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Key Success Factors for Enhancing the Revenue Growth of Tourism
Businesses along the Andaman Coast of Thailand during the
COVID-19 Pandemic
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Abstract

This research aims to 1) study key success factors in business operations of

tourism enterprises belong the Andaman Coast of Thailand and 2) examine the influence
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of implementing key success factors on the revenue growth of the tourism enterprises.
Quantitative research method was used. Data was collected from 419 tourism
entrepreneurs along the Andaman Coast of Thailand using a questionnaire. The data was
analyzed using descriptive and inferential statistics, including frequencies, percentages,
means, standard deviations, and OLS regressions. Research results revealed that there
was a high level of implementation of key success factors, included business partner,
service quality, and hygiene standard, in the business operations of the enterprises. In
addition, the OLS results revealed that some elements of the key success factors had a
statistical influence on the tourism enterprises’ revenue growth both overall and for
those classified as first-tier and second-tier tourism cities. In regard to recommendations,
key tourism enterprise management and stakeholders should be made aware of the
importance of the implementation of key success factor principles and take their
importance for successful business operations, appropriately due to the need for tourism
enterprises to have a systematic approach and method to cope with the changes and
crises that might occur in the future and also influence on the revenue growth for
tourism business as well.
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Independent Variable

Key Success Factors in Tourism Business

Operations
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~ Marketing Activity Revenue Growth of the Tourism Business

- Brand Image
- Business Partners
- Service Quality

- Hysgiene Stands
Figure 1 Research Framework
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2) finmgithiaunsansunuuasuanmiededliinarumils

i3asileflilunside
dideidenlduuuasuainlunisiiusiusiudeyausugianngusenounisgsnanis

& o

vipufiealuniiuiinialivesussndlne Tnsgeunululssduiiieatesivmiade G
Suuneenidu 3 dwmdn Yszneude 1) deyailuvesiuszneunisgsfiansvioniien 2)
Hadowisenuduialumsdniugsiansvieniien uaz 3) madulavesels

Yoyadnuarveafusznaunisgsfianisveaiion 1Wudiuiluansdednvmzves
Auszneunisilunan liun 1) Ussunnvesdszneunis Usenausmie §Usznaun1suuuidives
AUAEY LuuTeRudIuanTy Feaiudiusate uazudiniada 2) wediuiiaansidou
Usenaunis Usenaume r;:iﬂizﬂaumﬂuﬁuﬁ%’wi’mﬁm n3zd Wan n¥e ana wazTzues uAs
3) Uszlangsnavesfuseneunis Useneudie gsnevieadle syhefiin g3ivemnsuas
\A3esRN §3A9TUAY WazgIRaAuMeafisydn TnevaundofnmmannisumusIn Ty
(United Nations, 2010)

Jaduwisanudisalumsduiugsia Wudedauiifedostunsduiugsioly
sULUULAEISMT9e q vesffUsznounisgsiansvieadien Tasanndedaiuannsmuniy
Zssanssuuazuiteneunnil Uszneude 7 asduszneu Tdun 1) dunneinsuyud
977U 6 ToA1a7u (Noudehi et al., 2017) 2) A1UA1TREU 971U 5 T8A101U (Chingarande &
Saayman, 2018; Martinez et al., 2019) 3) é’mmsmammqmsﬁauﬁm 14U 5 U9A1Y
(Amin & Priansah, 2019; Bencheva et al., 2019; Font & McCabe, 2017) 4) d1UA15&314
AMENYAIRIIEUA U 5 TeAnu (Aaker et al., 2012; Huo, 2017; Valek, 2017) 5) snug
AINI9TIAY 91U7U 4 ToA101Y (Herawaty & Tresna, 2018; Mustikaningsih et al., 2019)
6) ANUANNINATITUINT 97U 5 ToA1013 (Parasuraman et al., 1991) uag 7) AUNINTFIU
guaunsly 1w 4 YaAnu 1Hu1ns RS esduiuRUURLATY (Likert Scale) 5 s¥AU A1NTEAU
1 (owitgn) auflasziu 5 Gnfign) uazdudunmsdunameiadeiieusudnuurvesteyaly
WA UNITIATIZYTOLARA NS NAFRUANIRFIUNTITY

maiulavessold [Wudedawifeidestunansdniunuvesiusznounisgsia
mMsviesifuseld Tnefadusnsnaiulaniegsialud we. 2563 Wieuiul wa. 2562
Tnostaundoriniuannisnumulssanssukazauifodeunthil (Golann, 2006; Hossain
et al., 2016) Aaansn1sAIn (518100 2563/518lad 2562)

