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Sustainable Tourism Development in Myanmar

1
Dr. Ni Lar Myint Htoo
Win Moe Moe Kyaw >

Abstract

As a beautiful country with a long history, diverse cultural resources and natural
wildlife, Myanmar has exceptional advantages to develop tourism industry. In
Myanmar, the government is accelerating its cconomic and democratic reforms. In
addition, the explosive development of tourism in Myanmar has carned more and more
international interest. Despite its promising potential and financial gains, it faces many
problems and challenges as it tries to grow and develop in a way that can be maintained
for a long time. Therefore, this study is to provide an overview of tourism development
in Myanmar, forecast future trends within the sector, and describe the necessary steps for
its development. This study uses descriptive method to examine the collected data and
sccondary data relevant to sustainable tourism development. Based on the study’s
findings, it appcars that there is a positive trajectory in tourism’s recovery post-
COVID-19, indicating a potentially improved outlook for tourism in Myanmar. As
recommendations for different stakeholders, the government should invest in tourism
infrastructure and promote sustainability. In addition, companics nced to adapt to
changing traveler preferences through technology and responsible practices. Visitors
should prioritize safety and cultural respect, while communitics should engage in
sustainable tourism for equitable benefits and heritage preservation.

Keywords: Tourism Development, Myanmar Tourism Industry, Sustainable Practices,
Future Trends

I. Introduction

With its captivating allurc, Myanmar has cmerged as a ncw and cnchanting tourist
destination in Southcast Asia, showcasing key attractions like Yangon, Mandalay, Bagan, and
other renowned sites. The country, often hailed as the Golden Land, boasts a wealth ol cultural
heritage and natural wonders, including unique destinations such as Inle Lake and the Golden
Rock Pagoda that enthrall visitors. Additionally, Myanmar is home to a myriad of pagodas,
temples, archacological sites, and distinct biological and plant species, making it a captivating
destination for travelers secking beauty and adventure. Morcover, from the majestic mountains
of Kachin to the pristine beauty of the Myeik archipelago, Myanmar offers a diversc range of
natural and cultural expericnces. The country’s abundant sunshine, sca, and sand, known as the
3S, contribute to its appcal as a tourist destination.

Myanmar’s tourism industry has the potential to significantly increase job opportunitics
and drive economic growth. According to Ministry of Hotels and Tourism (MOHT), the
substantial contribution of travel and tourism to Myanmar’s GDP, which was 6.6% in 2017
and is projected to rise, underscores the scctor’s importance in creating employment (MOHT,
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2018). Tourism is widely acknowledged as a key driver of the cconomy in both developed and
emerging nations, lcading to a prioritization of tourism development (Bal ct al., 2016). Factors
such as higher houschold incomes, improved transportation services, longer paid vacations in
developed countries, advancements in technology, changes in social structures due to
industrialization, shifts in family dynamics, daily technological stresses, and a sccure global
environment all contribute to the growth of tourism (Bal et al., 2016). Emerging cconomics are
increasingly acknowledging their incredible economic potential and making a notable impact
in the vibrant tourism sector (Rasool et al., 2021). The Myanmar government implemented
measures to promote tourism by extending visa durations and easing entry requirements in the
carly 2000s, resulting in increased global interest from tourists looking to explore the country.
The combined impact of travel and tourism on Myanmar’s GDP amounted to MMK 6,468.9
billion (USD 4,918.2 million), equivalent to 6.6% of GDP in 2017. This figurc is expected to
grow by 5.4% in 2018, creating 570,000 jobs, accounting for 2.5% of total cmployment in 2017
(Aung, 2019).

To cnsure the scctor thrives in the long run and achieves success, it is cssential to
prioritize sustainable tourism practices that strike a balance between reaping economic benefits
and minimizing cnvironmental and community impacts. Recognizing the influence of tourism
on cconomic growth, Myanmar is committed to prioritizing sustainable practices [or lasting
prosperity. Therefore, this study aims to provide a comprchensive overview of tourism
development in Myanmar, predict future trends in the industry, and outline cssential steps [or
promoting sustainable growth in tourism.

II. Literature Review

Tourism development involves establishing and managing a tourism industry in a
specific area, while sustainable tourism development focuses on incorporating considerations
such as environmental, cultural, and cconomic sustainability into this process (Telfer &
Sharpley, 2015). In the modern world, sustainable dcvelopment encompasses cconomic,
environmental, and social factors, with tourism playing a pivotal role due to its significant
impact in cach of these dimensions (Streimikicne et al., 2021). Tourism is widely recognized
as onc of the most significant cconomic sectors in major countrics across the globe. In 2018,
the travel and tourism sector expericnced a growth rate of 3.9%, surpassing that of the global
cconomy (3.2%) for the cighth consecutive year, according to the World Travel and Tourism
Council (WTTC). Over the past five years, the sector has been responsible for creating one in
cvery five jobs, establishing Travel & Tourism as a valuable partner for governments in
generating employment opportunitics. Conscquently, tourism emerges as onc of the world's
largest ecconomic scctors, supporting approximatcly onc in ten jobs (319 million) worldwide
and contributing 10.4% to global GDP (WTTC, 2018). While the tourism market relies on the
well-being of the environment and public health, it also frequently excrts adverse impacts on
them. Thus, the environmental aspects of tourism development demand special attention and
have been the focus of several significant studics (Streimikiene ct al., 2021).

Conscquently, sustainable tourism holds great importance at present. Therefore,
numerous guidclines have been developed to foster sustainable tourism, with a primary focus
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on vital environmental aspects within the tourism industry (UNWTO, 2014). These cover a
wide range of important topics, including taking action against climatc change, minimizing
pollution, harncssing rencewable resources, implementing cfficient waste management
strategics, and so much more (Yang ct al., 2023). The quality of lifc is a crucial focus of
sustainable development and holds significant relevance (or the tourism sector. This is cvident
in the provision of services for tourists, as well as the consideration of residents’ quality ol life
in tourist destinations (Hassan, 2000; Jcon ct al., 2016). By gencralizing these statements, it
becomes possible to cstablish presumptions aimed at maximizing futurc quality of lifc and
preventing a potential global cconomic crisis (Kakoudakis ct al., 2017). According to
Streimikicne et al. (2021), tourism scctor provides a platform for individuals to make the most
of their leisure time in a purposeful and enriching manncr. It means that tourism plays a crucial
role in fostering social cohcsion, as it cncompasses various activitics that promote social
integration and integrity. Through tourism development, individuals have the opportunity to
cngage with dilferent cultures, gain knowledge about various locations, traditions, and cngage
in meaningful cultural exchanges. With a focus on comprchending the significance of
sustainable tourism development in Myanmar, the objective of this study is to present a
thorough analysis of the tourism sector. Morcover, its aim is to proactively predict ecmerging
trends in the ficld and present suggestions that foster the advancement of tourism growth.

III. Research Objectives

The objectives of this study arc:
e To provide an overview ol tourism development in Myanmar
e To forccast futurc trends within the tourism sector in Myanmar
e To describe the necessary steps for sustainable tourism development in Myanmar

IV. Research Method

The study used descriptive study. Time scrics analysis is also used for forecasting the
number of visitors for the years 2025, 2030, and 2035 in Myanmar. The secondary data were
collected from the library, internal sources, published books and data from the Ministry of
Hotel and Tourism, various issuc of central statistical ycar books, tourism statistics and
previous studics about tourism and other related sources. The scope of the study is based on the
tourism trends from 2001 to 2022.

V. An Overview of Tourism Sector Development in Myanmar

The country’s tourism development has the power to positively influence various
sectors such as agriculture, fishing, manufacturing, construction, and handicraft production.
Myanmar’s tourism industry also places great importance on protecting the environment,
promoting biodiversity restoration, and cnsuring sustainablc usc of natural resources. As
tourism continues to grow and more visitors, both local and intcrnational, explore Myanmar,
it brings about economic, cnvironmental, and social impacts on the country and its pcople
(MCRB, 2015).
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(1) Tourism Development in Myanmar

Myanmar experienced a remarkable increase in both tourist arrivals and revenue, which
made a significant contribution to the country’s economy. However, this surge had diverse
impacts on both the environment and society. To provide a comprehensive overview of
tourism development in Myanmar, this study highlights the significant strides made in the
sector from 2001 to 2022. Figurc (1) illustrates the evolution of tourism development in
Myanmar between 2001 and 2022.

Figure (1) Tourism Development in Myanmar between 2001 and 2022
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Myanmar welcomes visitors from around the world to experience its wealth of natural
and cultural tourism assets. From the stunning mountains of Kachin to the pristine beaches of
the Myeik archipelago, Myanmar’s landscapes offer a diverse range of experiences.
Myanmar’s tourism industry expericnced a steady increase in international arrivals from
various nationalitics. Visitors of diffcrent nationalitics witnessed a steady increase from 2001
to 2016. In 2001, there were 204,862 visitors, which grew to 263,514 in 2006, and further to
391,176 by 2011. In 2016, there was a remarkablc surge in the number of visitors, with tourist
arrivals peaking at an impressive 1,272,596. However, in 2022, the number of tourists
drastically declined t0 92,025 duc to the global outbreak of COVID-19. As a result, the number
of visitors dropped significantly, causing a substantial declinc in tourism activity.

?) Visitors Arrivals by Nationality

Myanmar had a lot of people from various countrics, which greatly contributed to the
success of its tourism industry. The country is attractive to tourists because it has a beautiful
environment and a rich culture. These factors attracted a considerable number of tourists from
Western nations as well. The Figures illustrate the number of visitors categorized by their
nationalitics in the years 2001 and 2011 (Figure 2a), as well as in 2016 and 2022 (Figure 2b).
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Figure (2a) Visitor Arrivals by Nationality in 2001 and 2011
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Figure (2b) Visitor Arrivals by Nationality in 2016 and 2022
2016 2022
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The data presented in the Figures depicts the distribution of visitor arrivals by
nationality in 2001, 2011, 2016, and 2022. In 2001, the majority of visitors came from Asia,
accounting for 60.48% of the total, followed by West Europe with 27.31%, and North America
with 7.74%. Oceania, East Europe, Africa, the Middle East, and Other Americas represented
smaller proportions. By 2011, there were noticeable changes in the distribution of visitor
arrivals, with Asia maintaining its dominant position at 66.38%. West Europe and North
America experienced declines, while East Europe and Other Americas observed slight
increases. The data suggests an increase in the proportion of visitors from Asia and relative
declines in visitor arrivals from North America and West Europe.

In 2016, the majority of visitors continued to come from Asia, accounting for 67.93%
of the total. West Europe and North America followed with smaller percentages, while other
regions represented relatively smaller proportions. By 2022, there were significant shifts in the
distribution of visitor arrivals as Asia continued to dominate, accounting for 84.73%.
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Substantial decreases were observed in Western Europe and North America, while East Europe
and the Middle East witnessed notable increases. Overall, the data indicates a significant rise
in the proportion of visitors from Asia in recent years, along with potential changes in travel
patterns and emerging interest in other regions.

(3)  Type of Visa in Myanmar

For the country’s tourism industry, type of visa (tourist, business and other) is
considered as a tool to measure the situation of tourism industry. The COVID-19 pandemic
significantly impacted tourism sector in Myanmar. The number of visitors with different type
of visa such as for visit, business and others has seen a sharp decline, according to arecent
survey of MOHT (2021). In Figure (3), the types of visas in Myanmar are described.

Figure (3) Type of Visa in Myanmar

100% 90.43%
90%
80%
0% - 58%

60%

50%

40%

30% 023%

20%

10% 5
2001

70%

Io/m-/.
2006

®Tourist ®Business = Others

64%

- 43%
% Y
% ? (

2011 2016

0%

Source: Ministry of Hotels and Tourism (2022)

The data from 2001 to 2021 reveals a significant shift in the composition of visitors to
the area, reflecting changing trends in the purpose of visits. In 2001, tourists constituted the
majority at 58%, followed by business travelers at 19%, and other reasons at 23%. By 2006,
the proportion of tourists had risen to 70%, while business travelers decreased to 14%, and
others remained at 16%. However, in 2011, the trend started to shift again, with tourists at 64%,
business travelers at 21%, and others at 15%. The most noticeable change occurred in 2016,
where the share of tourists dropped to 43%, business travel remained at 19%, but the category
of ‘others’ increased substantially to 38%. By 2021, tourists accounted for 0%, a striking
contrast to previous years, with business travel at 10%, and a significant 90% of visitors falling
into the ‘others’ category. This data highlights the dynamic nature of the region’s visitor
profile, with the decline of tourism and the rise of other visitation purposes in recent years,
which could have implications for local businesses and tourism strategies.
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4) Revenue received from Tourism Sector

International tourism receipts refer to the money spent by international tourists when
visiting a foreign country. This includes expenses such as payments for transportation on
national carriers and any upfront payments made for goods or services in the destination
country. They may also include receipts from same-day visitors, unless they are significant
enough to warrant separate classification. The figures are in current US dollars. Revenue
received from tourism sector is in a slowly upward trend as shown in Figure (4) because of
stagnant number of tourists.

Figure (4) Revenue received from Tourism Sector
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Myanmar’s tourism industry experienced significant fluctuations in recent years. In
2019, tourism revenue reached a peak of 2,501 million USD, marking a remarkable 49.76%
increase from the previous year. However, this surge followed a period of decline, with 2018
experiencing a 16% drop from 2017, when revenue was 1,670 million USD. The decline
continued in 2017, with a 13.15% decrease from 2016, which had seen a 4.09% increase from
2015. The year 2019 stood out as the most prosperous in terms of tourism revenue, hitting
2,819 million USD in December. This industry’s volatility was further highlighted in
December 2021, where revenue plummeted to a mere 30 million USD. Notably, as of
December 2022, Myanmar’s tourism revenue showed signs of recovery, reaching 249 million
USD, marking a substantial increase from the previous year’s 30 million USD. These statistics
reveal the industry’s resilience and the potential for future growth, alongside the challenges it
has faced over this period.

(5) Foreign Direct Investment in Myanmar by Countries

Myanmar is an enchanting place in Asia, situated among India, Bangladesh, Thailand,
Laos, and China. It presents an unspoiled and captivating experience for travelers, with
beautiful beaches, fascinating culture, and stunning natural scenery. The friendly people of the
country make it even more appealing. Myanmar has vast potential, especially considering the
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flourishing travel industries in nearby countries. Since becoming accessible to tourists, the
nation has seen a remarkable increase in visitors and foreign investments. Figure (5) shows
foreign direct investment in Myanmar by countries.

Figure (5) Foreign Direct Investment in Myanmar by Countries
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The distribution of Foreign Direct Investment (FDI) in Myanmar by various countries
reflects a combination of strategic, economic, and geopolitical factors. As seen from the
provided data, Singapore has the highest FDI percentage at 54.57%, which may be attributed
to its proximity to Myanmar, strong economic ties, and a history of business collaboration.
Vietnam, Thailand, and Japan also show significant investments due to their efforts to diversify
their investment portfolios. The United Arab Emirates, with 3.42%, likely sees Myanmar as a
promising market for its industries such as energy and infrastructure. The United Kingdom and
Hong Kong may be investing in Myanmar to leverage its growing consumer base and untapped
resources. China’s presence at 0.69% reflects its interest in Myanmar’s strategic location.
Other countries like Malaysia, Italy, France, and Switzerland are likely attracted to Myanmar’s
potential for growth and the government’s efforts to liberalize its economy. Overall, these
countries are investing in Myanmar to capitalize on its emerging market opportunities, natural
resources, and potential for economic development.

VI. Future Trends within the Tourism Sector

In order to identify future trends within Myanmar’s tourism sector, this study also
examines the impact of travel and tourism on the country’s GDP and employment. By
analyzing the contributions of the industry to the economy in terms of revenue generation and
job creation, it can gain valuable insights into the sector’s growth potential and its significance
as a driver of economic development. This analysis will help stakeholders and policymakers
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understand the importance of tourism in Myanmar and guide stratcgic decision-making to
harness the sector’s full potential for sustainable growth and prosperity.

(1) Travel and Tourism’s Contribution to GDP and Employment

The Table (1) presents a comparative analysis of the impact of travel and tourism on
GDP and employment for the ycars 2019, 2022, and 2033, highlighting the global perspective
alongside the specific case of Myanmar.

Table (1) Economic Indicators

Year Total GDP Contribution Total Travel & Tourism Jobs
Global Myanmar Global Myanmar
2019 10.4% 6.5% 10.3% 7.5%
(US$ 10.0 TN) | (US$ 5.1 BN) 334 MN 1.30MN
2022 7.6% 2.1% 9.0% 4.6 %
(US$ 7.7 TN) (US$ 1.4 BN) 295 MN 0.95 MN
2033 11.6% 5.7% 11.8% 6.4 %
(US$ 15.5 TN) (US$ 8.4 BN) 430 MN 1.61 MN

Sources: WTTC (2023)

Table (1) presents information about the global and Myanmar travel and tourism
scctors’ cconomic indicators for the ycars 2019, 2022, and 2033. In 2019, the travel and
tourism scctor made up 10.4% of the global GDP, which was roughly US$10.0 trillion.
However, by 2022, this contribution decreased to 7.6% of the global GDP, equivalent to around
US$7.7 trillion. Looking ahcad to 2033, it is projected that the contribution will risc to 11.6%
of the global GDP, totaling approximately US$15.5 trillion. In 2019, Myanmar’s the travel and
tourism scctor accounted for 6.5% of the country’s GDP, with an estimated value of US$5.1
billion. Unfortunately, by 2022, this contribution decreased to 2.1% of Myanmar’s GDP, which
was around US$1.4 billion. On a positive note, by 2033, the scctor’s contribution is expected
to increasc 10 5.7% of Myanmar’s GDP, amounting to approximately US$8.4 billion.

When considering employment opportunities, the global travel and tourism scctor
employed about 334 million people worldwide in 2019. However, by 2022, the number of jobs
decreased to around 295 million. Nevertheless, there is hope for the [uture as it is projected
that by 2033, thc number of jobs will increasc to approximatcly 430 million. In Myanmar, the
travel and tourism scctor provided cmployment to about 1.30 million pcople in 2019.
Unfortunately, by 2022, the number of jobs decreased to around 0.95 million. However, there
is optimism for the future as it is projected that by 2033, the number of jobs will increase to
approximately 1.61 million. Overall, these figures suggest that the global travel & tourism
scctor has a larger share of GDP contribution and employment compared to Myanmar, and it
also experienced both more substantial losses and gains in responsc to the challenges posed by
the COVID-19 pandemic and recovery cfforts.
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2) Myanmar Rankings

The study provides an overview of Myanmar’s rankings in three key aspects related to
the travel and tourism sector. These aspects include the contribution of travel and tourism to
Myanmar’s GDP, the employment opportunities created by the sector, and the level of
investment in Myanmar’s travel and tourism industry. The study highlights both the absolute
contribution and the percentage share of Myanmar in each of these arcas. Table (2) displays
the rankings for Myanmar.

Table (2) Myanmar Rankings

Absolute Contribution % Share
Travel & Tourism'’s Total Travel & Tourism’s Total
Contribution to GDP ( USS BN)  Contribution to GDP
Travel & Tourism’s Total 39 951.8 i
Contribution to Employment (,000Jobs)  Travel & Tourism's Total 156 4.6%
Contribution to Employment
Travel& Tourism Investment 145 0.09
(US$BN)  Travel& Tourism Investment 182 0.5 %

Sources: WTTC (2023)

In 2022, the travel and tourism sector in Myanmar had a significant impact on the
country based on its absolute contribution. Myanmar was ranked 125 among other countrics
in terms of its contribution. The total contribution of travel and tourism to Myanmar’s GDP
was noteworthy, indicating its importance to the economy. Furthermore, the sector played a
crucial role in providing employment opportunities, with a ranking of 39. Additionally, there
was substantial investment in the travel and tourism industry in Myanmar, with a ranking of’
145. These numbers highlight the sector’s significance in terms of both economic growth and
job creation in Myanmar.

In terms of the percentage share of ravel & tourism’s total contribution to GDP,
Myanmar’s ranking stands at 181. When it comes to the sector’s overall contribution to
cmployment, it accounts for a ranking of 156 in Myanmar. Additionally, the ranking for
Travel & Tourism investment in Myanmar is 182. These rankings provide insights into the
relative importance and impact of the Travel & Tourism industry on Myanmar’s cconomy
and job market.

(3) Forecast Future Trends within Tourism Sector

In order to predict the number of visitors for the years 2025, 2030, and 2035 in
Myanmar, the study cmployed a technique called time series analysis. This technique
involves predicting future cvents by examining past trends, assuming that historical patterns
will continue into the future (Brockwell & Davis, 2002). By using time series forecasting, the
study aimed to gain insights into the expected number of visitors to Myanmar’s tourism
industry in the coming ycars. Morcover, the use of time series forecasting allows for a detailed

10
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cxamination of the potential developments and changes that can be anticipated in the tourism
scctor of Myanmar. Table (3) displays the projected number of visitors for the ycars 2025,
2030, and 2035.

Table (3) The Projected Number of Visitors

Year t Visitor Forecast (Yt=a+bt)
2025 25 1,151,216
2030 30 1,357,091
2035 35 1,562,966

Source: Ministry of Hotels and Tourism (2023)

Bascd on the analysis, a signilicant increase in visitors is anticipated by 2025, with an
cstimated 1,151,216 people expected to visit. Looking ahcad to 2030, this number is projected
lo risc to an impressive 1,357,091 visitors. Fast forwarding to 2035, an cven greater surge in
popularity is forescen, with an estimated 1,562,965 visitors. Thesce [orccasts indicale a positive
trend, suggesting that the destination will continue to attract a growing number of visitors over
time.

VII. Policies of Sustainable Tourism Development in Myanmar

Countries can reshape tourism growth to ensure fair distribution of benefits, tackle
incqualitics, and cnhance cconomic resilience by adopting coherent and comprchensive
approaches to tourism policy making (OECD, 2017). To achicve sustainable and inclusive
tourism growth, it is impcrative to prioritize long-term strategics and policics that focus on
quality employment, job creation, skills development, entreprencurship, innovation, effective
investment, and integrated regional development. Morcover, it is crucial to consider both the
current and future cconomic, social, and environmental impacts, while cffectively addressing
the needs of visitors, the industry, the environment, and host communitics.

(1 Policies of the Ministry of Hotels and Tourism

For sustainable tourism, the Ministry of Hotels and Tourism in Myanmar has crcated
six guidelines. These guidelines have specific goals, which can be outlined as follows. Firstly,
their aim is to boost tourism as a major contributor to the country’s cconomy. Sccondly, they
seek to protect and conserve the natural environment, cultural heritage, and local traditions,
thereby cnsuring long-term growth in tourism. Thirdly, the guidelines strive to promote socio-
economic progress for both the local community and private businesses through tourism
projects. Fourthly, they emphasize the importance of abiding by regional and intcrnational
agreements that arc advantageous to the country’s interests. Additionally, the guidelines aim
to support the peace process by encouraging development in the tourism industry. Lastly, they
aim to support sustainable and inclusive tourism practices.

11
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(2)  Seven Crosscutting Themes

Promoting responsible and holistic tourism practices is important for sustainable
tourism development. One way to achieve this is by including crosscutting themes in strategies
and projects for sustainable tourism. To ensure sustainable tourism, key themes including
integrated destination planning, gender equality, private sector development, environmental
sustainability, partnerships, universal access, and community participation must be prioritized
(Asian Devclopment Bank, 2005). These themes arc important because they help foster
sustainable tourism by promoting responsible and holistic practices, benefiting destinations,
communitics, and the environment in the long term.

Integrated destination planning plays a crucial role in aligning tourism with sustainable
development goals, while simultancously balancing economic growth and sustainability. To
achicve this, effective stakcholder coordination, consideration of local objectives, and the
provision of incentives for sustainable practices are essential. Moreover, gender equality holds
a high priority in the tourism industry. It involves ensuring equal access to rcsourccs,
opportunitics, cducation, and decision-making for all individuals. This approach strives (o
create a more equitable and inclusive tourism sector. In addition, the development of the private
sector is of utmost importance. This cntails promoting investment, providing policy
predictability, and fostering fair competition for both domestic and international investors. By
doing so, the tourism industry can thrive and contribute to overall economic growth.
Environmental sustainability is a key factor that must be integrated into destination planning
and management. This involves implementing safeguards, strategics for climate change
mitigation, and effective disaster risk management. Such measurcs are crucial to preserve
natural resources and minimize the industry’s ecological [ootprint. Partnerships also play a
pivotal role in driving tourism development. By fostering collaborations between various
stakcholders, these partnerships enhance marketing efforts, improve the visitor experience, and
cncourage the adoption of sustainable practices throughout the industry. Furthermore,
universal access is vital to ensure inclusion for pcople with disabilitics and older travelers in
tourism. By removing physical and societal barriers, the industry can provide cqual
opportunities for all individuals to engage in travel and tourism activities. Lastly, community
participation is essential in destination planning and management. By actively involving local
communitics, their needs, culture, and aspirations can be reflected in tourism development.
This approach creates meaningful experiences for visitors and empowers local communitics to
actively participate in and benefit from the tourism industry.

(3) Reasons for Sustainable Tourism Development

According to Twining-Ward ct al (2017), there arc various rcasons for pursuing
sustainablc tourism development. These include promoting economic growth, cfficient
resource usage, cnvironmental conservation, cultural preservation, social inclusivity, job
creation, poverty alleviation, and fostering peace and security through mutual understanding.
Sustainable Economic Growth: Sustainable tourism development can contribute to
sustainablc cconomic growth in various ways. By attracting tourists and gencrating revenuc,
tourism stimulates GDP growth and increases international investment in the country.

12
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Additionally, the development of tourism infrastructure, such as hotels and transportation
network, drives overall infrastructure development, benefiting the local economy and
communities. Sustainable tourism also has the potential to support low-income economies by
providing opportunities for local businesses and entrepreneurs to thrive.

Resource Efficiency, Environmental Protection, and Climate: Sustainable tourism
practices promote resource efficiency, environmental protection, and climate awareness. By
promoting conservation of natural resources and ecosystems, sustainable tourism helps to
preserve the environment for future generations. It also raises awareness about climate change
and its impact on vulnerable ecosystems and communities. Furthermore, sustainable tourism
can propel the concept of the blue economy, promoting sustainable use of ocean resources
and marine conservation efforts.

Cultural Values, Diversity, and Heritage: Sustainable tourism development plays a crucial
role in protecting cultural values, diversity, and heritage. By preserving and promoting
cultural sites and heritage landmarks, sustainable tourism helps to safeguard important
aspects of a country’s identity and history. It also ensures the sustainability of intangible
cultural heritage such as traditional crafts, rituals, and languages, contributing to the diversity
and richness of a destination’s cultural landscape.

Social Inclusiveness, Employment, and Poverty Reduction: One of the key benefits of
sustainable tourism development is its promotion of social inclusiveness, employment
opportunities, and poverty reduction. Sustainable tourism promotes inclusive growth by
ensuring that the benefits of tourism are shared among various sectors of society, including
marginalized communities. It strengthens rural communities by providing alternative sources
of income through tourism-related activities and revitalizes urban areas by attracting visitors
and investment. Additionally, sustainable tourism creates jobs efficiently and improves
access to income through the utilization of travel technology and online platforms.

Mutual Understanding, Peace, and Security: Sustainable tourism development also plays
a crucial role in fostering mutual understanding, peace, and security. By promoting
intercultural exchange and dialogue, sustainable tourism cultivates a greater appreciation and
respect for diverse cultures and traditions. In regions affected by conflict, tourism can aid in
post-conflict recovery by creating opportunities for economic development and social
reconciliation. By promoting peaceful interactions between tourists and local communities,
sustainable tourism contributes to building trust and cooperation, ultimately enhancing
mutual understanding and fostering a sense of security and stability.
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(4)  Principles for Sustainable Tourism

Many groups have made guidelines or rules for sustainable tourism and ecotourism
because ecotourism is “a sustainable version of tourism in natural areas” (Kiper, 2013). In
addition to following the rules of sustainable tourism, ecotourism has its own specific rules.
First, it helps to protect natural and cultural heritage. Second, it involves local communities in
planning and doing activities, so they can participate and benefit from it. Third, it gives visitors
detailed and interesting information about the natural and cultural resources. Lastly, it mainly
focuses on individual visitors, but also welcomes small groups (Bansal & Kumar, 2013). Xinbo
(2017) suggests that sustainable tourism effectively demonstrates the interconnectedness of
ecotourism and sustainable development across various dimensions.

Adhering to sustainable resource management, waste reduction, and biodiversity
conservation, the tourism industry can establish a strong foundation for future growth while
avoiding lasting environmental damage. Integrating tourism into planning structures,
supporting local economies, engaging local communities, and consulting with stakeholders and
the public are crucial to ensuring that tourism projects are sustainable and beneficial for all
involved (Dangi & Jamal, 2016).

Through staff training in sustainable practices, responsible tourism marketing, and
research initiatives, the industry can enhance the quality of tourism offerings, improve
customer satisfaction, and protect the natural, social, and cultural environments of destinations.
In incorporating tourism effectively into planning frameworks, supporting local economies,
involving local communities, and engaging with stakeholders and the public, the industry can
progress towards sustainable tourism (Kiper, 2013). Responsible marketing strategies that offer
detailed information to tourists enhance their understanding and respect for destination
environments. Undertaking research and monitoring efforts is essential in addressing
challenges and delivering benefits to destinations, the industry, and tourists, ultimately securing
the long-term sustainability and success of sustainable tourism initiatives (Dolnicar & Leisch,
2008).

In terms of upholding the principles and guidelines for sustainable tourism, the industry
can contribute significantly to environmental preservation, community support, and the lasting
sustainability of tourism practices. The conservation and sustainable utilization of resources,
whether natural, social, or cultural, is foundational to sustainable tourism and offers long-term
economic benefits. Reducing overconsumption and waste is critical in avoiding the costs
associated with long-term environmental damage, and maintaining biodiversity is essential for
the continued sustainability of tourism.

VIIl. Recommendations

To improve the social and environmental impact of the tourism sector in Myanmar,
several recommendations have been proposed for key stakeholders in the industry, including
the government, companies, investors, and visitors, aiming to enhance the social and
environmental influence of the tourism sector in Myanmar.
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For the government of Myanmar, it is recommended to strengthen the regulatory and
policy framework related to social and environmental issues, adopt better regulations for the
tourism sector, build the capacity of regulatory authorities, raise awareness of relevant
frameworks, increase transparency, adopt a zonal planning framework for tourist destinations,
encourage community participation in development, and strengthen processes for legal and
non-legal remedies.

For companies in the tourism sector, it is recommended to support the principles of the
Tourism Master Plan. Firstly, they should adopt international standards for social,
environmental, and human rights. Secondly, it is essential to practice thorough human rights
due diligence and prioritize the rights of vulnerable groups. Additionally, ensuring community
participation is crucial. Moreover, establishing effective mechanisms to address complaints
and grievances is necessary. Furthermore, taking collective action on environmental and social
concems is vital. Lastly, strengthening the governance of industry organizations, such as the
Myanmar Tourism Federation, is recommended.

To ensure adherence to international standards and effectively manage risks,
institutional investors operating within Myanmar’s tourism sector are recommended to
undertake thorough due diligence on their portfolio companies. It is further advised that these
investors actively engage with their investee companies to foster compliance with international
standards, while also encouraging transparent reporting on risk management practices and their
associated impacts. Lastly, tourists are encouraged to respect local culture, traditions, and
rights, support responsible tourism development, and be mindful of the environmental and
social impact of their travel choices.

Overall, implementing these recommendations will help to foster sustainable and
responsible tourism practices in Myanmar, benefiting both the local communities and the
environment. It is essential for all stakeholders to work together towards a shared goal of
promoting ethical and sustainable tourism in the country.

IX. Conclusion

In conclusion, Myanmar’s tourism industry holds great potential for sustainable
development, given the country’s rich cultural heritage, natural resources, and recent economic
and democratic reforms. While the sector has already shown significant growth and generated
substantial revenue, there are challenges that must be addressed to ensure long-term
sustainability. Through the implementation of the recommendations outlined in this study, such
as investing in infrastructure, promoting sustainability, adopting responsible practices, and
prioritizing safety and cultural respect, stakeholders in Myanmar’s tourism sector can work
together to foster ethical and sustainable tourism practices. By doing so, not only will the local
community’s benefit, but the environment will also be preserved for future generations. It is
crucial for all involved parties to collaborate towards the common goal of promoting
sustainable tourism in Myanmar for the overall well-being of the country.
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Hedonic Pricing Model for Apartment Market in Yangon City
Zin Zin Shwe!

Abstract

This study employs the hedonic pricing model to analyze the determinants of apartment
prices in Yangon City, Myanmar. Investigating five townships, the rescarch identifies
key variables influencing housing prices, including locational attributes, structural
features, and neighborhood characteristics. Through a comprehensive analysis of 150
sample units, the study cvaluates the impact of these variables on apartment prices.
The findings offer insights for housing producers, consumers, local authoritics, and
city planners. Recommendations include targeted incentives for sustainable
development and strategic infrastructure investments in high-demand arcas. Futurc
rescarchers are encouraged to explore variable sclection and innovative measurement
methods for a more nuanced understanding of housing market dynamics.

I. Introduction

Yangon City has significant potential to emerge as a flourishing idcal city among
ASEAN cities. Yangon cxperienced a swift expansion of urban built-up land from 1990 to 2000.
This growth decelerated from 2000 to 2010 but regained momentum from 2010 to 2020. In
both the periods of 1990-2000 and 2010-2020, the majority of the newly added urban built-up
land seems to have been converted from farmland and green arcas. Having a metropolitan
population of 7.4 million (with 5.2 million in the urban population) as per the 2014 census,
Yangon stands as Myanmar's most extensive city and serves as the economic and transportation
hub for the nation. The Ministry of Construction is actively engaged in public rental housing
initiatives in denscly populated cities like Yangon, Mandalay, and Nay Pyi Taw. These projects
aim to enhance the socio-cconomic conditions of the residents and create employment
opportunities within the construction scctor.

Housing constitutes a crucial clement of houschold wealth on a global scale, with
investments in housing consistently representing a significant aspect of individuals' lives. The
housing market plays a pivotal role in the urban economy, and cvaluating the significance of
goods in socicty is often done through their prices. Consumer preferences arc primarily
clucidated by prices in this context. Propertics that encompass a greater number of
characteristics desired by buyers tend to command higher prices, while those with fewer
features gencrally have lower prices (Robinson, 1979; Sheppard, 1999). House price prediction,
or residential property valuation, is indced a challenging task due to the multifaceted nature of
real estate valuations. Unlike other commodities, the value of residential properties is not solely
determined by their physical characteristics but also by factors such as location, neighborhood
quality, and the subjective perceptions of potential buyers. The complexity decpens when
considering that the market price of a house is driven by the willingness of buyers to pay. This
introduces a subjective clement that varics from person to person based on individual
preferences, financial capacity, and market conditions. As a result, determining an objective

1 Zin Zin Shwe (Ph.D). Professor, Department of Economics, Yangon University of Economics.
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and accurate price for a residential property becomes intricate duc to the subjective nature of
value and the interplay of various factors.

In addressing this complexity, predictive models and valuation techniques often
incorporate a wide range of variables, including both physical attributes and locational factors,
to provide morc accurate cstimations of housc prices. Machine Icarning algorithms, hedonic
pricing models, and statistical analyscs arc some of the tools cmployed to navigate the intricate
landscape of residential property valuation. A notablc (caturc of the rcal cstate market is its
inherent heterogeneity, making direct comparisons between its units challenging or sometimes
impractical. This complexity suggests the adoption of modcls for price calculation. Property
valuation employs various methods, with the comparative method, rooted in regression analysis,
cmerging as a preferred option duc 1o its ability to provide precise and objective asscssments
(Appraisal Institute, 200; Pagourtzi ct al., 2003).

