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Corporate Governance, Earnings Management,
and Firm Performance

Suchada Jiamsagul*
Patcharee Songjarean™*

ABSTRACT

Corporate goverance is a set of control mechanisms to achieve the objectives
of the company by balancing the relationships between the company’s management,
its board, its shareholders and other stakeholders (OECD 2004). The presence of
good corporate governance, within an individual company and across an economy as
a whole, helps to provide a degree of investor confidence (Shleifer & Vishny, 1997).
This is necessary for the emerging market, including Thailand. In addition, effective
corporate governance can reduce the conflict of interest between management and
shareholders as well as prevent the management being opportunistic. Management is
encouraged to use resources more efficiently. The cost of capital is also lower.  As
a result, the firm is able to reduce eamnings management and to increase financial

performance.

This paper offers literatures related to corporate governance, eamings manage-
ment, and firm performance. The board of directors is one of the most important
corporate governance mechanisms. It is believed that well selected boards with good
structure and characteristics can decrease the likelihood of management’s abuse of
power in the firm and increase firm performance. Besides, the authors focus on the
literature about the impact of the board of directors on eamnings management and
firm performance. They also explain on related theories such as agency theory in
this paper.

Keywords : Corporate Govemance, Board of Directors, Eamings Management,

Firm Performance

*  D.B.A. School of Business, Mahanakorn University of Technology,

e-mail address: bow.suchada@hotmail.com

** MBA Student, School of Business, Mahanakorn University of Technology

‘ ‘ Book (KBS).indb 2 6/3/2014 10:41:46 AM ‘ ‘



unul e

MenasIningfveisugna Tud w.e. 2544-
2545 IednsweunsifeIiuIsmsanussioiay
MU BYONEUIINS BnfiIee 1l USEM Enron
Faduuddmdndlvglunnsgsfadmdsnuves
ansy lon1sunUaiazanusafiiauniadayd
desmsleutediaumsiBuiuriensiont
FIUIUNLY UATHAVINYUYDIUTEN BBNIIN
wmiﬁumaw%ﬁwwﬁqﬁﬁqﬂﬂa%’méﬁ AGoni
UAyAAaLany (Special Purpose Entities: SPE)
W3ensal USEW Bristol-Myers Squibb lannuas
mlsvesuivnlvianiugse lnsmsdduiaavae

Ioa Poa

TgFdaRuniiazanels tetufingenisne
38 N30l UM AOL Time Warmner lalanseen
egaiuTidastuiinsonisuanaeu Barter)
uaz Aumigpurinueduseld iesnwnsee
nswiule Judu (Badawi, 2008) wsn13ed
Fand1anszfundnnismuguaiansiali
Aetuagnaunivanglunatdosn

Ao Yy a o ° =
wsegslanibiguImsdanisiils wie
AnLAIlsinaneUszns Wi iieLiukana ULy
TviusuLes (Bonus Plan) wasannsealutialans
NAY a Yo o & ° |
Ugusmslasuaauanuanilsseningd
a = = 1 a aa Yy a
Y8afaNT vise ielvsuimsBuanagliddutu
v aw = Ao Y aa I o v
AuusenluReulaia meinnunsmlslisuiais
v I aw Ao Ao I A a v
Wrlausenilinlsnd amnsadnsAutudulas
& vy ° = = a A a
pontleldnuiinun w3 endnaeIn1sie
doyaduglunstindyaduiivundednia
e
#1199 LU Sngauniidusianu (Debt Covenant)
AUIsvesUIEnealiusegalalunisnnuseUnyd
= a A a A o a v A
Wendnidesnisiadeululudyadug wie
AUsMIsenatusepslannuasilsdeunainaing
WevesruImsimlsiisvsnasensindulaves

‘ ‘ Book (KBS).indb 3

olsansinunsmansssiousanst 3

HaayU ATUEUSYIN SRR sraevsesuwinaul
WNYINUNNSHARLAL/YSBNTenaUlaneInuNNS
N & & o

amulaeiiingUssasdiionisiangunils

nsanueislyd waz Uaidoun1ssieenu
a0nurn1MsiuvesuT Ity uaanzidouly
natananninglaeliinguszasdlisinvuues
UItnueni AugatinasueIvdaNansenuse
Wiswghe  Sgunalvelanssnindelamiaingn

'
a

%q‘[,ﬁmmﬁwﬁzgﬁumiﬁwﬁ’uguaﬁamiﬁﬁmuﬁu
fheghaty Snsdndmnznssunsussemiva
LAIYIR N1999NN.5.U. 31 INTNTYT was
USuUgen.s.u. vismumeu ielsidnasmuy
anunsehmannsifuguananisudunaeilu
nsiansananulusslavesiarnstydve
TN %aﬁaﬁunmﬁmﬂaﬁﬂﬁﬁﬂmi

nsmAuguananis (Corporate Gover-
nance : CG) Mg F¥UUNISAAULAZAIUANAT
NNy IANENRAYRIANSIaT T IVe R
dufgItoewnag Suldun Amgnssunis Jusms
v v a ya Y oo A Y o
Aievunse fudiulaidedu lngldnivua
) ¢ ad | a wva oA v a
naninugiuazIsUUR wWeldlunisdndula
dmiunsalsnelnednteinguszasavesianig
\JudAgy (Organization for Economic Co-
operation and Development: OECD) @44
Shleifer & Vishny (1997) lse3ungin n1siAu
a Aa A v & '
awafanisndidunalnfadreaudulaun

thasuhagldfuranauwnuannisasuluions

wdnannaifrafunismivguaianisiia
(OECD, 1999) watlu 5 vian loiwn avdvesiifionu
nsudRredteuetaviniien unumgidiu
lade n1silamedeyanarainulusdla was
ATSURATOUTDIANENTINNT MENNITHI

6/3/2014 10:41:46 AM ‘ ‘



4 oisansinumsmMansssious:gnet

vanadunalnfiidednztisannginssunis
Adafelselovddiunuvesfuing wasiiey
Lﬁmﬂaﬁﬂﬁﬁ’uﬁﬁ]mi Faudl 2545 panemdnnIng
wislsznalnelanszuindsanudAgesnis
MiuguananIsmundnainawazlanLiunig
agheroiiodlunsduasuliusevannadeud
sruunsiiuguananisanuana laglud 2545
paanannsnaLisUsemalnglamuuanannis
ff']ﬁ’U@LLaﬁﬁ]msﬁﬁﬁuﬁwﬁaamaummﬁgaﬁw
waaundnaina wieliudsnaanzidouly
natandnnindlaujiiniundnnisinduaua
Aansfisluduusn edugaduduliuiem
Ywuamienisiiduguananisiuuoalndu
JUsI