g&’E NIANTATYFANAATUALUINTFING U INendevinBes U 16 adud 2

f,ﬂ'} Economics and Business Administration Journal, Thaksin University

ECBA



N15ASIHBUAMATMNUUUFIUAY

masﬂmmuaaummLUuLﬂsaqmamﬂzuiumammwmmaua FaNuN15AINTUIAIN
N‘ﬂiﬂﬂﬂﬂ@u%ﬂﬂﬁmLGUEJ’JSU’liuiuﬂ’liWﬁ]'liﬂm SURHUNT AT AR NTIUNTTT3 8535
mMsideluyed ogslsfnu eliedesflouuuasunmiminidefouaziinuivsngaslu
mMsfuTuTadeyasnsdniou §isedidiunsmeasy Pilot Test $1uu 30 4n ez
AILiEInse (Validity Test) wazautndedie (Reliability Test) voswuvasuaiunouiiily
NusIUTINdeyass

dMIUNINAADUANALTALIATI ANLULIAAYDY Carlson and Herdman (2012) 51
inaiseusulalunisadeuauiismss Tngfiansanaina Kaiser-Meyer-Olkin Measure
of Sampling Adequacy (KMO) A13iAILINN1I1 0.7 LagA1 P-value U9 Bartlett's Test of
Sphericity m5diA1tesnin 0.05 Wun1suanetamnumsgduraslaA1auLasfILUsUAaYH
Lifinnuduiusiues lnenanisnadeuauiisanss nuin daulstadoursanudnialunis
AiiugsAate KMO Wiy 0.951 wagal P-Value winfiu 0.000 lngilAn Factor Loadings 8¢
5¥1319 0.550 - 0.831 wansliiuindedraindniuiudstadousanudniaiinau
WNE AN RaETiAITIEn S A1USUNISVAAEUAIINLLTEADTDIMUTADUNNL ANLLULIARYDS
Taherdoost (2016) seywnasinseuiuldlunismaasuanuiniefevesuuuasuniy lag
#191504191nA1 Cronbach’s Alpha (Q0) A758A1INNT7 0.6 Tneran1svadeuANuLdede
WU asrUsynevvediiwUsladbursannudnsannaduiel Cronbach's Alpha (Q1) 8g381I9
0.908 - 0.953 uansliivinderamvasiulslunuuaeuauiinuindedefifivane

WBmsaszvdeya

Mn¥ngUszasdn1sidedis 2 4o §3Tuidenldatifidemssaun (Descriptive Statistics)
WeussaingUszasdn1sideludon 1 uazldnsiiasizilunaideaning (Causal Model
Analysis) Immﬁm31zﬁmﬁamaaﬁﬁaﬁmﬁaaﬁqm (Ordinary Least Square Regression:
OLS Regression) AMUKWIAAYEY De Souza and Junqueira (2005) Fudususzanaanidaiy
lileudsadaduiiffign (Best Linear Unbiased Estimator: BLUE) 1lun1siiasgsideyanis
afdnnoumuingUszasinmsitoted 2

HANT3ANEA

AnwaENIUTEYINIANENIUDINGUAIDE

dusun1sIveT T ;:Jﬂﬁzﬂaumiqsﬁﬁ]miviaqLﬁmiumﬁuﬁmﬂiéfﬁjﬁumﬁu
vosUszwelng 91w 419 518 drulvaduduszneunsuuuidivesauifes 31U 153 578
Anluesay 36.5 509891 Ao JUsznaunswuLsuduandy $1uau 109 518 (Fevay
26.0) ¥aududIin 91uu 88 18 (Fewaz 21.0) wazu3¥NIin 31U 69 518 (Feeay
16.5) \lefasanmuafiuiisanzdoudsznounns z‘huimjLﬂuéjﬂizﬂaumﬂuﬁuﬁﬁwi’m
Qifim $1u91 100 518 Amifufeas 23.9 sesawun Ao Sminnsed Sy 80 519 (Feva 19.1)
Jaminaga 919U 80 518 (Sesa 19.1) Jwriniian 1w 70 91y (Seway 16.7) Jandande
$1uau 65 919 (Foway 15.5) uazdminszues S1udu 24 518 ($ewag 5.7) Wedwunaiy
UssLangsiavieniien dndlngiduiuszneunisgsiavienilen diuau 102 518 Anfudesas
24.3 5990931 Ao fUsENEUNNIEIATIN S1udn 92 578 (Fovaz 22.0) fUsznoun1sgsia
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9 MITLazIATEIRN §1UdU 90 518 (3ewaz 21.5) fUsznaunssIAavuds S1udu 82 518
(Yowaz 19.6) wazdUsznaunsssRduAuazvesiisydn $1udu 53 18 Aniduiesas 12.6 lu
vaszfinguinegudmiumsiuiBanaunin Sy 30 1o dndlvgiidumamdga 1w 20 e
Anliusosay 66.67 uazimavy $1uru 10 1 Andudesay 33.33 lasflegide 32 U uagdl
Uszaunsalinsulugsfanisieaiioaads 7.56 U dawlngfinisdnunlusefudinnins
$1au 23 518 Anvdufesay 76.67 sedaun fie snUTuaes w4 918 Andudesay
13.33 wazganinseaulsaans 31w 3 918 Andudesay 10.0