This study concentrated on the urban housing market of Yangon. The rescarch
cmployed the hedonic pricing model. In Yangon, the prevailing housing type is apartment,
where houscholds cohabitate within a single building, cach owning individual housing units.
This arrangement facilitates the sharing of public green spaces and communal [facilitics.
Notably, in recent housing transactions are relatively slowed down, the property prices are not
cxpected to fall from their current levels as the dollar prices gocs up contributing to a relatively
stable transacted price during that period. This study sclects the sample apartment units from
Panpedan, Kyauktada, Sanchanung, Kamayut and Thingangyun townships which arc to be
transacted during 2023 and January 2024, as the cross-scction data.

The primary objective of this study is to introduce hedonic pricing modcls tailored for
the housing market in [ive townships within Yangon City. Such pricing models find
applications in various arcas, including tax valuations, aimed at calculating property taxes,
sales taxces, and capital gain taxes. To construct thesc models, it is imperative to delincate the
market arca under investigation, specily the variables to be incorporated in the model, acquire
a rcliable and substantial data sample, and subject the data to rigorous statistical analyses
(Appraisal Institute, 2001). It is noteworthy that, as of now, more or less populated townships
have not widcly adopted regression-based models for property valuation, potentially duc to the
perceived complexity of cquation building. It is crucial to demonstrate that the development of
straightforward price models is fcasible without requiring an extensive stafl or incurring high
costs for data collection and analysis.

This study aims to answer the following rescarch questions:

1. What arc the characteristics of the apartment units that commonly influence
housing prices in Yangon?

How do these characteristics impact on the apartment price in Yangon?

3. Which characteristic is most significant for the apartment pricc in Yangon?

[

II. Theory and Literature Review

2.1 The Theoretical Background

The application of hedonic pricing theory in the housing market can be traced back to
Alonso's theorctical framework, which serves as a fundamental comerstone in modern housing
theory. Lancaster introduced a new perspective in product rescarch, and Rosen further
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integrated Lancaster's approach to explore the hedonic model from both the consumer's and
producer’s perspectives. According to basic consumer theory, consumers aim to maximize the
utility of goods, while scllers strive for profit maximization. The market price of goods is
cstablished when consumers' willingness to pay (WTP) aligns with the producer's willingness
to accept (WTA), lecading to market equilibrium.

Rosen's (1974) theory integrated Lancaster's approach with utility and competition
theory, specifically applying it to heterogeneous product markets such as housing. The theory
posits that housing prices are determined by a combination of numerous attributes associated
with housing units. In this market, consumers aim to maximize the utility of the product, while
producers scck profit maximization. Equilibrium in the market occurs when the price derived

from consumers' willingness to pay (WTP) aligns with the producer's willingness to accept
(WTA).

Rosen introduced the concept that housing prices represent the sum of prices for
individual housing attributes. Each housing characteristic possesses its implicit price. Rosen
measured the quantity of the nth characteristic in each good, where Z, is represented by a real-
valued vector Z = (Zi, Za, ...Zn). Notably, a price function P(Z) = P(Zi, Za, ...Zy) is defined at
cach point on the plane. This pricc guides both consumers and producers in making location
choices concerning packages of characteristics bought and sold.

In Rosen's (1974) development of the hedonic function, a key summary is that
consumers strive for utility maximization, producers aim for profit maximization, and the
housing price is determined as the sum of each characteristic parameter multiplied by their
respective implicit prices. This approach reflects the interplay between consumer preferences

and producer considerations in shaping housing prices based on the diverse attributes of the
housing units.

In essence, the hedonic pricing model posits that a commodity can be viewed as a
combination of individual components or attributes, and the price of the marketed good is
derived from the value of these associated characteristics or services it ofTers. While the value
of these characteristics may not be directly observable, they significantly contribute to the
market price of the commodity. In the context of the housing market, the price of a house is
determined by factors such as locational attributes, structural characteristics, and neighborhood

attributes. These elements collectively shape the perceived value and, consequently, the market
price of the property.

2.2 Literature Review

Housing remains a perennial topic of concern for people worldwide. Numerous studics
investigate the housing market using the hedonic pricing model, spanning across both
developing and developed countries. This model offers a valuable framework for understanding
the intricate dynamics of housing markets and has been widely employed to analyze various
factors influencing property prices in diverse economic and geographic contexts.

Hai-zhen Wen ct al. (2005) conducted an analysis of housing prices in Hangzhou,
categorizing housing characteristics into structure, ncighborhood, and location using the
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hedonic pricing model. The study utilized 18 independent variables, adopting a linear
functional form for the hedonic price model. This emphasizes the significance of structural
features and underscores the applicability and eftectiveness of the hedonic model in the
Chinese residential housing market.

Lin (2005), focusing on household preferences, identified 17 key variables in the
housing market of Stellenbosch, South Africa. These variables comprised three continuous
factors: housing price, size of plot, and overall size of the building; three discrete factors:
number of bedrooms, number of bathrooms, and garages; and 11 dummy variables. Among the
dummy variables, nine were associated with housing locations, while the remaining two
variables identified the availability of a swimming pool and an alarm system. This
comprehensive set of variables aimed to capture diverse aspects of housing preferences and
characteristics in the Stellenbosch housing market. The regression results revealed that several
factors significantly contribute to residential housing prices in Stellenbosch. Specifically, the
size of the building, the number of bedrooms, the number of bathrooms, the amount of garage
spaces, the availability of a swimming pool, and the availability of an alarm system were
identified as significant determinants with positive impacts on housing prices. Moreover, six
locational dummy variables exhibited significance, but with a negative impact on residential
house prices. This suggests that houses located in these areas have lower prices compared to
those situated in the center of town. The study also highlighted the positive and significant
relationship between the availability of a swimming pool or an alarm system and residential
housing prices in Stellenbosch. This implies that the presence of these amenities contributes
positively to the overall value of residential properties in the area.

In Andres Jauregui's essay (2006), the focus was on seven major metropolitan statistical
areas (MSAs) in Ohio: Akron, Cincinnati, Cleveland, Columbus, Dayton, Toledo, and
Youngstown. The study employed the hedonic pricing model and selected 36 characteristics
related to housing prices as independent variables. The findings indicated that several factors
positively influenced house prices, including an increasing number of rooms, larger house and
lot sizes, and a greater number of full and half bathrooms. Additionally, houses equipped with
garages and pools tended to have higher selling prices. However, housing age had a negative
impact on house prices. The distance from the closest hazard variable was found to have a
positive and significant impact in all areas, while the square of this distance had a negative
effect. This suggests that housing prices increase at a decreasing rate as the distance to the
source of environmental risk decreases. Residents, in this context, showed a preference for
better environmental quality around condominiums. Furthermore, the study noted that the total
emissions in the air from all industries were significant in only three areas, demonstrating
inconsistency across the various regions under examination.

Monika Bazyl (2009) conducted a study measuring the impact of specific location
characteristics on housing prices in the Warsaw housing market using the hedonic pricing
model. The study included a total of 2300 observations. The results, based on the estimation
from the hedonic pricing model, revealed that green areas positively influenced flat prices when
located within a one-kilometer distance. Similarly, new metro stations within a one-kilometer
distance were associated with increased flat prices. On the other hand, industrial areas within
one kilometer decreased flat prices. This highlights that flat prices are influenced by their
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characteristics, as assumed in the hedonic pricing model, and are not significantly impacted by
neighboring flats. However, these effects are expressed as 'implicit prices' and do not explicitly
consider the influence of neighboring flat prices.

In a related study, Chihiro Shimizu et al. (2010) applied various variations of the
Hedonic Model. Their observation data comprised 211,179 samples collected between January
1986 and September 2006. The results indicated that the signs of each coefficient were
consistent, and the findings were similar to previous studies, reaffirming the reliability and
consistency of the Hedonic Model in assessing housing prices. Among the property
characteristics specific to condominiums, certain variables such as FS (floor space), BS
(balcony space), and NU (number of room units) exhibit positive values, indicating a positive
influence on housing prices. Consumers show a strong preference for larger floor space in the
entire condominium, as evidenced by the increase in unit price with increasing floor space.
This trend is similarly observed for balcony space (BS) and the number of room units (NU).
Conversely, variables like Age (age of the building), TS (time to nearest station), and TT (travel
time to CBD) have negative values, suggesting a negative impact on housing prices. With an
increase in the age of the building, there is a perceived deterioration in housing quality
compared to newer condominiums with improved facilities. Additionally, as the time to the
nearest station (TS) and travel time to the central business district (TT) increase, convenience
decreases due to the greater distance from populated and flourishing areas, resulting in a
decrease in housing prices. These findings highlight the importance of various property
characteristics in influencing condominium prices.

1II. Research Method
3.1. Hedonic Method

The Hedonic method, also known as the utility valuation method, has been a long-
standing approach applied to construct housing price indices. The formal contributions to
hedonic price theory are often attributed to Court in 1941, although some earlier informal
studies had been conducted. The term "hedonics" is derived from the Greek word "hedonikos,"
which translates to pleasure. In an economic context, it pertains to the utility or pleasure that
consumers derive from goods and services. The Hedonic method focuses on analyzing and
quantifying the various attributes or characteristics of a product or service, such as housing, to
understand their influence on the overall price or value perceived by consumers.

In order to construct pricing models, the first step involves the collection of relevant
data in the area of interest. Subsequently, the corresponding models are generated through
regression analyses. Regression analysis is a statistical technique used to establish relationships
between independent variables and a dependent variable, which in this context is the market
price. The primary goal is to formulate a numerical model that captures the underlying patterns
in the data.

The hedonic pricing model is indeed based on several key assumptions to facilitate its
application. These assumptions include:

22



Rescarch Journal, Vol.4, No. 1

Heterogeneous Goods: The assumption that goods are heterogeneous implies that each
product possesses a unique combination of various characteristics. In the context of real estate,
this would mean that houses, for example, differ in terms of location, size, amenities, and other
attributes.

Perfect Competition Market: The model assumes that the market operates under perfect
competition, where there are numerous buyers and sellers. In such a market, individual buyers
or sellers have a negligible impact on overall market conditions, allowing for simplified
modeling.

Perfect Information: Buyers and sellers are assumed to have perfect information about the
goods being exchanged. This implies that all relevant information about the characteristics and
attributes of the goods, as well as market conditions, is readily available to participants.

Market Equilibrium: The assumption of market equilibrium suggests that the market is in a
stable state, with no significant inter-correlations between the various characteristics of the
goods. In this scenario, the prices are determined at a point where the willingness to pay from
buyers aligns with the willingness to accept from sellers

The hedonic pricing model is employed to estimate how the different attributes of a
property contribute to its overall market price. Through statistical analysis, researchers can
quantify the impact of each attribute on the property’s price, providing valuable insights into
the factors that influence real estate values in a given market. Typically, housing attributes are
categorized into three main types: locational attributes (L), structural attributes (S), and
neighborhood attributes (N). Each of these attributes encompasses various characteristics of
the property, and these characteristics are measured using both quantitative and qualitative
methods (Chin Tung Leong, 2003). This classification allows for a comprehensive analysis of
the diverse factors that contribute to the overall value and pricing of a property. Locational
attributes consider the property's geographical position and surroundings, structural attributes
focus on the physical features of the property itself, and neighborhood attributes involve factors
related to the community or area in which the property is situated.

A hedonic price function can be proposed in a general form, often represented as
Equation 1, in mathematical terms: where the market price (P) of a property is a function (f)
of its locational attributes (Li), structural attributes (Sj), and neighborhood attributes (Nk).

P = f(Li,Sj, Nk) €Y

3.2 Studied variables

In this paper, 12 housing characteristics have been chosen as independent variables,
measured through both quantitative and qualitative methods. Table 1 provide details on the
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measurement of these characteristics and indicates the anticipated direction of the relationship
between housing prices and these specific attributes.

Table 1. Variable Description

Attributes Variables Measurement Sign
Location Township Dummies | Categorized by Kyauttadar =1 , Panpedan = | ?
(X1, X2, X3, X4) 2, Sanchaung = 3, Kamaryut = 4,
Thingankyun (Based)
Structure Floor area (X5) Total floor area of the apartment (square | +
Floor level (X6) metre) -
Bedroom (X7) The floor level of the apartment +
Bathroom (X8) Number of bedroom +
Orientation (X9) Number of bathroom +
(dummy) Apartment facing direction (the south/East
Apartment Age | facing apartment set as 1 and otherwise 0) -
(X10) Age of housing units
Neighborhood | Market (X11) Proximity to market (Yes=1; otherwise=0) +
Car Park (X12) Availability of car park (Yes=I; |+
otherwise=0)

Source: Author’ creation

In the context of the hedonic pricing model, the property price (P) is the dependent
variable. Indeed, location is often regarded as a pivotal and influential housing attribute. The
significance of location stems from its direct impact on various aspects that affect the
desirability and value of housing unit. Proximity to the central business area (CBA) is a critical
factor in determining the convenience and accessibility of a housing unit. Properties located
closer to the CBA often have better access to employment opportunities, public services,
cultural amenities, and entertainment options, making them more desirable and potentially
commanding higher prices.

The structural attributes contribute to the overall quality and characteristics of a housing
unit. The structural attributes can be a breakdown as floor area, floor level, housing orientation,
housing quality and age or housing. In the hedonic pricing model, these structural attributes are
considered influential factors that can affect the market price of a property. Neighborhood
attributes encompass characteristics of the surrounding area in which a housing unit is located.
These attributes can significantly influence the desirablility and market price of a property.

3.3 Data Collection
Yangon City

Yangon is situated in the southern part of Myanmar, along the eastern shore of the
Yangon River and the Andaman Sea. 1t serves as the gateway to the country and has a strategic
location for trade. According to the 2014 census, Yangon has a significant population, making
it the most populous city in Myanmar. The city is a melting pot of various ethnicities and
cultures. Yangon is the economic center of Myanmar, hosting a variety of industries including
finance, trade, manufacturing and services. The city plays a crucial role in the country’s
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cconomic activitics. The city has a rich history and is known for its colonial-cra architecture,
including the iconic Shwedagon Pagoda, a major religious and cultural landmark. In addition
to the Shwedagon Pagoda, Yangon is home to various temples, markets, and parks. The city
ofTers a blend of traditional and modern attractions. The city’s infrastructure is evolving to mect
the demands of'its growing population and cconomic activitics. While Naypyidaw is the official
capital of Myanmar, Yangon remains an important political and cconomic center.

Administratively, Yangon Region is subdivided in 45 townships and onc sub-township.
Among these, thirty-three townships, encompassing less than 10 percent of the total land arca
but hosting over 70 percent of the population in the Region, collectively constitute the urban
arca of Yangon city. This paper focuscs on the urban arca and the housing type of apartment to
be sure the homogencity of the housing samples. This study sclects 150 apartments from [ive
townships (Kyauktada, Pabedan, Sanchaung, Kamaryut, Thingangyun) in Yangon City bascd
on the active housing market, population dynamics, and social status. These apartments
transactions are relatively active between August 2023 and January 2024. This information is
obtained from the website of ShweProperty, which provides recal estatc service. The
characteristics ol townships have been gathered [rom the reports provided by the administrative
department.

IV. Empirical Results

This paper focuses on housing units in Yangon City that have been involved in
transactions between August 2023 and January 2024 within the real cstate services of
ShweProperty. A total of 150 sample units have been sclected for analysis. The characteristics
of these sample housing units arc outlined as (ollows.

4.1. The Descriptive of the Sample Housing Units

The study has defined housing price as the dependent variable, and it considers 12
housing characteristics as independent variables. These characteristics include township
apartment located (TSP, TSP2, TSP3, TSP4, TSP5), housing (loor arca (FA), housing floor
level (FLOOR), number of bedrooms (NBED), number of bathroom (NBATH), oricntation of
the housing units (ORIE), housing age (AGE), proximity to market (MKT), availability of car
park (CARPK). Descriptive statistics for these variables arc provided in Table 2.

In Table 2, the total price (PRICE) of the sample apartments ranges (rom 44 million
Kyat to 2500 million Kyat with a mean price of 235.49 million Kyat. The floor arca (FA) of
apartment ranges {rom 540 to 5000 squarc [cct, the average (loor arca is 978.233 squarc fcet.
The age (AGE) of the apartment difTers {rom 2 years to 26 ycars, the newest had been built two
year while the oldest bad been built 26 ycars. The apartment orientation (ORIE) is defined as
the dummy variable, the south or cast facing sct as | and other direction set as 0. Since mean
value is 0.427, 42.7 percent of the sample apartments arc facing the south or cast. The floor
level of the apartments (FLOOR) ranges from the 0 level to the cighth (loor, the mean of the
floor level is 2.8, which indicates that most of the sample apartment arc between second floor
and third floor. Number of bed rooms varics from 0 to 7 with mean valuc of 1.45. It means that
in average the sample apartments have about 2 bedrooms. The number of bathrooms differs
from 0 to 3 and in average the sample apartments have onc bathroom.
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Table 2 The Characteristics of the Sample Apartments

Characteristics (unit) | Minimum | Maximum Mean Std. Variance
Deviation

PRICE (*000,000

Kyat) 44 2500 | 235.490 2789.058 | 7778844.000
FA (squarc feet) 540 5000 | 978.233 449.308 | 201877.200
FLOOR (level) 0 8 2.800 2.017 4.067
NBED (number) 0 7 1.453 1.090 1.189
NBATH (number) 0 3 1.280 0.532 0.283
ORIE 0 1 0.427 0.496 0.246
AGE (ycar) 2 26 7.467 4.001 16.009
MKT 0 1 0.693 0.463 0.215
CARPK 0 1 0.180 0.385 0.149
TSP1(Kyauktadar) 0 1 0.153 0.362 0.131
TSP2 (Pabedan) 0 1 0.087 0.282 0.080
TSP3 (Sanchaung) 0 | 0.247 0.433 0.187
TSP4( Kamaryut) 0 1 0.247 0.433 0.187

Source: Author’s Calculation

Since the sample apartments arc [rom five different townships, there are four township
dummies for Kyauktadar, Pabedan, Sanchaung and Kamaryut, setting Thingangyun as the base.
24% of the sample apartments arc located in downtown, while Sanchaung and Kamaryut has
25% cach. Thus the rests (26%) of the sample apartments are in Thingangyun. And out of 67%
arc approximate to markets and only 18% are convenience for car park.

4.2 The Regression of the Hedonic Pricing Model

This study applied multiple regression with Ordinary Least Squares (OLS) to estimate

the hedonic pricing model in lincar functional form:

Price = By + 2 Bz +eli=123,.1)

i=1

n=12

26

@




Rescarch Journal, Vol.4, No.1

The regression result of the model can be summarized in table 3.

Table 3 The Regression Coefficients of the Hedonic Pricing Model

Variables CocfTicient Std. Error t-value
FA 0.1246** 0.560 2:22
FLOOR -25.4691** 104.558 -2.44
NBED -37.4190* 206.897 -1.81
NBATH 61.5863* 428.073 1.44
AGE -2.7402 55.971 -0.49
MKT 53.1478 515.741 1.03
CARPK 33.9930 557.909 0.61
ORIEN 61.9692 416.385 1.49
KTDTSP 280.8220*** 729.154 3.85
PBDTSP 231.4664** 879.935 2.63
SCGTSP 41.4888 627.611 0.66
KMYTSP -7.5152 617.027 -0.12
_cons 40.0137 733.631 0.55

R-squared 0.435

F-test (P-Value) 0.000

Obscrvation 150

Source: Author’s Calculation

***Significance level at 0.01; ** significance level at 0.05; * significance level at 0.1

In table 3, the regression result indicate that R-squared value is 0.435, suggesting that
the model accounts for 43.5% of the variability in housing prices. The overall F-test with p-
valuc less than 0.01 indicates that the modcl as a wholc is statistically significant in explaining
the housing prices.

It is noteworthy that except for the variable “number of bedrooms (NBED),” all other
variables cxhibit the cxpected signs, implying a consistent relationship between the
independent variables and housing prices as hypothesized in the model. It appears that there is
a positive relationship between the total squared [cet of the apartment and the apartment price,
and this rclationship is statistically significant at the 0.05 level of significance. The positive
sign indicates that, on average, as the total squarcd fect of the apartment increasces by onc square
feet, the apartment price tends to increase by 0.124 million Kyat as well, and this rclationship
is considered statistically mcaningful.

The coefficient of floor level (FLOOR) is statistically significant at the 0.05 level with
a valuc of -25.6491. This result suggests that the floor level variable has a significant impact
on the apartment price. The negative sign of the cocfficient indicates that, on average, as the
floor level increases by 1, the apartment price tends to decrease 25.469 million Kyat, holding
other variables constants.

The cocfTicients of number of bedrooms and number of bathrooms arc -37.41 and 61.58,
respectively. These coefficients are statistically significant at the 0.05 level. For the number of
bedrooms, the negative cocfTicient (-37.41) suggests that, on average, an increase in the number
of bedrooms is associated with a decrease in the apartment price, holding other variables
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constant. The negative relationship between the number of bedrooms and apartment price
might be attributed to several factors. In some housing markets, therc might be an oversupply
of larger apartments with more bedrooms. If the demand for such larger units is not
proportionate to the supply, it can lead to lower prices for apartments with more bedrooms. I
there's a prevailing trend or preference for smaller, more efficiently designed apartments, larger
units with more bedrooms might be less desirable, Icading to lower prices. On the other hand,
the positive coefficient (61.58) for the number of bathrooms indicates that, on avcrage, an
increase in the number of bathrooms is associated with an increase in the apartment price,
holding other variables constant.

The cocfficient of apartment age being -2.7402 indicates a negative relationship
between the age of the apartment and its price. The coefficients for the dummies representing
proximity to market, availability of car park, and the orientation of the apartment arc 53.147,
33.993, and 61.969, respectively. These cocfficients suggest the average change in the
apartment pricc associated with cach of these variables when compared to their reference
categories. For the dummy variable representing proximity to market (MKT), the coelTicient
of 53.147 indicates that, on average, apartments in proximity to the market have a higher price
compared to those not in proximity, holding other variables constant. The coefTicient of 33.993
for the dummy variable representing the availability of a car park (CARPK) suggests that, on
avcrage, apariments with available car parks have a higher price compared to those without car
parks, holding other variables constant. The coefficient of 61.969 for the dummy variable
representing the orientation of the apartment (ORIEN) indicates that, on average, apartments
with a specific orientation have a higher price compared to apartments with the reference
orientation, holding other variables constant. However, the key point here is that thesc
coefTicients are not statistically significant. When a coefTicient is not statistically significant, it
means that there is not enough evidence to conclude that the variable (in this case, apartment
age) has a meaningful impact on the dependent variable (apartment price) in the population. In
other words, the observed relationship might be due to random variation, and it's not strong
enough to make reliable predictions or draw conclusions about the entire population.

The coefficients for the location dummies of KTDTSP (Kyauktada), PBDTSP
(Pabedan), SCGTSP (Sanchaung), and KMYTSP (representing another location, possibly a
township) are 280.8, 231.464, 41.489, and -7.5152, respectively. These coefficients represent
the average change in the apartment price for apartments located in cach of these townships
compared to a reference location (which is likely the baseline or omitted category). The
cocfTicient of 280.8 suggests that, on average, apartments located in Kyauktada have a higher
price compared to the reference location, holding other variables constant. The coefTicient of
231.464 indicatcs that, on average, apartments located in Pabedan have a higher price compared
to the reference location, holding other variables constant. The coefficient of 41.489 suggests
that, on average, apariments located in Sanchaung have a higher price compared to the
reference location, holding other variables constant. The coefTicient of -7.5152 indicates that,
on average, apartments located in this specific location have a lower price compared to the
reference location, holding other variables constant. These cocfficients provide insights into
the location-specific impact on apartment prices, as captured by the dummies for cach township.
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V. Conclusion

The hedonic pricing model has indeed been widely employed in numerous studies to
understand the intricate relationship between house values and their associated characteristics.
The selection of variables in hedonic pricing models is a crucial aspect and varies across studies
due to the localized preferences and unique features of each housing market. Geographical
factors, cultural nuances, and regional preferences play significant roles in determining which
characteristics are considered important and influential in a particular location. The adaptability
of the hedonic pricing model allows researchers and practitioners to tailor their analyses based
on the specific dynamics of each real estate market. This flexibility is essential for capturing
the diverse array of factors that contribute to the value of a property in different regions,
ensuring that the model reflects the intricacies of each local housing market.

In conclusion, this study applied the hedonic pricing model to investigate the intricate
relationship between apartment prices and various associated characteristics in Yangon City.
The analysis considered a comprehensive set of variables, encompassing locational, structural,
and neighborhood attributes, to discern the factors influencing housing prices in this dynamic
urban environment.

Key findings include that all other variables exhibit the expected signs, implying a
consistent relationship between the independent variables and housing prices as hypothesized
in the model, expect for the variable number of bedrooms. The model demonstrated a
comprehensive understanding of the factors influencing apartment prices in Yangon,
considering a wide range of locational, structural, and neighborhood attributes, in capturing the
complexity of Yangon's real estate market, showcasing the adaptability of the hedonic pricing
model to diverse geographical and cultural contexts. On the other hand, effectiveness of the
model is contingent on the availability and accuracy of data. Limitations in data quality or
missing variables may impact the precision of the results. And the model assumes homogeneity
in the impact of certain variables across different locations, which might oversimplify the real-
world scenario where preferences and influences can vary widely.

It is noteworthy that the significance of certain variables, such as floor area, level of
floor and some location dummies, underscores the nuanced nature of the local housing market.
The positive relationships observed between specific characteristics and apartment prices
provide valuable insights for both researchers and stakeholders in the real estate industry.
However, it is essential to interpret these results with consideration for some limitations.
Further studies could delve, conducting a longitudinal study to capture the dynamic nature of
Yangon's real estate market. This would help in understanding how trends evolve over time,
considering economic fluctuations and policy changes, enhancing our understanding of the
unique dynamics shaping apartment prices in Yangon City.

In summary, the application of the hedonic pricing model in this study contributes to
the growing body of knowledge in real estate economics, offering valuable insights into the
factors influencing apartment prices in Yangon. As the real estate landscape continues to evolve,
the findings from this study can inform policymakers, developers, and investors, facilitating
informed decision-making and sustainable development in the housing market.
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VI. Recommendations

The empirical results derived from the study can offer valuable insights and guidance
to various stakeholders in Yangon City, including housing producers, consumers, local
governments, and city planners.

For housing producers, they can apply the findings to strategically plan and design
housing projects that align with the preferences and priorities of potential buyers, analyzing
population growth, employment opportunities, and other factors influencing housing demand
to pinpoint priority locations. In order to meet the growing demand for environmentally
conscious living, they should encourage the incorporation of sustainable and eco-friendly
elements in housing projects.

For consumers, information on the factors influencing housing prices can enable
consumers to make informed decisions based on their preferences. Understanding the implicit
prices of various housing characteristics could support consumers in budgeting for properties
that align with their desired features.

The local governors could inform the formulation of housing and urban development
policies by considering the identified factors influencing apartment prices. The governors
implement targeted incentive programs to encourage sustainable development practices and
address specific community preferences. Using the findings, the governors can adjust zoning
regulations that contribute to balanced and well-planned urban development.

City planners could make plan for infrastructure development in line with the
preferences identified in the study, focusing on areas with high housing demand. City planner
should prioritize the creation of public spaces and amenities that enhance the overall livability
of neighborhoods, contributing to urban well-being.

Finally, suggestion to the future researchers could be concluded form the variable
selection and measurement methods. By focusing on these aspects, future researchers can
contribute to the ongoing advancement of hedonic pricing models in the housing market,
ensuring a nuanced understanding of the complex relationships between housing characteristics
and prices. The flexibility to adapt variable selection and measurement methods allows for a
more comprehensive exploration of the factors influencing housing prices in diverse urban
context.
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A Study on the Employability Skills Level of Banking Staff in Myanmar:
A Case of Four Types of Banks
Htay Htayl
Abstract

The objectives of this study are to identify the level of employable abilitics possessed by

banking staff and ascertain managers' opinions regarding the importance of emplovability

skills across four different bank types in Myanmar. State-owned. semi-govemment,

commercial, and forcign branch banks were the four types of banks that this study

analyzed. It did, however. have two banks of cach type. As a result. eight banks in Yangon

were surveyed for this study. Both primary and sccondary data were utilized in this study,

which applicd the descriptive research technique. By using a simple random sampling

technique, 294 respondents in the surveyved banks were distributed standardized

questionnaires in order to gather primary data. The Carcer EDGE Model—carcer

development Ieaming, expericnce, degree subject knowledge. emotional intelligence. and

generic skills—formed the basis of the questionnaires. The survey demonstrates how

important it is for banks and employces to understand the employability skills required by

a globally competitive cconomy and to prepare for them. All surveved banking staff have

medium-low corc ecmployability skills. Among employability skills. at the current level.

their gencric skills scores arc medium-high, while at the entrance level, their core scores

arc medium-low. However, in order to advance their existing job position and carcer

development, they must improve their emplovees' employability skills including generic

skills. On the other hand, managers said that the important level of generic skills is

currently medium-low. It demonstrates the nced for managers to recvaluate their views on

the necessary skill set and the significance of generic skills. The employability skills of

their staff members at all levels and in all functional arcas nced to be reviewed and

reconsidered by HR managers and other managers. Then, together with the boss and the

management tcam, they should improve the employability skills of their staff members

through HRD programs.

Key words: Employability, Employability Skills. Banking employees

1. Introduction
Nowadays, Myanmar's banking industry has made a major contribution to the

development of economic progress. In the Myanmar economy, banks are responsible for a range
of tasks. Myanmar's banks are also being impacted concurrently by globalization. The
competitive landscape is becoming dominated by globalization, which calls for new abilities
and methods of approaching companies. It is essential to have both a global perspective and
local commitment (Halli & Vadana, 2012). If banks want to accept this situation and keep their
position, they need to concentrate on enhancing the abilities and talents of their staff. Moreover,
banks are service-oriented, labor-intensive businesses. The main priorities of the banking
personnel who supply the services are to deliver superior financial services, obtain a competitive
advantage over other banking establishments, increase customer satisfaction, and loyalty.
Employee training will be a key process in the banking sector. Their prosperity and position

| Dr.. Associatc Professor. Department of Business and Economics. National Management Degree College
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could be destroyed if this procedure is disregarded becausce it pertains to banking. Consequently,
banks nced to rcconsider and update their approaches to human resource management,
particularly with regard to hiring, training, and creating procedures that consider a global
viewpoint.

In the latter case, banks must raisc the employability skill level of their employees.
Employability abilitics, according to Yorke & Knight (2006), arc a collection of
accomplishments—skills, knowledge, and personal traits—that increase graduates' chances of
getting a job and succceding in their chosen ficlds, which benefits the workforce, the
community, and the cconomy. According to Romlee (1999), employers in the ficld of work
expressed dissatisfaction with technical graduates' interpersonal, communication, critical
thinking, problem-solving, and entreprencurial skills, even though they believe the graduates
have ecnough technical capabilitics. Banks must undertake aceeptance competency cvaluations
to determine the employable abilities that arc most valued in order to adjust to changing
cmployment demands. At that time, they have to get rcady to exccute human resource
development programs in order to improve the necessary knowledge and abilitics. To guarantee
the systematic and planned growth of personnel abilitics, enthusiasm, motivation, and
clTectivencss, a continuous process is required (Rao, 1990).

In contrast, banking employces must constantly assess their cmployability skills and
have a learning mindset in order to acquire new information and abilities and adapt to shifiing
job demands. Subscquently, they must determine which abilitics need to be modified and
cnhanced in order to mect both their own and organizational objectives. In order to do this, a
performance evaluation system is a crucial tool for banks and their employces to understand the
present state of employable skills. Additionally, they should constantly carry out research to
determine what abilitics will be required and how to adapt and improve them in order to survive
and thrive in the current competitive climate.

II. The Objectives of the Study

This study sceks to identify the level of employability skills possessed by banking stafl’
and ascertain managers' opinions regarding the importance ol employability skills across four
difTerent bank types in Myanmar. Conscquently, this rescarch will be helpful to bankers and
banking stafT, scrving as a guidc to improve employces' employability skills across all business
sectors, including the banking scctor.

II1. Scope and Method of the Study

This study focuscs on four difTerent types of banks: forcign branch banks, state-owned
banks, private banks, and scmi-government banks. The study also comprised two banks of cach
kind. As a result, cight banks in Yangon were surveyed for this study. This study uses primary
and sccondary data, and it follows the mcthodology of descriptive rescarch. The rescarcher
used structured questionnaires to collect the primary data. The questionnaires were based on
the Carcer EDGE Model, which has five lower-ticr components: carcer development learning,
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experience, degree subject knowledge, emotional intelligence, and generic skills. These
components are crucial for both technical and personality traits, and they also provide
information on what should be included and considered in regard. The sccondary data came
from books, research articles, the internet, and information gathered from surveyed banks.
Using the simple random sampling method, the study distributed structured questionnaires to
294 respondents—188 banking stafl members and 106 managers—[rom the studicd banks in
order to gather primary data. To find out how the respondents perceived, descriptive statistics
were computed for each of the variables under examination, including frequency, percentage,
mean, and standard deviation.
IV. Literature Review
1. The Concept of Employability

There are a number of ways to definc "employability," including what it isn't, can be,
and should be. Employers and cducators usc the term "employability” in difTerent contexts.
However, it's obvious that employability has been a major concern in developed countries for
many years (Poropat, 2011). In 1997, employability was designated as onc of the four
foundational policy pillars of the European Employment Strategy. It continues to be a major
goal and is expected to be essential to fulfilling EUROPE 2020's goals for cmployment, social
progress, and education. Employability is a long-standing yet divisive issue that has just
recently come to light in local, regional, national, and worldwide theoretical and policy
discussions (Gazier, & European Commission, 1999)

The definition of employability is as follows:

- According to Hills and Pollard (1988), employability is defined as the ability to secure
first employment, sustain employability, and securc employment when necded.

- Dacre Pool & Sewecl, (2007) and (2012) state that having a mix of skills, knowledge,
understanding, and personal qualities boosts a person's chances of choosing and
obtaining a good job.

- Schreuder & Coetzee, (2011) define employability as a person's capacity to excel in a
range of roles and their ability to become and remain in demand in the job market.

- Employability is the abilitics needed to reach one's potential and successfully contribute
to an organization's strategic orientations are not only necessary f[or securing
employment, but also for carcer advancement within a company (Australian Chamber
of Commerce and Industry and Business Council of Australia, 2002).

- Moreland (2006) states a set of skills, information, and personal qualities that improve
an individual's prospects of locating and thriving in their chosen areas, so helping the
labor force, the economy, the community, and the individual themselves.

2. Definition of Employability Skills

Employability skills arc defined in the following illustrations:
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- the abilitics needed to reach one's potential and successfully contribute to an
organization's strategic oricntations arc not only nccessary for sccuring ecmployment,
but also for carcer advancement within a company (Australian Chamber of Commerce
and Industry and Business Council of Australia, 2002).

- asetof skills, information, and personal qualitics that improve an individual's prospects
of locating and thriving in their chosen arcas, so helping the labor force, the economy,
the community, and the individual themselves (Moreland, 2006).

- the skills that almost cveryone nceds for almost any carcer. These are the skills
necessary for an individual to usc the more specialized knowledge and technical skills
that their specific workplaces will require (UK Commission for Employment and Skills,
1990)

- According to McQuaid & Lindsay (2005) and Harvey (2001), cmployability skills arc

directly related to landing and keeping a job.