[ a

NINFIUAUTEINYIWINNINATUaYY
anuddyueInsiiiuguaianisiifivenanis
ANLUUIUYDIUTEN 981U Gompers et al.
(2003) leaedviinalniniuguaiants 24 de
7091 G Index winhdvidanandaiody
Arinsgaunsiiansungievulunaaeuiungu
MageUsEnluansgesnidIuiu 1,500 Usm
Tuted 1991-1999 wansANYINUITUTSNALSK
ansiioruliosazdnanisduiuauii diw
UieilvavsgRevnnaz iy Uit warils
auardnsnaiulnessenogs weikiesan
tinasuiinnuidesiluuddniliansfunues
1 wagshilaimuesaglsunsuntesdvdan
Uitmfinandadunafiuyadvesuitn

v
a

uana1nll Brown and Caylor (2004) 1¢1
ﬁﬂ‘mmmé’uﬁuéiwdwmiﬁwﬁ’U@LLaﬁ’«Jms

a

wazKanIsAnduuvesuIEnluansgelusn

1Y)

U 2,347 Usnlagasunainusennilseau

‘ ‘ Book (KBS).indb 4

msﬁ’wﬁ’ugu,aﬁamiﬁﬁﬁiamaqqﬁwﬁwami
sudusuiinnduguils shsnsiulnves
g0AYY FIUTINITNANDULNUABR DDV ULAY
4AAIINNAAINTINANSANYIFINA 1@ ARG
fuffu Myajima (2005) Ssld@numansenuves
nsUfsunsifuguaianisiisivessiunanis
snfluauvesuTEnludiu sanis@nwinuiy
U%ﬁmﬁﬁszéﬁ’um*:?ﬁwﬁual,l,aﬁﬁmﬁﬁﬁ%ﬁmami
Ffiuaudia

dmsunaeiinlu 19 Ussinadasau
Uszimrlnesae Patel et al. (2002) lafnwAy
duiussenineanuaninsalun1susenauianis
YBIUTEN U Avilianssziunisidamedaya
nsiifuguaianis e Standard & Poor’s:
Transparency and Disclosure Kan15@n®1 wuan
gns1dIUTIAMAIATUsBLAAIM LT YD
(P/BV ratio) fiauduiusiufianiaiedtuiu
syiumstnfuguaiants vie Sniemnilauii
sEAUNSUAmeTayan1sAiugLARANISEdRL

[ |

1
fidhsdssnanfnudomneiediyadfansgs

dmsuaniduanstoyalulssinalne
Suchada (2009) la@AnYIANNENNUGTEWINIHE
nsanlusuresuTenaangiiousuialng
U 100 USEN %I SET 100 LayszAunIs
Wawedayanismivguaianis laglviazuuu
Yoen1slAHTaYaN1SITUQLARINT TN Al
Standard & Poor’s: Transparency and
Disclosure @sfordusunuvosnisifugua
ﬁamsﬁﬁuazwmmzLLuumﬁJmLwasﬁ’ayjauax
AnulUsslanensiuvesuselusaanannsng
TANUEUNUSITIUINAUNAUTENDUNITVOIUTEN
(ROA, Tobin’s Q and Stock Return) lnganny

6/3/2014 10:41:46 AM ‘ ‘



anulusdlafienfuideulouienstad way
seavdenulevien1sdadifanisden Javane
mu s UameteyaluiFessisnainund
navlFRIN1sTNaUsEnaUNSAT LAY

unAutarses s iannnudduay
NansENUYINIUguaRInsTiHen1sdnnIs
mlsuagnanisanduauvesianis laeiduld
Wi unumuhiiuas Tassednwesnnznssuns
59089l ad19n50UN1TNUNIUITTUNTTUT
AendeaiunansenuresnaznssunIsusImidl
AENT5IANTSATLS WaLHaUsENBUNITVBININIS
desanidednamznssunisusendunalnnis
ffuguafansiiiuusUssauazdssasons
ANTUIIUVDININTITUAZAINITOAANITIANT

Mlsleagatmau

msMAURIaNOMS e

fe1uveansifuguananisingnain
nanninduisUszimalng fe szuu Adaled
nszuluNIsharlAsIaseveInziiuagy
n1sAIUANYEIRanIsiaulusela wagade
Anuasalunsuteti lnesnwiRuamu uaz
uauAuAgdeuszore1 Tnaadedagdl
diulaide uazdselovdlagdiusiy (Fauns
Fi3dumes, 2553) msiduguaianisifunaln
Prwannginssun1sAleslszlovidiunures
Juimsuazdaeifiuyadilifuiants  ded
Mo FIUNU (Agency Theory) B5UIEIHUTINS
(Agent) Wa¥ld1v0IUTEN (Principal)
Lilsyanaifendu Jadunisernifuimsas

@

andulasniuuuulsslevivesiludives

‘ ‘ Book (KBS).indb 5

olsansinunsMansssiousanst 5

a o |

UStmegrafuauadsa  nansdndudesd

3
dygniionnladuinmsuasdndudesivun
naninusiuaziSUUR eldlunisdndula

o

dmsunsalinenlaggntioTnguszasdvesfanis

1%

Hud

2

nsffuguafansiRnamdnaInaves
Organization for Economic Co-operation and
Development (OECD) atul 1999 wiadu
vmannled Avisvesiieviu nsufiRdertievu
aginiiey unumgliaulade nsilame
Tayanazaulusela wag ANuTuRAveUYeY
ANENIIUNTS wavlalinseenatuusulsudily
T 2004 Tagldidadsmeneduvnmng Wiuns
a¥emnuiiulalunisiinseulassaiiavesnis
fifuguaiansiiusyaving dnnmsimnving

TaaSunewiuLANAInIs19n 1

Faudd w.e. 2545 narandnndnduns
Uszalnglanseuinfsanuddguoinisiiu
q}LLaﬁQmSLLaﬂéfﬁﬂLﬁumiazhwiaL‘fiaﬂumi
duasulivsgmaanzidouliszuunsiniugua
sumvannsiiuguamumvanaina laelud 2545
pannnannsnguisusemalnglanvuaannis
Mfuguaian1sduiizesdrdgiteliuie
annzideulunaandnnindliufoRnaludu
usn iedugaEnduliEsihuumnsiiy
guaRInsRlUUFTRRGusUsssn Tuvdnnis
duriSesiivhdemluasdeaieaiu ulsuiens
MfugAenisiiuaiednuaidnus (Policy on
Corporate Governance) way N1593AUgY11
ANMUTALEIUDINaUTElEITENI1INTIUAS
AU3MS wae fienu (Conflict of Interest) ua