JadowisaudiFalumsandiugsianisiaailen

nanTiATIziAasyesladowiinnuduialumsdiiugsianisvieadies 991nng
agvieumuAnfusazanunisalluiiagtuvesiuszneunisgsianisvieniiealuningau
wanslupsnad 1 wudn dedewisanudndalunsdidugsiamsvieaniisafiegluseduunn
Usgnaudne mmsgugueuioveaszneunslumsdiiiugsie (dade = 4.03; Susu 1)
599970 AUAMNNTUINT (ALede = 3.83; Sudu 2) UszdvBaimuesadvnagsia (Aade
_ 3.50: §uSU 3) LAYRINIIURIUNITAAIANINNITYIDTE) (Aade = 3.47; susu 4) Turaei
Jadousismnudiialunsdiiugsianisvieaiinnieglusefutunats Ussneude fu
NINEINTUYWE (Aads = 3.39: SUFU 5) S09A9AD NMTESINANENEalRTIELA (ALade =
3.17: SuU 6) Warnsiiu (ALade = 3.02; Susu 7)

osAUsEnoudenvesdaduwisnmdsalunisdiugsionsvieadioafifuseneunns
g3famseiinagyioufaiuaniunisallullagiu 5 driuusn Usznaudie 1) 1nsgu
avounsveaaiesiionazgunsallunisuinisgndn (dade = 4.10) 2) AsgIUgUEUNLTvRS
dssnisanuazaIndmiugndn (Anade = 4.06) 3) MasgIugueuNTsvesaaultuInng
(Auad = 4.02) 4) mstorlaldgndn (Aede = 4.01) uay 5) InsgrugueuTevesmnuYN
auluesdng (Anade = 3.92) Tuvei 5 ddugarievesesdusznoudes Feagviouds
anunsalitbidesfinluilagtiu Uszneusie sasnsiulamiansiuvesesdns (Aiade =
3.04: Susfu 30) Awansalunsviiils (Aade = 3.03; susu 31) MTITERan (Aas =
3.00; SUNU 32) ANMAADINNINISEY (ALRAY = 2.99; SufU 33) LarANENLNTATUNTIA
uasRumu (Auade = 2.95; Sudu 34)

Table 1 Mean and Ranking of the Key Success Factors in Tourism Business

Key Success Factors Mean S.D. Interpret  Rk.

Human Resources 3.39 .629 Moderate 5
Attracting qualified human resources 3.19 .678 Moderate 24
Training and Promoting employees 3.65 128 High 12
Retaining talented persons 3.25 .749 Moderate 21
Evaluating performance 3.59 172 High 15
Sharing information within organization 3.62 765 High 13
Organizing social activities 3.06 166 Moderate 29

g&’E NIANTATYFANAATUALUINTFING U INendevinBes U 16 adud 2

f,ﬂ'} Economics and Business Administration Journal, Thaksin University

ECBA



Table 1 (Continue)