Numerous scholars from diverse countrics have developed a range of employability
skill models. Various academics devcloped a number of employability models in Australia in
2000, the UK in the 1980s, and Europc in the 1990s. There arc cmployability models in the
latter, including the Carcer EDGE model (Pool & Sewell, 2007), the USEM account of the
cmployability model (Yoke & Knight, 2004), and thc DOTS cmployability model (Law &
Watts, 1977). The Carcer EDGE model was sclected for this study's investigation of the
examined banks' current employability abilitics among the models previously discussed.

3. The Career EDGE Model

The Carcer EDGE model, which is shown in Figure (1), provides an illustration of the
fundamental parts of employability as well as a suggestion for how thesc [actors interact.

Figure (1) The Essential Components of Employability
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The Carcer EDGE concept was first presented in 2007 by Dacre Pool & Seweell. Since
then, it has reccived nothing but praisc from both domestic and international sources.
Nevertheless, practitioners felt that previous employability models were too complicated to be
practically applicable. The Carcer EDGE model provides a clear framework for employability
development, making it useful for academic staff, career staff, and any other practitioners
participating in cmployability activities. It provides a framework for the crucial components of
devcloping employability. The five elements on the lower layer of the Career EDGE model—
carcer development lecarning, experience, degree topic knowledge, abilities and understanding,
generic skills, and emotional intelligence—can be casily remembered with the help of the
model. The Carcer EDGE model's examined clements are described in the sections that follow.

(a)  Career Development Learning

Pcople who graduate need to reccive some career development learning instruction in
order to give themselves the best chance of sccuring prosperous and meaningful occupations.
They must also Iecarn how to sell themselves to employers, rescarch the job market to find out
what opportunities are out there, and choose a carcer that they are knowledgeable about. They
will nced guidance and support on how to best communicate to potential employers about their
successes and how they will bencfit them in application forms, resumes, and interviews afier
acquiring a vast amount of knowledge, comprehension, and skill in college.

(b) Experience (work and life)

One other element from the Career EDGE model's bottom layer is "cxperience”. This
includes experience in the workplace, but for many pcople, other life experiences are just as
important. The following significant findings about work experience opportunitics in higher
cducation were made by the government-appointed Work Experience Group in 2002:

- People of all ages can improve their employability and acquire critical competencics
and abilitics by using the experiences they have had in the workforce, provided they
receive the right supervision.

- Pcople with work experience, the capacity to reflect on that experience, and the ability
to articulate and apply what they have learned arc highly valued by employers.

- Employers and academic institutions working together can improve the quantity and
quality of work-rclated learning opportunities.

Researchers at the Pedagogy for Employability Group (2004) found that graduates with
work cxperience were more likely to secure employment than those without. It's critical to
consider the wider range of life experiences that many students—particularly the more mature
oncs—bring 1o higher education. In order to increase their employability, students must be
given this knowledge and dircction on how to apply their lifc experience and work-related
expericnce, whether they have gained it through volunteer work, part-time employment, or
coursework.
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(c) Degree Subject Knowledge, Understanding, and Skills

This has to be the model's central idea. Most people believe that attending college is a
good method to gain a degree, study a subject in-depth, become more qualified, and eventually
find a better career. In actuality, there are still a lot more work possibilities available to those
with higher qualifications (Johnes, 2006). Perhaps because this is the only criteria available to
them, employers and companies will evaluate graduates according to the quality of their degree
program (i.e., degree classification). This particular aspect of graduate employability must be
acknowledged for its crucial importance, since it usually applies whether or not graduates are
going into fields directly connected to their degree. While subject-specific knowledge,
comprehension, and skills remain important in many contexts, they will not guarantee graduates
successful and satisfying jobs after graduation.

(d) Emotional Intelligence

Moynagh and Worsley (2005) argue that emotional intelligence will become even
more important in the knowledge-based economy of the future due to the predicted increase
in customer-facing positions, which primarily rely on human connection.

Emotional intelligence has been defined as:

- According to Goleman (1998), emotional intelligence is the ability to identify our own
feelings as well as those of others, to motivate oneself, and to effectively manage emotions in
both interpersonal and personal contexts.

- As described by Mayer et al. (2004), the capacity to reason about feelings and to use
feelings to enhance reasoning. It includes the following abilities: accurately recognizing
emotions; producing and accessing emotions to support thought; understanding emotions and
emotional knowledge; and reflectively controlling emotions to promote emotional and
intellectual growth.

Research shows that people with high emotional intelligence motivate others and
themselves to achieve more. They also enjoy better health, stronger interpersonal relationships,
and higher levels of professional performance than those with low emotional intelligence
(Cooper, 1997).

(e) Generic Skills

In the literature, academics have been deeply divided about what to call generic skills—
also known as "transferable skills," "core skills," or "key skills." In addition to seeking
individuals who graduate with needed subject-specific knowledge, abilities, and readability,
employers also value graduates with strong generic skills across a variety of domains (Harvey
et al., 1997).Employers should anticipate that graduates have developed the following generic
skills, according to a list provided by the Pedagogy for Employability Group (2004), which is
based on research conducted over the last 25 years: working in a team, imagination/creativity,
adaptability/flexibility, willingness to learn, autonomous working/independent working,
ability to manage others, ability to work under pressure, numeracy, attention to detail, time
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management, assumption of responsibility and for making decisions, planning, coordinating,
and organizing ability, and ability to use new technologies.

V. Analyzing and Findings
1. Profile of Staff and Manager Respondents

This section presents the profiles of staff and manager respondents who deal with the
surveyed banks in Table (1). This presentation covers the age, gender, education, and service
years of respondents.

According to Table (1), 69% of the 188 banking staff respondents are under 30 years
old. This is the largest age group. With 23% of the respondents, the second-largest age group
is those between the ages of 31 and 40. Furthermore, 7% of the respondents are between the
ages of 41 and 50, and 1% are 51 years of age or older. There are 49 men (26%), and 139
women (74%), making up the gender composition. The banking staff members are categorized
into three divisions based on their educational backgrounds: undergrad, bachelor, and master.
As per the survey results, all of them possess a bachelor degree. There aren't any undergraduates
or master's degree holders. Consequently, every member of the banking staff that responded is
a graduate. 78% of banking staff respondents have been employed for one to five years, 12%
have been employed for six to ten years, 4.7% have been employed for eleven to fifteen years,
and 5.3% have been employed for sixteen to twenty years. It showed that most banking
employees who responded have between one and five years of service.

Table (1) Profile of Staff and Manager Respondents

Description Employee Manager
No. ] Percentage No. Percentage
Age (Years)
Under 30 130 69% 15 14%
31-40 44 23% 48 45%
41-30 13 7% 32 30%
51 and above 1 1% 11 11%
Gender
Male 49 26% 20 19%
Female 139 74% 86 81%
Education
Under Graduate 0 0% 90 85%
Bachclor Degree 188 100% 16 15%
Master Degree 0 0% 0 0%
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Service Years

1-5 146 78% 81%
- 0,

6-10 23 12% 36

11-15 9 4.7% 12%

16-20 10 5.3% 12

20 and above 8 8%
Total 188 100% 106 100%

Source: Surveyed data. 2017

Additionally, Table (1) shows the demographic characteristics of 106 managers who
participated in the study from eight different banks. In terms of age, 14% of management
respondents were under 30, 45% were between the ages of 31 and 40, 30% were between the
ages of 41 and 50, and 11% were beyond the age of 51. 81% of the manager respondents were
female, and the remaining 19% were male. There were three stages of study in the field:
bachelor, master, and doctoral. Of the management responses, 85% had a bachelor degree, and
15% had a master. No Ph.D. holders existed. 81% of manager respondents had worked for one
to ten years, 12% for eleven to thirty years, and 8% for twenty-one to thirty years. The majority
of manager respondents to this question had worked there for less than ten years.

2. Analysis on the Employability Skills Level of Banking Staff

The Career EDGE model's skill set served as the foundation for the survey design. As
a result, this study discussed how each of the following elements of the Career EDGE model is
perceived: emotional intelligence, generic skills, experience work, degree topic knowledge, and
career development learning. The researcher created two sets of questionnaires specifically for
this study in order to get information on managers' and bank workers' opinions about
employability skills in the banking sector. The survey employed a S-point Likert scale with
values of 1 (none), 2 (poor), 3 (average), 4 (able), and 5 (very able) for the banking staff
respondents. Respondents at the manager level assessed the generic skill's value on a 5-point
rating system, with 1 being "not important" and 5 representing "very important." Based on the
mean score that was produced using the Nurnaly (1978) formula, the variables were measured.
As can be seen in Table (2).
Table (2) Degree of agreement level by Score means value

Score mean Degree of agreement level
1.0 -2.00 Low
2.0-3.00 Medium Low
3.01-4.00 Medium High
4.01-5.00 High

Source: Nurnaly. J (1978)
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(1) Analysis on Career Development Learning of Banking Staff

The results of career development learning skills in Table (3) showed that there were
not significant differences in the studied banks' career development skills. Nevertheless,
compared to the staff of the other surveyed banks, the mean values of the employees of the
foreign branch banks were greater. It was a sign that they were aware of the kinds of professions
that would fit their personality, what they wanted out of a career other than financial gain, where

to go for information about employment that attracted their interest, and that they could
effectively obtain the kind of work they desired.

Table (3) Self rating of Banking staff on Career Development Learning

State Semi-Gov . Foreign
Owned B l;"w:e Branch
anks s
No. Description Banks s Banks
Mecan Mean Mean Mean
Knowing what kinds of work would . .
1 suit your personality S <81 234 313
Knowing what you want from ) o
2 working life, apart from money. 2.9 2.88 262 i
Knowing where to find out
3 | information about jobs that interest 268 292 292 3.00
me.
Knowing what you want to do when . "
4 you finish your degree. 283 2.93 2.83 288
Knowing what is required for you to
5 | successfully secure the sort of work 286 298 3.05 3.25
you want to do.
Overall mean value of cach type of banks 278 292 291 3.10
Overall mean vale 2.93

Source: Survey Data (2017)

However, compared to employees at other kinds of banks, state-owned bank employees
lacked career development skills. The distinction between semi-government and private banks
was not significant. The average across all bank types showed that banking employees' career
development skills were at a medium-low level.

2) Analysis on Experience (w ork & Life) of Banking Staff

The Self-rating of banking staff's work and life experience was shown in Table (4).
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Experience (Work & life)

State i Foreign
Owned Semi-Gov Private
Bk Branch
L. Banks Banks
No. Description Banks LBl Banks
Mcan Mecan Mcan Mean
1 Preparing to get working experience 2 2,23 2.52 3.00
2 | Trying to have working experience. 28 2.88 2:92 3.63
3 [Having some of work relevant 68 173 5 a3 1.50
experience before this job. 1.6 T 24 =
Explaining the value of your
i .. 2.62 2
4 experience to a potential employer. 2.62 2.67 2.87 2.63
Overall mean value in cach type of banks 2.28 2.38 2.68 2.69
Overall mean vale 2.51

Source: Survey Data (2017)

clTorts.

(3

The analysis showed that employees of forcign branch banks had the highest mean
valucs, followed by employcees of private banks (Table 4). To sum up, the remaining three types
of banking stall’ members' mecan scores [or having previous work-related experience were
lower, especially compared to forcign branch banks’ stall. All of the surveyed banking
cmployces had less than average amounts of relevant work experience, despite their best

Analysis on Degree Subject Knowledge of Banking Staff

The Sclf-rating of banking stall's degree subject knowledge was shown in Table (5).

Table (5) Self rating of Banking Staff on Degree Subject Knowledge

State . .z Foreign
Owned | Semi Gov | Private
Branch
No. Description Banks Banks Banks Banks
Mcan Mecan Mcan Mcan
Feeling that the education you have
1 | received at the university has been 2.35 2.65 2.42 2.63
adequate.
) RmiT]g Ih.C cmployment potential of 242 2 88 277 295
your degree.
3 | Satisfying your academic performance )
in your job. 2.6 2.75 2.53 2.63
- academi rforma in li
4 Ypun academic per fo:_|-1nncc in linc 295 )57 108 538
with your carcer requirecment.
Overall mean value in cach type of banks 2.40 2.71 2.20 2.47
Overall mean value 2.45
Source: Survey Data (2017)
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It displayed the findings of a study of how banking stafT in the studicd banks fclt about
their level of subject expertise. Across all surveyed banks, the average mean valuc of degree
subject knowledge was less than three (total mean value = 2.45). The outcome showed that their
university education was of a medium-low level, which had a negative impact on their academic
performance relative to their occupation requirements.

(4)  Analysis on Emotional Intelligence of Banking Staff

The perceptions of banking employces regarding their emotional intelligence are shown
in Table (6). Table (6) presents the results, which indicated that the overall average mean (2.69)
of stafTemotional intelligence was the medium-low value across all the banks studied. As aresult,
the banking stafT of cvery bank that was studied needed to be better than average or had a lower

average at figuring out what other people are experiencing, how they are fecling right now, and
how to properly manage their ecmotions.

The findings showed that employees in semi-government and private banks had higher
cmotional intelligence than employces in statc-owned and forcign branch banks. Effective
emotional management had a mean score of 2.16 at statc-owned banks, while attentive listening
to others' reactions had a mean score of 2.18. It is demonstrating that, in comparison to forcign

branch banks, its mean values arc lower. Regarding emotional intelligence competencies, there
is no obvious difference between semi-government and private banks.
Table (6) Self rating of Banking Staff on Emotional Intelligence

State Semi potvat Foreign
Owned Gov Br'w:( ¢ | Branch
anks
No. Description Banks R Banks
Mcan Mcan Mcan Mecan
Being good at working out what other
1 people are feeling. 2.82 2.88 2.87 2.75
Being good at knowing how you are
2 | feeling at a given time. 2.33 292 2.88 2.63
3 | Managing your emotions effectively. 2.16 2:72 2.78 2.25
4 | Giving attention to what others say. 222 295 3.02 2.75
5 | Trying to know other side’s case. 245 2.83 2.98 25
6 | Listening to responses from others. 2.18 3.08 3.06 2.63
Overall mean value in cach type of banks 2.36 2.90 293 2.59
Overall mean vale 2.69

Source: Survey Data, 2017
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(5) Analysis of Generic Skills of Banking Staff

In order to cvaluate the level developed through a university degree, the study on generic
skills used a questionnaire that had two parts: (a) asscssing generic skills at entry level and (b)
evaluating generic skills at their current level in their job. Additionally, 30 skill sets were
recognized as skill inventories by generic skill. The results are shown in two tables. There were
fificen skill sets related to generic skills in cach table. The self-rating of banking stafl members'
gencric skills, including those at entry, and their current level of generic skills are detailed in
Appendices (A) and (B). The summary results arc shown in Table (7).

Table (7) shows that there was no obvious variation in the mean valuc of generic skills
at the entry level for banking cmployces among the surveyed banks. At the current level, the
semi-governmental, private, and forcign branch banks had greater mean values than state-
owned banks. Furthcrmore, the overall mean valuc of all examined banks had an entry-level
medium-low score range (overall average mean = 2.46). Nonctheless, the generic skills’ average
mcan valuc at the current level exhibited a medium-high score range (total average mean =
3.006).

Because of this, the banking stall's undergraduate degree was insufficient to meet their
profcssional needs. Their working environment had helped them improve their generic skills
alter years of experience. Regardless of whether the banking stall” works for a state-owned,
semi-governmental, private, or foreign branch bank, these talents need to be raised (rom a
medium-high to a high score level.

Table (7) Self rating of Banking Staff on Generic skills

State Owned Semi Gov. Foreign Branch
Banks Banks Private Banks Banks
Description
Entry | Current | Entry | Current | Entry [ Current | Entry | Current
Overall mean value | 2.42 2.85 2.41 3.23 2.40 3.03 2.61 3.12
in cach type of
banks

Overall mean value
of Entry level in all

types of banks 2.46

Overall mean value 3.06
of Current level in
all types of banks

Source: Survey Data (2017)
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5.3  Analysis of the Managers' Opinions on the Importance of Employability Skills

This analysis focuses on the managers' opinion on the importance of employability

skills, especially generic skills. Table (8) shows the summary findings of the manager's opinion
on 30 generic skills.

Table (8) Opinion of Bank managers on the Importance of Generic skills

State Owned Semi Gov. Foreign Branch

Banks Banks Private Banks Banks
Description

Overall mean value 3.21 2.99 3.07 2.64
in cach type of
banks

Overall mean value
on the importance
of Generic skills 2.98

Source: Survey Data (2017)

With the exception of foreign branch banks, the findings indicated that managers in three
different types of banks—private, semi-government, and statc-owned—rated the significance
of generic abilitics at a medium-high score level. However, cmployability and generic skills
received a medium-low rating from forcign bank managers. It indicated a lower level of
professional expericnce among workers of forcign branch banks. They do not understand the
workings of international banks. Their familiarity with the functions and operations of forcign
banks is lacking. Right now, they need to be more technically proficient. Across all of the banks
under study, bank managers' opinions on the importance of generic skills were found to be
average. Every manager at the surveyed banks needs to have an awarencss how important
cmployability skills are for the jobs that businesses are secking today.

6. Suggestions

The results of this study indicated that the ability status of banking employees with
rcgard to learning experiences, degree subject knowledge, carcer growth, emotional
intelligence, and general abilitics had a medium-low score level at the entry level. In contrast,
the level of generic skills currently had at a medium-high degree. Generally, the employability
skills of banking personnel were average. In order to meet the demands of their banks and
maintain their bank’s positions in a compctitive market, thcy must thus enhance their
cmployable skills. Therefore, in order to be regarded as global talent, banking employees must
keep up with changes in their knowledge and awareness. Banking employees should attempt
with their sclf-study, sclf-development plan, and different forms of ongoing Icarning initiatives.
Depending on the skills they need, they will attend and study at different career training centers.
Additionally, they ought to be a part of training courses for the HRD practices of their individual
banks. Banking employces also nced to cultivate a lifelong culture of continual learning.
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Banking employees should make these efforts in order to boost their employability and bank
performance, which will make them more competitive.

The study found that the managers’ perceptions of the important level of employability
skills, specifically generic skills, had a medium-low level in Myanmar surveyed banks. It
showed that managers’ perceptions of the skills required must change their understanding of
the importance of generic skills. Today, banks are competing against each other in order to
adapt and remain in the market, regardless of the type of bank. Consequently, banks need to
employ a competitive workforce with both academic and technical skills as well as non-
technical and occupational abilities like interpersonal communication, creative thinking,
problem-solving, adaptability to new environments, knowledge of other cultures and customs,
etc. All managers, including those in HR, need to reevaluate and assess the employability skills
of their staff members across all functional areas and at all levels. Following that, they should
work with the boss and higher management to improve their staff members' skills that can be
utilized through HRD programs. To perform these activities, managers’ assessment,
commitment, and recommendation are essential combination efforts in respective banks.

7: Conclusion

The skill level and quality of the banking staff have a big influence on the overall
performance of the bank because banking is a service industry. As a result, banks should
prioritize personnel development. According to the study, their academic performance has not
kept up with their employment requirements, and their university education has been of a
medium-low quality. The banks need to improve the skills of their employees by giving them
more and more chances for training and development, fostering a culture of lifelong learning,
and exchanging information within the workplace. First and foremost, banks need to have an
assessment system for every employee as well as a way to track and determine their needs in a
continuously changing environment. Then, they must periodically throughout the year or on a
regular basis assess the employability abilities of their personnel. Second, each bank needs to
create a human resource development strategy that is both successful and efficient. The banking
personnel will also acquire new skills, knowledge, an higher performance standards as the
banks continue to do this in order to meet the difficulties posed by the quickly evolving
workplace technology and growing competition. Additionally, by developing their self-
efficacy, self-confidence, and self-esteem, banking employees can strengthen the bonds that
connect their knowledge, comprehension, abilities, experience, character traits, and
employability. Finally, banks should place a strong emphasis on taking part in university-
business collaboration programs in order to hire future employees with prior work experience.
Through these programs, participants can learn about the working culture, acquire useful
knowledge, and practice applying what they have learnt.
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8.

The Need for Further Study

The study was restricted to the banking sector. Researchers should carry out further

study on all of the business sector's companies as well as the remaining banks in Myanmar in
order to get ready for regional and global marketplaces.
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Appendi (A)

(a)The Self rating of Banking Staffs on Generic skill at Entry and Current Level

State Owned Semi Gov. 3 Foreign Branch
_— Banks Banks Erivide Buks Banks
No. Description
Entry | Current | Entry | Current | Entry | Current | Entry | Current
1 Prior work )
expericnce 2.12 3.07 1.95 3.15 2.22 293 2.25 3.13
2 | Knowing and
understanding of
how organization 2.23 3.08 23 33 2.1 3.02 238 3
operates
3 | Managing mysclf:
complete work by | 527 | 295 | 218 | 328 | 227 | 302 | 238 3
assigned
4 | Work well
independently 232 | 290 | 235 | 33 | 225 | 310 | 213 3
without helps
5 | Oral prescntation )
skills 245 | 277 | 215 | 31 | 242 | 308 | 238 | 325
6 | Written
communication 2.31 2,67 2.30 3.13 2.25 2.97 2.38 3.25
7 | Ability to collect
and organize 225 | 268 | 215 | 32 | 227 3 213 | 263
information
8 | Ability to find and
new information 22 2.62 223 322 2.28 3 2.13 3
9 | Ability to handle
large amounts of 2.2 257 | 227 | 328 | 2.28 2.97 2.38 2.88
new information
10 | Identifying and &
solvingproblems | 237 [ 278 [ 227 | 320 | 238 | 307 | 238 | 325
11 | Decision making
skills 2.33 287 228 3.27 2.28 3.07 243 35
12 | Accepting
responsibility for | 543 | 287 | 247 | 345 | 242 | 308 | 288 | 363
decisions
13| Workwellina 2.6 3.23 2.7 343 2.52 3.2 3 35
i : 3 24 ? ; 3. 3.
14
Interpersonal skill 2.67 3.18 2.68 3.53 2.62 32 3 3.25
15 | Meet assigned
work deadline 2.57 315 2.52 343 2.58 3.17 3.13 35
ameaiguiighieni 236 | 289 | 232 | 328 | 235 | 306 | 249 | 3.8
type Bank
Average mean of all PP
Banks Entry )
Average mean of all -
Banks Current >

Source: Survey Data (2017)
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(b) The Self rating of Banking Staffs on Generic Skill at Entry and Current Level

Current

State Owned Semi Gov. . Foreign Branch
Banks Banks FxivateBanks Banks
No. Description
Entry | Current | Entry | Current | Entry [ Current | Entry | Current
16 | Time management
skill: sctmy priorities | 547 [ 307 | 260 [ 34 [ 253 | 300 | 28 | 3.3
and deadlines
17 | Cash management
2.28 272 2.47 3:13 2.42 3.02 3.00 3.38
18 | Apply Technology to
task: identify the
right technology and 2.37 2.72 2.40 3.07 2.40 295 275 2.88
usc it
19 | Proficiency in " i 2 i 2 3
, QR 2
English 25 2i52 2/35 2.88 2:23 2.70 3.00 325
20 | skill level of S
n a2 n &3 22 ” 2 -
Numeracy 2.67 83 2.63 3.30 2:33 3.00 3.00 3.13
21 | Computer literacy 2.47 2.83 243 3:32 2.53 3.18 2.63 3.50
22 | Technical ability for .
522 0 2 A
your job 2.33 .80 2.30 3.05 2.38 3.05 2.5 3.00
23 | Capacity for
generatingnew ideas | 595 | 260 | 223 | 347 | 235 | 285 | 238 | 3.0
(creative Thinking)
24 | Ethical commitment 297 3.22 2.85 3.47 2.73 3.15 275 3.38
25 | Concern for Quality 2.62 3.17 2.73 333 2.68 2.98 2.88 3.25
26 | Understanding of
cultures and customs | 5 53 2.48 2.38 2.85 2.48 2.97 2.63 2.75
of other countrics
27 | Ability to work in an
: ; 2.27 2.40 2.27 2.83 2.28 2.88 2.25 2.63
international context
28 | Be willing to
2 2.65 3.08 2.62 3.30 2.65 3.22 2.63 3.38
continuously learn
29 | Capacity to adapt to
s 2.65 295 2.65 3.17 2.52 3.27 2.88 3.13
new situations
ad Rescarch skills 2.32 247 2.63 3.13 2.38 2.83 2.63 2:13
Avcrage mean of cach type
dgomeanof cachOPe | 5 47 | 280 | 250 | 38 | 246 | 300 | 272 | 3.06
Bank
Average mean of all Banks 2.54
Entry =
Avcrage mean of all Banks 301

Source: Survey Data (2017)
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Analysis on the Perceived Benefits of Social Care Services
on Aging People
(Casc Study: Day Carc Centre for the Aged in Yangon)
Khin Mar Kyi'
Abstract

The demographic pyramid of Myanmar is changing rapidly, with a proportionatcly
greater increase in the aging population. Aged care serves the needs and requirements of’
senior citizens who wish to age with dignity, while needing assistance with daily
activitics and with healthcare. This study aims to explore the pereeptions, difficulties and
benefits of social care services on ageing people attending in Day Care Centre for the
Aged (DCCA) in Yangon and to analyze the relationship between physical, emotional,
and social benefits and attitude to wardsocial care services among the ageing population
attending the DCCA in Yangon. This study used the descriptive and regression methods
based on combines quantitative cross-sectional survey data and qualitative in-depth
interviews. The survey has included set of question naires for elderly people attending
the DCCA for at Icast six months. These questionnaires assess attitudes towards rules
and regulations, duration of attendance, daily activitics, religious function, sound sleep,
physical exercises and daily health care are provided by DCCA staff forphysical growth.
Elderly people gained from reduced loncliness, increased happiness and engagement in
dhamma discussions. In addition, the clderly people gained benefits by healthier,
increased self — interest, and regular attendance at the centre, better than happiness
compared to before. Mainly, rules and regulation and health care activitics were strongly
influenced on social growth as intcraction with family members, environmental
personnel, DCCA staff and communication with new friends that are with other person.

Key words: social care scrvices, aging population, day care services for older people

Introduction

The number of clderly persons has risen in the 21* century, as well as the demand for
clderly centres has been significantly increased abreast with the world demographic change.
Being a developing country in Asia, Myanmar is also facing thc emerging issuc of growing
number of clder people. It appears that the socio-economic and cultural transformation to
higherindividual frecdom, nuclear familics and materialism ctc. arc affecting the older
generation unknowingly.

In Myanmar, clder pcople arc primarily supported by family members. However,
with changing social and cconomic conditions, caring for the clder pcople has become an
issue. It goes beyond the respective family and health scctor control and aiming to promotc
active ageingand healthy agcing. Thus, the Governmental organizations, including the
Ministry of Social Welfare, Rclief and Rescttlement and Ministry of Health are active
organizations. NGO sincluding thc Myanmar Maternal and Child Welfarc Association and
some INGOs in Myanmararc also important. Every ycar, October 1% is regarded as the
International Day of Older Persons.

1. Associate Professor, Department of Tourism, National Management Degree College
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Ageing population occurs within a social context that ranges from the microscale of
the family to the macroscale of society and exerts various constraints upon the individual. It
is silently becoming a major challenge for every country. According to estimates, by the ycar
2050,20% of the total population will be over the age of 60 years. The average lifc expectancy
at the age of 60 years is also cxpected o increase to 30 ycars. Advancing age brings the threat
of frailty and dependence. Thus, there is a need for providing long-term. Good - quality care
services for ageing people, centered around people (day, home) properly managed with the
right steps to ensure healthy lives and well-being in aging population. At the present, the
difficulties aging pcople experience have been deepened due to the COVID-19 epidemic
conditions. Thus, aging population who arc the most vulnerable category of the total

population have been recognized and the need for policy measures directly targeted to long
run.

Objectives of the Study

To explore the perceptions of social care services on ageing people who arc attending
in DCCA, Yangon.

To analyze improving physical, cmotional, social benefits through perceptions on
socialc are services of ageing people who are attending in DCCA, Yangon.

Methods of Study

For this study, the survey method was used. The rescarch design for the study involved
the use of both qualitative and quantitative data collections through a survey method. The
structured questionnaires were employed as research instruments, constructed by reviewing
there lated literature on the study of ageing pcople. Primary data collection included face-to-
face interviews using a structured questionnaire. The questions will be designed using a five-
point Likert Scale to measure the level of satisfied or dissatisfied with the statements.
Sccondary data from the Department of the Social Welfare of the Ministry of Social Welfare,

Relief and Resettlement, and the Ministry of Immigration and Population, obtained through
the official departmental websites, were used.

Scope and Limitation of the Study

The survey covered 70 respondents who arc aged 70 older and above at the DCCA in
Yangon. In this study, data were collected in January, 2023. However, this study had some
limitations. Aging pcople who are attending the DCCA in Yangon can move {rom home to
DCCA by bus, ferry or own car with the assistance of family members.

Literature Review

Ageing population is a shift in the distribution of population towards older ages of a
country. It is usually reflected an increase the proportion of the composed clderly people and
a decreasc in the proportion of the composed of children. The most of older age are felt
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similarconditions as hcaring loss, cataracts and refractive crrors, back and neck pain and
osteoarthritis, chronic obstructive pulmonary discasc, diabetes, depression and dementia.
Ageing population iswide spread and most advanced not only in the most developed
countrics, but it also growing faster in less developed countries. So, clderly people will be
more and more concentrated in the LDCs. Some countrics have accepted that scnior citizens
arc clderly or older persons who are sixty or sixty-five and above ycars of chronological age.

Globally, there were 703 million clder persons aged 65 or over in 2019. According to
projection, over the next three decadces, clder persons are more than double and will rcach
over 1.5 billion in 2050. Thus, all regions in the world will become an increase in the size of
older persons between 2019 and 2050. (World Population Aging, 2019)

The causces of ageing population immediately increasing arc fertility declining,
improving longevity, climinating the demographic ncecssity ol high [ertility, increasing the
number of survivors to older ages and increasing of health care and social care scrvices
support.

Social Care Services for the Elderly

Social care is about providing physical, ecmotional and social support to help people
live aging’s lives. There arc various rcasons at different stages in lives. Some people need
support todevelop and maintain independence, dignity and control. Social carc services
provide support topcople with Icarning disabilitics, physical disabilitics/illnesses and mental
illncsses. These supports can cover practical and physical activitics, personal care and social
activitics work, intended to help the people receiving social care to live comfortably and
convenience.

Elderly carc (aged carc) scrves the needs and requirements of senior citizens. It
cncompasscs assisted living adult, nursing homes, long-term care, home care and hospice care.
Because of enlarge varictics of clderly care needs and cultural perspectives on the clderly, it
includes a broad range of practices and institutions. For example, government- run clderly
care is rarcly uscd in many Asian countrics, where younger gencrations ofien care for the
clderly. Elderly carc provides the social, physical and personal requirements of senior citizens
with dignity while nceding assistance with daily activitics and daily hcalthcare.

Programmes to Improve the Status of Aging People

Aging populations arc incrcasing because of falling fertility rates and increasing life
expectancy. Most countrics have increasing life expectancy and ageing people. Thus, it
becomesa trends that first is in developed countries but arc now seen in virtually all developing
countries.(Wikipedia)

Care provision is obvious and care necds increasc [or the aging pcople. Availability of
the carc and expectations of care from family members had a great impact on the life of aging
people. Traditionally women arc usually primary care giver in family. Now, most of women
arc not being possiblc in many houscholds because of who are cither working outside or living
far away. The traditional family care system is gradually getting croded duc to a reduction in
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childbirth, engagement of more family members in jobs and migration of younger people due
to rapid urbanization.

Services Provided by Adult Day Care Centres

Adult day carc centres entitle seniors to socialize and enjoy planned activitics in a
group sctting, while still recciving needed health care services. Level of care services are
varying withthe different facilities. One type of centre recognized mainly on social and
recrcation services, with a few health-related and personal care services. The second type will
providec morec comprchensive medical services and therapeutic services including physical,
occupational, or speech therapy. A third type of facility will offer specialized services for
adults with a specific health condition, such as dementia or a disability.

Adult day carc becomes an important planned program of activities in a professional

care setting designed for clder people who require support care and who are isolated and lonely
along the day.

At the present, adult day care centres usually operate during the daytime hours,
Monday to Friday. But some services may be available in the evenings or at weekends.
Whatever the range of services, the intent to primarily two-fold are to provide ageing pcople
an opportunity toget out of the house and receive both mental and social motivation and to give

caregivers amuch-needed break in which to work, attend to personal nceds, or simply to rest
and relax.

Adult day care centre’s aims will focus enriching participants’ lives, building upon
skills and strengths, and providing lots of social relationship. Social activities arc planned
activities tend to be met to the participants’ abilities and health conditions, but also may
encompass arts and crafts, musical entertainment and singing, mental stimulation games such

as bingo, other gentle cxercise, discussion groups, holiday and birthday celebrations,
excursion and local outings.

Nutrition is a key factor for Day Carc Centres that provides seniors with nutritious
meals,mainly accommodate special diets, along with snacks.

Personal carc is required in Centres. Staffs of centres can help with the activitics of
daily living such as grooming, toilet hygiene, walking cxercises, fceding and support relaxing.

Health services is varying from medication dispensing, blood  pressure
monitoring, hearing checks, and vision screening.

Transportation services are very needed to attend to centre for ageing. Some adult Day
Care Centres provide transportation service to and from the centre and for any local outings.

Services for carcgivers are always nceded factors for ageing. Some centres may
provide counseling, support groups for carcgivers, help for carc planning, and caregiving
cducation and training. Some centres even offer pet therapy or programs that include children.
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An adult day care centre’s benefits are safe, secure environment in which to spend the
day or part of the day, increasing enjoyable and educational activities, appropriate physical
exercisesto reduce weight, social interaction to both mental and physical health, helping to
prevent or delay cognitive decline, improving the quality of sleep at night and develop
emotion, increasingor maintaining level of independence, offering the chance to build new
friendships and enjoy peer support and social growth.

Conceptual Framework of the Study

Perceived benefits towards

Physical growth
Emotional growth

Perception towards

Rules and
regulations n
Daily activities ‘-
Daily health care n
Supporting meals

Source: Own Compilation (2023)

Social Care Services for Ageing People in Myanmar

Myanmar is the largest country in terms of area in mainland Southeast Asia.
Myanmar’stotal conventional household population was estimated at 51.1 million in 2019
(ICS, 2019). Itincreased in 3.2 million by compare the census count (conventional household
population) of 47.9 million in 2014.

In recent years, the share of ageing population (60 and above) had continually
increased in Myanmar, from 5.8% of total population in 2014 to 10.1% in 2019. Life
Expectancy ratio was increased from 66.8 in 2014 to 69.4 in 2019 (ICS, 2019). The age
pyramid is undergoing a change with an increase in life expectancy and reduction in birth rate.

In Myanmar, social services regarded to aging people are provided by both public and
private social services. These providers are associations, foundations recognized by law,
policyand planning, and also are offered on a residential or non-residential basis.

There are three social care services to fulfill the needs of the growing older people:
Traditional Family Care, Institutional Based Care (Home for the Aged) and Community Based
Care. Traditional Family Care of the elderly has been done by family members and it is as a
noble practice. However, now it is gradually getting eroding due to a decrease in childbirth,
engagement of more family members in jobs and migration of younger people due to rapid
urbanization. Home for the Aged was first established in 1898 by Daw Oo Zun. She provided
financial assistance and technical assistance yearly based on the levels of the home for the
aged.Many homes for the aged depending on the needs of the local community in Myanmar
have been established. At the present, over 70 registered homes for the aged cover over 3000
older peopleare being taken care.
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There are four types of caring activities for elderly people in Community Based care:
home care services, older people self-help group, older people led rural development
programme and day care centre for the aged.