LY

fhdelmezinetugteviuaiuEes fAelvnanis

6/3/2014 10:41:46 AM ‘ ‘



6 OIsaNSINUNSAMANSSSTDUSENGT

ABaNNUAGNSLALANUIAgUUYeE ey
(Shareholders: Rights and Equitable Treatment)
munuanandjUiadiviunisuszyudeu
(Shareholders’ Meetings) wagdnlniinisaaasy
AuduRusiutnanu (Relations with
Investors) wenanilfsdl FeftsufvRsnuilades
WRendumsivundvdvesiidnlidondusiieg
(Various Groups of Stakeholders)
Heiadediulngifrluduideasdu
msmmuaRefuunumniisaslassadaves

ANENTIUNITIARA  ARNENTTUNTSAITTATIEHUN

uazIdeiieil (Leadership and Vision) masaaiasal
TAn93e55515379lWeIANs (Business Ethics)
AIAINUATALTSTUUNITAIVANLALATIVADY
melu (Controlling Systems and Internal Audit)
it uRdmSunsUsEYNANENIIINTS
(Board of Directors’ Meetings) anLnuaing
NITUIAIMDULNUANENTTUNITUALHUTNNS
(Remuneration for Directors and the
Management) uana1nil aasanliiinasyin
F8UALNTTUNTUSEINTL S uanednuains

(Directors’ Reporting)

mswoN 1 : “ANA1IAITUYWATANISR Organization for Economic Co-operation and Develop

ment (OECD)

ranms OECD

mosud

Y "y a g v a ] & o a a
[ ] 9\@\‘13:1\735']\‘1Lailﬂﬂﬂ(ﬂaq@ﬂuﬂﬂ?quiﬂﬁﬂia%agLﬂuma']ﬂﬂ/!umllﬂﬁgamﬁ*

2 nssun1sufURdesaenndesiunranvesngmune (Rule of Law)

y & o w
Iﬂiqaiquugquwa*iﬂqiﬂ']ﬂu
a o a
@LLaﬂ%miVIu‘lJizaVIﬁNa

wariinsuUakenntinNsulnveundnuluLAag g uNisnua
wihi ldesdumbenuiifisnnalunistuuesmsufiRau (Super-

visory) ignumiiugua (Regulatory) wemiigaunininly
nsUsduldnguune (Enforcement)

v P
£ o ad

o Unlesquasesuazduaiunisidaviveiieriu Mednsnuguuay

a
Ao ad

avsdungtievumsaels wuduaSulvigtevuiiansnazhsiuluns

a a £

vy v A
AVISUBIRODVULASUNUINUUIN
o w v & v
N&n WU%QQQLUULQ']‘UEN

|

dadula Ielasunsruinavesnsindulaveausom Mneafunis
wWasuwladutadeiiugiuvesusun dheviuaislisuudngsudeu

199 aldmuaunisuseslngjgfieviudu uaznszuiunisliuns

pandsansiuuage iy 1Hudy

o duasunisufuRdedieiunnsiewiniiondu lddresdudiey

a wa a1 Y ¥
MIUHUARDKADNY

v bl

aEaiNeuiY

AUNAzZLIn

siedey visertonuiduysmd wardioiunnseesilonad
aldfumsyaeetnamingan lunsdifidvsveserududiouves

o duasulinnudAgredniveldwlade Mendulumudedadiu

unumvasiiduldide
lunisirfuguananig

YBINYMY W3BlaenNTIaNassIuiu AsnseRuliinausmdeiu
sevinsuienuaggiiaulaidslunisadeanudeds afenu uay

a519PN 8B UVDIUTENUUFIUENMIRUTTIUA

‘ ‘ Book (KBS).indb 6

6/3/2014 10:41:46 AM ‘ ‘



olsensinunsmansssiousanst 7

nanms OECD

Mmosud

o

o JayarmsniltudfnyvesuTen ariimadameagsgnie AsUIY

nsiWawmedayauazadnulussla

o

warassdaatnnmualy JeteyaviarsnidodAgiu
Fdegmuen1an1siu wan1sdniunu nadudives waenssuiy

MSUINNTAINAULANINITVRIUTEN

o ANLNIIUNITUIEN dausuliaveusionavein1sujuantng

ANUSURAYAU
YBIAULATIUNITUSEN

YaanU(Accountability) AnENITIUNITUSENINISAIMIUANAYNS
Tunsaiiuau In1seszuunivsednsamlunisinauuwazinna

MIANTUNUYRIRUIINT

N1 : OECD (2004)

dwiulnseadenmenssunisia aasd
NISUENLAITIIIUNUIUTZEIUANENTIUNS
TUKAN 599 U1LSEUTYNS (Aggregation or Segre-
gation of Positions) A35l1iIN156199a81113
ﬁuaﬂﬂiium’ﬁﬁﬂﬂiﬁﬁmi (Balance of Power for
Non-Executive Directors) waz dn1susass
AZUNTINNTT (Committee) iietaefiansan
TeaBenuaznaunesnuur ey
aounsallaeloniyeg1989 AngoyNTIINTS
ATIIADU LALANLBUNTIUNITHANTUAINB UL

Tud w.el. 2549 aananannsndlanaula
nann1sifuguananisiiaenndesiu OECD
sndundnmstifuguaRansiafiandy 40 4o
fegaty WinFeInTHeuNTNTENTUTEY

£ 1

anantily Website Sauviailalenalvigfiovuds

q
v

Ananmiineulssyn Walsnagtoviu
NegesiauoTETeyRRat NSNS TRNATNS
Tunseansiudfidlfdeuindu dnisimun
ulsnglumsguadanndonnardsauegiadniau
fnswsunidoyarianvlnouaznwdngy
U Website LUANYAIMBULNUYBINTTUANS
wiiagvitg Mvualiinsnumudleuiensmiu
AUaNaINIT NuUMUTEUIUNISAIUANAIElY Uay

Book (KBS).indb 7

U5z UNaNISINNISANULEE9 B8 198 Uar A3
| v
Wunu

unuIN /AL 11a: Tasvaso
UOVANUNSSIUMSUSUN e

Aurnssuntsiludiunuvesdiiou
(Agent) TagndnN15ABIEZATINNITAEIUIIAY
N (legitimate) Tunsanliunsaungvisng
wudfevu uiluneu iR amgnssunsladlad
unumnihlunsuimsdansauszaiu us
Ifupunuonihiifsnanlidisuinig lne
Auznssunsazymhilunsifugualusedu
wlewng uag dunumddglunisivuanagns
15ATIM WAsHY wazUszidiunasuguims
seiuge uananiangnssunisdadiviniidos
dondos muAL Mifugua laueALAALY 1ile
fan1sanansaussalvaneauuleuiguwas
nagmsingld Medunisadnalalassairadie
sesduunUmIaznifivesnnznssunTIdy
dsiimihededs auznssunshinsidufies
AN aslumumiamznsiusesmniEesiiing
Usmstauelagvinnisiansanlasnsetedis
JeUABU