Key Success Factors Mean S.D. Interpret  Rk.
Finances 3.02 .7165  Moderate 7
Profitability 3.03 877 Moderate 31
Liquidity 2.99 .890 Moderate 33
Financial growth 3.04 .820 Moderate 30
Capital capability 2.95 .843 Moderate 34
Financial system development 3.08 .922 Moderate 28
Marketing Activity 3.47 751 High 4
Market research 3.00 .844 Moderate 32
Marketing strategy development 3.41 794 High 20
Marketing Mix 3.46 .847 High 18
Advertising 3.76 .829 High 9
Modern marketing communication 3.71 936 High 11
Brand Image 3.17 .861 Moderate 6
Building brand awareness 3.21 913 Moderate 22
Creating a good image of the brand 3.20 976 Moderate 23
Increasing customer brand loyalty 3.18 .898 Moderate 25
Enhancing brand emotions and feelings 3.09 970 Moderate 27
Responding brand expectations 3.18 933 Moderate 25
Business Partners 3.54 .872 High 3
Quality and reputation of business partners 3.46 .864 High 18
Reliability of business partners 3.53 .923 High 17
Communicating and sharing information 3.62 926 High 13
Resolving conflicts between organizations 3.18 .983 High 16
Service Quality 3.83 .636 High 2
Creating reliability in service quality 3.72 .690 High 10
Responding customer’s expectations 3.84 725 High 6
Making customer’s confidences and trusts 3.78 738 High 8
Caring out of customer 4.01 .683 High 4
Enhancing tangible services 3.81 .832 High 7
Hygiene Standards 4.03 .623 High 1
Hygiene standards of all employees in the organization 3.92 .646 High 5
Hygiene standards of property 4.02 672 High 3
Hygiene standards of tools and equipment 4.10 132 High 1
Hygiene standards of facilities 4.06 760 High 2

Swsnavesiiadsuisnnudiafidmanenaiulnvasseld

amagﬁumﬁ%’a%’aﬁ 1A = 1G (Hip — Hio) sunisananisaifadnsnaveanisiitlage
wisaudnsalldlunsaniiugsivazdmaieuindenisifiulavessels lngldn1sinsiz
auNsnAneulanene s Enter fauandlunisenl 2 namsidenuin Yadeuisanudialy
ﬂ'rﬁﬁi"n,ﬁuqﬁﬁﬁ]ﬁaimaL%qmﬂsiamiLauimaqqiﬁamiﬁaaLﬁ'méfmﬁleé’asmﬁﬁfsJﬁ']ﬁﬁgmq
a0 Usznaumie Aun1sau (B=9.771; Std.Error=1.819; P-Value=.000) AUN1SAAIANIENTS

Uadouisrnudisadiodaasunisiiulaveselivesgsionsveaiieiladunndu 149

30191 19185IUAYINY wag FUUIvR 29Aa T



150

Vioufien (B=4.369; Std.Error=1.885; P-Value=.021) LaEATUAAIN19TTAY (B=9.282;
Std.Error=1.692; P-Value=.000) wanslsiiiiuin L‘ﬁaQ’Uizﬂaumiqiﬁamiﬁauﬁmﬁmscﬁ’ﬁLﬁu
sfalngldtadouismnudisasunisiu funismanemisnsviesilen uas sugemagsia
fdunntu awilinsiulavesseldifintumulude frfufanmnsosensuausfigiuns
338 Hip Hic way Hie Tuvniedl Jadouisanudnialuduninensuysd dunisaie
AMNANBANTIAUAT ATUANAINAITUINNT Uag AULnsgINaueunsle liinasanisiiulnves
srldegrafidedrAgvieada JeluansosonduanufgIun1sidy Hia Hip Hir 483 Hig
ansnsnagduaunisonnoslasd

[m3iAuTavasseld = -40.01 + 3.068(UssangUsznaunts) + 5.683(wniNudlan
nziiguysenaunis) + 1.813(Useiangsnanisvia aign) + 9.771(n1913U) + 4.369(
N13ARIANINTTYBUNED) + 9.282(AAINI9FINA)]

A a

Sofinnsansefudvisnavesiiunlsdaszuaziulsmuauiisenaidulavesnsldves
gafamsieadien wudl weituftaangfouusznaunisddninagaudududy 1 (Beta=371)
AugAMeEINaduduiy 2 (Beta=.329) AMun1sRudududiu 3 (Beta=.304) Uszunngsnanis
viouflsnTususiu 4 (Beta=.137) Mumsnaramamsvieadisndususiu 5 (Beta=.133) uaz
Usziangusznaunsgsiansvieniiendududu 6 (Beta=.100) Tneiid1 R-Square i1y
0.449 wansianumnzanvesfulsdastlulunaiiannsassuinisiasuulaswesnis
Aulnvessold 163esar 44.9 uenand efinnsandr VIF Tuluaa wudn fdiegsening
1.122 - 3329 FasninnasinuunAnyes O'brien (2007) ifmuainasigeanvesd VIF Tl
AL 10 kAR TUPAAUANNAFINNITITEY Hia — Hie RITTQm1 Multicollinearity

Table 2 OLS Regression Results of the Influence of Key Success Factors on the Revenue Growth of
Tourism Business