Home care services (volunteer based care) in Myanmar is implemented by 10 partner
organizations. Local partner organizations are DSW, MWAF, MMCWA, MRCS, National
YWCA of Myanmar and National YMCA of Myanmar. International partner organizations
are World Vision, Global Vision, Help Age International (HAI), Myanmar Baptist Churches
Union(MBCU), and Caritas Thailand.

Older People Self Help Groups activities are fulfilled by the government. It aims to
promote poverty reduction among older people and support the development of a vibrant civil
society in vulnerable areas of Myanmar.

Older People Led Rural Development Programme was started since 2011 by HAI and
Network Activities group, YWCA, Golden Plan and the Leprosy Mission International.
Activities of its are livestock and small business training, water supply and sanitation, training

and inputs, farming and agriculture techniques, community seed banks, health care volunteers
and home care volunteers.

Day Care Centre for the Aged in Yangon (DCCA)

Day Care Centre for the Aged in Yangon is established as the first public centre on
20™ November, 2013. Its activities are included physical fitness, social services, health care
services, nutrition, recreation and transportation services. The centre is fully funded by
government and private donors. There was 111 elderly persons from 25 townships in 2013.
Nowadays, about 70 elderly persons 20 townships in 2023.

Purpose of DCCA in Yangon
(1) To provide social services to the needy elderly
(2) To become one of the caring services for the elderly carried out in Myanmar

(3) To impart technique and ideas obtained to those who intend to operate the day
care center for the elderly in other states and regions of the country

Eligible Criteria for Receiving Services of the Centre
The eligible Criteria for Receiving Services of this Centre are
(1) Whois 70 years and above
(2) Who lives at home
(3) Whoiis socially isolated
(4) Who is reasonably mobile
(5) Whois independent in their personal hygiene?
(6) Who lives in Yangon Region
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Providing Services at the DCCA

This center provides the social services, health care services, recreational services,
knowledge provision and nutritional services as a free of charge services for older people.

Social services include counseling, meeting with pre-school children, meeting with
youthand sharing their experiences, religious activities and cultural activities, networking
between the elderly and trips.

Health care services provide with general medical check-up, oral health care, health
careby traditional medicine, physical exercises.

Recreational services provide as reading at library, computer and internet surfing, craft
and meditation. Knowledge provision provide to elder people as a done by delivering of
lecture by guest speaker occasionally. DCCA provides nutrition services as three times per
day.

This center also provides ferry bus arrangements with rotated by township. In
remaining days, elder people have to come to the DCCA by own transportation arrangement
such as by bus or taxi etc.

Data Analysis and Results

Research design for the study involves the use of both qualitative and quantitative data
collection using a survey method. To meet the objectives of the study, collection included
face-to-face interviews using a structured questionnaire for people who are attending in the
DCCA, Yangon.

Socio-Demographic/ Economic Characteristics of Respondents

Socio-demographic profile of respondents in terms of background information is
related to the personal characteristics of the aging peoplein DCCA. Socio-demographic profile
consistsof gender, race, religion, age group, educational levels and marital status of the nature
of the elderly people attended at the DCCA.

(a) Socio-Demographic Characteristics of Elderly Respondents
1. Gender of respondents

Among the elderly respondents, 45(64.3%) were male and the remaining 25 (35.7%)
were female. Among them, there is one set of twin.

2. *Race and religion of respondents

Regarding the race, most of the elderly people were Burmese 68(97.1%), only
1(1.4%) each for Rakhine and Shan. So, concerning the religion, it was found that most of
them are Buddhists 67(95.7%) and only 1 (1.4%) Hindu, Islam and other.
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3. Age group of respondents

The age groups of respondents were from 70 to 80 years old 47 (67.1%) and 81 to
86 years old 23 (32.9 %) respectively.

4. Educational level of respondents

In relation to the educational levels of the respondents, post- graduate level was
1(1.4%)and graduated levels were 5 (7.1%). The most was high school passed level
17(24.3%) and the rest were 47(67.2%) at middle/ primary/ can write and read.

5 Marital status of respondents

Regarding marital status, most of the respondents were married 32(45.7%), single
9(12.9%) and the rest 25(35.7%), 2(2.9%), 2(2.9%) were widows/ widowers, divorced and
separated respectively.

(b) Socio —Economic Status of the Elderly Respondents

In studying the socio-economic status of the elderly respondents, most of them
45(64.3%) received support from son or daughter while not received support were 24(34.3%)
and missing is 1(1.4%).

Concerning the sufficiency of the support, just less than of half the respondents
27(38.6%) were sufficient support. In job status of the elderly respondents, just 41(58.6%)
werehad previous job and most of them were Government servants. Currently job was 3
respon dentsin part time.

Most of the elderly respondents were to meet peer and were felt lone at home.
In attending to center, most of the respondents 51(72.9%) attended S days per week and all

were at least 3 days attended per week. So, most of elderly respondents were happy to attend
the DCCA.

Studying the perceived benefits of social care services for elderly respondents,
divided into three factors: physical, emotional and social growth. This survey employed a 5-
point Likertscale, where respondents could rate their satisfaction levels ranging from 1
(strongly dissatisfied)to S (strongly satisfied) for each statement.

Firstly, exploring the elderly respondents’ perception towards the caring activities of
DCCA were observed. These involved observing attitudes towards rules and regulations with
attending time duration, daily activities, religious function, sound sleep, physical exercises,
dailyhealth care of DCCA staff for physical growth. General knowledge study, short trips,
breakfast/lunch/ afternoon foods provided by DCCA, taste and clean of meals, hypertension,
diabetes, heart disease, and development, being active in working, walking, daily health care
and supportive meals were factors effecting to emotional growth.
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Table (1) Perception towards Rules and Regulations of DCCA

Items Mcan Std. Deviation
Towards the rule and rcgulation of DCCA 4.56 528
Attending time duration in DCCA 4.63 516
Daily activitics of DCCA 4.60 .522

Source: Survey data, 2023

Exploring the clderly respondents’ perception towards the rules and regulations of
DCCAwere observed. Above three items’ Mcan was around 4.5 and 0.5 standard deviation.
It is founded that these items arc cllective on perception towards rules and regulations.
Determinationof( attending time duration was rcasonable.

Table (2) Perception towards Daily Activitics of DCCA

Items Mcan Std. Deviation
Religious functions 4.70 462
Genceral Knowledge study 4.63 543
Physical excrciscs 4.61 572

Sourcc: Survey data, 2023

Regarding the clderly respondents’ perception towards daily activitics of DCCA,
three items” Mcan was around 4.6 and 0.5 standard deviation in general knowledge study and
physical exercises. It is concluded that these two items are satisfied on perception towards
daily activitics. However, Religious functions was 0.462 standard deviation and a little
satisficd.

Table (3) Perception towards Daily Health Care of DCCA

Items Mcan Std. Deviation
Daily Health Carc of Staffs within DCCA 4.27 .700
Physical Excrcises of DCCA 4.54 .530
Short trip 4.10 995

Source: Survey data, 2023

‘In highlight of the clderly respondents’ perception towards daily health care of
DCCA, were observed. Above three items’ Mcan was around 4.5. Physical exercise was 0.5
standard deviation. It is foundcd that this item is cffective on perception towards daily health
carc. However, 0.70 standard deviation was daily hcalth care of staffs within DCCA. Thus,
care of staffis more and more needed. Morcover, 0.995 standard deviation was short trip. It is
concluded that elderly respondents want to outgoing and visiting pagoda.
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Table (4) Perception towards Supporting Meals of DCCA

Items Mean Std Deviation
Breakfast — foods catering by DCCA 4.44 555
Lunch - 4.47 531
Afternoon (Tea/ light food) 4.46 557
Taste and clean of meals 4.66 .508

Source: Survey data, 2023

Exploring the clderly respondents’ perception towards supporting meals of DCCA
were observed. According table (4), four items’ Mean was around 4.5 and 0.5 standard

deviation. It is concluded that these items arc adequate on perception towards supporting
meals of DCCA.

Perceived Benefits of Social Care Services on Aging People

The benefits gained from caring elderly people and perception towards caring
clderly people, difficultics while caring clderly pcople and suggestions for improving day
care center for the aged were present.

(A) Perceived Benefits to Physical Growth for Elderly Respondents

In studying physical growth through perception towards rules and regulations, health

care activities, supporting meals and health care for elderly respondents, 70 numbers were
accepled.

Table (5): Regression of Perceived Benefits to Physical Growth

Category Standardized Cocfficients| Significant
Rules and Regulations | 0.349 0.020**
Health care activities | 0.115 0.356
Supporting Mecals 0.273 0.70
Health Care -0.027 0.851

Source: Survey data, 2023.

** significant at 5% level

The table shows that the regression analysis between perceived benefits to physical
growth and four independent variables. According to the result, rules and regulations factor
is statistically significant at 5% level and positive relationship. However, standard
cocfficient of health care is negative. Respondents may express need to health care.
Particularly, respondents need part time doctor for medical services in DCCA.
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(B) Perceived Benefits to Emotional Growth for Elderly Respondents

In studying perceived benefits to cmotional growth through pereeption towards rules
and regulations, hcalth care activitics, supporting mcals and health carc for clderly
respondents, 70 numbers were accepted.

Table (6): Regression Perceived Benefits to Emotional Growth

Category Standardized CoclTicients| Significant
Rules and Regulations | 0.394 0.010*
Hcalth carc activitiecs | 0.319 0.013**
Supporting Mcals 0.078 0.602
Health Care -0.144 0.320

Source: Survey data, 2023
** significant at 5% level
* significant at 1% level

Above table express that the regression analysis between perceived benelits o
cmotional growth and four independent variables. According to the result, rules and
regulations factor is statistically significant at 1% level and health carc activitics is
statistically significant at 5% level and positive relationship. However, standard coclTicient
of health care is ncgative. Respondents may suggest that nced to effective health care.
Particularly, respondents nced to part time doctor for effective medical scrvices in DCCA.

(C) Perceived Benefits to Social Growth for Elderly Respondents
Tablc (7): Perceived Benefits to Social Growth

Category Standardized CocfTicients| Significant
Rules and Regulations | 0.427 0.002*
Health care activitics | 0.350 0.002*
Supporting Mcals 0.097 0.461
Health Care -0.070 0.580

Source: Survey data
* significant at 1% level

In the regarding of above table, rules and regulations and hcalth carc activitics are
less than 0.01. So, these two factors arc significant and benefit to social growth in
communication with DCCA stafT, interaction with family members, interaction with their
environmental personand interaction with new friends that arc with other person. Among
two, standardized coefficients of rules and regulations is more than health carc activitics.
Therefore, rules and regulation factor strongly influcnces on social growth. By changing
rcasonablc plan, clderly people more and more gain relationship between new friends or

family members.
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Conclusion
Findings

Regarding the finding on the perceptions of the elderly people in relation to the rules
and rcgulations is strongly satisfied. Assessing the supporting meals/food catered by the
center strongly satisfied for breakfast and lunch.

This rescarch has provided the findings for improving of physical, emotional and
social growth of aging pcople. One important finding is the benefits gained by the clderly
people of theDCCA services. Centreattendance, rules and participation in interventions within
them impacted positively on older people’s mental health, social contacts, physical growth.

According to the findings of this study, DCCA scrvices provided for the aging pcople
and thesc are reasonably sufTicient and the perceived benefits towards physical growth. Most
of the clderly people in relation to the rules and regulations determined by DCCA and the
services provided by the center are strongly satisfied. Health condition, active in working,
walking and sound sleep were better than before.

According to the perceived benefits towards emotional growth, clderly pcople were
gained by climinate lonely, better happiness and dhamma discussion. The benefits gained by

the elderly people as well as gained by healthier, sclf - interest increasc, daily attending to
centre, better than happiness before.

According to the perceived benefits towards social growth, clderly people were gained
rclationship to DCCA staff, interaction with family members, interaction with their
cnvironmental person and communication with new friends that arc with other person.

Morcover, clderly people gained from the advantages of the DCCA and activitics of
day care programme. These are suitable for Myanmar ageing people.

Suggestions

There are some points to provide suggestion for improvement of the DCCA services.

1. The elderly people’s suggestions should be requested and changing the center’s daily
activitics and plan accordingly.

2. Financial support by the government should be arranged more than before.

3. Sufficient ferry services for the attending clderly people should provide to come to the
center and return home with safely and conveniently.

4. Again, about the centre information to the public should be disseminated extensively.

5. To employ part time doctor in centre for health care services to take treatment and
Medicare well.

6. To arrange short trip as the outgoing for clderly people to take a relax time.
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A Study on Employment Opportunities of Graduates in University of
Co-operative and Management, Thanlyin
Nay Kyar Lin'

Abstract

This paper is concemed with employment opportunities of Graduates in University of
Co-opcrative and Management, Thanlyin. The objectives of this paper are to explore
the employment opportunitics of university graduates and to examine the relationship
between the graduate’s employment opportunities and influencing factors on it. The
variables under consideration were the employment opportunitics as a dependent
variable and the employability skills, academic skills, personal management skills and
tcamwork skills were the independent variables. The sample size of the research is
dctermined by 307 graduates from University of Co-operative and Management,
Thanlyin using the stratified random sampling technique. The Multiple linear
regression modcl and descriptive analysis were used. This study revealed that the
majority of cmployment opportunities found that the public sector (govermment
department), private sector and financial institutions (eg. Banks, MFI) In addition. it
was found that the employability skills including communication skills, positive
attitudes and behaviors, and critical and creative thinking skills; academic skills (cg.
ability to apply specialized knowledge from various ficlds) and academic performance
(i.c lecture, presentation, passing cxams, GPA): personal management skills: and
teamwork skills significantly influence the employment opportunities.

Key words: graduates, employability skill, employment opportunities.

1. INTRODUCTION

Education is the main criterion to measure the development of the country. One of the
major objectives of education is to generate a talented student for pursuing different careers
in a country. Higher education has taken considerable place in education. University
education is the core of higher education and it generates graduates who are most
intellectually valued human capital in the world. Higher education is increasingly regarded as
a core component of national policies to capture global market shares, and universities are a
pool for productive human resources to facilitate national growth (Hinchiffe & Jolly, 2011).

An ideal learning environment for higher education institutions is one in which its
students acquire a high-quality general and professional education, and meaningful field of
studies and specialization programs. In addressing the emerging and complex nature and
challenges of the 21st century, human resources and skilled labor from universities in higher
education is an important task to fulfill the needs of labor market. One of the indicators to
measure that university delivers quality education is through its employment graduates. The
success of an institution depends on the quality of its graduates.

Since the government implements various programs, projects and services to increase

I Nav Kvar Lin. Lecturer. Department of Co-operative Studies, University of Co-operative and Management.
Thanlyin
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the employment rate in the country, the competition for qualified graduates from University is
now a concern. According to Hartini, Bhakti and Hartanto(), the quality of graduates is
dependent on the educators, facilities, and policy implement in higher education. Nunez,
Caelian, and Madrigal (Nunez et al, 2022) believed that the global demand for high-skilled
professionals emphasized the role of higher education in career advancement. University
preparation has greatly aided the employment of graduates (Cornillez et al, 2021). Structuring
curricular changes aim to develop higher education programs responsive and relevant to the
need of the time. To produce graduates competently ready to go out to the real world and
capable of rendering jobs in the workplace is one of higher education institutions mandates.

It is therefore imperative for higher education institutions to hold tracer studies in order
to generate valuable data and information as a basis for evaluating the quality of training and
education obtained by students in a particular learning institution. It can be utilized to raise the
educational standards of the institution as the results are used to develop curricular reforms
and enhancement of job training programs. It is with these premises that this study is conducted
to assess the employment opportunities of the graduates in University of Co-operative and
Management, Thanlyin.

1.1  Objectives of the Study
This study focused on the following objectives:

- To explore the employment opportunities of university graduates.
- To analyze the relationship between the graduate’s employment opportunities and
influencing factors on it.

1.2 Scope and limitations of the Study

This study only focuses the total number of (1322) graduates of University of Co-
operative and Management, Thanlyin from 2017-2018 academic year to 2021-2022 academic
year. As samples size of 307 graduates are selected from 1322 graduates by conducting
stratified random sampling method. According to the Yamane sample size formula, the number
of respondents who were selected from various specialization majors are determined as (67)
accounting and finance graduates, (60) applied statistics graduates, (72) marketing
management graduates, (59) regional development graduates and (49) social enterprise
management graduates respectively.

1.3  Research Methodology

The required data and information are collected from primary as well as secondary data.
The Primary data were collected from 307 graduates from University of Co-operative and
Management, Thanlyin with structured questionnaire by stratified random sampling method.
The secondary data refers to information collected from the Student Affairs of University of
Co-operative and Management, Thanlyin and interet, reference books. Both quantitative and
qualitative approaches are used in order to achieve the overall objective of the study. In order
to explore the employment opportunities of university graduates, descriptive analysis method
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are used. In order to analyze the relationship between the graduate’s employment opportunities
and influencing factors on it, multiple regression analysis was applied in this study.

2. LITERATURE REVIEW

A graduate can be defined as a person who has completed a course of study or training,
especially a person who has been awarded an undergraduate or first academic degree (English
Oxford Living Dictionaries,2017).

Employability skills are most valuable to almost every job. The acquirable and
transferable skills necessary for a graduate to gain employment are called employability skill.
Most desirable employability skills include communication, problem solving, positive attitudes
and behaviors, analytical knowledge, team spirit, flexibility, adaptability, time management,
leadership spirit and pre-graduation work experience (Mainga et al,2022).

Academic skills are the abilities, strategies and habits that can help learners’ successes
in an academic setting. Developing academic skills may help improve the ability to learn, take
tests, interact with other students. Academic skills are awareness of the importance of
continuous life-long learning, competence in specialized subject area (i.e your major), ability
to apply specialized knowledge from various fields, academic performance (i.e, passing exams,
GPA), decision-making skills and IT literacy skills.

Personal management or self-management skills are abilities that allow people to

control their thoughts, feeling and action. Personal management skills can better manage your
career path (Jennifer Herrity,2023).

Teamwork skills are the qualities and abilities that allow you to work well with others
during conversations projects, meetings or other collaborations (SK Mamun Ferdoush, 2023).

The traditional conceptualization of graduate employability has often focused on
acquiring knowledge, skills, attributes, and behaviors that are valued by employers. The most
common employability skills identified as important to employers are: flexibility, critical
thinking, time management, willingness to learn (learning skills), oral and written
communication skills, problem solving, interpersonal skills, teamwork skills, numeracy,
creativity, leadership skills, conflict management, ethical awareness, self-confidence, positive
attitudes and behaviors, work experience, enthusiasm and motivation, self-management,
working under pressure, independent working, organization and planning, initiative, ICT

literacy, perseverance, and others (Mainga et al. 2022; Chhinzer and Russo 2018; Osmani et
al. 2019).
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Figure 2.1 Conceptual framework for the Study

Independent variables Dependent variable

| Employability skill

LAcadcmic skill

Employment Opportunitics

Personal management skill

Teamwork skill

Source: Adapted from literature

According to previous studics, there arc many [actors which influence employment
opportunitics. However, in this rescarch, influencing factors of the employability skill,
academic skill, personal management skill and tcamwork skill arc used for analyzing
employment opportunitics.

3. DATA ANALYSIS OF EMPLOYMENT OPPORTUNITIES FOR GRADUATES

This scction presents the cmpirical [indings (rom the collected data. It provides the
demographic characteristics of the respondents and it is also statistically analyzed, interpreted
and discussed.

3.1 Demographic Characteristics of the Respondents

In this scction, the data was analyzed by demographic analysis ol respondents. The
demographic characteristics of respondents are shown in Table (3.1). The data were collected
from 307 graduate students from the University of Co-operative and Management, Thanlyin,

Table (3.1) Demographic Characteristics

Variables Categories Frequency Percentage
Gender Male 78 25.4
Female 229 74.6
Total 307 100%
Age 20-22 years 66 21
23-25ycars 119 39
26-28 ycars 69 22
29-31 years 36 12
32 ycars above 17 6
Total 307 100%
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Variables Categories Frequency Percentage T
Specialized Accounting and Finance major 288 67
Major Applied Statistics major 258 60
Marketing Management major 309 72
Regional Development major 254 59
Social Enterprise Management 213 49
major
Total 1322 307

Source: Survey Data (2023)

According to table (3.1), it can be noted that the majority of the respondents were
female with 74.6% and 25.4% were male respondents. The percentage of female is normally
higher than male population in Myanmar. Also, the majority of students in the University of
Co-operative and Management, Thanlyin are female students. It means that the percentage of
female students is normally higher than malc students. In terms of age,21% were between 20-
22ycars,39%were between 23-25 years old, 22% were between 26-28 years, 12% between 29-

31 years and 6% was above 32ycars. According to survey data, it is concluded that most of the
respondents who are 23-25 years old get job.

3.2 Respondents by Graduates

In table (3.2) show that the 307 graduates of respondent based on with the specialization
from UCMT subjcct and academic year.

Table (3.2) Respondents by Graduates

Academic | AF Graduates AS MM RD Graduates SEM
year Graduates Graduates Graduates
Number % Number % | Number % Number % Number %
2017-2018 11 16.4 14 233 9 12.5 13 22 4 8.2

2018-2019 17 254 12 20.0 14 19.4 6 10.2 11 224

2019-2020 5 15 14 233 16 222 12 20.3 12 24.5

2021-2022 34 50.7 20 333 33 458 28 47.5 22 44.9

Total 67 100 60 100 72 100 59 100 49 100

Source: Survey Data (2023)

Regarding the 67 respondents in Accounting and Finance Major, it is found that the
most students involved in the survey are 50.7% graduates from 2021-2022 academic year,
25.4% from 2018-2019 ,16.4% from 2017-2018 and followed by 7.5% graduates from 2019-
2020 respectively.
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Among 60 respondents in Applied Statistics Major, it is found that the most students
covered in the survey are 33.3% graduates (rom 2021-2022 academic year, followed by 23.3%
graduates [rom 2017-2018, 23.3% [rom 2019-2020and 20% (rom 2018-2019 respectively.

Concerning with the 72 respondents in Marketing Management Major, it is found that
the most students covered in the survey arc 45.8% graduates from 2021-2022 graduation ycar,
followed by 22.2% graduates [rom 2019-2020, 19.4% (rom 2018-2019 and 12.5% from 2017-
2018 respectively.

Regarding the 59 respondents in Regional Development Major, it is found that the most
students involved in the survey arc 47.5%graduates [rom 2021-2022 academic ycar, [ollowed
by 22% graduates (rom 2017-2018, 20.3% graduates (rom 2019-2020 and 10.2% from 2018-
2019 respectively.

Concerning with the 49 respondents in Social Enterprisc Management Major, it is
found that the most students contributed to the survey are 44.9% graduates from 2021-2022
academic ycar, followed by 24.5% graduates from 2019-2020, 22.4% f(rom 2018-2019 and
8.2% from 2017-2018 respectively.

33 Information Source of Employment Opportunities

Table (3.3), presents the information source of employment opportunitics. This includes
the information related to the type of getting the job and employment opportunitics by
graduates of University of Co-opcrative and Management, Thanlyin as well as how (o get the
job and information of cmployment opportunitics.

Table (3.3) Information source of employment opportunities

Particular Categories Number Percentage
How to get the job Imcl‘rnsl’n_ip,job fair from 100 33
University
Newspapers, Internet 84 27
Familics, Relative and friends 78 254
Agency 15 4.8
Other 30 9.8
Total 307 100%

Source: Survey Data (2023)

The above table, 33% graduatces got the employment opportunities from internship, job
fair from University, 27% newspapers and internet, 25.4% familics, relative and fricnds,

4.8%agency and 9.8% other.
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3.4  Employment Status by Graduates

In table (3.4), the ecmployment status is classified as public scctor (government
department), private sector (company), financial institutions (c.g. Banks, Microfinance and
Insurance), NGOs, INGOs, own businesscs, overseas, secking job and attending the training.

Table (3.4) Employment Status by Graduates

Employment AF AS MM RD SEM Total
Type Graduate Graduate Graduate Graduate | Graduate Graduate
NO: % No: % No: | % | No: | % | No: % No: %
Public scctor &
(government 2 (328 31 [s17 |20 [ 20 [ 23 | % |z | ¥
3 2 9 6
department)
Private scctor 31. 23. 24, 27.
21 31. 4 4 14 84
(Company) 3 l i 9 1 = 5 4
i -

il 12. 14, 12.
Institution 8 11.9 8 13.3 9 5 5 8.5 7 " 37 |
(cg Banks, MFI) ?

NGO, INGO 2 3.0 - - 1 1.4 5 8.5 - - 8 2.6
Own Business 8 11.9 5 8.3 5 6.9 3 S.1 2 4.1 23 7.5
e 6 |90 | 2 |33 5 |69 3 |51]5 '3' 21 | 68
Secking job - - - ) 2 E g - = -
Attending the - - - - 2 g

training . ) ) . ) i
Total 67 100 60 100 72 100 59 100 49 100 | 307 100

Source: Survey Data (2023)

According to Table (3.4) it can be found that out of 67 respondents in Accounting and
Finance Major, the majority of the current by employment (32.8%) are employing at public
scctor (government department), 31.3% arc working at private sector,11.9% of graduates arc
employing at financial institutions (c.g Banks, Microfinance and Insurance) and own business
Jfollowed by 9% of graduates are working at overseas and 3% of graduate arc working at
NGOs, INGOs respectively.

Regarding the 60 respondents in Applied Statistics Major, it is found that the most
students covered in the survey ,51.7% of the current by employment are employing at public
scctor (government department), 23.3% are working at private sector, 13.3% graduates arc
employing at financial institutions (c.g. Banks, Microfinance and Insurance) and 8.3%graduate
arc cmploying at own business, followed by 3.3% graduates arc working at overscas
respectively.

Concerning with 72 respondents in Marketing Management Major, it is found that
40.3% of the current by employment are employing at public sector (government department),
31.9% graduates are working at private sector,12.5% graduates are employing at financial
institution (c.g Banks, Microfinancc and Insurance) , 6.9%graduate arc employing at own
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business ,followed by 6.9% graduates are working at overseas and 1.4 %graduate are working
at NGO,INGO respectively.

Regarding 59 respondents in Reginal Development Major, it is found that 49.2% of the
current by employment is employing at public sector (government department), 23.7%
graduates are working at private sector after graduation, 8.5% graduates are employing at
financial institution (e.g. Banks, Microfinance and Insurance) and NGO, INGO, followed by
5.1%graduate are working at own business and overseas respectively as seen in Table 3.4.

Concerning with 49 respondents in Social Enterprise Management Major, it is found
that 46.9% of the current by employment is employing at public sector (government
department), 24.5% graduates are working at private sector after graduation, 14.3% graduates
are employing at financial institution (e.g. Banks, Microfinance and Insurance), followed by
10.2% graduates are working at overseas and 4.1%graduate are employing at own business
respectively.

The majority of the employment status for five majors are dependent on employing at
public sector (government department), followed by working at private sector after graduation
and financial institutions (e.g. Banks, Microfinance and Insurance), own business and overseas
as seen in Table 3.4. According to survey data, there are 100% employment opportunities for
graduates of University of Co-operative and Management (Thanlyin) after graduation.
Therefore, it can be concluded that they are employed in the respective area.

3.5 Income level of Graduates

Table (3.5) shows that the majority of the graduates in the five majors receive a monthly
salary of 200000-350000 kyats. In the same manner, most of graduates are employed in
government department and their monthly salary of 360000-450000 kyats.

Table (3.5) Income level of Graduates

Monthly AF AS MM RD SEM Total
:an‘(i“n'S Graduate Graduate Graduate Graduate Graduate Graduate
No: | % No: | % No: | % No: | % No: | % No: | %
below 200.000 2 3.0 3 5.0 4 5.6 5 85 1 2 15 4.9
200000-350000 24 358 37 61.7 32 444 32 542 30 61.2 155 | 50.5
36000050000 17 254 12 20.0 14 194 8 13.6 11 224 62 20.2
460000-550000 8 11.9 2 33 12 16.7 5 85 2 4.1 29 94
560000 above 16 | 239 6 100 | 10 | 139 9 15.3 5 10.2 46 15
Total 67 100 60 100 72 100 59 100 49 100 307 100

Source: Survey Data (2023)
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3.6  Reliability tests for variables

Table (3.6), Cranach’s Alpha value for each variable are calculated to measure the
internal consistency of the questions and the reliability of the instrument used for the study. As
Nunnally (1978) noted the most commonly cited minimum threshold was 0.70. and Slater
(1995) suggested the reliability coefficients (Cronbach’s alpha) as low as 0.06 were acceptable.
Since 5 Likert questions are used in the study. The calculated Cronbach’s Alpha coefficients
values the independent variables and dependent variable are all 0.8, used in the study presents
can be accepted the internal consistency reliability. In this research the reliability of all five

variables has at least 0.8 therefore the survey data is reliable to measure all factors consistently
and free from random error.

Table (3.6) Reliability tests for variables

Sr.No. Indicators Cronbach’s No. of Items
Alpha value
1. Employment opportunitics 0.84 8
2: Employability skills 0.80 13
3 Academic skills 0.84 6
4. Personal Management Skill 0.84 7
5 Teamwork Skill 0.80 7

Source: Survey Data (2023)

3.7  Analysis of Relationship Among the Variables

In this study, establishing the relationship among the five variables namely employment
opportunities, employability skill, academic skill, personal management skill and teamwork
skill in order to measure the multiple linear regression and correlation analysis are used. As the
probability is lower than the 0.01 and 0.05 level, the correlation coefficient is relation at 95
percent confident interval. Table (3.11) provides the results of the analysis. These results
indicate that there is positively correlated between five variables. Hence these findings that
increase the employment opportunities of graduates are able to increase greatly employability
skill, academic skill, personal management skill and teamwork skill.
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Table (3.7)  Correlation Matrix Summary

Employment Personal
opportunitic | Employabilit | Academic [ Manageme | Teamwor
s y Skill Skill nt Skill k Skill
Employment Pcarson 1
opportunities | Corrclation
Sig. (2-tailed)
Employability | Pcarson 666"
Skill Correlation i 1
. . 000
Sig. (2-tailed)
Academic Pcaison s 1
% : 66 T34x*
Skill Corrclation il i
. ; .000 000
Sig. (2-tailed)
Personal 7 - - N 1
sona Pc: \rson> 567 558 697
Management Corrclation
i . .000 000 000
Skl Sig. (2tailed)
Teamwork Pcarson % o = 2 1
s ; 694 697 763 740
Skill Corrclation > : .
A i 000 000 {000 000
Sig. (2tailed)

Source: Survey Data (2023)

3.8 Multiple Regression Analysis Between Different Variables Related to
Employment Opportunities

Regression is a quantitative expression of the basic nature of the relationship between
the dependent and independent variables. The linear regression equation is

Y=pBo+B1X1t+e
Multiple Regression involves the use to two or more independent variables. The
multiple regression model is

In this study, the multiple regression performed the relationship between different
variables related to employment opportunities. The regression line is

Y=B1X1 + B2Xz + B3X3 + PaXs e
Y = Employment opportunities
X,= Employability skills
X,= Academic skills
X;= Personal management skill
X4= Teamwork skill

And f1.02.B3 ana -Psare coefficients to estimate and e is the error term.
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Table (3.8) Results of regression analysis

Unstandardized Standardized
Variables Coefficients Coefficients t Sig. Collinearity Statistics
B Std. Error Beta Tolerance VIF
1 (Constant) | 0.354 0.212 1.672 | 0.096
fl:"“:"“"b""y 0374 | 0.066 0339 5.646 | 0.000 |  0.439 3977
Academic - =
Skill 0.234 0.075 0.216 3.111 | 0.002 0.328 3.047
Personal
Management | 0.125™ 0.064 0.115 1.949 | 0.052 0.455 2.199
skill
Teamwork = _ =
skill 0.182 0.061 0.165 2.994 | 0.003 0.523 1.911
R 0.722
R? 0.521
Adjusted RZ | 0.515
F value 82.094
Durbin- "
Witson 1.945

Source: Survey Data (2023)

Dependent variable: employment opportunities.
*xx %k * statistically significant at (1%) level and (5%) level respectively.

According to table (3.12), the value of the F test, the model is highly significant at a
1% level. The adjusted R?is 0.515, which means that 51.5% of the variation in the employment
opportunities explained by the independent variables. According to coefficient analysis results
for the independent and dependent variables show a positive correlation. The value of
correlation coefficient, R is 0.722 that the employability skill, academic skill, personal
management skill and teamwork skills indicate that those variables have a positive impact and
significant predictions to influence on the employment opportunities. Therefore, it can be
concluded that he employment opportunities are significantly positive co-relation with all
independent variables.

The value of R?is 0.521 that represents four predictor variables that can account for 52%
of the variation in employment opportunities. It means that 48% of the variation in employment
opportunities cannot explain by these four predictor variables alone. Therefore, it can be
concluded that this regression model reasonably fit the data. However, there should be other
variables, which influence employment opportunities. According to the findings from this
study, the explanatory variables (independent variables) are not significantly suspected of
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having a multi-collincarity problem since all of the variance inflation factor (VIF) values arc
less than 10.

4. Conclusion
4.1 Findings

In this rescarch paper points out the importance of capturing students views about their
employment opportunitics and employability at the time of graduation. This study also found
that the most of the (ive majors graduates receive a monthly salary of 200000-350000 kyats.
Because the most of graduates are employed in government department. Universitics play an
important role for nurturing the educated persons to support the national socio-cconomic
development. Therefore, University of Co-operative and Management, Thanlyin arc
implementing with the aim to nurture the educated person for building modern developed
nation. The rescarch found that there are employment opportunitics for the majority of graduate
students on public Sector (government department).

The rescarch found that graduate students perceived the important employability skills:
communication skills, positive attitudes and behaviors, and Critical and creative thinking
skills, academic skills (cg ability to apply specialized knowledge rom various ficlds) and
academic performance (i.c., lecture, presentation, passing exams, GPA), personal management
skill and teamwork skill arc the most important learning method used to acquire employment
opportunitics. Lecturing is a time-honored method that has been used to transmit concepts,
theories and technical knowledge to students. However, onc of the major limitations of lectures
is that they do not automatically promote students active Icarning participation in their own
lcarning. Most graduate students perceived a combination of lectures, presentation,
assignment, group work, internship/industry job placement, job [fair, workshop and
collaborative dialogic students centered Icarning techniques as important in facilitating their
acquisition of cmployment opportunitics. It has been obscrved that the internship programme
and job [fair provide by the University help to obtain employment opportunitics.

Additionally, the rescarch found that the employment opportunities show a significant
positive co-rclation with all the independent variables. Therefore, the importance of
cmployability skill and academic skills, personal management skills and tcamwork skills arc
rclated in getting their employment opportunitics.