6/3/2014 10:41:47 AM ‘ ‘



8 OIsansiNunSMAaNSsSToUS:ENG

'
v A

AENIINNTUTEMTiRA sy iy
funu (Fiduciaries) vosgfieviu iloriiugua
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MSOA 3 : NUITUUANIAILENNUSTENIASIES190IAUTE NDUVBIAME NTTUNTLAENTINNITMLS

Authors
Variables Klein Xie et al. Liu & Lu Saleh, Iskandar  Bukit & Iskandar
Method (2002) (2003) (2007) &Rahmat (2009)
Samples (2005)
Dependent DAC DAC DAC DAC DAC
Variable (Jones” Model) (Jones” Model) (Modified (Jones’ Model) (Modified
Jones” Model) Jones’ Model)
Independent Variable:
O\utgde X X X X
Directors
Audit Committee X X X
Other Commit-
X

tees
Board Size X
Board Meeting X
Dual CEO X X X
Control Variables X X X X X
Research ) ‘ : Cross-Sectional Cross-Sectional
Method OLS Regression  OLS Regression ~ OLS Regression OLS Regression  OLS Regression
Samples 692 US 110 US Firms 1009 Listed 561 Listed 155 Listed

Firms—Years from S&P 500 China Firms Mealaysian Malaysian

Observations Index or 282 or 5977 Firms Firms

from S&P 500 Firms-Year Firm-Year

Index Observations Observations
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ABSTRACT

The purposes of this study were to 1) investigate the relationship model of oriented
factors affecting innovativeness and performance and 2) study both the direct, indirect
and the total effect of the oriented factors on innovativeness and performance. The
oriented factors are market orientation, entrepreneurial orientation, and leaming
orientation. The 114 sample subjects which under the Board of Investment Thailand
(BOI), were Thai software businesses and have research and development divisions.
The data collection instrument used was a questionnaire. The study result indicated
that the model fit into the empirical data (x°= 31.62, df = 25, p-value = 0.17, GFI
= 0.95, AGFl = 0.88, CH = 1.00, NFl = 0.98, RMSEA = 0.048). The oriented factors
had direct, indirect and total effect on innovativeness and performance.

Keywords : Market Orientation, Entrepreneurial Orientation, Leaming Orientation,
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(Proactiveness) Tau Lumpkin tag Dess [6]
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(Learning Orientation)

Junnfniiifisyadiliuesdng dadaa
somultudosvetednsazairsnnuiuasld
anufvaniliAnysslomideasdng [10] uag
Wunsldanuddfiuenmieluniinasle
auddnalnnatn [11] Weiindeldiuieu
NIN1IuwBadu saudanislauuasnisuiatuves
YoyailiAvafuainudesnisueagndn [12]
lnuuIAnued Sinkula, Baker wag Noordewier
[10]Uszneusny 3 fe 1) essjsiilunsBous
(Commitment to Learning) \Junsienlald
Tun19i5eud 2) Autalandie (Open-
Mindedness) 1Hunuidnlafiazsouiuuuifn
Tuale) wae 3) N3a31IdEYIFLUTIL (Shared Vision)
Junsimuaiieniddunisiouiuasiderieg
DIANTIIAY

ADIJENINSNNMOUINNSSU
(Innovativeness)
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1As9as 1@ aLduYes Schumacker Wag Lomax
201 Fafvualiinguiaogaveinisiingg
Tlngldatfveslusunsy LISREL Ae 10-20
WiwessuauinUsdannld Fsn1sAneaia
FuUsudatun 5 61 Fauusdannldamun
10 ¢ Feuruerenduiedisdadilsioant
100 U3 lumsdnenadstl fAdelddauuuauny
U 334 USEN LASUNAUAWNT 171 USEm
waziflowsnUssianunguiegafiiidieide
wagiaul J91uu 114 vsen aallu 11.4
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1A598519 (Structural Equation Model: SEM)
Tnelduuvaouaufuedesdielunmsfiususu
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2. uuudeuauMItatunain lunsinues
Narver ugg Slater [2] WUUINATIAIU 5
sz lneuuseandu 3 su fie nsyjaiu
anA1 Msyatiugudedy wagnsussanuy
ulueedng (= 5.93, RMSEA = 0.132,
GFI = 0.97, AGFI = 0.90, CFI = 0.98,
A1 NFI = 0.97)

3. wuvaeuaINNITutunIsUIENBUAIS
THu1msinves Covin wag Slevin [21]
WUUHRSIEIU 5 S¥aU TneuUseanidu 2
fu Ao anundndes waznsedunu
Ba3n (Y °= 3.34, RMSEA = 0.144, GFl =
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0.97, AGFI = 0.91, CFI = 0.95, A1 NFI =
0.93)

4. LUUAdUNINNITHUTUNITISEUS
THumsinves Baker wag Sinkula [11]
wuULRsIEI 5 s Tneudseenidu 3
fru de aruyedulunisiFeud
AMUUAlANIN LagnsasIdevialTIy
(Xzz 0.05, RMSEA = 0.000, GFI = 1.00,
AGFI = 1.00, CFl = 1.00, @1 NFI = 1.00)

5. LUUABUAINANEINITANIIUIANTTU
Tounsinves Hurley wag Hult [14]
WUUNIRSIEIU 5 F8AU (Y = 6.39,
RMSEA = 0.05, GFI = 0.98, AGFl = 0.93,
CFl = 1.00, A1 NF/ = 0.99)

6. LUUADUNIUNANITALTUIIUY LUULIAT
dU 5 586U (= 6.16, RMSEA = 0.214,
GFl = 0.96, AGFI = 0.79, CFl = 0.98,
A1 NFI = 0.98)
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o JiATIzMBIAUIENBU (Factor Analysis) ln
T938n1573As5 12 9AUS T NBULTIE UTU

(Confirmatory Factor Analysis)
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o NATITNAIAUUTLANTANTUNUS WUV
Wgsau (Pearson’s Product Moment

