), price earnings (P/E) have significantly

positive relationship with expected rate of retumn
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MSVA 2 AARINTINU WU IUNGURAAMNTTY
ngu o dus
Maan
2NAHNIIN E, GPM NPM ROA TAT D/E DP ROCE P/E EPS
agu 1 Aumds 1989 19.65 469 1002 176 115 5444 1899 1154 335
SD. 1090 10.60 1249 795 105 200 40.19 1498 642 5.6
agu 2 Aumds 1831 1687 054 281 157 183 4716 950 2200 078
S.D. 1148 1104 27.09 1761 120 297 5437 2774 5399 149
ngqu 3 Aumds 323 2179 779 617 168 093 7604 524 1298 5.04
SD. 001 2044 1353 689 184 093 14278 1127 956 11.89
ngu 4 AuRAL 1378 28390 390 484 250 121 4360 3060 17.67 202
SD. 760 2196 3615 921 1029 285 5544 24505 3738 5386
gy 5 AuRds 7.6 2184 309 521 096 207 4606 14904 1442 180
SD. 287 1803 1081 509 035 657 2800 78384 1377 222
gy 6 Ande 828 1127 239 429 48 257 3342 258 13.02 178
325 791 694 617 2050 116 3469 4952 1499 355
SD.
1
nqu 7 Aumds 1682 2534 065 422 189 232 3663 114 1210 084
S.D. 516 1292 2901  9.69 647 543 5986 3518 959  3.06
swMANgE  AuRde 1098 2157 422 533 325 234 4725 901 1477 1.94
SD. 501 2003 3737 1126 1509 9.77 73.62 26073 26.64 525
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U (Pearson Correlation)
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msA 3 : siagUanNduiusTEnIiLlsdassusasinumnUsny lagldnig

AASIEN9@DRIS Pearson Correlation

Er
amils : : : : : : :
naN1 ngw2 naw3 ngu4 ngwNs NANG naw7
GPM X X X X X =k X
NPM x < x y “ a y
ROA X -k X x X - x
TAT X X X + X X x
D/E X X x X X X X
DP X X X X X - X
ROCE X -kk X -k X X X
P/E kk X X x X X x
EPS - X X - _kk _skk «
e x  wderevesiulssess * LandnAvedUsBasElaNudNUS

Taiflnudunusiuswdsnnu

+  hAMIINAIUDIRILUSDATTIANY
FuusiusmwUsauluiemiafenu

- LARIIANYDIRILUSBETEIAIY

[ Y]
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2. NITLATIZNAIINOANDELTINY
(Multiple Regression Analysis)

olsansinumsmansssious:anst 73

owpnfiodiuilsliuausduasiiieViaenndes
fumnudesnsvesgnntaqiiu vinlveldeed
Aaainnnsasyuiuiingadu uitnamude
fsannadsznaunsuaglasinsiuewAnves
vnAaflenushdlalunisidenasmu nieurtana
nYawanouunuiiazldsulueuianifindug

mSA 4 : M vazUANNduTusyosiwUsluldaziuuINaeLazusnEnquanaIunssu lng

T¥n193tAs129IN19a8A15 Multiple Regression Analysis

naw o s
mada

QAN Constant GPM NPM ROA TAT DE DP ROCE PE EPS
g 1 pvalue 0326 015 0125 0132 0.894 0083 0042 0589  0.000  0.041
B 7663 0248 0253 0449 0213 1633 0062 0072 1062  -0.598
AGU2  pvalue 0000 0987 0047 0050 0977 0764 0348 0024 0053  0.I5]
B 22660 0003 0226 0486 -0.046 0308 0043 -0.182  -0.055 1733
TR pvalue 0000 0276 0118 0780  0.09 0836 0253 0225  0.I55  0.165
B 3240 0000 0001 0000 -0.003 -0.001 0000 0001 0001  0.000
AGU4  pvalue 0000 0248 0552 0254 0057 0174 0726 0010 0365 0018
B 14943 0058 0031 015 051 0398  -0.005 0011  -0.038 -0.338
gy s pvalue 0001 0119 0062 0316 0730 0799 0656 0163 0297  0.037
B 6835 0070 0376 0260 0560 0071 0010  -0.004 -0.040 -0.758
AGU6  pvalue 0000 0105 0796  0.653 0833 0925 0163 0928 0037  0.000
B 11214 0112 0033 0066 -0.004 -0.006 -0.017 -0.001 -0.053 -0.424
AGU7  pvalue 0000 0086 0055 0517 0640 0589 0667 0278  0.652  0.606
B 18954 0100 0115  -0.068 -0.045 0060 0005 0061 0029  0.105

9517l 4 1iledinsiesinanisnaaey
24AUIENOUVBITATIEIUNNNITRUAUIATING
nouunuiinianialag Multiple Regression
Analysis Kan13Anw wuIgnsrdunlsans
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