4.2 Recommendation
It is reccommended that the internship and work experience for students arc particularly

clfective method of employment opportunities, hence the university should provide more.
University should be conducted employer’s skill requirements surveys to identily real nceds,
in order to strengthening their graduate’s skills. All stakcholder such as the government, the
university system administrators, employers and graduates themsclves must be actively
involved in the process should be find the way cnhancing this skill. The university arc
incorporating extracurricular activities into their study programme and changing their subject
to develop specific skills. Overall, the study suggests that curriculum developers and
stakeholders need to unite to improve the reputation of universitics and to be recognized as a
regional and international quality assurance university. The work-based curriculum for
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students should be reviewed and properly designed to help employment opportunities. It is
recommended that students used a combination of traditional and student-centered learning

methods pedagogies to acquire employability skills, personal management skill and teamwork
skill.
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Representation of Communicative Competence
in the Tasks of Life student's book

(pre-intermediate level 2A)

Swan Yi Htet!
Abstract

In the context of the growing global demand for English proficiency,
language courscbooks play a crucial role in education. This study focuses on
analyzing the representation of communicative competence in the tasks of Life
student’s book (pre-intermediate level 2 A) for the second-year non-English
specialization students. Celee-Murcia’s communicative competence model guides the
investigation, covering sociocultural, discourse, linguistic, formulaic, interactional.
and strategic competence. Employing content analysis, 261 tasks from Life student’s
book (pre-intermediate level 2 A) are categorized and quantified based on the
components of Celee-Murcia’s model. The result shows that Life student’s book (pre-
mediate level 2 A) places explicit emphasis on linguistic competence (94), discourse
competence (72), and interactional competence (70). While sociocultural competence
(7) and formulaic competence (18) are also addressed, strategic competence appears
to be less prominently featured (0) in the tasks. In the tasks of Life student’s book
(pre-intermediate level 2 A), coherence within discourse competence is most
prominently emphasized, with a substantial focus evident in 57 tasks. Additionally,
syntactic aspect receives 44 tasks and lexical aspect receives 38 tasks. Descriptive
quantitative analysis indicates that certain sub-components receive comparatively less
attention in the tasks of Life student’s book (pre-intermediate level 2 A). These
include deixis, entirely absent in the discourse competence scction, morphological
aspects  within  linguistic  competence, routines and idioms within formulaic
competence, and conversational and non-verbal competences within interactional
competence. Additionally, achicvement strategics, stalling or time gaining, sclf-
monitoring, interacting, and social strategics, related to strategic competence, are
conspicuously absent in the tasks. This study offers a thorough cvaluation of
communicative competence in Life student’s book (pre-intermediate level 2 A),
providing insights crucial for curriculum development. Addressing  specific
competences needing attention, the study contributes to enhancing English teaching
materials, cnsuring that second-year non-English specialization students are better
cquipped for effective real-world communication.

Keywords: communicative competence, socio-cultural competence, discourse
competence, linguistic competence, formulaic competence, interactional competence
and stratcgic competence

Introduction

Coursebooks play a crucial role in facilitating language instruction for teachers in
Myanmar. The primary goal of language instruction is to build lcarmers’ communicative

! Lecturer, Department of English, University of Yangon
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competence. Language teaching goes beyond tcaching linguistic competence: pronunciation,
vocabulary, and grammar. Therefore, the contents of EFL coursebooks need to cover the
components of communicative competence:  sociocultural competence,  discourse
competence, linguistic competence, formulaic competence, interactional competence, and
strategic competence. That's why this study is conducted to analyze Life student’s book (pre-
intermediate level 2 A) used for the sccond-year non-English specialization students.

2.Literature Review

In this chapter, the concept of communicative competence, Celce-Murcia, Dornyei,
and Thurrell’s Model, communicative competence in textbooks will be mentioned.

2.1 The Concept of Communicative Competence

After Chomsky (1965, p.3) had proposed the difference between competence and
performance, the performance of language was emphasized, in addition to the structural
knowledge of the language, by language cducators. The competence is a person’s knowledge
of language while the performance is the use of language in a social context. Bachman &
Palmer, (1996), Canale & Swain, (1980), Canale, (1983), Hymes, (1972), and Savignon,
(1972) considered sociolinguistic perspective in language use and proposed the notion of
communicative competence. Communicative competence was defined as an inherent
grammatical competence as well as the ability to use grammatical competence in a varicty of
communicative situations by Hymes (1972), who is considered as the father of the notion,
(Bagari¢ & Mihaljevi¢-Djigunovic, 2007; Cazden, 1996). Communicative competence is the
ability of learners to interact with other speakers in meaningful way and the ability to perform
their grammatical knowledge on classroom activitics (Savignon 2002, p. 3). Morcover,
according to Hall & Pckarck Dochler, (2011), communicative competence indicates the target
language use and achicving communicative tasks with cffectiveness and fluency in a
culturally appropriate manner to understand and cxpress messages in social, cxtended
interaction. In other words, the communicative competence means “knowing when and how
to say what to whom” (Larsen-Freeman, 2000, p.121). In the context of language instruction,
developing learners’ communicative competence needs to be primarily focused so that
lcarners can confidently use the target language in real situations.

2.2 Celce-Murcia, Dornyei, and Thurrell’s Model

With the aim of language teaching, Celce-Murcia, Dornyei, and Thurrell develop their
own theoretical model of communicative competence. The model of Celece-Murcia, Dornyei
and Thurrell includes sociocultural compctence, discourse competence, linguistic
competence, formulaic competence, interactional competence, and strategic competence.
Sociocultural competence is the ability of language users to use language appropriately in
different social and cultural contexts. In this competence, three important socio-cultural
variables arc discussed such as, social contextual factors, stylistic appropriateness and
cultural factors. “Discourse competence concerns the sclection, sequencing, and arrangement
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of words, structures, sentences and utterances to achieve a unified spoken or written text”
(Celce-Murcia, Dornyei, and Thurrell, 13). Cohesion, deixis, coherence, and generic structure
are included in discourse competence. Linguistic competence represents how to pronounce
words, knowledge of vocabulary, and sentence formation. Formulaic competence according
to Celce-Murica (2007) refers to “those fixed and prefabricated chunks of language that
speakers use heavily in everyday interactions” (47). This competence includes fixed phrases,
collocations, idioms and lexical frames. The interactional competence of Celce-Murica
covers three sub areas: actional competence, conversational competence, and non-
verbal/paralinguistic competence. Actional competence refers to understanding speech acts
and speech acts sets when exchanging information, expressing opinions and feeling, etc.
Conversational competence contains skills like opening and closing conversation, changing
topics, etc. Non-verbal/paralinguistic competence includes the kinesics behavior, proxemics,
haptic behavior and non-linguistic utterances with interactional import. Strategic competence
is defined as a language user’s ability to overcome his difficulties during his conversation
with others and ability to create communicative strategies for keeping the communication
stream going on. This strategic competence includes achievement strategies, stalling or time
gaining, self-monitoring, interacting, and social strategies.

2.3 Communicative competence in textbooks

In the realm of language education, there has been a lot of discussion over the
inclusion of communicative competence in textbooks. Since the aim of language instruction
is to develop learners’ use of language in real communication, Hedge (2000) believes that
teaching materials must incorporate authentic language use in practice. The representation of
communicative competence in EFL textbooks can provide learners with “real-world
relevance which can help them link what they learn at school and how to use the language in
practical communication” (Ozverir, 1., Herrington, J., & Osam, 2016); (Chan, 2013). That is
why, balancing all aspects of communicative competence in EFL course books is important
to fulfill learners’ needs in communication.

As Wiemann, J., & Backlund, (1980) and Canale, M., & Swain, (1980), it is true that the
constituent of real language use in EFL contents is necessary to provide learners with the
minimal communication skills of receiving, understanding, and applying the substances of
received lessons. Textbooks used in language teaching can be regarded as the EFL
environment where learners can have exposure to the target language. In reality, however,
EFL materials are “not yet developed systematically with reference to any well-defined and
comprehensive communicative construct” (Celce-Murcia, M., Dornyei, Z., & Thurrell, 1995).
In 2011, Gilmore claimed that representation of target language in textbooks is still
insufficient to meet learners’ communicative needs although the quality of textbooks appears

better than those in the past.

3.RESEARCH METHODOLOGY
This section explained how the data were collected and how the analysis was

structured.
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3.1 Survey Design

This study employs a content analysis approach to investigate the representation of
communicative competence in the tasks of Life student’s book (pre-intermediate level 2 A)
used in the first semester of the second year non-English specialisations. The primary goal is
to explore which components of communicative competence the tasks in Life student’s book
(pre-intermediate level 2 A) explicitly emphasize to facilitate language practice and the extent
to which they address various sub-components of communicative competence.

The research questions guiding this investigation are as follows:

1. Which components of communicative competence are explicitly emphasized
in the tasks of Life student’s book (pre-intermediate level 2 A)?

2. Which sub-components of communicative competence is most prominently
emphasized in the tasks of Life student’s book (pre-intermediate 2 A)?

3. Which sub-components of communicative competence receive comparatively
less attention in the tasks of Life student’s book (pre-intermediate level 2 A)?

3.2  Theoretical Framework

This study is based on Celce-Murcia’s model of communicative competence (2007),
which identifies six key components: sociocultural competence, discourse competence,
linguistic competence, formulaic competence, interactional competence, and strategic
competence. Each competence encapsulates various sub-skills and aspects crucial for
effective communication. This framework is utilised to analyze the tasks in Life student’s
book (pre-intermediate level2 A).

33 Data collection

All 261 tasks from Life student’s book (pre-inmediate level 2 A) are collected. The
tasks are designed under the contents of Life student’s book—grammar, vocabulary, real life
functions, pronunciation, and listening, speaking, reading and writing skills. Life student’s
book (pre-intermediate 2 A) contains four units and 68 tasks are included in unit 9; 68 tasks,
in unit 10; 63 tasks, in unit 11 and 62 tasks, in unit 12. A coding checklist is constructed,
aligning with Celce-Murcia’s communicative competence components. For each component,
specific criteria are defined to systematically categorize the tasks. The checklist serves as a
practical tool to facilitate the content analysis process and ensures consistency in the
identification and classification of communicative competence components within each task.
All the tasks are systematically coded into the sub-components of communicative
competence.

3.4 Data Analysis

Descriptive quantitative analysis is used in this study. The analysis is based on two
aspects: which communicative competence the tasks explicitly emphasize and the proportion
of sub-components from each competence. At the first stage, all the tasks are analyzed if they
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explicitly focus on six competences: sociocultural competence, discourse competence,
linguistic competence, formulaic competence, interactional competence, and strategic
competence. Then, they are marked for any evidence indicating each sub-component of
competence, and unmarked for the absence of evidence. The scores are accumulated and
converted into proportional percentages according to the number of tasks.

The areas of analysis consist of six areas of competence including their sub-components
(Celce-Murcia, 2007). The first is sociocultural competence where the focus of analysis is on
three variables including social contextual factors, stylistic appropriateness, and cultural
factors. Afterwards, the discourse competence consists of four components of cohesion,
deixis, coherence, and generic structure. The next is linguistic competence with the focus of
the analysis on four areas of phonological, lexical, morphological and syntactical aspects.
Another aspect for analysis is the formulaic competence which focuses on routine
expressions, collocations, idioms, and lexical frames. For the interactional competence, the
actional, conversational, and non-verbal/paralinguistic competences are taken into account
for analysis. The final analysis is the strategic competence which focuses on achievement,
stalling or time gaining, self-monitoring, and social strategies (Celce-Murcia, 2007).
Although some tasks are implicitly related to more than one component of communicative
competence, only one component of explicit emphasis of each task is taken into account.

4.Findings and Discussion
The total 261 tasks of four units are collected and each task is categorized into the
component of communicative competence by Celce-Murcia and investigated to ensure which
components of communicative competence each task explicitly focuses on.

4.1 Total components of communicative competence

Table 4.1: The total components of communicative competence in the 261 tasks of all
four units in Life student’s book (pre-intermediate level 2 A)

No. Component Task Percentage
1 Sociocultural competence 7 3%
2 | Discourse competence 72 27%
3 | Linguistic competence 94 36%
4 | Formulaic competence 18 7%
5 | Interactional competence 70 27%
6 | Strategic competence 0 0%
7 | Total 261 100%

The table presents a descriptive quantitative analysis of the tasks across various
components of communicative competence within Life student’s book (pre-inmediate level 2
A). Each row corresponds to a specific component, following Celce-Murcia’s model, and
indicates the number of tasks associated with each. Among the 261 tasks in all four units of
Life students’ book, linguistic competence emerges as the most prominently featured
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component, with a substantial 94 tasks (36%). Discourse competence follows closely with 72
tasks (27%) while interactional competence is well-represented with 70 tasks (27%).
Formulaic competence is reflected in 18 tasks (7%) and sociocultural competence is
represented by 7 tasks (3%). Notably, there are no specific tasks (0%) for strategic
competence in Life student’s book (pre-inmediate level 2 A). The total of 261 tasks provides
an overview of Life students’ book’s explicit emphasis on the components of communicative
competence, revealing the pedagogical priorities and strengths of the instructional material.
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Figure 1: Representation of communicative competence in Life student’s book (pre-
intermediate level 2 A)

To answer the second and third research questions, “Which sub-components of
communicative competence is most prominently emphasized in the tasks of Life student’s
book (pre-intermediate level 2 A)” and “Which sub-components of communicative
competence receive less attention in the tasks of Life student’s book (pre-intermediate level 2

A)?” each task is categorized into specific sub-components of each communicative
competence.

4.2 Sub-components of sociocultural competence

Table 2: The sub-components of sociocultural competence in the tasks of Life student’s
book (pre-intermediate level 2 A)

No. Sub-component Task | Percentage
1 | Social contextual factor 2 28.6%
2 | Stylistic appropriateness 4 57.12%
3 | Cultural factor 1 14.28%
4 | Total 7 100%
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The table presents the analysis of sociocultural competence within Life student’s book
(pre-intermediate level 2 A) by categorizing the tasks into specific sub-components. In this
analysis, the sociocultural competence is divided into three sub-components: social
contextual factors, stylistic appropriatencss, and cultural factors. The data reveals that Life
student’s book places particular emphasis on stylistic appropriatencss, with four tasks
designed to enhance learners’ awareness of formal and informal language registers. Social
contextual factors arc addressed in two tasks, indicating a consideration of varied social
contexts in language use. Morcover, the inclusion of onc task under cultural factors suggests
an effort to integrate cultural clements into language Iearning, fostering cultural competence
among learners. This analysis of tasks under sociocultural competence highlights Life
student’s book’s intentional approach to cquipping lcamners with the necessary skills to
navigate diverse sociocultural aspects of language usc cfTectively.
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Figure 2: Representation of sociocultural competence in Life student’s book (pre-
intermediate level 2 A)

4.3 Sub-components of discourse competence
Table 4.3: The sub-components of discourse competence in the tasks of Life student’s

book (pre-intermediate level 2 A)

No Sub-component Task | Percentage
1 | Cohesion 2 2.8%
2 | Deixis 0 0%
3 | Coherence 57 79.2%
4 | Generic structure 13 18%
5 | Total 72 100%
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Among the total of 261 tasks in Life student’s book (pre-intermediate level 2 A), 72
tasks emphasizes on discourse competence and the table above provides a detailed analysis of
tasks related to discourse competence. The sub-components of discourse competence, namely
cohesion, deixis, coherence, and generic structure, are individually specified along with the
corresponding number of tasks. Notably, coherence stands out prominently with 57 tasks
(79.2%), indicating a substantial emphasis on fostering learners’ ability to create logically
connected and organized discourse. Generic Structure follows with 13 tasks (18%), reflecting
attention to the development of learners’ understanding of various text types and structures.
Cohesion is represented by 2 tasks (2.8%), suggesting a focus on the interconnectedness off
clements within a text. Surprisingly, there are no tasks that emphasize on deixis. This analysis
underscores the significant weight given to coherence and generic structurc within the
discourse activitics of Life student’s book (pre-intermediate level 2 A), providing valuable
insights into the instructional prioritics of the material in enhancing Icarners’ discourse
competence.
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Figure 3: Representation of discourse competence in Life student’s book

(pre- intermediate level 2 A)

4.4  Sub-components of linguistic competence

Table 4.4: The sub-components of linguistic competence in the tasks of Life student’s
book (pre-intermediate level 2 A)

No. Sub-component Task | Percentage
1 | Phonological 12 12.8%
2 | Lexical 38 40.4%
3 | Morphological 0 0%
4 | Syntatic 44 46.8%
5 | Total 94 100%
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The table offers a detailed analysis of tasks related to linguistic competence within
Life student’s book (pre-intermediate level 2 A), accounting for 94 tasks within the total of
261 tasks. Each row represents a specific sub-component of linguistic competence, including
phonological, lexical, morphological, and syntactic aspects, accompanicd by the
corresponding number of tasks. Notably, a substantial focus is obscrved in the arcas of lexical
and syntactic aspects, with 38 tasks (40.4%) and 44 tasks (46.8%), respectively. This suggests
a comprchensive emphasis on  building Icarners’ vocabulary and syntactic  skills.
Phonological tasks, numbering 12 (12.8%), indicatc attention to the sound patterns ol
language, while morphological tasks arc absent in the students’ book. Overall, this analysis
provides insights into the distribution of linguistic components, underscoring an emphasis on
vocabulary development and syntactic structures in Life student’s book (pre-intermediate
level 2 A), contributing to learners’ linguistic competence.
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Figure 4: Representation of linguistic competence in Life student’s book
(pre- intermediate level 2 A)
4.5 Sub-components of formulaic competence

Table 4.5: The sub-components of formulaic competence in the tasks of Life student’s
book (pre-intermediate level 2 A)

No. Sub-component Task | Percentage
I | Routines 0 0%
2 | Collocations 3 17%
3 | Idioms 0 0%
4 | Lexical frames 15 83%
5 | Total 18 100%
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The table above analyzes the tasks related to formulaic competence within Life
student’s book (pre-intermediate level 2 A), encompassing four specific sub-components:
routines, collocations, idioms, and lexical frames, along with the corresponding number of
tasks. Notably, lexical frames stand out with 15 tasks (83%), indicating a significant focus on
providing learners with structured frameworks. Collocations are represented by 3 tasks
(17%), highlighting attention to word combinations that frequently co-occur. However, Life
student’s book lacks the tasks that focus on routines and idioms, suggesting potential arcas
for enhancement in incorporating cveryday language routines and idiomatic expressions.
Overall, the analysis indicates that Life student’s book (pre-intermediate level 2 A)

emphasizes Icxical frames and collocations, providing lcarners with structured frameworks
for effective language usc.
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Figure 5: Representation of formulaic competence in Life student’s book (pre-
intermediate level 2 A)

4.6 Sub-components of interactional competence

Table 4.6: The sub-components of interactional competence in the tasks of Life
student’s book (pre-intermediate level 2 A)

No. Sub-component Task | Percentage
1 | Actional 70 100%
2 | Conversational 0 0%
3 | Non-verval 0 0%
4 | Total 70 100%

The table presents the analysis of tasks related to interactional competence within Life
student’s book (pre-intermediate level 2 A), comprising three distinct sub-components:
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actional competence, conversational competence, and non-verbal competence, along with the
corresponding number of tasks. Remarkably, the majority of tasks fall under actional
competence, with 70 tasks (100%). This suggests a substantial emphasis on providing
leamers with opportunities to develop practical language skills for effective communication
in various contexts, such as information exchanges, interpersonal exchanges, and expression
of opinion and feelings. However, both conversational competence and non-verbal
competence do not receive attention in the tasks.
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Figure 6: Representation of interactional competence in Life student’s book (pre-
intermediate level 2 A)

4.7  Sub-components of strategic competence

Table 4.7: The sub-components of strategic competence in the tasks of Life student’s
book (pre-intermediate level 2 A)

No. Sub-component Task | Percentage
1 | Achievement 0 0%
2 | Stalling or time gaining 0 0%
3 | Self-monitoring 0 0%
4 | Interacting 0 0%
5 | Social 0 0%
6 | Total 0 0%

The table above indicates that there are no tasks associated with any of the sub-
components under strategic competence within Life student’s book (pre-intermediate level 2
A), resulting in a total of O tasks. This suggests that Life student’s book does not explicitly
incorporate activities or exercises aimed at developing learners’ skills in strategic language
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use. Sub-components such as achievement strategies, stalling or time gaining, self-
monitoring, interacting, and social competence are not represented in the tasks. The absence
of tasks in these areas may indicate a potential gap in addressing strategic language use,
including learners’ abilities to set and achieve communicative goals, manage communication
challenges, and navigate social aspects of language use. While Life student’s book may
prioritize other aspects of communicative competence, this finding highlights an area where
future revisions or supplementary materials could enhance the development of learners’
strategic language competencies.

Figure 7. Representation of strategic competence in Life cstudent’s book (pre-
intermediate 2 A)

4.8 Discussion

The study’s findings shed light on the notable strengths and potential areas for
improvement within Life student’s book (pre-intermediate level 2 A) concerning
communicative competence. The explicit emphasis on linguistic, discourse, and interactional
competences aligns well with the essential components of effective communication.

Although the tasks address sociocultural competence and formulaic competence, the amount
of tasks is not sufficient.

However, the limited attention to strategic competence, as indicated by its absence in
the tasks, raises important considerations for real-life language use. Strategic competence,
encompassing skills like achievement strategies, stalling, self-monitoring, and social skills,
plays a pivotal role in navigating diverse communication scenarios. Language learners need
to pratise these strategies for the ability to get one’s meaning across successfully to
communicative partners, especially when problems arise in the communication process. The
absence of these strategic elements in the tasks suggests inadequacy in preparing students for
real-world language interactions.
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Moreover, the analysis brings to light lack of specific sub-components, such as deixis
in discourse competence, morphological aspects in linguistic competence, routines, and
idioms in formulaic competence, and conversational, and non-verbal competences in
interactional competence, which are integral for effective communication. In discourse
competence, understanding deixis is crucial for effective communication because it helps
speakers and listeners navigate the shared context of a conversation. Without a proper grasp
of deixis, there can be confusion or misinterpretation of the intended meaning. Morphology
deals with the structure and formation of words. Morphological aspects include the study of
word forms, prefixes, suffixes, and how they convey grammatical and semantic information.
This is important for constructing grammatically correct sentences, conveying precise
meanings. Routines and idioms are fixed expressions or phrases that have a specific meaning,
Incorporating routines and idioms enhances communication by adding fluency and
naturalness to speech. It also helps convey cultural nuances and facilitates smoother
interactions by using language that is commonly accepted in specific situations.
Conversational competence is also essential for real communication. Language learners need
to obtain the knowledge of how to open and close conversations, how to establish and change
topics, how to get, hold, and relinquish the floor, how to interrupt, how to collaborate and
backchannel, etc. Non-verbal competence is important for learners to understand the use and
interpretation of gestures, body language, facial expressions, and other non-verbal cues
during communication. Addressing these gaps becomes paramount for ensuring that Life
student’s book equips students with a well-rounded set of language skills necessary for
successful communication in authentic linguistic and cultural contexts. Enhancements in
these aspects would contribute significantly to the practical utility and overall effectiveness of
Life student’s book (pre-intermediate level 2 A) in preparing students for real-life language
encounters. Moreover, most of the tasks in Life student’s book (pre-intermediate level 2 A)
focus on students’ critical thinking. This study suggests that Life student’s book (pre-
intermediate level 2 A) should include more tasks to mirror authentic real-world language
use. Incorporating tasks that simulate authentic communication situations can better prepare
students for practical language interactions outside the classroom.

5.Conclusion

In conclusion, the content analysis of Life student’s book (pre-intermediate level 2 A)
has provided valuable insights into the strengths and weaknesses for improving students’
communicative competence. The study has highlighted the commendable emphasis on
linguistic, discourse, and interactional competences, aligning effectively with the
fundamental components of successful communication. The heightened focus on linguistic
competence, discourse competence and interactional competence underscores the student’s
book’s strength to develop students’ language skills essential for practical communication.

However, a critical observation emerged regarding the limited attention given to
strategic competence, evidenced by its absence in the tasks. Strategic competence,
encompassing skills such as achievement strategies, stalling, self-monitoring, interacting, and
social skills, holds significant importance in real-life language use. The absence of these
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strategic elements in the tasks is the student’s book’s weakness in preparing students for
keeping communication going on smoothly without breakdown.

Furthermore, the content analysis has shed light on Life student’s book’s inadequacy
of specific sub-components, inciuding deixis in discourse competence, morphological aspects
in linguistic competence, and routines and idioms in formulaic competence, and
conversational, and non-verbal competences in interactional competence. These elements are
integral for effective communication and addressing these identified gaps is crucial to ensure
that the coursebook equips students with a well-rounded set of language skills necessary for
successful communication in authentic linguistic and cultural contexts.

In conclusion, it is imperative to consider enhancements in strategic competence
within the coursebook to better prepare students for the challenges of real-world language
interactions. Additionally, addressing specific sub-components identified in the analysis, such
as deixis, morphological aspects, and the inclusion of routines, idioms, conversational, and
non-verbal competences, will contribute significantly to the practical utility and overall
effectiveness of the coursebook. By incorporating these improvements, Life student’s book
(pre-intermediate level 2 A) can better fulfill its role in preparing the second-year non-
English specialization students for diverse and authentic language encounters.
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A Study on Strategies for Vocabulary Acquisition
Among First Year Students in Yangon University of

Economics (Ywa Tha Gyi Campus)
Phyo Thu Htike 1

Abstract

Vocabulary is crucial in lcamning a forcign language as it forms the foundation
for developing speaking, listening, reading, and writing skills. To communicate
cffectively in a foreign language, lecarners must acquire an adequate number of
words and understand their accurate usage. This rescarch aims to explore the
highest and lowest frequent usc of vocabulary lcarning strategies used by [irst
year students at Yangon University of Economics (Ywa Tha Gyi). In this
rescarch, systematic sampling was used and one hundred students participated
in the study. Vocabulary Learning Strategics were measured with 15 items. The
mean score of vocabulary learning strategics shows that the most [requent
strategy uscd for vocabulary lcarning is using a bilingual dictionary (3.91), the
lcast frequent strategy used for vocabulary learning is memorizing words [rom
English magazines (2.46). According to the Pearson’s correlation analysis, there
is a positive relationship between years of studying English and vocabulary
learning strategics. Regarding the results of multiple regression analysis, gender
and years of studying English influence vocabulary lcaming strategics. It is
found that femalc students used vocabulary learning strategics more than male

students. It is hoped that this paper will be helpful for those who would like to
do research on that ficld to certain extent.

Keywords: vocabulary lcarning strategics, (requency use, systematic sampling,
Pcarson’s corrclation analysis, multiple regression analysis

1. Introduction

In this chapter, background of the study, aim and objectives of the study, scope of the
study and organization of the study will be stated.

1.1 Rationale of the Study

To communicate with cach other in English very well, vocabulary (unctions as a
cornerstone. Unless there is a well-functioning mental lexicon, communication will break
down. Knowing more vocabularics means varicty of vocabulary types to be learned, including
single words, phrascs, collocations, and strategic vocabulary as well as grammatical patterns,
idioms, and fixed cxpressions.

According to Richards (1976) and Nation (2001), it is not ecnough for learners to know

1 Assistant Lecturer, Department of English, National Management Degree College
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just onc meaning for a word. Learners need to know different aspects of a word: spoken and
written forms, parts ol words (prefix, suffix and ‘root' form), grammatical forms, collocations,
associations (words that arc similar or oppositc in meaning), connotations and [requency.

In lcarning a foreign language, vocabulary plays an important role. It is onc of the
fundamental elements in lcarning (our skills: speaking, listening, reading and writing. In order
to communicate well in a foreign language, lcarners should acquire an adequate number of
words and should know how to use them accuratcly. Even though lcamers realize the
importance of vocabulary when learning a language, most Myanmar learners of English Icarn
vocabulary passively duc to scveral factors. First, they Icarn vocabulary for meaning or
definition, pronunciation, spelling and grammatical functions. Sccond, they only think of
vocabulary learning as knowing the primary meaning of a new word. Therefore, they ignore
all other aspects of the words such as collocation, connotation and contextual meaning. Third,
students usually acquire new vocabulary through new words in their textbooks or when given
by teachers during the lessons. For example, learncrs find many new words in a text and then
ask the teacher to explain the meanings and their usc. Fourth, many Myanmar Icarners do not
want to use the vocabulary that they have learnt. Students may recognize a word in a written
or spoken form and think that they alrcady "know the word", but they may not be able to use
that word properly in different contexts or pronounce it correctly. To solve the problems
mentioned above, using interactive activities in teaching vocabulary in the classroom may be
effective for learners.

1.2 Aim and Objectives of the Study

The aim of the study is to investigate the vocabulary learning strategics ol first ycar
students from Yangon University of Economics (Ywa Tha Gyi).

The specific objectives are:
(i) To examine the factors which influence vocabulary lcarning strategies
(ii) To observe the highest and lowest frequent use of vocabulary learning strategics of first

ycar students.
(iii) To overview the socio-demographic characteristics of first year students

1.3 Method of Study

In this study, primary data were used. One hundred were sclected by using descriptive
statistics and systematic sampling methods. The descriptive statistics are used to describe the
socio-demographic characteristics of the respondents and the vocabulary Icarning strategics.
The vocabulary Icarning strategics were measured by 5 points Likert Scale including 15 items
in the questionnaire. Multiple regression analysis is used to analyze the influencing factors of
vocabulary learning strategies of the respondents.
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1.4 Scope of the Study

This study cspeccially focuses on first ycar students [rom Yangon University of
Economics (Ywa Tha Gyi). The data were collected from these students based on their
vocabulary Icarning strategics. Although there arc cight specializations at the University, only
four spccializations such as commerce, accounting, public administration and development
studics were studicd.

1.5  Organization of the Study

This study consists of {ive main chapters. Chapter 1 is the introduction, which describes
rationale of the study, aim and objectives of the research, scope and limitation of the study,
method and organization of the study. Chapter 2 is about the literature review concerning the
main topics. Chapter 3 gives information about the rescarch methodology applied in this study.
Findings bascd on that survey data are mentioned in chapter 4.In chapter 5, the last chapter of
the study, findings, limitations of the study are discussed and implication and suggestions for
further research are given.

2. Literature Review

In this chapter, the definition of vocabulary, tecaching vocabulary, diffcrent aspects off
vocabulary, factors to be considered in teaching vocabulary, techniques in vocabulary tcaching
and so on will be mentioned.

2.1  What is Vocabulary?

Vocabulary can be defined, roughly, as "the words the tecachers teach in the forcign
language". However, a new item of vocabulary may bc more than just a single word: for
cxample, post office, and mother-in-law, which are made up of two or three words but express

a singlc idea. A useful convention is to cover all such cases by talking about vocabulary items
rather than words.

All languages consist of words. Historically, languages emerge first as words when first
and any subscquent languages arc learnt. Vocabulary is still widening because the lcarners arc
continually learning new words and the mcanings of old words, cven in their native language.
For example, the usc of the post office or letters was popular but nowadays cmails arc used.
Some words can be entirely new to them. The learners come across completely new words that
are made up according to new technologics and the needs of real life. For example, a verb" to
google" is most frequently used a lot. Learners of a foreign language cxperience something
similar. Thornbury (1988) states that words that arc totally unfamiliar or being used in ways
that arc novel and possibly obscure can be observed. To find the right word to fit the meaning
can be very frustrating, especially if the store of words is limited.
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2.2 Teaching Vocabulary

Teaching vocabulary is an important area worthy of effort and investigation because it
needed for expressing meaning and in using the receptive (listening and reading) and the
productive (speaking and writing) skills. "If language structures make up the skeleton of
language, then it is vocabulary that provides the vital organs and the flesh". (Harmer; 1993).

Although vocabulary is not a syllabus, it is a list of words that teachers prepare for their
learners to memorize or learn by heart. Memorizing may be good and useful as a temporary
technique for tests, but not for learning a foreign language. Language learners need to learn the
vocabulary of the target language in another way. If the teacher really wants to teach students
what words mean and how they are used, he needs to show them together with context. Words
do not just exist on their own; they live together and they depend upon each other. Therefore,
teaching vocabulary correctly is a very important element in language learning. Correct
vocabulary instruction involves vocabulary section, word knowledge and techniques.

Teaching vocabulary is not just conveying the meaning to the students and asking them
to learn those words by heart. Teachers should use different techniques and activities in
teaching English vocabulary to motivate the learners, enrich their vocabulary and enable them
to speak English.

2.2.1 Different Aspects of Vocabulary

According to Harmer (1993), learners need to know the form of the word, its meaning,
grammar, verb form, word formation, when to use, connotation, contextual meaning and
collocation. Therefore, learners need to know the form of the word and one or more of its
meanings. Besides knowing the form of the word, learners also need to be familiar with its
grammar. For example, learners need to know irregular forms of verbs or plural nouns, the
position of adjectives,etc. Another aspect in teaching vocabulary is the word formation.
Learners should know how to change a word form and when to use it (gerund, the past form).

Teaching the meaning includes mainly connecting a word with its equivalent in the real
world. Itis called denotation. Apart from denotation, connotation of the word (associations and
feelings, which arise when the word is heard) should be taught. Many vocabulary items have
several meanings depending on context. Word meaning is frequently stretched through the use
of metaphor and idiom. Furthermore, learners need to be provided with the sense relations to
other words. There are various relationships such as synonyms, antonyms, hyponyms etc.

Another challenge the learner will face when learning a new item is collocation. That
means he or she needs to know which words can be used in connection with each other and
how. For example, when learning the word "picture", the learner should be informed that one
can take a picture, not make a picture. Thus, students need to acquire the ability to recognize
when it is appropriate to use a particular word - speaking or writing, informal conversation
with a friend or formal polite conversation.

It is not enough for learners to learn just the form and its denotation of a new vocabulary
item. In order to be able to understand properly and to use a new item of vocabulary in a given
language correctly, the learner must be familiar with the word connotation, grammar and
formation as well as its collocation and the right way and appropriateness of use.

109



B NNIIVIIDIU_ A )

National Management Degree College

2.2.2  Factors to be Considered in Teaching Vocabulary

Every language teacher must make a choice with a great effort on what and how much
vocabulary to teach depending on the level and age of the students. Furthermore, they must
consider what vocabulary items to teach first (during early stages of the course) and what
vocabulary to leave later on. The teacher's choice of vocabulary is influenced to some extent
by the course book and supplementary materials they use. However, the teacher decides an
emphasis given to individual items.

When making a decision about what vocabulary to teach preferentially, mainly the
usefulness of the words and interests of the learners should be taken into consideration.
Moreover, the learner’s needs frequency, coverage, range and learnability are to be considered.

In the first place, the teacher should consider the learner's needs. Allen (1983) points
out that it is useful to provide the learner with words for 'classroom language' just at the early
stages of the course. She continues to say that it is important for the teacher to predict what
words the student needs to know for talking about everyday life, people and things surrounding
them. "When such words are learnt, the new language can immediately be put to use.”

One of the criteria affecting the choice of the teacher is the frequency in which the
particular item is used in common language. In general, the words which are most commonly
used are the ones the teacher should teach first. However, most frequent words do not usually
convey much information but to be able to communicate, learners need to know a considerable
number of words bearing some meaning that are ambiguous (McCarthy,1992).

Another aspect to consider is coverage. Harmer (1993) states that the words covering
more things are likely to be taught before words with only one specific meaning. For example,
the word 'book' will be taught before words 'notebook or exercise book'.

McCarthy (1992) also speculates on the range of an item. It is generally advisable to
avoid the vocabulary with a restricted range, since the wider range an item has, the more useful
it is likely to be. Generally, concrete things are more learnable than abstract ones, therefore
they are always taught first.

"Learnability" is another factor influencing the order in which chosen vocabulary will
be taught. There are a lot of reasons why words might be easy or difficult to learn. If it is
difficult to remember the spelling, pronunciation or meaning of a word , the students will not
learn it easily.

2.2.3 Techniques in Vocabulary Teaching

According to Harmer (1993), learners acquire vocabulary in various ways. Students are
exposed to a lot of new vocabulary during lessons: by the teacher, by texts or other materials
they work with. A lot of vocabulary is automatically absorbed. Harmer (1993) also suggests
sense relations, definition and direct translation of words might function as another helpful tool
for clarifying the meaning.

Besides this incidental acquisition, Thombury (2004) states that there are "pre-planned
lesson stages in which learners are taught pre-selected vocabulary items" . Various techniques
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and activities are aimed directly at learning vocabulary, which is usually put into sets of related
words, often by topic or meaning,.