Coefficient)

o ATIABUAINADAAGDITBILINLAG (Good-
ness of Fit Measure) faA1@dfLAaLAIS
AlAduAISTUNNS AatiinseAunlINg
gonnaed (GFI) Avilinszaunldennd s
fiUSundn (AGFI) AUszanaumIuAaln
\PAouTaIINiStdoaads (RMSEA) sl
TnszauANdenndesUsSuLiau (CFI)
FuilTneuduund (NF) Tnewnasiildlu

nsRasansal
X’ LifiTedAgynieada
(p > 0.05)
X /df fAtiaendi 3
GFl, AGFI, CFI, NFI -~ fiandlng 1
RMSEA fAtlesnin 0.8

2. AATIAEUNIBNSNE (Path Analysis)

3. Aszvlunaaunislasasne (Structural
Equation Modeling: SEM) wagnsivday
AMURTITRLILAA (Validation of the Model)
Dunmsaiduea Tnellusunsy LISREL
8.80
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o o aada (%

AnduUsEAVTEMANTUS () agsendng 0.469 B9 0.778 agnedily

o

AUNSERATISEAU 0.01 Aamnsen 1

monus CUsT COMP  INTERFN RISK PROACT COMMIT MIND VISION IN PF
CusT 1.000
COMP 0.778* 1.000
INTERFN 0.720* 0.726™ 1.000
RISK 0.681** 0.648" 0.609** 1.000
PROACT 0.656** 0.592** 0.549** 0.669™* 1.000
COMMIT 0.680** 0.646™ 0.655** 0.672* 0.570** 1.000
MIND 0.630** 0.519* 0.684** 0.505** 0.510** 0.749* 1.000
VISION 0.511** 0.469** 0.635"* 0.481* 0.560** 0577 0.611** 1.000
IN 0.695** 0.598** 0.605** 0.607** 0.624** 0.686** 0.717** 0.555"* 1.000
PF 0.610** 0.563** 0.683** 0.700** 0.705** 0.564** 0.608** 0.504** 0.735"* 1.000
P < 001

CUST = msyjaitiugnan, INTERFN = nsgjaitiy
Audedy, INTERFN = arsuszarunuluesdns,
RISK = A1undides, PROACT = msanduanu
1393, COMMIT = anusjssiulunisizeus,
MIND = ansidalaning, VISION = msas1aldesien
3724, IN = AIAAIINEINITANINUTANTTY,
PF = firianan1satiugnu

NOJG
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0.17 0.18
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Bausedng laedlan ° = 31.62, df = 25, p-value
= 0.17, GFI = 0.95, AGFl = 0.88, CFI = 1.00, NF/
- 0.98 uaz RMSEA = 0.048 fan il 1

MO = nsyfatiunain, EO = A1sgaiu
anuludusgnauns, LO = nsgjatiunsFens,
INNO = AUaNNN5aN19uInNSIY, PER = HaNNS
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WA 1:
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The Athlete Endorser-brand Relatedness
and Perception of Source Credibility as in
Schema Theory
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ABSTRACT

This research seeks to investigate if the athlete endorser-product relatedness affects
audience perception of source credibility in athlete endorsement advertising. An
experiment was conducted on a random sample of university students. The results,
coinciding with Bartlett’s Schema theory, indicate endorser-product relatedness has an
effect on source credibility in all dimensions; namely, attractiveness, trustworthiness,
and expertise. Advertising planners should consider the choice of endorsers in their
advertisement in such a way that they are related.

Keywords : Source Credibility, Sport Advertising, Celebrity Endorsement
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Nowadays, consumers are surrounded
by advertising messages coming from a
variety of sources such as television,
pillboards, radio, newspapers, bills, mobile
phones, etc. Therefore, media space is
cluttered with advertisements in those
media. Advertisement clutter has been
identified as one of the critical problems
for advertisers and marketers who have
been trying to tackle this problem with all
sorts of strategies, one of which is using
celebrity endorsers in their advertisements
(Solomon, 2007).

A celebrity endorser refers to any
individual who enjoys public recognition
and who uses this recognition on behalf
of a consumer good by appearing with it
in an advertisement (McCracken, 1989).
Celebrity endorsers can include actors,
athletes, business people, entertainers,
military leaders, models, polticians, and
singers. The use of athlete celebrity as
endorser is universally ubiquitous.
Nonetheless, Koemig and Boyd (2009)
believe celebrity athletes were demanding
increasingly large sums of money to lend
their name and image to products, or even,
athletes demand much more for
endorsements than their eamings from their
sport career. However, despite the significant
expense associated with celebrity
spokespersons, firms continue to pay them
large sums of money to get endorsed.
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A number of studies support the
use of endorsement advertising for various
reasons. For instance, using celebrities as
endorsers can be an effective strategy to
gain and hold consumer attention (Atkin &
Block, 1983), enhance message recall
(Friedman & Friedman, 1979), increase
believability of the advertisements (Kamins,
Brand, Hoeke, & Moe, 1989), and create
positive word of mouth communications
(Bush, Martin, & Bush, 2004). Celebrities
also can help improve brand attitude
(Friedman & Friedman, 1979; Kamins,
Brand et al., 1989; Petty, Cacioppo, &
Shumann, 1983), increase purchase
likelihood (Friedman & Friedman, 1979;
Kamins, 1989), and increase brand loyalty
(Bush et al., 2004). Atkin and Block (1983)
found that advertisements with celebrities
are rated as more interesting, strong, and
effective, that products in the advertisements
are rated as more pleasant and enjoyable,
and that the celebrities themselves are
rated as more trustworthy, attractive, and
competent.

Research evidence also indicates,
however, that celebriies might not be
effective for all brands in all situations, and
companies have started to question
whether paying celebrities to endorse their
brands is the most effective use of
company resources. In fact, only one out
of five commercials containing celebrity
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endorsers meets companies’ strategic
expectations (Miciak & Shanklin, 1994).
Aside from their high cost, the value of
celebrity endorsers may be diminished if
they endorse multiple products, or if they
endorse or use rival products (Agrawal &
Kamakura, 1995; Tripp, Jensen, & Carlson,
1994). Celebrities also may prove ineffective
when negative press about the celebrity
occurs that tamnishes their image and
subsequently damages the image of the
associated brand (Louie & Obemiller, 2002;
Til & Shimp, 1998).

The effectiveness of the specific
celebrity may depend on the type of
product being endorsed (Kamins, 1990;
Solomon, 2007). Research on the “match-
up hypothesis” has empirically addressed
the issue of how endorser effectiveness
varies based on the type of product being
endorsed. More specifically, the match-up
hypothesis explains how the congruence
between the image of a spokesperson
and the image of a brand results in more
positive evaluations of the endorser, the
brand, and the advertisement. This match
could relate to the congruency of the brand
with endorser attractiveness, expertise, or
other relevant characteristics (Hsu &
McDonald, 2002; Till & Busier, 2000).