Hypotheses Hia-1c B Std. Beta t Sig VIF
Independent Variables Error

Constant -40.01***  8.038 -4.977  .000

Type of Entrepreneur 3.068** .980 137 3.130 .002  1.412
Entrepreneur’s Location 5.683%** 626 371 9.077 .000  1.234
Type of Business 1.813* .709 .100 2.558 .011 1.122
Human Resources (Hia) -3.585 2109 -092 -1.700 .090 2.144
Finances (Hig) 9.771*** 1819 304 5.371 .000  2.360
Marketing Activity (Hic) 4.369* 1.885  .133 2.317 021 2447
Brand Image (Hip) -.393 1919 -014 -.205 .838  3.329
Business Partners (Hie) 9.282*** 1692  .329 5.486 .000  2.651
Service Quality (Hie) 1.085 2.476  .028 438 661 3.025
Hygiene Standards (Hic) -394 2393 -010 -.165 869  2.710

R=0.670, R-Square=0.449, Std. Error=18.5029, F=33.243, P-Value=0.000

Dependent Variable=Revenue Growth, n=419, *, ** *** =Sjgnificant at the level of 95%, 99%, and
99.99% respectively
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Fofimsandvswavesdadouisanudifaidmasionsivlnvesseldlnesuunmy
fufiszrinsdmiaveadendiominuaziiosses TneldnsinszsiaunisoanesiBany wuy
FBansfadenduysszninadesmdn (Code=1) uar 1ioss0s (Code=0) Fauandlunstei 3
nanTidonui JeduuiseudisaidmaiBanindenisifiulnvesgsiansvisadisadnusels
dmsufsznounmslusiuiidomdn egnaiideddymaadi Usznaudie Frun1sdu du
15AANANIINNTYIDTIED Lazugamegsia Fedadounninudsasugdimiegsiadl
vswadududuil 1 demaidulavessiels Tuvaedl Jadowinudnsasuuimminens
uyuddsnaidaaudenaiulavesseldedisiifodfynisada uansdefusznounsiiiunsg
Ui aminensuyudliABety avdmalineldantosas uenaini Yssanvestessens
gaiamsveiivuarUszianvesgnaddmarnenaiulnvesnelddmivgusznounislun
fufiflomdnedeiiTeddaynieainanaqe Taeiiar Rsquare iU 0.450 wansdenany
wanzauvesiuUdaslulinafiasnsoosuemadasundamesmaivlnvesseld 1#3ee
av 45.0 dwsuviunvesniuiidieman anunsoagiduaunsonaesldsi

[MsiRulnvesseladiuiugusznaumslulanuiiliomsn = -33.932 + 4.619(Uszian
JUsznaunis) + 2.451(Ussiangsnanisiaaiiien) - 8.049(Uimsmsnensuywd) + 8.051(
N13RY) + 7.128(N1AAIANNNITHBNNYI) + 12.025(AAIN1955710)]

Tuviunvessznaunissiamaveadisrlusiuiidesses nan1s3denuty fiftes
Jadounsanudnivlufunisfuuasduddmagsiasity fdwadsuandoniaivinves
giRamsvieafiiunelsogeiiduddymeada detladouisannudifadunstuilavina
sensiiulavesselddusuiuil 1 Tnefien R-square WU 0.354 wansdandnanmIzaL T
fuusdaszlulunaiiamnsneduienisidsunlawesnsiiulaveseld ¥ovay 35.4
dmsuuiumenuniiuiidiosses aunsnasifuaumsnnnesldded

[nsiaulavasselddmsugusznaunsluniuiiiiessas = 12.506(N151) + 7.712(gA1
N195519)]
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Table 3 OLS Regression Results of the Influence of Key Success Factors on the Revenue Growth of

Tourism Business Classified by Entrepreneur’s Location

Independent Variables First-tier Location Second-tier Location

B Beta Sig B Beta Sig
Constant -33.932%** .001 -3.068 .780
Type of Entrepreneur 4.619%** .189 .001 623 .029 .651
Type of Business 2.451* .118 .028 .854 .068 .305
Human Resources -8.049*% -.204 .015 361 .010 .887
Finances 8.051** 257 .002 12.506*** .401 .000
Marketing Activity 7.128* .206 .019 =217 -.008 925
Brand Image -132 -.004 967 -1.426 -.066 .520
Business Partners 12.025%** .385 .000 7.712%** 372 .000
Service Quality -3.131 -.080 .390 5.501 156 .087
Hygiene Standards 3.116 .073 371 -4.788 -.149 113

n=250, R*=.450, F=21.798, n=169, R’=.354, F=9.702,
P=.000 P=.000

Dependent Variable=Revenue Growth, n=419, *, ** *** =Sjgnificant at the level of 95%, 99%, and

99.99% respectively
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