As McCarty (1992) suggests, before presenting new language, pre-teaching activities
might be beneficial " to activate existing knowledge to make the encounter with new words
more meaningful". Pre-teaching activities often arouse students' attention and desire to explore
a particular topic or subject in greater detail.

Both McCarthy (1992) and Thombury (2004) suggest two general possibilities of
arranging vocabulary presentation. The teacher provides the learners with the meaning of the
words and then progresses to introduction of their forms or vice versa — the form is introduced
first, followed up with illustration of the meaning.

In the latter, forms are often presented in text or another form of context, and students
are encouraged to discover meanings and other properties of words themselves. This type of
activity is called the discovery technique (Harmer; 1993). There are many possibilities of how
to explain or illustrate the meaning of words. In the first place, it is necessary to mention
techniques typical for 'Direct 1 Method' which Thombury specifies them "using real objects
(called realia) or pictures or mime”.

The same author continues to say that these means are especially appropriate for
teaching elementary levels, where many concrete objects are taught. These types of
presentation are usually supplemented with the use of TPR (Total physical response), which is
a technique where the teacher gives commands and students perform the actions. In TPR, "the
intention is to replicate the experience of learning one's mother tongue" (Thombury 2004).

Thombury (2004) listed these options as well and furthermore included an idea of
clarifying the meaning such as "providing an example situation" or "giving several example
sentences".

All these techniques are more or less useful for a particular situation, level and
vocabulary, the best way would be in many cases to combine them and use several together.

Besides explaining the meaning in vocabulary presentation, it is also important to focus
on forms, since the sound of words is one of the aspects influencing the organization of the
mental lexicon (Thombury 2004; McCarthy, 1992).

This is arranged by various drilling activities. From experience, songs and chants are
very suitable for drills, providing rhythm, catchy rhymes and an element of fun. As Thombury
(2004) suggests, introducing the written form of the word should follow not long after the
presentation of the pronunciation.

After presentation, learners should be provided with plenty of opportunities to practise
the newly gained language in accordance with the above-mentioned principles sinceit is crucial
for successful remembering. This is done by various forms of practice activities. In the first
stage, usually mechanical practice is applied "in the form of some of kind of oral
repetition"(Thombury; 2004). Furthermore, as Thombury (2003) claims, it is necessary to
integrate new vocabulary into existing knowledge in the mental lexicon, which is done by types
of activities, where students make judgments about words, e.g., matching, comparing etc. This
mechanical practice is then followed by more open and communicative activities “where
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learners are required to incorporate the newly studied words into some kind of speaking or
writing activity”. This is often provided by various pair work or group work activities.

3. RESEARCH METHODOLOGY
This section explained how the data were collected and how the analysis was
structured.

3.1 Survey Design

In this research, respondents are first year students from Yangon University of
Economics (Ywa Tha Gyi Campus). The study is emphasized on four specializations such as
Commerce, Accounting, Public Administration and Development Studies. The population
size is 800 students. Twenty-five students from each specialization are selected by systematic
sampling. The sample size is 100 students. The survey was conducted through questionnaire
and Likert scale was used. The data were collected by systematic sampling method. From the

questionnaire, the highest and lowest frequent use of vocabulary learning strategies used by
first year students can be observed.

3.2 Pearson’s Product Moment Correlation Coefficient

The Pearson’s correlation coefficient tells us two aspects of the relationship between
two variables. The sign (- or +) for r identifies the kind of relationship between the two
quantitative variables, and the magnitude of r describes the strength of relationship.

The mathematical formula for the Pearson’s correlation coefficient r is as follows.

- nZXY -ZX XY
Iz x -z x, 3 lnzri-(zry|

where r = correlation coefficient
n = number of observations
Zxy = sum of the product of x and y
Zx2 = sum of squares of values of variable x
(Zx)2 =  square of the sum of all the values of variable x

The magnitude of the correlation lies between -1 and 1 this means that -1 <r < 1. The
value of correlation coefficient that is close to -1 indicates that the two variables have a strong
negative relationship. Negative relationship means that an increase in one variable causes
another variable to decrease, and vice versa. On the other hand, a value that is close to 1
indicates that the two variables have a strong positive relationship. Positive relationship means
an increase in one variable will cause the other variable to increase, and vice versa.

33 Multiple Linear Regression Model

Linear regression attempts to model the relationship between two variables by fitting a
linear equation to observe data. One variable is an explanatory variable, and the other
dependent variable. Before attempting to fit a linear model to observe data, a model should first
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determine whether or not there is a relationship between the variables of interest. The cquation
can be interpreted as prediction cquation if the independent variable precedes the dependent
variable. Multiple regression models take the following form;

Yi=B0+B1X1i+p2X2i+...+BkXkit+ci; i=1,2...,n (3.10)
where;
Yi = value of the dependent variable in the ith trial
B0 = constant in the regression cquation
BilseiBk = regression cocflicients associated with cach of the Xk independent
variable
Xji = valuc of the jth independent variable in the ith trail

¢i = the random error in the ith trail or observation

3.3.1 Assumptions of the Multiple Linear Regression Model
The following arc the assumptions of multiple regression models

(i) Multiple lincar regression needs the relationship between the dependent variable and
independent variables to be lincar. It is also important to check outliers since multiple
linear regression is sensitive to outlier effects.

(i) (i) The multiple lincar regression analysis requires that the error between observed and
predicted values (i.c., the residuals of the regression) should be normally distributed.

(iii) (iii) The error of the mean is uncorrelated; that the standard mean error of the dependent
variable is independent [rom the independent variables.

(iv) (iv) The multiple lincar regression analysis makes homoscedasticity.

(v) (v) There is no multicollincarity, i.c., there is no lincar relationship among the

independent variables.

3.3.2  Test for Significance of Overall Multiple Regression Model
The F test is used to determine whether there exists a significant relationship between
the dependent variable and the entire set of independent variables in the model. The ANOVA
procedure tests the null hypothesis that all the B values are zero against the alternative while at
lcast one B is not zero.
Ho: B1=p2=p3=...=pk=0
Ha: At lecast onc Bi is not zero.
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Table (3.1) provides the format for an ANOV table for multiple regression.

Table (3.1) ANOVA Table

oy Sum of Degree of
F_ ~

Source of Variation Seuires | Fredoniial) Mean Square value
Between samples SSR K SSR . MSR
(trcatment) k ~ MSE
Within samples SSE kel SSE
(crror) n—k-1
Total variation SST n-1

where,

SSR = regression sum of squarc
SSE = the crrors sum of squarcs
SST = total sum of square

If the null is not rejected, then there is no linear relationship between Y-variable and
any of the independent variables. On the other hand, if the null is rejected, then at least one
independent variable is linearly related to Y.

3.3.3 Testing Individual Partial Regression Coefficients

The next logical step is to test each cocfficient individually to determine which one
(or ones) is significant.

Ho: Bi=0
Ha: Bi # 0
The t-test statistic is
b, -0
l =
Spi

where bi is the individual coefficient being tested

Sbi is the standard error of bi
If P-valuc is lcss than the significant level, null hypothesis is rejected.
34 The Coefficient of Multiple Determination (R2)

The coefficient of determination can be calculated by using the crrors sum of squares
(SSE) and regression sum of square (SSR), and total sum of square (SST). The coefficient of
multiple determinations is defined as;

SSR _,_SSE

R2———=
SSTO SST
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The R2 that measures the variation in Y is explained by the independent variable X in
the simple linear regression model. In multiple regression, the coefficient of multiple
determination represents the proportion of the variation in Y that is explained by the set of
independent variables. The value of coefficient of multiple determinations will be between
zero and one.

A common practice in multiple regression and correlation analysis is used to report the
adjusted coefficient of determination. Symbolized as R 2, this statistic adjusts thc measure of
explanatory power [or the number of degrees of frecdom.

4. Findings and Discussion
4.1  Socio - demographic Characteristics of Respondents

In this part, respondents mention their gender, age, getting vocabulary, and social
media usage.

4.1.1 Respondents’ Gender

In table (4.1), respondents are answered their gender status.

Table (4.1) Frequency Distribution of Respondents’ Gender

Gender Frequency Percent
Male 20 20.0

Female 80 80.0
Total 100 100.0

Data Source: Survey Data (May, 2023)

The data presented shows the distribution of gender among the participants in the study.
Out of the total 100 participants, 20 individuals arc identified as males, representing 20% ol
the sample. On the other hand, 80 participants are identified as females, accounting for 80% of
the sample. These percentages provide insights into the gender composition of the participants
and indicate that the majority of the participants arc femalcs.

4.1.2 Respondents’ Age
In table (4.2), respondents are answered their agc.

Table (4.2) Frequency Distribution of Respondents’ Age

Age Frequency Percent
17 5 5.0
18 51 51.0
19 24 24.0
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20 16 16.0
21 4 4.0
Total 100 100.0

Data Source: Survey Data (May, 2023)

The data provided represents the distribution of ages among the participants in the
study. It can be scen that 5 participants (5%) reported an age of 17 years, 51 participants
(51%) reported an age of 18 years, 24 participants (24%) reported an age of 19 ycars, 16
participants (16%) reported an age of 20 years and 4 participants (4 %) reported an age of 21
years.

These percentages indicate the proportion of participants within cach age group. It is
cvident that the majority of participants fell into the 18-year-old, comprising 51% of the
sample. The age composition of the participants is essential to consider when interpreting the
rescarch findings, as different age groups may cxhibit various characteristics, perspectives, and
TCSPONSCS.

4.1.3 Respondents’ Years of Studying English

In table (4.3), respondents are answered their years of studying English.

Table (4.3) Frequency Distribution of Years of Studying English Among

Respondents
Years of Studying Frequency Percent
English
Below 5 years 48 48.0
5 ycars and above 52 52.0
Total 100 100.0

Data Source: Survey Data (May, 2023)

The data provided represents the distribution of the number of ycars participants have
been studying English. It is found that 48% of respondents are studying English below 5 years
while 52% of respondents are studying English more than 5 years.

The distribution of years of studying provides insights into the participants' level off

experience and dedication to learning the foreign language. It is important to consider these
different levels of experience when interpreting the rescarch findings, as participants with

various ycars of studying may cxhibit different language proficiency levels, understanding, and
learning strategies.
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4.1.4 Ways of Getting their Vocabulary

In table (4.4), respondents answered their ways of getting vocabulary.

i

Table (4.4) Frequency distribution of “Ways of Getting their Vocabulary’

Ways of Getting their Vocabulary Frequency Percent
Smart Phone 95 95.0
Tablet 1 1.0
Laptop 4 4.0
Total 100 100.0

Data Source: Survey Data (May, 2023)

The data provided represents the distribution of tools used for enhancing vocabulary
among the participants. The following tools were reported: 95 participants (95%) reported
using a Smart Phone for enhancing vocabulary. | participant (1%) reported using a Tablet for
enhancing vocabulary. 4 participants (4%) reported using a laptop for enhancing vocabulary.
The percentages indicate the proportion of participants who reported using each tool.

The data highlights the prevalence of using Smart Phones as the primary tool for
enhancing vocabulary among the participants, with 95% of participants using this device.

This information suggests that Smart Phones are the preferred choice among the
participants for accessing vocabulary-enhancing resources, likely due to their portability,
convenience, and availability of mobile applications specifically designed for language
learning. Considering the dominant use of Smart Phones, it would be essential to ensure the
compatibility and optimization of vocabulary-enhancing tools for mobile platforms, as they are
the most widely used device in this context.

Tablets were reported by only 1% of participants, while 4% of participants reported
using Laptops. The limited use of Tablets and Laptops may be attributed to their less frequent
use or the participants' preference for the versatility of Smart Phones.

4.1.5 Social Media Usage

In table (4.5), respondents answered their social media usage.

Table (4.5) Frequency Distribution of “Social Media Usage”

Social Media Usage Frequency Percent
Facebook 94 94.0
Instagram 2 20

TikTok 1 1.0
Other 3 3.0
Total 100 100.0

Data Source: Survey Data (May, 2023)
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The data provided represents the distribution of social media platforms used by the
participants. The following social media platforms were reported:

94 participants (94%) reported using Facebook and the data reveals that Facebook is the most
widely used social media platform among the participants. 2 participants (2%) reported using
Instagram, 1 participant (1%) reported using TikTok and 3 participants (3%) reported using
other social media platforms. Instagram and TikTok are used by only a small percentage of

participants, with 2% and 1% respectively. Additionally, 3% of participants reported using
other social media platforms.

The dominant use of Facebook suggests its popularity and prevalence as a social media
platform among the participants. This information can be useful in considering the potential
integration of vocabulary-enhancing activities or resources on Facebook to cater to the
preferences and habits of the participants. It is also worth noting that a small portion of

participants engages with other social media platforms, indicating a diversity of preferences in
social media usage.

4.2 Descriptive Statistics of Vocabulary Learning Strategies

Table (4.6) represents descriptive statistics of vocabulary learning strategies used by
students.

Table (4.6): Descriptive Statistics of the Respondents’ Vocabulary Learning Strategies

Items used in Vocabulary Learning Strategies Mean | Std.

Deviation

1 use bilingual dictionary to help me translate English words into 3.91 |0.905
Myanmar.

1 use picture illustrated in the textbook to find the meanings of word | 2.77 | 0.993

I learn meaning of a word by identifying its part of speech. 3.48 | 1.068

I ask the teacher to translate the words into Myanmar. 2.71 1.047

I ask the teacher to put an unknown word into a sentence to help me | 2.67 | 1.129
understand the word meaning,.

I ask my classmates for meaning. 351 1159
1 write down new words in sentences so 1 can remember them. 3.41 1.190
I study the spelling of new words. 3.84 |0972
I repeatedly practice new words. 3.57 | 1.103
1 learn vocabulary from English soundtrack and movies. 382 |1.104
When I try to remember a word, 1 write or say it repeatedly. 3.53 1.176
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[ watch English channels and news to improve my vocabulary. 320 | 1.054
I memorize words from English magazines. 246 | 1.077
I do not worry very much about the difficult words found when 3.05 |0.947

reading or listening, [ pass them.

I use online exercises to test my vocabulary knowledge. 3.69 |0.961

The descriptive statistics reveals the average ratings and the variability in participants'
responses regarding differeni vocabulary enhancement strategies. According to the participants
reported the highest mean for using a bilingual dictionary (3.91), students often used this
strategy. On the other hand, using picture illustrations in textbooks (2.77) and asking the
teacher to translate words (2.71) received lower mean ratings, it is found that students
sometimes used these strategies. According to the strategies of asking classmates for meaning
(3.51), writing down new words in sentences (3.41), studying spelling (3.84), repeatedly
practicing (3.57), learning from English soundtracks and movies (3.82), and writing/saying
words repeatedly (3.53), it can be assumed that students frequently use these strategies.
Watching English channels and news (3.20) and using online exercises (3.69) also revealed
that students mostly use these ways also.

Memorizing words from English magazines (2.46) and not worrying about difficult
words (3.05) had lower mean ratings. Overall, the standard deviations for these strategies
indicate variability in participants' opinions, suggesting differences in preferences and
experiences among the participants.

43  Multiple Regression Analysis of Vocabulary Learning Strategies

In the study, dependent variable is vocabulary learning strategies, and independent
variables are gender, age, years of studying English, getting vocabulary and social media usage.
Gender, getting vocabulary and social media usage are qualitative variables. Gender is
classified as male and female. Getting vocabulary is classified as smart phone and tablet/
laptop, and social media usage is classified as Facebook and Instagram/ Snapchat/ Tiktok. This
study examined that gender, age, years of studying English, getting vocabulary and social
media usage are related to vocabulary learning strategies. The results of multiple linear
regression analysis for vocabulary learning strategies are described in Table (4.7).
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Table (4.7) Results of Multiple Linear Regression Model of Vocabulary Learning

Strategies

Unstandardized Standardized

Coefficients Coefficients

B Std. Error |Beta t Sig.
(Constant) 2.118%* 931 2.276 | .025
Gender (Male, Female) 658 ** .106 445 6.184 | .000
Age 017 .047 .027 369 | 713
Years of  Studying O73*** .010 .585 7.661 | .000
English
(Below 5 years =0,
5 years and above = 1)
Smartphone -111 130 -.063 -.858 393
Facebook .091 181 037 .504 615
R 0.725
R2 0.525
Adjusted R2 0.500
F (P-value) 20.82*** (P-value=0.000)

** and *** denote coefficient is significant at the 0.05 and 0.01 level

According to multiple regression model, the R2 value and adjusted R2 are 0.525 and
0.5, respectively. The value of adjusted R2 (0.5) represents as 50% of the variation in the
vocabulary learning strategies explained by gender, age, years of studying English, getting
vocabulary, and social media usage.

Regarding the results of multiple regression analysis, this model is significant at 1%
level. It can be seen that there is a relationship between gender, age, years of studying English,
getting vocabulary, and social media usage and vocabulary learning strategies. The coefficient
of female is significant at 1% level and its value is 0.658. It can be seen that female students
are learning vocabulary more than male students. The coefficient of years of studying English
is significant at 1% level and its value is 0.073. It can be seen that an increases in students’years
of studying English will lead to an increase in the vocabulary learning strategies.

5.Conclusion
The aim of the research is to explore the highest and lowest frequent use of vocabulary
learning strategies used by first year students at Yangon University of Economics (Ywa Tha
Gyi). Systematic sampling was used and one hundred students were observed as participants
in the study. Vocabulary Learning Strategies were measured with 15 items by a questionnaire.
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The analysis of the socio-demographic characteristics of the respondents provides
valuable insights into the composition of the study. The majority of participants identificd as
female (80%) indicates a gender imbalance in the study. In terms of age, participants
predominantly fell into the 18-ycar-old category (51%). The distribution of ycars of studying
revecaled varying levels of experience, with a significant portion ol participants (38%) reporting
studying for three years. The data also highlighted the prevalent usc of smartphones (95%) as
the primary tool for enhancing vocabulary among the participants. In terms of social media
usage, Facebook was the most widely used platform (94%), (ollowed by Instagram (2%) and
TikTok (1%). These demographic characteristics provide essential contextual information for
interpreting the rescarch f{indings and considering potential variations based on age, gender,
experience, and regional differences.

The descriptive statistics of the attitudinal statcments revealed participants' average
ratings and the variability in their responses regarding different vocabulary enhancement
strategies. The highest mean rating was obscrved for using a bilingual dictionary (3.91),
indicating students most frequently used that approach. On the other hand, strategics such as
using picture illustrations in textbooks (2.77) and asking the tcacher to translate words (2.71)
received lower mean ratings, indicating students frequently used these approaches.

Regarding the strategics such as asking classmates for meaning (3.51), writing new
words in sentences (3.41), studying spelling (3.84), repeatedly practising (3.57), leaming from
English soundtracks and movies (3.82), and writing/saying words repeatedly (3.53), students
frequently used strategics involving watching English channcls and news (3.20) and using
online exercises (3.69) also received moderate use of these strategics.

However, memorizing words from English magazines (2.46) had lower mean ratings.
The standard deviations indicated variability in participants' opinions, suggesting differences
in preferences and expericnces. According to the correlation analysis results, vocabulary
learning strategies and gender are a moderately positive relationship at 1% significance level.
In addition, vocabulary lcarning strategies and years of studying English are moderately
positive relationship at 1% significance level, and vocabulary learning strategies and getting
vocabulary are low negative relationship at 1% significance level.

Regarding the results of multiple regression analysis, this model is significant at 1%
level. It can be scen that there is a relationship between gender, age, years of studying English,
getting vocabulary, and social media usage and vocabulary learning strategies. The coefTicient
of gender is significant at 1% level and its value is 0.658. It can also be learnt that female
students are learning more vocabulary than male students. The cocfficient of years of studying
English is significant at 1% level and its value is 0.073. It is clcar that an increase in student’s
years of studying English will lead to an increase in the vocabulary learning strategies.
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Analysis on Program Production and Broadcasting in Myanmar’s
Television Sector during the COVID-19 pandemic

Cho Yi Mon Tun!

ABSTRACT

The world’s crisis discase, coronavirus, is a serious respiratory disease that emerged in
December 2019 and rapidly spread to entire parts of the world in 2020, causing
widespread illness and death. Besides, the COVID-19 pandemic devastated the various
scctors of business, cducation, tourism, media, and entertainment as well. Among these
scctors, the media sector was onc of the most badly hit by the COVID-19 epidemic in
the last four years. With the persistence and increasing rate of COVID-19 cases and
deaths, the media sector has experienced these challenging issues during the pandemic,
such as the loss of advertisements, the financial crisis, declining newspaper circulation,
a decrease in the production of television programs, etc. In Myanmar, the first wave of
the COVID-19 pandemic began in March 2020, with significant disruption in every
sector of the country. Like the other sectors, Myanmar’s television sector has severely
suffered from challenges and difficulties in program production and broadcasting as a
result of COVID-19’s long-term impacts. Therefore, this study is conducted to analyze
the impact of COVID-19 on television program production and broadcasting in
Myanmar and to examine how the scctor reacted to the challenges and problems and
what the possible solutions are to overcome these challenges. In this paper, the type of
research method applied is a qualitative approach through in-depth interviews.

Keywords: Program Production, TV Broadcasting, Television Sector, COVID-19,
Myanmar

1. INTRODUCTION

COVID-19 (Coronavirus Disease 2019) is a newly emerging discase caused by severe
acute respiratory syndrome coronavirus 2 (SARS-CoV-2) (Xuctao Cao, 2020). The virus is
obviously transmittable between humans and has caused pandemics worldwide. Besides, it can
casily sprecad from an infected person’s mouth or nose in small liquid particles when they
cough, sneeze, speak, sing, or breathe. As of February 2023, according to the report of the
World Health Organization, there had been 757,264,511 confirmed cases of COVID-19,
including 6,850,594 dcaths, all over the world (World Health Organization, 2023). Duc to this
enormous magnitude and high range of impacts, the World Health Organization (WHO)
declared COVID-19 a global pandemic on March 11,2020 (World Health Organization, 2020).

Myanmar is one of the developing countries in Southcast Asia, requiring significant
development in cvery sector. However, the country also encountered numerous challenges and
issues during the COVID-19 pandemic, like other developing and developed countries around
the world. At the beginning of the COVID-19 pandemic in Myanmar, a returnce from the
United States was diagnosed as the first laboratory-confirmed coronavirus discase 2019

1 Assistant Lecturer, Department of Journalism, National Management Degree College
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(COVID-19) patient in Myanmar on March 23, 2020. During the first wave of the COVID-19
pandemic, there were 379 confirmed cases, 359 recovered cases (94.7%) and 6 deaths (2.4%)
(Ministry of Health, Myanmar, 2021). However, these numbers are changing rapidly day by
day. Therefore, the government and the Ministry of Health adopted containment measures to
flatten the peak of the epidemic and to suppress the disease transmission since April 18, 2020.
The strictly containment measures involve social distancing, stay-at-home restrictions, school
closure, work from home and office closure (Ye Min Htun, Tun Tun Win, & Kyaw Myo Tun,
2022). Due to social distancing and stay-at-home policies, TV programs have stopped being
produced, and all the television channels have relied on repeating programs to be aired.
Moreover, the work activities have changed, and the workload has become a challenge for the
television employees with the increase in infected people in the workplace. In this condition,
there were no new TV programs, no variety shows, and no TV advertisements on every
television channel due to the consequences of COVID-19. During the pandemic, repeated and
low-quality programs, decreasing productivity of television programs, declining the rate of TV
advertisements to zero became the major challenges for the TV program production.

L.L1.  Brief History of Myanmar Television Sector

Television, as both a technology and a tool for cultural storytelling, remains as
important today as ever. When going back in history, television played an important role in
people’s daily lives. Television has sat in every home for more than sixty years, and every
person knows it as a sort of "window on the world" or "cultural heart" that has gathered
families, told stories, and offered glimpses of a world beyond the everyday (Amanda D. Lotz,
2014). Television service in Myanmar was first introduced in June 1979 as a test trial in
Yangon. Then, the Burma Broadcasting Service (BBS) was first launched on June 3, 1980,
followed by regular television service in 1981 (Thant Myint-U, 2006). Later, the Burma
Broadcasting Service (BBS) was renamed as Myanmar Radio and Television (MRTV)in 1997.
MRTV mainly broadcasts local news and undertakes these three main duties: to inform,
educate, and entertain the public (Myanmar Radio and Television, 2018). In 2008, MRTV had
211 television relay stations all around the country that broadcast television programs to nation-
wide audiences (Kyaw Kyaw Tun & Win Lwin, 2008). Nowadays, 52 television channels
broadcast regularly in Myanmar. Among these channels, there are three free-to-air channels in
the public television sector: MRTV, MWD, and MITV. MRTV and MWD are the two state-
owned television channels that broadcast news and entertainment in the Burmese language.
Myanmar International Television (MITV) is an English-language channel, available 24 hours
a day and covers a wide range of aspects of Myanmar’s unique traditions, culture, history,
tourist attractions, way of life, goods, and clothing (Myanmar International Television, 2010).

In addition to the private television channels, MRTV- 4, Channel 7, Channel 9, 5 Plus,
MNTV, MITV (formerly known as MRTV-3 and jointly operated with the government),
Fortune TV, Channel K, YTV and Up to Date are popular among the viewers. MRTV- 4 is
operated by the private media company, Forever Group and started broadcasting news and
entertainment in 2004. It is the most popular channel in both rural and urban areas of Myanmar.
Meanwhile, Channel 7 broadcasts news, entertainment, variety shows, and game shows.
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Because of its popular game shows, Channel 7 has the second-highest viewership in the
Myanmar television sector. In comparison to the private free-to-air channels, there are only two
pay television services in Myanmar: Canal+ and Sky Net DTH.

1.2. Research Method

In order to get the perspectives, feelings, and experiences of the participants, this study
uses a qualitative method approach through in-depth interviews. Besides, as part of the
qualitative rapid assessment, in-depth interviews were conducted with participants from
Myanmar. These participants include (1) television employees both in the private and state-
owned television sectors; (2) experts and professionals in the broadcast media. Moreover, the
different participants were asked different questions based on their work and sector.

Furthermore, this research uses an appropriate sampling technique, such as purposive
sampling, to achieve the goals of the research in collecting the data from the participants in
Myanmar. The sample size is focused on the different genders, ages (from 25 to 95), positions,
and fields to analyze the data from different perspectives, as shown in Figure 1. The data is
analyzed using the comparative analysis method in order to compare TV program production
and broadcasting before and during the pandemic. This study is actually based on the period
from March 2020 to April 2023, especially from the first wave of COVID-19 in Myanmar to

the current situation. This study selected 25 participants, and their details are given below in
Table 1.

Table 1 Demographic description of sample

No | Gender Age Sector/Field Number of Samples
1. Male (25-95) | Private Television Sector -4
2. Female (25-95) | Private Television Sector 11
3. Male (25-95) | State-owned Television Sector 4
4. Female (25-95) | State-owned Television Sector 1
S, Male (25-95) | Other Professionals/Experts 4
6. Female (25-95) | Other Professionals/Experts 1
Total Respondents 25

Source: Survey (2023)
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Figure 1 Working fields of total respondent

Management
(or) Admin

Source: Survey (2023)

The specific objectives of the study are to analyze the problems and challenges of TV
program production and broadcasting in Myanmar during the pandemic and also inform the
government and policymakers about these issues and potential solutions.

In completing the research objectives of the study, the following research questions are
carried out;

(1) What impacts does the COVID-19 pandemic have on program production and
broadcasting in Myanmar’s television sector during the outbreak?

(2) How has the television sector in Myanmar reacted to the challenges and
difficulties of the COVID-19 pandemic in TV program production and
broadcasting?

2. LITERATURE REVIEW

The television industry has been considered an essential service to the population
during the world crisis caused by COVID-19. Information on the evolution and impact of the
pandemic has become a priority concern, together with the interest in broadcasting the norms
and the need to promote health education campaigns to change society’s habits and align them
with behaviors that can help avoid contagion. The entertainment content of the television
industry:has also been essential at a time when business activity came to a halt, generating an
increase in free time that confinement forced us to occupy without leaving the house (Miguel,
Martin, & Cesar, 2020). Moreover, the television industry played an important role in
disseminating information during the pandemic. It means that the role of the television industry
is not only to disseminate information (early warning system) but also to provide information
on how to deal with the pandemic (Masduki, 2007). However, the sectors most hardly hit by
COVID-19 are those that rely on social gatherings of people, like the television and
entertainment sectors. Due to the effects of COVID-19, the work pattern and productivity of
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TV programs in the television industry around the world were forced to change. The authors,
Tenerman, Anang, and Puji, also mentioned the management changes in the television industry
during the pandemic. They described how each television channel initially imposed different
rules on its employees during the COVID-19 pandemic. Changes in television management
change the patterns of work activity, production, and broadcasting (Tenerman, Anang , & Puji,
2022). In the previous research study, “Communicating with the Masses from Isolation: What
Happened When Local Television Journalists Worked from Home”, the author discussed how
the television channels decided to have employees work from home (WFH) or from the field
rather than from the studio during the outbreaks of COVID-19. From a review of research on
work from home, possible impacts of work from home on employees’ effectiveness are
conceptualized as including output, individual growth and well-being, and group viability. In
this paper, the study found that work-from-home employees could successfully create a
program, albeit with some concerns about story quality. However, work from home did not
seem to satisfy employees individually or as a group. Lifting restrictions on gatherings might
mitigate some of the problems experienced, but the two authors, Keren and Raghav, expected
to see continued challenges to TV employees' informal learning. This study also examined how
such emerging technological capabilities might change the work practices of the television
industry and how technology might enable TV employees to work remotely during the COVID-
19 pandemic. In response to the public health crisis, many television channels required staff
(i.e., presenters, cameramen, producers, and editors) to work from home (WFH) or from the
field rather than from the studio. Moreover, this study’s findings also revealed that information

technology played an important role in TV employees’ responses to the challenges of working
from home (Keren, Raghav, & Kevin, 2022).

Additionally, the author, Michael, shared his opinion regarding the trend of
technological adaptation and digital streaming in the television industry that will be met in the
post-COVID-19 era. The economic conditions have influenced the television industry’s
technological adaptation and innovation, and the industry will capitalize upon this current
pandemic as a motivator to adopt streaming platforms as the new preferred distribution
mechanism of entertainment long after COVID-19 is a memory. This qualitative research also
examined the technological adaptations employed by these entertainment conglomerates to
analyze (1) how the transition to streaming video on demand has occurred and evaluate (2)
what the adoption of these survival strategies means for the industry’s long-term economic
future and survival in a digitally competitive marketplace (Michael Johnson, 2021). The author,
Freedman, also said "while no one can foretell the future, I believe the evidence offered here
establishes that the transition to all digital on-demand streaming will continue to escalate well
into the future after our current circumstances for home quarantine have ended." He also stated
that all the evidence seems to indicate this, and the only question that’s really left to ask is who
will be standing and how much diversity will remain in the film and television products offered
to us for consumption (Freedman D, 2014).

In this paper, Strategic Management Theory is applied as a theoretical framework as it
has much to contribute to the understanding of the crisis and can explain how the television
sector managed its organization and how the television sector reacted to the challenges and
issues during the pandemic. Therefore, it can be seen that strategic management theory is
relevant to this study while examining the impacts of COVID-19 on the television sector and
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its employecs and, in addition, the reactions of the scctor to the difficultics and problems they
faced during the pandemic.

3. FINDINGS AND ANALYSIS

Myanmar has never experienced such a serious and dread(ul discase as COVID-19 in
the last few decades. Therefore, the government and television sector had not prepared well for
how to confront a pandemic and manage the sector until the first COVID-19 cases were
reported in Myanmar. Morcover, it is clear that the television sector lacked systematic
management under the prevention and control measures of the COVID-19 policy in the
beginning of the pandemic. In this condition, entertainment-based television channels have
stopped their varicty shows and live broadcast cvents because of the rules and orders of the
COVID-19 prevention policy set by the Myanmar government. Meanwhile, news channcls
have mostly delayed their news programs as the Myanmar government implemented scveral
measures, including a stay-at-home order, which halted the production and shooting of
television programs.

In the carly stages of the pandemic, the government made an announcement to reduce
the enclosure of contact in order to control the increasing rate of infected people in Myanmar.
Therefore, schools and a lot of public and recreation arcas, such as cinemas, restaurants, and
parks, as well as work places like companics and factories that posc a high risk to the health
and safety of the public, have been closed. At first, according to the government’s
announcement for the COVID-19 prevention and control policy, all television channels decided
to close their offices and let their employees stay at home and work from home during the
pandemic. Therefore, almost all new TV programs and reality shows were immediately
postponed, and regularly scheduled programs (o air on their channels were delayed. However,
Myanmar’s television sector didn’t stop completely. The archiving programs, the latest
COVID-19 news, and programs aimed at raising awareness of COVID-19 were still airing on
both news channels and entertainment-based channels as illustrated in Figure 2.

Figure 2 On-air TV programs at the beginning of the COVID-19 crisis

Source: Survey (2023)
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On the other side, the viewers showed no interest in watching the archived and repcated
programs on television channels, and they had more desire to watch the new and fresh TV
programs. Because of this, most people simply used their smart phones and social media instead
of watching television whilc they stayed at home during the pandemic. Therefore, in order to
catch the viewers’ attention, the television channels managed to change their program
production and broadcasting style. As a first move, they transformed the scctor’s work
activities during the period of COVID-19 outbreaks. Thus, the terms "work from home,"
"camp," and the combination of "work from home and camp" have emerged and become
popular in the television sector during the COVID-19 pandemic.

As shown in Figure 3, regarding the different work activities in the television sector,
some television channels allowed their employees to fully work from home. However, some
employces, such as technicians, engineers, and team members from the program production,
were assigned to work in the office for 24 hours as a group A, B, or C, rotating, and this
camping work activity took a month or three months to stay and work in the office during the
outbreaks of COVID-19. Meanwhile, some employees were assigned to a combination of work
activitics; they were allowed to work in the office for a week or three weeks, and then they
were assigned to work from home for another week or three weeks. However, some employees
who are not essential members of the production team were told to stay at home while the
pandemic was going on; they didn’t need to go to work or work from home.

Figure 3 TV employees’ different work activitics and duration in the pandemic

Non-essential employees
in the production team

Daily + Work
from home
(1 week -
Essential employees 3 weeks)
in the production team

Camp + Work
from Home
(1 week -

3 weeks)

Source: Survey (2023)

Among these different work activitics, working from home was not as simple or casy
as the employces expected. As shown in Figure 4, working from home during the COVID-19
pandemic had a number of disadvantages as well as advantages. According to the analysis, it
can be said that the low-quality programs and decreasing productivity of TV programs in the
television sector are the negative effects of working from home. When working [rom home,
the majority of TV employces in Myanmar’s television sector mostly faced these challenges,
including the cutoff of electricity and slow internet connections when downloading video files
from social media platforms or transferring them to other tcam members. Meanwhile, some
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employees had no WIFI in their homes and used only mobile data for downloading and
transferring video [iles, even though they knew the cost of using mobile internet data is very
high in Myanmar.

Figure 4 Challenges of working (rom home

et g
Difficult to immediately
reach other team members |

1 |

Unable to concentrate on work;
Busy caring for a baby
and working households

Poor internet connection

No private space for audio
and video recordings

No comfortable space to make
interviews with sources

Source: Survey (2023)

Furthermore, in Myanmar, for the TV presenters and journalists, there is no private
space or room in their houses where they can record audio and video or conduct interviews
with the sources. As a result, the quality of TV programs during the pandemic was below
standard. Although the program contents, presentation style, and editing skills were good
enough, the viewers were not willing to watch these programs despite their quality. Aside from
that, the employees occasionally found it difficult to get in touch with each other when there
was an unexpected error in their programs. Some employces were busy with personal family
matters, such as caring for a baby or making houschold arrangements, at the time when they
had to work from home. In this rescarch interview, most of the TV employees discussed how
working from home made it difficult for them to fully focus on their work and that their time
was wasted by working from home. When working from home, they must take at least two
days to complete a program, whereas at the workplace, they can create and produce onc or two
programs per day. Therefore, all of the employees prefer to work in the office rather than
working from home, while those who arc working as (ranslators, content writers, and
rescarchers prefer working from home.