While empirical research exists,

investigating the effects of the match-up
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effect in the context of attractiveness, the
match-up hypothesis has received limited
empirical attention for other match-up
conditions, especially in the area of sport
marketing and the impact of celebrity
athlete endorsers. Athlete endorsers are of
particular interest because they are used
not only to endorse sport related brands
but also to endorse non-sport related
brands.

In accordance with the schema
theory proposed by Bartlett in 1932, it
might not be a good idea to use athletes
as endorsers for non-sport related products.
This study aims to investigate whether the
mismatch between theory and practice
warrants is not a mismatch in the real
world through an empirical exploration.
Thus, the study centers around the
match-up effect in the context of athlete
endorsers --- given the frequency and high
cost of using celebrity athletes as
endorsers nowadays.
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Literature Review @

The characteristics of source
credibility affect the effectiveness of an
advertising message (Boyd & Shank, 2004)
as evidenced from the large amount of
research on celebrity endorsement. There
is a strong link between source credibility
and message persuasiveness. In other
words, the more credible the source
is, the more persuasive the advertising
message is.

The factors of source credibility have
been described in different ways. Source
expertise and trustworthiness have been
advocated as critical dimensions of source
credibility by a number of researchers
such as DeSarbo and Harshman (1985).
Among other dimensions are charisma,
attractiveness, enthusiasm, objectivity, and
dynamism. All in all, source credibility is
truly a multidimensional construct (DeSarbo
& Harshman, 1985).

In 1990, Ohanian wrote a seminal
review on source credibility and therein
explained the dimensions as well as
the scale used to measure them. He
conceptualized it as having three main
dimensions: expertise, trustworthiness, and
attractiveness. It is important to note that
research suggests that the three dimensions
of source credibility can make independent
contributions to the effectiveness of the
source (Bush, Martin, & Bush, 2004).
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Source expertise means the extent
to which a communicator is perceived 1o
be a source of valid assertions. Research
has shown that a source’s perceived
expertise has a positive impact on attitude
change and that topic specific expertise is
important. Moreover, expertise of the source
is the one dimension of credibility that has
been linked with intention to purchase
products (Ohanian, 1991). For example,
consumers find it easier to link Theerathep
Vinothai, a well-known Thai soccer player,
with football equipment than with home
appliances.

Source  trustworthiness  refers  to
the consumer’s confidence in the source
for providing information in an objective
and honest manner (Ohanian, 1991). She
states that trustworthiness of the celebrity
is an important construct in persuasion and
attitude-change research. However, in a
later study, trustworthiness did not have a
significant impact on purchase intentions.

Source attractiveness is a more
difficult characteristic to conceptualize.
Most researchers describe attractiveness
in terms of physical appearance and
facial attractiveness (Patzer, 1983). Other
researchers (e.g. Triandis, 1971) believe
that attractiveness is a more multidimensional
construct. For instance, attractiveness may
be described in terms of the perceived
similarity of the source to the receiver of
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the message, familiarity, and whether the
source is likeable or admired. Attractive
sources are able to enhance the target
audience’s perception of the advertisement
(Baker & Churchill, 1977), and increase
purchase intentions (Petroshius & Crocker,
1989) and purchase behavior (Caballero
& Pride, 1984).

that the
multidimensional image of the celebrity

Research shows

or the cultural meaning embodied by the
celebrity is transferred to the product, and
then to the consumer, via advertisements
(McCracken, 1989). For
Walker, Langmeyer, and Langmeyer (1992)

example,

measured consumer images of three
different products when they were
associated with two celebrities  with
extremely different images. They found
that the unique images of the celebrity
endorsers were transferred to the various
products when they were paired with that
celebrity. Celebrity images can also be
transferred to organizations. Perceptions of an
organization become more positive
after being linked with a celebrity who
consumers like
2001).
organization become more negative when

(Erogan, Baker & Tagg,
Similarly, perceptions of the

the celebrity is dislked (Langmeyer &
Shank, 1993).

Certain specific characteristics of
the celebrity endorser affect consumer
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attitudes and behavior. One widely studied
characteristic in the literature on endorser
is the credibility of the
endorser. Several studies have identified

effectiveness

source expertise and trustworthiness as
key dimensions of credibility (DeSarbo &
Harshman, 1985; Dholakia & Sternthal,
1977; Ohanion 1990). These components
of credibility can work in conjunction
or independently to contribute to the
effectiveness of an endorser (Wiener &
1985). Endorser credibility is
important

Mowen,
because when endorser
credibility is high, consumers are more
likely to accept arguments presented
in the advertisement, but tend to reject
arguments in advertisements with a
source low in credibility (Crewal, Gotlieb &

Marmorstein, 1994).

The match-up hypothesis provides
a theoretical framework that helps link the
relationship  between the endorser-brand
fit and endorser credibility and explains
how the image of a spokesperson, in
conjunction with the image of a
brand, affects consumers’ brand and
advertisement evaluations (Koemnig & Boyd,
2010). The match-up hypothesis has
its roots in the work of Mowen, Brown,
and Schulman (1979) who used balance
theory (Heider, 1958) to describe the
relationships between an endorser, a brand,
and a target audience and asserts that an
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endorser would be most effective when
there is a close relationship between all
three elements.

According to the match-up
hypothesis, an endorser wil not have a
favorable effect on consumer attitudes and
behavior unless the image of the
endorser “matches up” with the image of
1990; Parekh &

Kanekar, 1994). For example, an attractive

the brand (Kamins,

spokesperson would be more  effective
than an unattractive model in a cosmetics
advertisement because cosmetics are
related to beauty and an attractive
endorser is consistent with this image.
However, the attractive model would not
be more effective than the unattractive
model in an advertisement for computers
because computers are not related to
peauty.

The attractive celebrity is effective
because the match-up between the
Peautiful celebrity and the beauty enhancing
brand results in high credibility—but only
for brands related to beauty. Much of the
early match-up research focused on
physical characteristics of the spokesperson
and especially on physical attractiveness.
For example, Kahle and Homer (1985)
examined the impact of attractive versus
unattractive celebrities in razor print ads.
They found that attractive celebrities elicited
higher purchase intent and more positive
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the Dbrands than
unattractive celebrities. They argued, but

attitudes toward

did not verify, that razors are associated
with attractiveness, and that the congruency
of the brand image (as one that increases
attractiveness) with the attractive endorser
led to the more positive evaluations.