Additionally, according to the data in the Digital 2023 Report (We Are Social &
Meltwater, 2023), 23.93 million of the population in Myanmar (44%) are Internct uscrs, out of
54.38 million of the total population which is shown in Figure 5.
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Figurc 5 Population of Internet users in Myanmar

< 23.93 million

30.45 million

B Others = Internet Users

Source: Digital 2023 Report

Despite the fact that many people in Myanmar, including the employces [rom the
television sector, are literally unaware of the most effective ways to use digital technology in
their work, even though they are widely using smart phones and social media platforms.
Therefore, when they needed to apply technological transformation to their work during the
pandemic, the production team members mostly faced these challenging difficultics, such as
technical problems and software errors, in their broadcasting. Likewise, most of the
interviewees arc not familiar with digital technology or social media platforms. Therefore,
some interviewees were nervous and afraid of participating in virtual broadcasting. Morcover,
some participants are not aware of using these social media platforms, and because of this, the
television employees were fecling stressed and depressed as they needed to explain to the
interviewees how to use the social media platforms during their virtual broadcasting. Thus, a

few employees from the private television sector mentioned the difficultics they faced in their
daily virtual broadcasts, as below.

“The production stage was really too long during the pandemic. Even though we took
three hours for rehearsals before the virtual broadcast, there were still some problems

and errors in our production team. Sometimes, the whole tcam felt stressed and
cxhausted while broadcasting.”  (Participant 1)

“The lack of knowledge about using social media and digital technology makes me
depressed. But, luckily, we can learn a lot from our mistakes.” (Participant 2)

A few members of the production team, however, were still in charge of outdoor
programs, such as a program about COVID-19 centers the health care system’s performances
and challenging issucs in Myanmar during the pandemic. When the team members went out
for the outdoor programs, they necessarily put on the masks, face shiclds, gloves, and
occasionally personal protective cquipment (PPE) as well, in order to protect themselves and
to prevent virus transmission to their team members. As a result, they were not able to focus or
concentrate on the targets to record while wearing PPE, gloves, masks, and face shiclds. The
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outdoor program teams encountered these difficulties every day, and this is also one of the
reasons for the low-quality program.

According to the in-depth interviews, another issue in TV program production impacted
by COVID-19 is the decreasing workload in productivity due to the infected team members in
the workplace. It is not possible for the television employees, especially those who are tasked
with collecting information and recording the audio and videos among the crowded people, to
prevent the transmission of COVID-19 during the pandemic. As a result of the ongoing
COVID-19 cases in Myanmar, the television employees were infected with COVID-19 as well.
In particular, 80% of the employees in the television sector were infected, mostly in the second
and third waves of COVID-19 in Myanmar. At that time, the other 20% of television employees
in the television sector started to feel pressured and stressed by their workloads.

4. DISCUSSION

After analyzing this research study, it can be said that the COVID-19 pandemic has
been a significant disruption to the television sector in Myanmar, leading to the challenges and
difficulties in the productivity of the television programs, work activities and program
quality. However, the sector was able to manage itself strategically and systematically during
the outbreaks of COVID-19. Moreover, the sector managed the issues of program production
and broadcasting during the pandemic by deciding to make changes in its work activities and
applying digital technology and social media platforms to virtual broadcasts. On the other hand,
the television sector collaborated with the government and arranged to provide for at least two
doses of the COVID-19 vaccination to be given to all of their employees during COVID-19
outbreaks. According to the in-depth interviews and analysis, it can be said that the television
sector itself is also finding ways to overcome the challenges and manage the problems caused
by the pandemic. Consequently, by switching to virtual broadcasting, the sector has solved the
issue of program production and broadcasting during the pandemic. Although most of the
problems and challenges have been effectively managed by the television sector during the
pandemic, there are still some problems to be solved in the post-pandemic period, such as
program quality. Furthermore, it can be seen that the sector is left behind in utilizing digital
technology when compared to other countries. It is therefore essential to provide financial and
technical support to the television sector and its employees. Moreover, regarding the television
sector, it is vital for the government and other key players in the television sector in Myanmar
to collaborate and create measures that can manage the negative effects of the COVID-19
pandemic and revive the television sector rapidly in the post-pandemic era.

5. CONCLUSION

The novel COVID-19 disease has rapidly spread across the globe since its outbreak in
late 2019. Because of this disease, numerous sectors and businesses around the world,
including Myanmar’s television sector, have experienced never-before-seen impacts from the
dreadful COVID-19 epidemic. The impact of the disease led to significant declines in industry
growth in the television sector, especially in television advertisement and program production.
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Moreover, the sector has undergone a drastic shift in program production and broadcasting due
to the COVID-19 pandemic.

At the early stages of the COVID-19 outbreaks in Myanmar, most of the television
channels struggled to produce TV programs and new contents such as talk shows, reality shows,
and current affairs due to the restrictions imposed by the government in response to the
prevention and measures of the pandemic. Besides, the pandemic has led to the cancellation of
many production schedules, resulting in financial losses for the television channels. Moreover,
COVID-19 prevention and control measures, such as lockdown and social distancing, have
resulted in a decrease in the number of people who can participate in the production process,
leading to a disruption in production pipelines. As a result, the television channels have had to
rely more on repeated broadcasts and archived programs. Furthermore, the program quality
was below standard due to the technical errors in virtual broadcasting and the difficulties of
working from home.

Therefore, this research study gathered data from credible sources and structured it in
a well-organized manner, resulting in this detailed analysis of the impacts of COVID-19 on
television program production and broadcasting. This study also examines the organizational
management of the television sector in Myanmar during the pandemic and how the sector
survived and reacted to the ongoing challenges and issues in program production and
broadcasting while adapting to the pandemic. To conclude, as the pandemic is nearly over, the
television sector can look forward to a brighter future. However, in the post-COVID era, it is

necessary for the Myanmar government and the key players to consider measures to support
and revive the television sector, saving it from dying.
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The Effect of Teacher's Personality on Students' Achievement

In University of Co-Operative and Management, thanlyin

Myintzu Zaw', Phoo Pyac Sonc?, Hnin Yu Hlaing®

Abstract

Teachers’ personality plays a significant role in accomplishing students” achicvement.
Teaching and learning have a major part in creating a friendly and cncouraging
learning environment for students. The study purposc is to examine the factors on
teachers’ personality and students’ achicvement and to analyze the relationship
between teacher’s personality and students’ achievement in University of Co-operative
and Management, Thanlyin (UCMT). A sample of 297 were determined with 95%
confidence level and margin of error 5% from target population 1160 students. The
scope of this study is to examine the effect of teachers’ personality on students’
achievement in UCMT. In this study arc the relationship between the influencing
factors of teachers’ personality and students’ achievement arc analyzed by using
multiple regression analysis and correlation analysis. The results showed that there is
a very strong relationship between students’ achicvement and teachers’ personality. It
is also found that the major factors of teacher’s personality effecting student’s
achievement include extroversion, conscientiousness and openness.

Key words: student achicvement, extroversion, conscientiousness, openness, multiple
regression, Pearson correlation

I. INTRODUCTION

To be developed society we need to build education system nationwide. People in any
socicty shape their identity and reform their trends and customs by educating youth. Education
is commonly misinterpreted as a formal schooling whereas it is all about knowing and adopting
new behaviors which is result of lcarning. Among the many leading factors, learning, teacher
and teaching are the most important lcading factors. The nature of teachers includes valucs,
habits, attitudes, ethics, and belief.

The term “Personality” comes from the Latin word 'persona’ which means 'mask’ that
people wear. Its definition differs from onc rescarcher to another. Personality consists of
various kinds of characteristics, beliefs, states of mind that distinguish one person from another.
Analyzing teacher’s personality means to deal with two kinds of personalities; introvert and
extrovert. For instance, an introvert teacher is morc defensive and keeps a low profile. The
engagement with on the outside of the world is the extroversion. Extrovert people celcbrate
being with other people, experience positive emotions are full of energy.

Myintzu Zaw', Assistant Lecturer, Department of Statistics, University of Cooperative and management, Thanlyin
Phoo Pyac Sonc?, Assistant Lecturer, Department of Statistics, University of Cooperative and management, l:hanly}n
Hnin Yu Hlaing?, Assistant Lecturer, Department of Statistics, University of Cooperative and management, T hanlyin
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Chek & Pandey, 2016, wrote that professional teacher needs to classify his personality,
knowledge, communication and management skills when the teaching in the class-room.
Students’ achievement depends upon their teacher. The different aspects of professional
attitudes of tcachers may affect the student’s achievement. Personality is also among the
aspects of teachers’ professional attitude affecting the students’ achievement.

National Management Degree College

Rationale of Study

Teachers’ personality such as teachers’ extroversion, conscientiousness and openness
affect student performance. In terms of tcacher’s conscientiousness, the teacher will instill in
the student’s virtue and standard, a clear sense of right and wrong. With regards to teacher’s
openness, such as communication in the classroom, teachers who have good rapport with their
students, and who cngage students in interaction within class, achieve the best results. Also,
when teachers are extroverts, it helps students to be opened to the teachers hence the students
can casily voice the challenges confronting their achievement. Therefore, this study will
analyze the relationship between the teachers’ personality and students® achievements.

Research Questions

1. What are the influencing factors of teachers’ personality on students’ achicvement in
University of Co-operative and Management, Thanlyin (UCMT)?

2. How do the rclationship between teachers’ personality and students’ achicvement in
University of Co-operative and Management, Thanlyin (UCMT)?

Objectives of Study

e To cxplore the influencing factors of teachers’ personality on students’ achievement in
UCMT.

¢ To analyze the relationship between teacher’s personality and students’ achiecvement in
UCMT.

Method of Study

This study used the primary and secondary data. The survey was conducted in
University of Co-operative and Management, Thanlyin. The required data were collected using
structural questionnaires with simple random sampling method. The multiple rcgression
analysis is used to analyze the relationship between teachers’ personality and students’
achievement.
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Sample Size Determination

The number of students included in this study to reflect a population is referred to as
sample size in rescarch. The target population included in this study is 1160 students. The
sample size was calculated by using Yamane formula with 95% confidence level and margin
of error 5%. The required sample size is

N
1+N(e?)

n=

_ 1160
T 1+1160(0.052)

297
where,
n = the sample size
N = the population size
e = the margin of error

Scope and Limitations

In this study, sample survey was conducted in University of Co-operative and
Management, Thanlyin. A number of factors of personality such as cxtroversion,
conscientiousness and openness were chosen to analyze the students’ achievement. A sample
of 297 students from the target population of 1160 students were selected based on a 95%
confidence level and margin of crror 5% in this sample survey. The scope of this study is to
examine the effect of teachers’ personality on students’ achievement in UCMT.

II. LITERATURE REVIEW

Mohammad, Abraham, & Singh, 2011 expressed that teacher is considered as a role
model for students. According to Chek, & Pandey (2016), if teacher maintain their personality,
update knowledge, maintain class management, and adopt good communication skills during
the lecture rather than only helping it not only helps the students to leam well, it will improve
overall academic performance of the students. The present study is to investigate that how
teacher personality or professional attitude of teacher affects the students’ academic
performance. Teacher is making an allowance for a key model for students because of their
personality. Good personality is affecting as a key factor in the students’ performance.

The teacher who supports students' social activitics, appreciatcs, approves of, and
compliments them for activitics he or she finds valuable will make the students feel that the
teacher is working for their good. As a result of viewing the teacher as a role model, students
of such a teacher will also be considerate of others, willing to assist others and maintain positive
relationships and attitudes (Basaran, 1994). The term "teacher's bchaviors refers to the
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behavioral manifestation of the act of teaching done to facilitate a student's or group's learning.

As aresult, it encompasses all of a teacher's nonverbal and verbal actions to influence education
in an academic setting.

Mkpanang (2015) recognized teachers as the most critical part of the learning process.
The competent teacher surely influences the educational progress of his/her students in several
manners. Demir (2016) views that competency incorporates the states of mind, knowledge and
aptitudes and teacher must have these skills. Teachers’ competency depends upon the points
mentioned above. They also mention various common features of teachers’ quality with respect
to students' individual identities. Equality, social collaboration, appreciate of students,
professional enthusiasm, motivation, positive state of mind and reflective connection are some
of them.

According to Canto-Herrera and Salazar-Carballo (2010), students’ academic
performance depends on the delivery of instruction. Juvova (2015) states that teacher needs
great skills and unique abilitics which directly impact on students’ achievements. Teachers’

commitment is also an important aspect to increase school students’ motivation and
performance (Berry 2016).

Extroversion

Bozionclos (2004) stated extroversion is characterized by sociability, assertiveness,
social dominance, ambition, tendencies towards action, sensation-seeking and the experience

of positive affect. Extroversion is defined as a behavior where someone enjoys being around
people more than being alone.

Conscientiousness

Judge et. al (2002) mentioned that conscientiousness focus on how people approach
their work. People in high conscientiousness have sense of duty and obligation to their work
and have high job performance, carcer success, motivation and job satisfaction.

Openness

Barrick and Mount (1991) stated that openness is characterized by imagination, culture,
curiosity, broad-mindedness and creativity.

Impact of Teacher’ Personality on Students’ Achievements

According to Rosas and West (2009), teachers are required to present a number of
activities throughout the day in order to meet the dire needs of students. These activitics
include, differentiating instruction, meeting students’ emotional and social needs and managing
student’s behavior. Effective classroom management is important in order to create successful
academic environment by teachers. A study conducted by Shook (2012) with the tool of
interviews that show that teachers arc the best source to gain insight knowledge into which
kind of classroom management techniques are work efficiently and what are the effects of these
techniques. The findings of the study show that there are three types of techniques that can be
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used by teachers. Teachers should make optimal learning atmosphere in order to get academic
success of students (Bobek, B. L. 2002). The term optimal learning environment refers to the
way in which classroom setup by teachers should provide academic opportunity, social growth
and interaction and provide physical space. Researchers have been discussed about the
techniques of effective classroom management and explain that it is essential to know how
researchers have defined effective classroom management. Two elements have been
determined by researchers to measure if the approach of classroom management is successful.
The first element is the lack of ineffective behavior. The second element is to be aware of
whether the students are on task or not.

According to Goldberg, L. R. (1992), the achievements of students effected by teachers’
practices. The effectiveness of teachers is directly related the success of his/her students.
Ferguson (1991) stated that teachers play a vital role in the achievement of students. One of
the aspects is the ability of teachers to manage the classroom effectively. According to
Ferguson (1991) if the teacher is not effective in managing the classroom, then this will directly
impact on the achievements of students. By increasing the quality of teachers, the chances of
student’s achievement will increase. A study conducted by Freiberg, Huzinec and Templeton
(2009) on the impact of classroom management on students’ academics in 15 city elementary
schools. The researchers concluded that when pupils are self-disciplined then the teachers will
be able to use more interactive teaching that involve cooperative learning, research projects
and attractive content. These techniques increase the learning of students and allow them to
retain and understand information. It can be said that even though teachers’ personality is seen
as one of the essential elements that impact learning of students (Freiberg, Huzinec and
Templeton 2009).

Conceptual Framework of the Study

In this study it is assumed that the students’ achievement is mainly affected by students’
perception of teachers’ extroversion, students’ perception of teachers’ conscientiousness
students’ perception of teachers’ openness. Figure 1 shows the conceptual framework for the

research.

Figure (1) Conceptual Framework

Independent Variables Dependent Variable
teachers’ extroversion
teachers’ conscientiousness students’ achievement

teachers’ openness

Source: Own Combination
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IIl. RESEARCH METHODOLOGY

Research Design

Research design was conducted to investigate the relationship between teachers’
personality on students’ achievement in University of Co-operative and Management,
Thanlyin. A sample of 297 are chosen from target population of 1160 students based on a
simple random sampling with 95% confidence level.

Descriptive Analysis

Descriptive analysis is a sort of data research that aids in describing, demonstrating, or
helpfully summarizing data points and these are developed that satisfy all of conditions of the data.

Multiple Regression

The concept of multiple regression model is very similar to the concept in simple
regression analysis. The equation which describes how the dependent variable Y is related to
the independent variables X;, X,,..., Xj and an error term ¢; is called the multiple linear
regression model.

Multiple regression model take the following form;
The estimated multiple regression model is
? = bo + b1X1 + bzXz + b3X3 + &

where,

Y  =estimated students’ achievement
X; =teachers’ extroversion
X, =teachers’ conscientiousness
X3 = teachers’ openness
&  =error term
Correlation Analysis

Pearson correlation was used for analyzing the strength of relationship between two

variables. According to Evans (1996), the size of the value of Pearson correlation (r) can be
ranged from -1.00 to 1.00.

IV.DATA ANALYSIS AND DISCUSSION

This section describes the results and findings on the relationship between the students’
achievement and its related variables by using multiple regression model and correlation
analysis.
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Demographic Characteristics of Respondents

This section deals with the demographic characteristics of the students who were
involved in the study. The demographic characteristics of the students, which were considered
in this study, included; gender, age, education level and major specialization. The results are

presented in

Table 4.1: Demographic Characteristics of Respondents

Variable Sub-scale N Percentage
Gender Male 104 35%
Female 193 65%
Total 297 100%
16-18 35 12%
19-21 209 70%
Age
22-24 47 16%
25 and above 6 2%
Total 297 100%
First Year 97 33%
Education Second Year 70 24%
P Third Year 70 24%
Fourth Year 51 16%
PGD and Master 9 3%
Total 297 100%
First Year 97 32.70%
Accounting and Finance 40 13.46%
Major Marketing Management 40 13.46%
Specialization | Applied Statistics 40 13.46%
Regional Development 40 13.46%
Social Enterprise Management 40 13.46%
297 100%

Source: Survey Results, 2023.

Table 4.1 shows that the demographic characteristics of the students who involved in
the study. In the table, 35% of the respondents were males while 65% were females. This means
that more females contributed in the study than males. According to the age distribution of the
respondent, the results shows that most answers (70%) were come from the students with the
ages between the ages of 19 and 20 while 2% were from the students with the ages of 25 and
above. Regarding the education level, the study found that 33% of the sampled students were
first year students and second year, third year, fourth year and post graduate (PGD) and master
students represent 24%, 24%,16% and 3% respectively.
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Table (4.2) Reliability of variables

Scale Type of Scale No. of Items | Cronbach’s Alpha
students’ achievement 5 — point Likert 3 0.892
teachers’ extroversion 5 — point Likert 9 0.775
teachers’ .

5 — point Likert 4 0.793
conscientiousness
teachers’ openness 5 — point Likert 5 0.848

Source: Survey Data, 2023

Generally, the results of the Cronbach’s alpha value above 0.6 suggested that there are
very good internal consistency and reliability for the scale with the sample. In this study,
Cronbach’s alpha for all scale dimensions is ranged between 0.775 to 0.892 as described in

Table (4.2), which indicates a high level of internal consistency for studies scale with this
specific sample.

Table 4.3: Teachers’ Extroversion on Students’ Achievement

Statement Mean SD
When the teacher is lively in teaching, it motivates me to learn hard 426 |0.534
A teacher that shows interest in teaching encourages me to learn ad pass well 422 [0.509
An active teacher makes me pay attention in class and this helps me to perform 530
well 426 0.5
I understand the lesson when the teacher involves the class in the teaching 422 0.518
teacher who encourages group interaction helps us to solve problems in
: 4.14 0.619
roups and assist cach other
1 am able to understand the lesson very well when the teacher takes his time to 418 0.550
explain points in class : ’
A confident teacher helps us to clear our doubt or confusion about a particular 421 0.574
topic or lesson ; :
I perform well when the teacher is sociable and engages us throughout the lesson | 4.16 0.566
The teacher instructs us to help cach other and helps us to be able to solve the "
: A 4.04 0.571
problems accruable from the discussion of group by group.
Mean of Mcans/Average Standard Deviations 4.18 0.39

Source: Survey Data, 2023
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Table (4.3) presents the teachers’ extroversion on their students’ achicvement. The
mean of means = 4.18, SD = 0.39 shows that, students rccognize that teachers’ extroversion
has effective on students’ achicvement.

Table 4.4: Teachers’ Conscientiousness on Students’ Achievement

Statement Mean SD
A teacher who is attentive makes me concentrate in class and
4.16 0.523

enables me to learn hard
Teachers who make good use of teaching and learning resources at i 0,492
the appropriate time enable us to perform well ' .
Teachers who are regular, punctual and make effective use of
instructional periods arc able to complete their syllabus on time and 4.20 0.566
cnable us to preparc adequately for exams
[ am able to d 111 : hen the teacher (inishes the

o do well in my exams when the teacher [ini 48 0535
syllabus on time
Mean of Means/Average Standard Deviation 4.16 0.43

Source: Survey Results, 2023.

Table (4.4) presented the responses of students with regards to their teachers’
conscientiousness and its cffect on students’ achievement. From the table, the mean of means
=4.16, SD = 0.43 shows that, students perceive that teachers’ conscientiousness has effective

on the students’ achicvement.

Table 4.5: Teachers’ Openness on Students’ Achievement

Statement Mean SD
I am able to learn and pass when the teacher comes up with new and Al3 0.567
creative ideas in class
[ am able to learn and perform better when the teacher allows us to 417 0.531

CXpress our opinions

LT cachers who encourage us 1o take initiatives help us to do well in our A 0513

cademics

[ am able to learn and perform well when the teacher is always excited | 4.23 0.534
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A tcacher who accepts students from diverse backgrounds encourages 456 5L
me to learn harder ' ’
Mecan of Means/Average Standard Deviation 4.17 0.419

Source: Survey Results, 2023

Tablc (4.5) founds the teachers’ openness on the students’ achievement. The mean of

means = 4.17, SD = 0.419 shows that, students perceive that teachers’ openness has effective
on the students’ achievement.

Table 4.6: Students’ Achievement

Statement Mean SD
The teacher's instruction and teaching help us to do well in exam. 4.23 0.483
The teacher's instruction and tecaching make us support to pass the
4.22 0.540
cxam well.
Being taught by discussion and consulting with teachers friendly gives i 0,491
us good habits of tcamwork. ’ '
ean of Means/Average Standard Deviation 4.22 0.44

Source: Survey Results, 2023.

Table (4.6) shows the teachers’ cffectiveness on the students’ achievement. The mean

of means = 4.22, SD = 0.44 shows that, students’ achievement is influenced by tcachers’
effectiveness.

The effect of Teacher’s Personality on Students’ Achievement in UCMT

In this section, the effect of teacher’s personality on students’ achievement are
identified by using multiple regression analysis. In multiple linear regression model, teachers’
extroversion (X;), teachers’ conscientiousness (X,) and teachers’ openness (X3) are used as
independent variables and students’ achievement is used as dependent variable. Adjusted R

square, F value, unstandardized and standardized coefficients, t value, significant valuc and
VIF are measurcd and presented in (4.1).
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Table (4.7) Significant Parameter Estimates and Summary Statistics

[ Variables Unstandardized | Std. | Standardized
t Sig. VIF
Cocfficients Error | Cocfficients
Constant 0.346 0.188 1.844 | 0.056
Xy 0.242%** 0.061 0.214 3.977 | 0.000 | 2.161
X, 0.172%* 0.056 0.170 2931 | 0.004 | 2.524
X3 0:515%** 0.055 0.489 9.396 | 0.000 | 2.024
R? 0.609
Adj R? 0.605
F value 151.816
DW 2.008

Source: Survey Results, 2023
*#% significant at 1 % level and ** | significant at 5 % level
The estimated multiple regression model is
Y = by + byX; + byX, + b3X; +5
where,
Y  =the cstimated students’ achievement in UCMT
X1 =teachers’ extroversion
X, =teachers’ conscientiousness
X3 =teachers’ openness
& = erTor term

According to the table (4.7), the estimated multiple linear regression model can be described

as follows:
Y = 0.346 + 0.242(X;) + 0.172 (X3) + 0.515 (X3)
T-statistics (3.977, 2.931, 9.396)
R? =0.609, Adj R? = 0.605, SE = 0.188, DW =2.008, F value = 151.81
The adjusted RZof the model is 0.605. This valuc indicates that 61% of the total variance

in students’ achievement can be explained from the independent variables. This is an overall
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measure of the strength of association, and docs not reflect the extent to which any particular
independent variable is associated with the dependent variable. The Durbin-Watson (DW)
statistic is a test for autocorrelation in the residuals from a regression analysis. The Durbin-
Watson (DW) statistic will always have a value raging between 0 and 4. A value of 2 indicates
there is no autocorrelation detected in the sample. Values from 0 to less than 2 points to positive
autocorrelation and values from 2 to 4 means negative autocorrelation. So, there is no
autocorrelation in this model because the value of calculated Durbin-Watson was 2.008.

The constant is significant at the 1% level. The coefficient for X; (0.242) is statistically
significant using a = 0.05 because its p-value is 0.000 which is smaller than 0.01. The
coefficient for X, (0.172) is statistically significant because p-value (0.004) is less than 0.05.
The coefficient for X5 (0.515) is statistically significant because its p-value (0.000) is less than
0.01. Therefore, it is also statistically significant. This shows that teachers’ extroversion,
teachers’ conscientiousness and teachers’ openness factors arc influenced on students’

achicvement. According to the results, it is found that that teachers’ extroversion and openness
arc more influence than teachers’ conscientiousness.

Also, the values of VIF arc 2,161, 2.525 and 2.024 respectively. It can be concluded that
there is no multicollinearity problem because the single of VIF is less than 10 in this study.

Pearson Correlations

teachers’ teachers’ teachers’ students’
cxtroversion | conscientiousness | openness | achievement
teachers’ Pcarson
extroversion [Correlation |
Sig. (2-tailed)
teachers’ Pearson -
conscientious | Corrclation 637 1
ness
Sig. (2-tailed) .000
teachers’ Pecarson . -
openness Correlation 658 711 1
Sig. (2-tailed) .000 .000
students’ Pearson = - o
achievement | Correlation 738 619 687 1
Sig. (2-tailed) .000 .000 .000

Source: Survey Results, 2023
** Correlation is significant at the 0.01 level (2-tailed).

The Pcarson corrclation measures the strength of the lincar relationship between two
variables. It has a value between — 1 1o 1, with a value of -1 meaning a total negative linear
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correlation, 0 being no correlation and +1 meaning a total positive correlation. When the value
lies below 0.3, then it to be a weakly correlation. If the value lies between 0.3 and 0.5, then it
is said to be a moderately correlation. If the coefficient value lies between 0.5 and 1, then it is
said to be a strongly correlation. Therefore, the relationship between teachers’ extroversion and
students’ achievement are strong correlation because the values is 0.738.

V. Findings and Conclusion

The findings of the effects of teachers’ personality on students’ achievement of
University of Co-operative and Management, Thanlyin are expressed as below. In the result,
Cronbach’s alpha for all variables is above 0.775; and hence, the reliability results are very
good situation. Teachers’ extroversion (b = 0.242, t = 3.977, p-value = 0.01), teachers’
conscientiousness (b =0.172, t =2.931, p-value = 0.05) and teachers’ openness (b =0.515, t =
9.396, p-value = 0.01) estimated the students’ achievement. Therefore, it can be concluded that
there is a very strongly relationship between students’ achievement and related variables. And
then, the Pearson correlation analysis was used to measure the linear relationship between two
variables. From the results, there is a statistically significance with p-value = 0.05 and r value
is above 0.6. Thus, there is a strongly correlation. Therefore, it is indicated that student’s
achievement is largely dependent on the factors of teacher’s personality such as extroversion,
conscientiousness and openness. Hence, the teacher should be need to professional and
excellent both inside and outside the classroom. Morever, teachers are required to be able to
create learning and remain conducive for students so that they will get create learning very
well.

Suggestion and Recommendations

The study identified the influencing factors of teacher’s personality on the students’
achievement including extroversion, conscientiousness and openness. It is suggested that
teachers need to interest in teaching, confident and sociable. Conscientiousness is the most
effective and consistent correlate of job performance across all types of jobs and occupations.
Teachers who are creative, accept students to express their opinions, encourages students to
take initiatives and embraces students from various backgrounds. Finally, the findings suggest
that teachers who have these personality traits effect the students’ achievement.

Needs for Further Study

This study focused on selected group of students in the UCMT. If the study is focus on
other comparison with universities, the result will be more interested. The study should be
conducted on the other aspects of teachers’ personality such as agreeableness and

knowledgeable.
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Studenst’ Psychological Factors, Social Factors, Advertisings Usage

in Selecting University and Students’ Satisfied with University

Khant Yamon Myint!

Abstract

Selecting university is a vital decision for students who compliance for their lifc plans
and carriers’ opportunities. In our country, students have to make selecting university
when high school leve! is accomplished. The purpose of this rescarch was to cxamine
the students” behavior towards sclecting university based on the advertisement. The
data for the study is collected from 224 first year students of University of Co-operative
and Management, Thanlyin, via self-administered questionnaire. The study is
conducted using descriptive statistics and linear regression method with the aid of
SPSS.

INTRODUCTION

Selecting university is essential factor of decision making for most of students that
affects their continuity of learning and personal development to accomplish their goals.
Students’ selecting university can determine their success or failure, satisfaction or
dissatisfaction. Advertising is one of the most important factor that aware knowledge of the
students for selecting university. Thus, selecting correct university can help their carrier goals
and life plans after graduation. For some students, selecting university lead to job opportunities
and they get information of university from advertisements and seniors.

In Myanmar, there are a lot of universities that develop website; therefore, students can
getinformation from this website. Universities’ website upload various discipline that enhance
students’ interest, carrier and social status. Among them, University of Co-operative and
Management, Thanlyin is one of the popular universities in Myanmar based on job
opportunities and degrees that provide. Advertising is vital for universities to attract students,
build cohesive brands and convey their unique messaging and offerings. The vision and value
of universities express the way that students will recognize and associate with universities.
Thus, the study explored effects of advertising on students’ behavior towards selecting
university.

! Assistant Lecture, Department of Commerce, University of Co-operative and Management, Thanlyin
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Rationale of the Study

University advertisement is popular topic among students to select the university in
today. Many universities including University of Co-operative and Management, Thanlyin
make announcements through advertising channel such as television, radio, newspaper,
website and social media. Selecting university is one of the most important factors that affected
the employments opportunities and national development that can reflect greater gross
domestic product and gross national product.

Objectives of the Study
To measure “The Effect of advertising on students’ behavior towards selecting university”
the two main objectives are developed. They are;
1) To examine effect of advertising on students’ behavior towards selecting University of
Co-operative and Management, Thanlyin
2) To examine effect of psychological and, social and culture factors on students’ behavior
towards selecting University of Co-operative and Management, Thanlyin

Research Methodology

This study is designed to observe the importance of students’ behavior towards selecting
University of Co-operative and Management, Thanlyin. The population of the study is 472 first
year students in academic year 2022-2023. The study use simple random sampling method and
Raosoft sample size calculator, the result of sample size is 213. In academic year 2022-2023,
first year student divided into eight section. Therefore, the study totally 224 students were
chosen (28 students from each eight section). The primary data is collected through direct
administration of self-completion questionnaire which includes closed-end questions and five
point Likert scale questions. The questionnaire is developed based on previous researches. In
this research, only first year students are chosen because they have already selected University
of Co-operative and Management, Thanlyin and they have experience in current advertising
channels of universities. Dependent variable in this research is selecting University and
independent variables are psychological factors, culture and social factors, television channel,
print media, social media and public relation. The study applies descriptive statistics and
multiple linear regressions by using the SPSS.

LITERATURE REVIEW
Advertising Channel
An advertising channel is any outlet used by a company to advertise their products and
services or alert the public .The amount of channels available to marketers has grown
enormously with the advent of internet technology to embellish traditional media advertising.
As a result, television, radio, and print advertising are now used in concert with technology-
based advertising like e-mails and websites. Marketers choose their advertising channel
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depending on the budgets they have at their disposal and on which will provide the most
effective and cfficient adverting for their company.

Advertisements assist consumers in becoming acquainted with the product and the
brand as a whole. Most advertisements do not create an instant purchasc decision but leave an
impression in the consumer's mind about the brand. This impact helps the consumer make
better purchase decisions in the [uture.

Consumer Behavior

Consumer behavior is the actions and decision, process of people who purchase goods
and services for personal consumption. (Engel, Blackwell and Mansard) Consumer behavior
refers to the actions taken by consumers before buying a product or service. This process may
include consulting search engines, engaging with social media posts, or a variety of other
actions. It is valuable for businesses to understand this process because it helps them better
tailor their marketing initiatives to the marketing cfforts that have successfully influenced
consumers to buy in the past.

Culture and Social Factors

A variety of factors go into the consumer buyer behavior process, including cultural, social
and psychological factors. Taken separately, they may not result in a purchase. When put
together in any number of combinations, the likelihood increases that someone will connect
with a brand and make a purchase. Cultural factors not always defined by a person's nationality.
It can also be defined by their associations, their religious beliefs or even their location. Social
Factors is elements in a person's environment that impact the way they sec products.

Psychological Factors

Psychological Factors - A person's state of mind when they are approached with a product
will often determine how they feel not only about the item itself but the brand as a whole. The
conceptual framework for the current rescarch was developed as show in Figure 1.

Figure 1: Conceptual Framework of the Study

e Television
e Print Advertising (Newspaper)

* SodalMeda Students’ behavior
towards selecting
e Public Relation university

e Psychological Factors
e  Culture and Social Factors

Source: Own Complication (2023)
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DATA ANALYSIS

students’ behavior towards selecting university.

Demographic Profile of Respondents

behavior towards sclecting university.

Table 1: Demographic Profile of Respondents

In this section describe demographic profile of respondents and influencing factors on

In this study, 224 students are surveyed to analyze effect of advertising on students’

Sr. Demographic Factors Number Percentage
No

1 Gender
Male 38 17
Female 186 83
Total 224 100

2 States and Division
Yangon 154 69
Ayeyarwaddy 23 10.2
Bago 20 9
Nay Pyi Taw 9 4
Rakhine 7/ 3
Magway 4 1.8
Shan 3 1.3
Mon 2 0.9
Theninthary 1 0.4
Mandalay 1 0.4
Total 224 100

3 Residence Style
Urban 154 68
Rural 72 32
Total 224 100

4 Matriculation Exam Marks
499 marks- 400 marks 23 10.2
399 marks- 300 marks 124 55.4
299 marks- 260 marks 77, 34.4
Total 224 100

Source: Survey Data (August, 2023)
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Demographic profile of the respondents covered in the survey is parented in this
section. It has been constructed based on Students’ gender, state and division, residence style
and matriculation exam marks. The demographic profile of respondents is presented in Tablel.
According to gender difference, the percentage of the female respondents is higher than the
male respondents. In term of state and division of respondents, majority of respondents live in
Yangon Division, Ayeyarwaddy Division play second most, students live in Bago Division is
9%, Nay Pyi Taw is 4%, Rakhinc is 3%,Magway is 1.8%, Shan is 1.3%, Mon 0.9%, Tcninthary
is 0.4% and Mandalay is also 0.4% respectively. According to survey result, students live in
Urban is 68% and Rural is 32%.Ubran arca is higher than rural. Matriculation cxam marks
between 399-300 marks is 55.4% and that is the largest potion according to Table 1.

Television

The result from the analysis on students’ behavior towards Television which is one of
the most popular advertising channels is shown in Table 2.