Kamins (1990) conducted an
experiment and argued the degree to which
the brand was related to attractiveness
and a significant relationship was found
between celebrity attractiveness and product
type, whereby the advertisement with the
attractive celebrity and the attractiveness-
related brand caused consumers to
evaluate endorser credibility to be higher
and the advertisement to be more favorable.
The attractiveness of the celebrities did
not have any impact in the advertisements
with the brands that were not related to
attractiveness. In contrast, Till and Busier
(2000) found some supporting evidence
of an attractiveness effect but did not find
a match-up effect.

Athletes provide an excellent
opportunity to examine match-up effects.
From a practical standpoint, athletes are
widely used as brand endorsers and are
considered an obvious match with brands
that are related to athletic activity or that
are related to fitness. Athletes presumably
have high expertise in athletics, providing
them with credibility, and thus they may
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be more effective as endorsers for sport
related brands.

Past research findings also suggest
that a perceived match-up between a less
well-known (or even unknown) athlete and
the brand is sufficient to elicit the more
positive response. For example, although
not tested in the context of the match-up
hypothesis, Yoon and Choi (2005) found
that participants preferred and  reported
higher purchase intentions for, advertisements
for sports brands that contained both the
product and an athlete, even though the
athletes were not famous. Similarly, Boyd
and Shank (2004) found higher credibility
for less famous tri-athletes endorsing a
sport-related product (cross-trainer shoes)
than for more famous Olympic stars
endorsing a non-sport product (mMilk).

Although Boyd and Shank (2004)
found that the match-up between the
endorser and the product resulted in
higher perceived expertise, they used
different athletes (tri-athletes versus Olympic
stars) for their different product categories
(cross-trainer shoes versus milk) and thus
confounded the results. They also did not
examine the impact of this match-up on
evaluations of the advertisement or the
product. Even an anonymous model
purported to be an athlete might elicit
match-up effects. In a study using fictional

candy bars and energy bars, Til and
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Busier (2000) used an anonymous model
and presented him as either an actor or
an athlete for both products. They found
a match-up effect of a more positive brand
attitude for the athlete compared to the
actor for the energy bar. They suggest
that these results were caused by increased
ratings of expertise of the athlete over the
actor. Similarly, Lynch and Schuler (1994)
found that the more muscular the
spokesperson was, the more knowledgeable
he was perceived to be, but only in
advertisements for products that were
related to muscularity.

Taken together, the attractiveness
match-up research coupled with the limited
sport-related research suggests that a
celebrity athlete should be most effective
when endorsing a sport-related brand. In
particular, the match-up between the image
of the celebrity and the image of the brand
should contribute to more positive
perceptions of the endorser, attitudes toward
the brand and ad, and increased purchase
behavior.

Schema Theory

A schema (in plural, schemata or
schemas) is the rule all human beings
have and use to interpret the world
(Brewer & Treyens, 1981). New information
is processed according to how it fits into
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these rules. These schemas can be used
not only to interpret but also to predict
situation occurring in- our environment.
Information that does not fit into these
schemas may not be comprehended at
all, or may not be comprehended
correctly.

Schema theory can be used to
explain the anticipated attitudes and
behavior that will result when a celebrity
athlete matches up or doesn’t match up
with the brand (Koemig & Boyd, 20009).
According to Fiske’s (1982) two-category
model, judgments about the endorser and
brand are influenced by the endorser-brand
match. According to this model, a two-
stage process, including categorization and
evaluation, affects judgments about the
brands. When the image of the endorser
in the advertisement matches with the
brand category, the affect associated with
the endorser is immediately applied to the
brand category. When a mismatch occurs
between the endorser and the brand and
is thus inconsistent with the stimulus
individual, increased thinking about the
inconsistency results (Sujan, 1985). Thus,
an advertisement with an endorser whose
image is consistent with consumer
expectations of the brand will induce
immediate affect. However, if the endorser’s
image is inconsistent with expectations,
increased elaboration will result over the
inconsistency.

oisansinunsmansssinous:gnst 41

In the context of celebrity endorsers
and sport marketing, when an athlete
endorses a sport-related brand (versus a
non-sport brand) the advertisement should
make a difference when the same model
is not identified as an athlete (or is not
an athlete) because the brand and
endorser images are consistent with one
another according to schema theory. This
leads to the following hypotheses:

H1 : When an athlete endorser is used
for a sport related product, source

credibility is perceived higher.

H3 : When an athlete endorser is
used for a sport related product,
CoNnsumers perceive source as
more  trustworthy.

41
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Research Methodology e

The total sample size was 60
participants recruited from undergraduate
students in a public university. The sample
consisted of 33 females (65%) and 27
males (45%) with a mean age of 19.8
years (ranging from 18 to 22 years of
age). All the participants involved in sports
on the regular basis, and were familiar with
the product or brand used in this study.
Thus,
satisfactory for the purpose of this study.

the sample was considered

In order to explore the role of the
match-up effect in the context of celebrity
athletes as product endorsers. Two poster
advertisements were made and used ---
one featured an athlete with a sport
related product and the other used the
same athlete for a non-sport related product.
To ensure the advertisements represent
different endorsement categories, the
researcher conducted a pre-test in which
thirty participants randomly selected from
the same population as the sample were
asked to rate those two advertisements
on a five-point semantic differential scale.
The scale was anchored with non-sport
brands on one end, and with sport brands
on the other. The results showed that the
respondents rated the non-sport related
product as low (M = 0.39, SD = 1.14 and
the sport related product as high

(M = 3.45, SD = 1.91) and, most
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importantly, that the difference was significant
(28) = 8.635, p < .001).

To ensure that the effects of one
or more extraneous variables or the threats
to internal validity have been controlled
(Fraenkel & Wallen, 2011), the researcher
employs a randomized between-subjects
design that randomly split 60 participants
into two groups or conditions: a sport
product group and a non-sport product
group. In the former group, the participants
viewed an advertisement with a well-known
athlete endorsing a sport-related brand,
while the participants in the latter group
saw the same athlete endorsing a non-sport
related brand.

After viewing the advertisement, all
the participants responded in a self-
administered questionnaire to items
measuring the dependent variables and to
questions about demographic characteristics.
Perceived attractiveness was measured
using one-item five-point scale developed
herein. Both measures of perceived
trustworthiness and perceived expertise
were adopted from the five-item five-point
scales developed and tested by Ohanian
(1990). The Cronbach’s alpha coefficients
were calculated for the multi-item scales
as follows: perceived trustworthiness (.85),
and perceived expertise (.81). The results
were deemed sufficiently high based on

the standard of .70 recommended by
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Nunnally and Bemstein (1994) for basic
research.

The research design was an
experimental design, intended to provide
the information about the perceptions
contributed by product-endorser relatedness
and unrelatedness. To test the differences
among means, a series of multivariate
analyses of variance (MANOVAs) were
performed. When significant differences
were found between group means,
Univariate  ANOVAs were performed to
further define the differences.

There are two levels of the single
independent variable, namely product-
endorser relatedness and unrelatedness.
There are two dependent variables, namely
perceived trustworthiness, and perceived
expertise.

Results @

A multivariate test was conducted
across the two products to test if the
product relatedness has an effect on
source credibility. The results of the
MANOVA indicate that there was a
significant main effect of endorser-product
relatedness, Hotelling’s Trace = .543,
F(3, 85) = 653, p < .05. Follow-up
multivariate comparisons showed that the
sport group was significantly different from
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the non-sport group, F(1,58) = 8.31,
p < .05. The F statistic for Hotelling’s
Trace was exact. Although significant, the
effect size of this relationship was weak
as indicated by partial n2 = .24,

Univariate tests were conducted to
further explore the impact of an athlete
endorser for a sport-related brand versus
a non-sport related brand. The results of
these analyses and the mean values of
the dependent variables for each of the
experimental conditions are shown in Table
1. Univariate between-subjects tests show
endorser-product relatedness has a
significant effect on source attractiveness
(F(158) = 641, p = 043, M = .14),
source trustworthiness (F(1,58) = 4.09,
o = .044, 112 = .01), and source expertise
(F(158) = 245, p = 032, M? = .06). It
can be concluded the congruence between
product types and the endorser’s athlete
status in an advertisement is statistically
significant.

Table 1
Source Credibility by Product Type

Codoity  Typs M S F e W

Attractiveness  Sport 401 109 641 043 .14
Non-sport 392 1.21

Trustworthiness ~ Sport 421 143 409 044 01
Non-sport 343 044

Expertise Sport 427 187 245 032 .06

Non-sport 4056 201
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In summary, all of the research
hypotheses are supported as evidenced
in the research findings. The results of the
MANOVA
endorser-product relatedness on  source

indicate that the effect of

credibility is statistically significant.

Discussion e

This study contradicts the Kamins’
experiment (1990) that suggested matching
the athlete with a sport-related or
unrelated brand did not make any
difference on evaluations of the brand and
advertisement. The contrast was found in
this study which suggests that source
credibility in all the three dimensions are
influenced by this fit between the brand
and the celebrity endorser.

This research also contributes to
the literature by identifying the underlying
mechanism driving the match-up effects.
The lack of a match between the image
of the brand and the image of the
endorser resulted in less positive effect on
source credibility. These results can be
explained in the context of schema
theory established by Bartlett in 1932
(Brewer & Treyens, 1981). This study
confirms the schema theory such that
when a match is present, consumers are
likely to find a match in their existing

schemas. Therefore, consumers are more
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likely to accept the advertisement and its
message. When there is no match present,
consumers will engage in more elaboration
about the advertisement in an attempt to
resolve perceived inconsistencies with
existing schemas. These thoughts will
include negative reactions to the observed
inconsistency resulting in - more negative
attitudes about the advertisement and the
endorser (Fiske, 1982; Fiske & Pavelchak,

1986; Sujan, 1985).

There are some avenues available
for future studies. Future researchers should
compare the impact of advertisements that
include celebrity endorsers to those that
includes non-celebrity endorsers in them.
Another interesting topic for future research
would be how endorser-product
relatedness impacts purchase behavior,
esp. in advertisements featuring sport
related products or brand.

Onre limitation in this study is the
recruitng of samples that might hamper
the generalization of the findings. The
sample was college students with similar
demographic characteristics; therefore, any
inference to other populations has to be

made with caution.

A critical issue for marketers paying
famous celebrities to be endorsers for their
brands revolves around which celebrity, or
type of celebrity, would maximize advertising
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effectiveness for their particular brand. The
match-up hypothesis (e.g. Till & Busier
(2000)) suggests that an athlete would be
ideally suited as an endorser for a brand
related to athletics, but not for a non-sport
brand.

From a managerial standpoint, this
raises the issue of whether it is worthwhile
hiring a highly accomplished athlete to
endorse a product at all. This is because,
considering the extremely small effect
sizes (T]) obtained, the strength of the
relationship between product and source
is significant but minimal. Thus, advertising
without endorsers might be an option.
Might it be more sensible to focus on the
brand than the endorser? Does the
endorsed brand gain more benefits than
the endorser? Or, is it the reverse?

I
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e (Self-Concept) Taeldgunuumsidolsganmeinunisdunivalinngdn semslvinguiidn
edesdsnngnsaiiftelianmnsodlavssaumsalluiinvesnduiiine vidsanduihdeyaun
TN Fmannmsanvimuimginssunisuilnaegiesuiinveuiinmuduiusiusnn B
ﬂdwﬁquaﬂ'ﬁimm'ﬁuﬁma&J'N%’Uﬁmauﬁaﬂé’wEJﬁumﬁ]mmﬂé’ﬂwmzuiumwé’mmﬁLmﬂ(ﬁmffu
ulunmdmmuesnguiilvinnuddnyfusgsmesudundniiasviounmenuduauf aain uazda
Suilareulunisudlnatiuerafunsziesnslidnusonsu vaefulunmsanvomnduilliany
ddyfunusesiieadundnilaziounmeudified Smgue wasdiaruiuiaveulunsudlnaten
ﬁ]ﬂﬂSW%Wamawé’mﬁmau‘tuwwﬁmamLLasaw§§ﬂdﬂﬁ%mimmm1uizﬁuﬁmﬁaﬂdmuﬂl’ﬂﬂ

ABSTRACT

In the consumer era, overconsumption has immensely exploited limited natural
resources and caused environmental and social impacts. Yet, certain groups of
people have been aware of environmental and social impacts and tried to consume
responsibly. As individuals employed consumption to construct, extend and preserve
their self-concepts, this research aimed to explore the relationship between self and
responsible consumption behavior in dimension of self-concepts. The empirical basis
was chosen due to limited empirical studies in responsible consumption behavior,
particularly in the Thai context. In-depth interviews were employed in gain insights from
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the complex and ambiguous subjects for further interpretation and understanding.

Results from the informants suggested that selves and responsible behavior were

related. More interestingly, similar responsible consumption behaviors came from two

different groups of self-concepts. Those who were dominated more by viewpoints of

others reflected their selves as good, smart persons and express their responsible

consumption behavior in order to gain social acceptance. Those who relied more on

their own viewpoints tend to see themselves as wise, spiritually noble individuals and

act mindfully and responsibly are influenced by the Buddhist principles.
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mmﬂwmmaqué (Burns 1979, cited
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