Table 2: Television

Sr. No Statements Mean Std.
Deviation

1 I know the knowledges about university from the 3.6 1.134
program of television.

2 I watch television program for university cntrance 34 1.086
application form.

3 I choose this university from the program of television 2.7 1.259
that relate with university.

4 I watch tcaching program on television which is deliver 2.7 0.833
from University of Distance Education.

5 I watch universities’ anniversary program, songs and 3.0 0.951
activities on television.
Overall Mean 3.1

Source: Survey Data (August, 2023)

As shown in Table 2, the total mean score of advertising channel, television is under
the neutral level. That indicates students have few usage of television for advertising channel.
Some students view television for university program and entrance application form.
Entertainment relate with university transmit on television is less viewers. As a resull, students’
behavior changes not depend on television advertising channel.

Print Advertising (Newspaper)

Print advertising are printed media such as newspapers, magazines, direct mail and
billboards. In this study, print advertising only focus on newspaper as shown in Table 3.

155




National Management Degree College

Table 3: Print Advertising (Newspaper)

Sr. No Statements Mecan Std.
Deviation

1 I have newspaper reading habit. 3.1 1.018

2 I read announcement and advertisement about cducation 33 1.045
on newspaper.

3 I get information of universitics [rom reading article, 3.3 1.181
poem and novel.

4 I read the announcement of opening date of university 3.5 1.164
from newspaper.

5 I read the news of universitics from newspaper. 3.5 1.190
Overall Mcan 33

Source: Survey Data (August, 2023)

As shown in Table 3, the overall mean score of print advertising is 3.3 that slightly
under the 3.5 mean score. Students do not have newspaper reading habit. The highest mean
scorc is 3.5 students rcad announcement of opening datc of university on newspaper and

students read universitics’ news on newspaper. Reading advertisement about education, article,
pocm and novel is at low level.

Social Media

Nowadays, students spend morc time on social media and social media become
cffective advertising tools. The results of data are shown in Table 4, effect of students’ behavior
towards social media advertising on selccting university.

Table 4: Social Media

Sr. No Statements Mean Std.
Deviation

1 I scarch and browse websites and Facebook pages of 4.1 0.968
universities.

2 1 watch university welcome program and other activities 3.9 1.008
through social media.

3 1 observe history of universitics from their websites. 34 1.259
I watch the vidco and live stemming of social influencer 4.0 1.216

that share knowledge and information of universitics.

S I think social media can give a lot of information about 3.9 1.148
universitics.
Overall Mean 39

Source: Survey Data (August, 2023)
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Table 4: show that the result of total mean score is 3.9, as overall mean score is greater
than 3.5; social media advertising affect the students’ behavior of selecting university. Students
search and browse websites and Facebook pages of university; the mean score is 4.1 that is
acceptable level. Social influencer gives the information of university towards selecting.
Students use social media for advertising channel, watching activities of university and getting
information. In this research, students’ usage of website is slightly lower.

Public Relation

The result of analysis on the effect of students’” behavior towards selecting university
based on public relation as shown in Table 5.

Table 5: Public Relation

Sr. No Statements Mean Std.
Deviation
1 [ ask sibling, family members and friends about 35 1.295
universities they attended and then I make a decision.
2 I discuss with my parents for selecting university. 38 1.151
3 I make a group discussion with my friends for selecting 30 1.372

university.

4 I family members are alumni of University of Co- 22 1.366
operative and Management, Thanlyin.

5 I attend university graduation ceremony of family 29 1.587
members, relatives and friends.

Overall Mean 3.1

Source: Survey Data (August, 2023)

As the result, the total mean score is 3.1 which is less than 3.5. Therefore public relation
is not affecting the students’ behavior toward selecting university. Parents are vital role for
students ‘university selecting because the mean score is highest. Student discuss about family
members and friends is moderate range that above the neutral. Students’ family members are
not alumni of University of Co-operative and Management, Thanlyin.

Psychological Factors
The result from the analysis on effect of advertising on students’ behavior towards

selecting university with individual influencing factors, psychological factors are shown
Table 6.
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Table 6: Psychological Factors

Sr. No Statements Mean Std.
Deviation

1 1 like the subjects that relate with business. 45 0.642

2 My family members attend as students at University of 2.4 1.446
Co-operative and Management, Thanlyin.

3 I think, T will get great job opportunities when I 4.4 0.727
graduated from University of Co-operative and
Management, Thanlyin.

4 My parents push me to attend University of Co- 4.4 0.721
operative and Management, Thanlyin.

5 I make my own decision to attend University of Co- 4.1 1.193
operative and Management, Thanlyin.
Overall Mean 4.0

Source: Survey Data (August. 2023)

As shown in Table 6, the overall mean score is 4.0 psychological factor can demonstrate
at the acceptable level because the mean score above the neutral level. Most of all students like
subjects that relate with business. Students consider job opportunities when they get degree.
Parents of the students know about University of Co-operative and Management, Thanlyin and
they want their children to attend it. Some students make the own decision for selecting
university. Family members of a few students attend at University of Co-operative and
Management, Thanlyin because the mean score is lower than neutral level.

Culture and Social Factors

The result from the analysis on effect of advertising on students’ behavior towards
selecting university with individual influencing factors, culture and social factors are shown

Table 7.
Table 7: Culture and Social Factors
Sr. No Statements Mean Std.
Deviation

1 In our country, Bachelor and Master degrees these relate 4.1 0.902
with Business fields are popular.

2 1 attend or visit through social media seminar and 3.8 0.936
awareness these give from university.

3 The matriculation exam marks are important for 43 0.887
selecting university.

4 I search and browse national and international university 3.9 0.865
through social media.

5 I remember slogan and motto of economist and 32 0.924
university.
Overall Mean 3.9

Source: Survey Data (August, 2023)
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As shown in Table 7, the overall mean score is 3.9, students’ attitude seem that
moderate influence with culture and social factors in selecting university. Students know
matriculation exam marks is one factor to consider selecting university. Students want to get
the degree relate with business because that are popular in our country, its mean score is above
the neutral level. Students have much knowledge about seminar; therefore mean score is
moderate level. A few students remember slogan and motto of economist and university.

Students’ Behavior towards Selecting University

Selecting a university can be difficult process and it is one of the most important
decisions of students will make, the result are shown in Table 8.

Table 8: Students’ Behavior towards Selecting University

Sr. No Statements Mean Std.
Deviation
1 I satisfied for selecting University of Co-operative and 4.1 1.040

Management, Thanlyin.

2 I like subjects that I learn from University of Co- 42 0.888
operative and Management, Thanlyin.

(O]

I make an involvement in activities of University such 39 1.297
as welcome ceremony, essay writing competition,
sports competition and so on.

4 I like teaching method of University of Co-operative 42 0.844
and Management, Thanlyin.

5 I know the information about University hostel that 39 1.080
female students can live in there.
Overall Mean 4.6

Source: Survey Data (August, 2023)

Table 8 shows that the result of total mean score is 4.6, as the overall mean is above the
neutral level that indicates selecting university is important for student. Students have much
knowledge about University of Co-operative and Management, Thanlyin. They like both the
subject which they learn and teaching method. They also satisfied for attending university.
They know about university hostel and they make involvement in activities of university.

Summary Table

Overall independent factors of students’ behavior towards selecting university are as
shown in Table 9.
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Table 9: Summary Table of Students’ Behavior towards Selecting University

Sr. No Statements Mean
1 Television 3.1
2 Print Advertising (Newspaper) 33
3 Social Media 39
4 Public Relation 3.1
5 Psychological Factors 4.0
6 Culture and Social Factors 3.9

Source: Survey Data (August, 2023)

Psychological factor influence upon the students’ behavior towards selecting
university, the mean score is 4.0, the highest. Social media and culture and social factors obtain
both the second highest mean and the mean score is above the neutral level. Reading newspaper
advertising is poor. Television and public relation play less influence role that the mean is under
the moderate level. Therefore, students’ behavior can influence on psychological factor, culture
and social factors. The most effective media channel is social media.

Effect of Influencing Factors on Selecting University

The effect of influencing factors is used to test the impact of independent variables
(television, print advertising (newspaper), social media and public relations, psychological
factors, culture and social factors,) on single dependent variable (students’ behavior towards
selecting university) is analyzed by multiple regression method.

Table 10: Effect of Influencing Factors on Students’ Behavior towards Selecting

University
Model Unstandardized Standardized T Sig.
Coefficients Coefficients
B Std.Error Beta
(Constant) 489 .366 1.335 183
Television 19177 .045 015 4231 | .000
Print Advertising .149™ .050 013 3.001 | .003
(Newspaper)
Social Media 106" .042 .009 2496 | .013
R 0.649
R square 0.421
Adjusted R square 0.406
F value 545174.877""

Source: Survey Data (August, 2023)

Note: *¥** significant at 1% level, ** significant at 5% level. * significant at 10% level
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In table 10, the R squarc is 0.421 which means that the independent variable (television,
print advertising and social media) are cxplain 42% of the variation in dependent variable
(students’ behavior towards sclecting university). Therefore, the power of model to explain in
considered as strong. The F value, the overall significant of models, came out highly significant
at 1% level.

According to Table 10, television, print advertising (newspaper) and social media have
positive cffect on the students’ behavior towards selecting university. Television has the
expected positive sign in cocfTicient with highly significant at 1% level. Print advertising has
significant at 5% level and Public relation has significant at 10% level.

Table 11: Effect of Influencing Factors on Students’ Behavior towards Selecting

University
Model Unstandardized Standardized T Sig.
CocfTicicnts CocfTicicnts
B Std.Error Beta

(Constant) 39913 1.482 26.930 [ .000
Psychological Factors 1.006™"" 356 .100 2.824 | .000
Culture and Social Factors 9.311 367 896 | 25393 | .239
Public Relations 1.853"" 002 1.012 | 784.222| .000
R 0.561

R square 0.315

Adjusted R square 0.189

F value 545174.877""

Source: Survey Data (August, 2023)
Note: *** significant at 1% level, ** significant at 5% level, * significant at 10% level

In table 11, the R squarc is 0.315 which mecans that the independent variable
(psychological factors, culture and social factors and public rclations) are explain 32% of the
variation in dependent variable (students’ behavior towards selecting university). Therefore,
the power of model to explain in considered as strong. The F value, the overall significant of
models, came out highly significant at 1% level.

According to Table 11, psychological factors, culture and social factors have positive
cffect on the students’ behavior towards selecting university. Psychological factor and public
relations have the expected positive sign in coefficient with highly significant at 1% level.
Culture and social [actors is not significant.
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CONCLUSION

This rescarch is the first attempt to get information as to how students at University of
Co-operative and Management, Thanlyin selecting university and which factors arc the higest
cffective. This study is enriches to the advertising channel to promote sclecting university. It
also provides for the university and develops students’ behavior towards selecting university.
This study could provide some knowledge for student idea for university select. For parent of
the students, the study enlightens them the role of them to select their children university when
pass the matriculation exam. For teacher and student affair office members, the study highlights
the students’ behavior changes upon advertising channels and attitude.

Finding and Discussion

This study firstly explored the cffect of advertising on students, behavior towards
selecting university. According to the study result students want to attend the university that
teaches the subjects relate with business. Parents have also knowledge about sclecting
university. The second highest mean score is culture and social factors, and social media; thus,
the students’ behaviors depend on seminar, workshop and using social media advertising.
Newspaper plays third, student read university announcement date and cntrance through
newspaper. Both public relation and television is under the neutral level, therefore, students
have poor watching tclevision habit. This study also consider about psychological factor and

social factors. In first part of the result, the mean score of psychological factors is the highest
mean score.

The second part of study is influencing factors on the effect of advertising on students’
behavior toward selecting university. Most of the factors are influence upon the students’
behavior toward selecting university. Moreover, advertising channel can influence on sclecting
university. The improvement and making awareness through advertising channel can explored

the sclecting university and well known of university effectively. One factor is not significant
which is culture and social factors.
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The effects of Social Media on Consumer Behavior in Local Travelling:

A Case Study in University of Co-operative and Management, Thanlyin
Moh Moh May Phoo Ngon'

Abstract

The main purpose of the study is to examine the effects of social media on consumer
behavior in local travelling: A Case Study in University of Co-operative and
Management, Thanlyin. To accomplish this study, it was made interviews with 290
respondents who are studying in University of Co-operative and Mangement, Thanlyin
by using simple random sampling method. The findings of this study shows that all of
the respondent used social media. The reason of the respondents to usc the social media
is fair casy in using the social media. Most of the respondents like in travelling and
they have experienced to travel using social media. But most of the respondents don’t
belicve sources of internet than traditional information. In this study, social media and
consumer behavior is positively significant relationship. Morcover, consumer behavior
and behavioral intention is also positively significant relationship. This study found
that suggestion of travelling from social media influence on most of the respondents.
Most of the respondents use social media for acquiring advice from other to implement
actual travel planning. According to the result, most of respondents use social media
for providing sclf-reliance and freedom. Many respondents shared their travel

experience, comments, reviews and other activities to their friends and relatives
through the social media.

Keywords: Social Media, Consumer Behavior, Behavioral Intention, Travelling.

Introduction

Social Media is all about facilitating people to express and share ideas, thoughts, and
opinions with others. Social media has greatly improved consumers’ ability to acquirc
information and knowledge about public events, products, and scrvices. In addition, social
media improves information exchange, reduces uncertainty, and brings users a sense of
belonging, fundamentally changing individual travel plans and consumption patterns of travel
and lcisure. Travelling has become one of the most important economic and business activities
in world cconomics and business. Many countries have come to realize the impact of travelling
on the lives of their people and the country’s cconomy. With the advent of technology,
travelling has scen a massive shifl in terms of its definition, application, and consumption. The
availability of information has scen a rise in travelling consumption through the social media
platforms that have informed the way people make decisions about their travel arrangements.
In the modern era the using of social networking websites has extensively cffect on the
consumers in various ways. There are many online networking sites

T Assistant Lecturer, Department of Management Studics, University of Co-operative and
Management, Thanlyin '
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which affect consumer behavior (Google, Facebook, YouTube etc). Nowadays social media is
used by almost all the ages of consumers like college students, working class and even old age
people too. In this study, consumer referred to university students. The study has also
undertaken to analyze the effect of social media on consumer behavior in local travelling in
case study of university of co-operative and management, Thanlyin.

1.1 Rationale of the study

Nowadays, people have become accustomed to accessing information at any time and
from a multiplicity of electronic devices and a growing quantity of the internet traffic
worldwide comes from tablets and mobile phones (Adams, 2015, Mercadal, 2017.)

These days, an expansive number of students utilize social media in education training
and in other life angles. Group-working has now tumned out to be immovably settled in
advanced education as well as is utilized over various controls for an assortment of purposes.
Among the advantages of utilizing the group-work within advanced education are the open
doors for ability exchange and additionally different types of associate learning, through the
sharing of information, thoughts as well as encounters (Hamid 2015). Moreover, the web-based
social networking devices as well as those online courses, are giving understudies a better
learning chance in order to upgrade their educational performance (Waheed 2015).

The students nowadays failed to resist any temptation from the outside world. There
have same situations where it is happened when they were seeing their friends get to a fantastic
vacation and shared through the social networking will make some of them wanting to follow
the trend. However go for a vacation is not always that easy when comes to the financial
problem. As a student, there is only limit pocket money which they will be get from their
parents. The amount of the allowance that a kid will be received as its timing and the frequency
not only depend on the family’s income but also on the family’s philosophy, values, age as
well as the maturity of their kids. Hence, this will make them have to request more than usual.
This will burden their parents as well as the whole family as if the family economically not
sound. In short, they just wanted to show off what they possess through the social networking
these days without considering other people situation such as parents.

Therefore, this research aims to find out how many students use social media not only
for their education but also for vacation travel. So, I decided to study the effects of social media
on consumer behavior in local travelling: A Case study in University of Co-operative and
Management, Thanlyin.

1.2 Objectives of the study

The main objective of this study is to examine the effects of social media on consumer
behavior in local travelling: A Case Study in University of Co-operative and Management,
Thanlyin.
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The specific objectives are:
(1)  Toexplore the impact of social media act on consumer behavior.

(2)  To examine the effect of consumer behavior on behavioral intention.

1.3  Design and Method of the study

This study is descriptive research type. This research studied in University of Co-
operative and Management, Thanlyin. The design of the survey has been based in simple
random sampling. Respondents were chosen by using simple random sampling method. To
implement research objectives, both primary and secondary data were used. This study consists
of 290 respondents from University of Co-operative and Management, Thanlyin.
Questionnaires were developed based on previous empirical research. The secondary data were
collected from previous research papers, internet, website, and text books. The obtained data
were processed and analyzed with the Statistical Package for Social Science (SPSS) version
25. To meet the objectives, descriptive and inferential statistics were employed.

1.4  Scope and limitation of the study

This study was designed to assess the effects of social media on consumer behavior in
local travelling: A Case Study in University of Co-operative and Management, Thanlyin. This
research collects primary data from our students of University of Co-operative and
Management, Thanlyin. There were various ways to measure the effect from the point of social
media such as customer’s engagement, buying decision, consumer behavior, and purchase
intention. But only consumer behavior was selected to analyze the effect of social media on
consumer behavior in local travelling due to financial constraints and time limitation.
Moreover, it focuses on respondents in University of Co-operative and Management, Thanlyin.
Thus, it cannot represent the whole population and other university students.

1.5  Organization of the study

This study is organized into five chapters. Chapter one include introduction, rationale
of the study, objectives of the study, research questions, design and method of the study, scope
and limitation of the study as well as organization of the study. Chapter two describes the
literature review of the study and conceptual framework of the study. Chapter three conclude
research methodology. In chapter 4 comprises analysis the effects of social media on consumer
behavior in local travelling: A case study in University of Co-operative and Management,
Thanlyin. Chapter 5 explain findings, recommendations and need for further study.
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2. Theoretical Background
2.1 Social Media

Social media is a 21* century idea that utilized to different technologies or arranged
gadgets that feature the social parts of the Internet as a way for correspondence, participation
and creative expression (Hamid 2015). Consumer of social media are interfacing with each
other regardless of religion, culture or national limits within fields and crosswise over
enterprises. It is supporting shaping the close individual relationships and business contacts in
order to scatter the messages quickly around the world (Sahin & Sengun 2015). The young
people is the mass consumers of the up and coming era. The time being occupy online for
individuals also increasing. As of July 2023, there are 5.19 billion internet users worldwide,
which amounted to 64.6 percent of the global population, were social media users.

Myanmar is a country in Southeast Asia with a population of approximately 54 million
people. Social Media is a daily usage for the people in Myanmar Facebook, Instagram, and
Linkedin are popular platforms among users. According to a report by “We Are Social” and
“Hootsuite”, there were approximately 25 million social media users in Myanmar in 2022,
representing approximately 46% of the country’s population. According to the statistics of
social media in Myanmar from Sept 2022- Sept 2023, Facebook has 85.15%, Twitter has
4.66%, Pinterest has 4.52%, YouTube has 3.52% and Instagram has 1.11%. In Myanmar, social
media is used for a variety of purposes, including staying in touch with friends and family,
sharing news and information, and connecting with others who have similar interests. It is also
used as a marketing tool by businesses and organizations for reaching a wider audience and
promote their products and services.

2.2 Social Media in Travelling

Tourism is an information-intensive industry and hence it is critical to understand the
changes in technologies that impact the distribution and accessibility of travel-related
information (Xiang and Gretzel, 2010). Today with social media, customers have more
information sources such as blogs, tweets which can be having positive and negative, leaving
an impression of the product in the reader’s mind (Subramani and Rajagopabn 2003) and
research has also suggested that customers believe information that comes from personal
sources rather than commercial sources (Hu and Wei, 2013). Social media have been widely
adopted by travellers to search, organize, share, and annotate their travel stories and
experiences through social media in a collaborative way (Leung et al., 2013, Xiang and Gretzel,
2010). Research has also revealed that more than 85% of leisure travelers use the Internet as a
planning source in recent years (Leung et al., 2013).

Milano et al. (2011) explain that the formation of travel experiences of tourism
customers in social media platforms are composed of three stages of experiences as pre-travel,
on the travel and post-travel. For these stages, before buying holiday services, customers can
use the social media, ask questions about the destinations where to visit and stay, reading the
previous customer’s comments. Consequently, social media is becoming very effective
communication and recommendation tool for travellers.
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2.3 Consumer Behavior

According to Simsek (1990) they are basically five stages of consumer buying decisions
in the travelling industry. These stages can be named as needs recognition, information search,
alternatives evaluation, buying decisions and post-purchase behavior, Kotler (1999). Kutuk
(2016) argues that the first stage in the buying decision process is to recognize the need to buy
a product, thus a problem must be identified first which will then induce the feeling and need
to buy. In travelling industry, Kutuk (2016) postulated that the need recognition stage in the
buying decision process starts with the willingness and or need to travel which will lead in
evaluating the feasibility thereof.

Once the need to travel has been recognized then the customer will engage in the second
stage of information search. Kutuk (2016) citing Bovee and Thill (1992) postulated that the
scope of information search solely depends on the characteristics of an individual such as
attitudes, knowledge and motivations as well as market characteristics and situational
characteristics. Nowadays with the high increase in the use of Social Media buyers tend to
search for information about a touristic product via social media. This may be done through
asking friends on social media, visiting hotel pages and websites as well as following
information from word of mouth by other tourists commending on a product. This study
provides for hotels and tourism agency to effectively use social media in marketing their

products and services to enable for buyers to readily find the information they require in the
buying decision process.

The third stage according to Kotler (1999) is the evaluation of alternatives. Thus, it can
be noted that buyers are exposed to a number of options which they get in the second stage of
information search. Most customers tend to be indecisive on which option to follow in cases
where several options seem good. Therefore, in the case of tourists willing to buy touristic
products and services having been faced with many options they tend to evaluate and find the
best option to follow. Kutuk (2016) argued that customer will always go for an alternative that
is less risk. The selection criteria according to Kutuk (2016) play a pivotal role in evaluation
stage and it differs from individual to individual. Thus Uygur (2007) postulated that marketing

managers will have to strive and develop the appropriate strategies which in turn will create
positive attitudes and good company image.

One alternatives have been evaluated and a choice has been made then the customer
will do the buying. Kutuk (2016) postulated that the act of buying can only be done if and only
if the decision is positive otherwise the customer will not buy. Kutuk (2016) also argues that
the act of buying is not complete until the customer has acted and benefitted from the product.
In other cases the buying process is delayed in cases where the customer consults friends and
family after the evaluation process and they say otherwise or if the customer does not have
sufficient money to act, Kutuk(2016). Kutuk(2016) argues that when the act of buying the
product has been done this does not mean that the buying process is completed. It is the post-
purchase behavior of customers that marks the end of the buying process. Customers after
consuming the product or service tend to make some evaluations and this is what is very
significant to in the buying process (Kutuk,2016). A satisfied consumer tends to buy more and
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more of the product while the unsatisficd onc will influcnce others not to buy the product and
this gives risc to the word of mouth which very influential.

24 Behavioral Intention

Behavioral intention is considered a post-purchase action cxpericnce by a consumer
after consuming the product or service (Al Amin et al.,2023; Uddin,2013). In the ficld of
consumer bchavior, it is not always possible to mecasurc whether the consumers actually
perform their purchasing behavior. Behavioral intentions arc measured through four
dimensions which are introduced by Zeithaml, Berry and Parasuraman (1996) and Blocmer,
Dc Ruyter and Wetzels (1999). The dimensions arc specified as repurchasc intention, word off
mouth, willingness to pay morc and complaining intention. Repurchase intention is defined as
an intention to repeatedly use products in the future, and based on previous experiences and
expectations for future (Oliver,1997; Kim ct al; 2011). Consumer word of mouth transmissions
consist of informal communication dirccted at other consumers about the ownership, usage of
characteristics of particular products and scrvices and their companics (Westbrook,1987).
Willingness to pay more is defined as continuing to do business with the company even if its
prices increase somewhat or to pay a higher price than competitors charge for the benefits that
are currently received from the company (Zcithaml, Berry and Parasuraman,1996). Finally
complaining intention is described as an intention of the customer to provide negative [cedback
about the product, service or the company (Bell, Menguc and Stefani,2004).

2.5 Empirical Literature Review

This study is going to examinc the results that were found by other researchers. These
results will help match, and do a critical analysis with the findings of this study. To begin with
in a study by Kaplan and Haenlein (2010) investigated the challenges and opportunitics
experienced in marketing through social media. The study indicated that the social media could
be used as an opportunity in understanding the consumer decision making process. In addition
to that another study was carried out by Zivkovic et al. (2014). The study explained that the
travelers are heavily influcnced by social media and they transform information obtained from
social media into the travel decision making process. Kavoura and Stavrianca (2014) studied
the economic and social aspects of social media in tourism; and Sotitiadis (2017), Lec and Paris
(2013) and Okazaki et al. (2017) explained that the importance of sharing tourism experiences
and knowledge of travelers in social media. Similarly, most of the studies show that social
media have been widely embraced by travelers in order to search, organize, share, and declare
their travel stories and experiences through blogs, onlinc communitics, media sharing sites,
social bookmarking sites, social knowledge sharing sites, and other tools in a collaborative way
(Hays et al.,2013). This studies clearly show that social media is an effective tool for consumer
behavior especially in the field of local travelling and consumer behavior is directly linked to
behavioral intention.
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2.6  Conceptual Framework of Study

This rescarch framework is designed in order to support with the objective of this study
which derive from literature review and preliminary finding from other researches. The

rescarch has a plan to study the effects of social media on consumer behavior in local travelling.
The framework is as presented below.

Social Media Consumer Bt
Behavior

\ 4

Intention

Source: Adapted from Bay Sheue Wen(2018)

3. Research Design

The rescarch design is concerned with the practical arrangements of getting information
for the rescarch question from external source. In a survey, data can be collected by using
different type of approaches (Sckaran & Bougie, 2010). In a rescarch design, deductive nature
has been uscd to answer the rescarch questions and objectives. In order to analyze the
relationship between several variables, a quantitative study is the most appropriate. In a given
the timeframe and the use of quantitative methods, a cross-sectional design was the most
appropriate design to perform this study. A cross-scctional design involves data collection at
one sct moment in which all the variables have been collected (Ritchic & Lewis, 2023).

This study is a quantitative research because it is predetermined and having a large
number of respondents. Besides, this study addresses the research objective by empirical
assessments using numerical mecasurement and analysis. Morcover, this study applies
mathematical and statistical method to test the relationship among all of the variables. In

addition, sources of information arc collected from the responsc of respondents through
questionnaire that are distributed to them.

3.1 Data Collection Methods

Data collection is very important in a rescarch projects. According to C.R Kothari
(2004), data collection methods can be classified into primary data and secondary data. Primary
data is defined as the collected data in the first times and originally collected data without going
through any process (C.R Kothari, 2004). The data can be obtained from observation, direct
communication with the respondent, through questionnaire survey. This study use
questionnaire survey method as the main sources of data collection method for the study.
Secondary data is defined as the data which had been collected by other researchers and it is
not a firsthand data and already available (C.R.Kothari, 2004)
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3.2 Sampling Design

Sampling method is a method for investigating a whole population and it includes the
probability sample. Probability samples are sclected to be representative of the population.
There are four types ol probability sampling techniques; onc of them is simple random
sampling. This study uscs thc sampling technique in the study. Sampling size is the targeted
number of respondents which had been used for the study. The greater sample size is more
accurate the result from the data obtained for the study. As the sample size in this study, 303
respondents are collected and 290 questionnaires were used from the students of the University
of Co-operative and Management, Thanlyin because 13 questionnaires are concluded in crrors.

3.3  Research Questionnaire Instrument

The questionnaire is designed in fixed-alternative which takes less time and casier to
answer (G.Zikmund, Babin, Carr, & Griffin, 2010). This questionnaire is using types of [ixed-
alternative which are simply-dichotomy question and determinant- choice question. The
questionnaire involves six scctions. The first section contain the questions about student’s
demographic. The sccond section discusses the demographic of social media and the third
scction are related to travelling. The fourth scction concentrates on social media as a
mechanism for travelling. The (ifth section include understanding consumer and the last section
contained questions about behavioral intention.

34 Pilot test

A pilot test had been conducted on a small group of respondents to examine the
potential problem of the rescarch method or the design prior to the main research. The
questionnaire were distributed to the 40 students in the University of Co-operative and
Management, Thanlyin. The SPSS program test on the reliability of the questionnaires had also
run before the actual survey being conducted. This is a very important step so that rescarchers
can make any adjustment in the questionnaire in order to improve the realiability of the test.
The purpose of Pilot testing is to make sure that everyone in the research sample not only
understands the questions, but understands by themsel[ in the same way.

3.5  Data Analysis

Data Analysis is the process to entering those data collected properly or coded correctly
into the data set. Descriptive statistics provide a summary of data in the form o mean, median
and mode. Descriptive statistics arc brief descriptive cocflicicnts that summarize a given data
set which can be ecither a representation of the entire or a sample of a population. Descriptive
statistics are broken down into measures of central tendency and measure of variability.
Measure of central tendency include the standard deviation, variance, the median and
maximum variables and the kurtosis and skewness.
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Inferential analysis refers to make inferences from samples which they have been drawn
within population. (Hossein,1996). Besides, if any inferred conclusion has been drawn, it must
be shown the probabilistic term. Inferential statistics can also be explained a phenomenon or
check the validity of a claim. This study will focus on techniques which are Pearson correlation
cocfficient analysis, simple lincar regression and multiple regression.

Pecarson correlation cocfficient indicates the significance, dircction, strength and
significance of the bivariate relationship among all the variables that were measured at an
interval or ratio level (Sckaran, 2003).

4. Data Analysis

In this scction, students’ demographic distribution of the sample, demographic of social
media, demographic of travelling, consumer behavior and behavioral intention are analyzed
and presented. The data were analyzed by using Statistical Package for Social Science (SPSS
version 25). Totally, 290 out of 303 respondents used it because the answer sheets of the

respondents contain errors that cannot be used. So, 290 respondents participated in the current
study.

4.1 Respondents’ Demographic Profile and Demographic factors of Social Media and
Travelling

Table (4.1) Demographic distribution of the Sample

Measure Category Frequency Percentage (%)
Malc 47 16.2
Gender Female 243 83.8
Total 290 100
18-22 262 90.3
23-27 28 9.7
Age 28-32 0 0
33 and above 0 0
Total 290 100
Undergraduate 274 94.5
Postgraduate 3 1

Education

Master 13 4.5
Total 290 100

Source: Survey Data (2023)

From the students’ demographic distribution of the sample (Table 4.1), it can be noted
that majority of the respondents were females which was presented by 83.8% of the total
respondents while 16.2% of the respondents arc males. The highest group of respondent which
is nearly 90.3% for this survey arc from 18-22 ycars old, followed by from the aged 23 until
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27 years old which is about 9.7% of the respondents. The age of from 28 to 32 and the age of
33 and above don’t have respondent. The respondents’ education level was classified into three
groups. Undergraduate level respondents contain 94.5% of the whole respondents whereas
Postgraduate respondents contain which contribute to 1% of the total respondents. The
respondents hold for Master are 4.5% out of 100% from the total respondents.

Table (4.2) Frequency Allocation for Respondents

Are you active social media?

Frequency Percent Valid Percent

Valid | Yes 290 100.0 100.0
Source: Survey Data, 2023

Table (4.2) shows that, there are 290 respondents are the active user of the social media
which is 100% out of the total respondents. '

Table (4.3) Frequency Allocation for Respondent

Which social media account do you have?
Frequency Percent Valid Percent
Valid Facebook 286 2444 24.44
Instagram 235 20.09 20.09
Twitter 58 4.96 4.96
YouTube 242 20.68 20.68
Titok 217 18.55 18.55
Others 132 11.28 11.28
Total 1170 100.0 100.0

Source: Survey Data,2023

The table (4.3) above shows that the information regarding to the amount of
respondents as well as the percentage for the statement “Which social media account do you
have”. This is a statement can be chosen more than | decision. So, the greatest percentage of
this statement is Facebook that contain 24.44% and the lowest percentage is Twitter which is
4.96%. YouTube is the second highest among the choices which contain 20.68% whereas
Instagram is the third highest that consist 20.09%. Next, Titok and Others consist 18.55%and

11.28% respectively.
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Table (4.4) Frequency Allocation for Respondent

How frequently do you login to the social media?
Frequency Percent Valid Percent
Valid Always 57 19.7 19.7
Often 200 69.0 69.0
Sometimes 31 10.7 10.7
Seldom 2 7 7
Total 290 100.0 100.0

Source: Survey Data, 2023

Table (4.4) indicates that the greatest percentage of this statement is Often that contain
69% and lowest percentage is Seldom which is 0.7%. Always is the second highest among the

choices which contain 19.7% whereas Sometimes is the third highest that consist 10.7%
respectively.

Table (4.5) Frequency Allocation for Respondent

Why for use the function of social media?
Frequency | Percent Valid Percent
Valid | Contacting with others 227 25.53 25.53
To gain informative advertising 156 17.55 17.55
Refer opinion from experts 124 13.95 13.95
Collect opinion about product or 94 10.57 10.57
services
Purchase goods 116 13.05 13.05
Connecting among University friends 172 19.35 19.35
Total 889 100.00 100.00

Source: Survey Data, 2023

Table(4.5) above shows that the information regarding to why for use the function of
social media. This is a statement that can be chosen more than 1 decision. So, the greatest
percentage of this statement is Contacting with others that contain 25.53% and lowest
percentage is Collect opinion about product or services which is 10.57%. Connecting among
University friends is the second highest among the choices which contain 19.35% whereas To
gain informative advertising is the third highest that consist 17.55%. Next, Refer opinion from
experts and Purchase goods consist 13.95% and 13.05% respectively.
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Table (4.6) Frequency Allocation for Respondent

What do you think the social media facilitate in your university life?

Frequency Percent Valid Percent

Valid As a main platform of e-leaming 135 15.52 15.52
Knowledge-sharing with friends 175 20.11 20.11
Communication 176 20.23 20.23

Collect information 147 16.90 16.90
Entertainment 171 19.66 19.66

Others 66 7.59 7.59

Total 870 100.00 100.00

Source: Survey Data, 2023

The table (4.6) above describe that the information regarding to what is social media
play as in universities. This is a statement that can be chosen more than 1 decision. So, the
greatest percentage of this statement is Communication that contains 20.23% and lowest
percentage is Others which is 7.59%. Knowledge-sharing with friends is the second largest
among the choices which contain 20.11% whereas Entertainment is the third highest that
consist 19.66%. It follows by Collect information and As a main platform of e-learning which
obtain 16.9% and 15.52% respectively.

Table (4.7) Frequency Allocation for Respondent

Which device do you use to login to the social media?
Frequency Percent Valid Percent
Valid Desktop Computer 13 3.44 3.44
Laptop 80 21.16 21.16
Smart Phone 285 75.40 75.40
Total 378 100.00 100.00

Source: Survey Data, 2023

The table (4.7) above mention that the information regarding to which device do you
use to login to the social media. This is a statement that can be chosen more than 1 decision.
According to the table, most of the respondents 75.4% use Smart phone to login to social media.
And the second largest choice of the respondents is Laptop which is 21.16%. It then follows
by Desktop computer which contain 3.44% respectively.

Table (4.8) Frequency Allocation for Respondent

What is the experience that you have through social media?

Frequency | Percent | Valid Percent

Valid | Effortless communication 198 28.09 28.09
Get a sense of belonging 176 24.96 24.96
Socializing 127 18.01 18.01
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Allows interactivity with other online users 140 19.86 19.86
Others 64 9.08 9.08
Total 705 | 100.00 100.00

Source: Survey Data, 2023

The table (4.8) shows the information the experienced gained by the respondents
through social media. The results show that Effortless communication obtained 28.09% as the
highest variable whereas Others as the lowest which only have 9.08%. Subsequently, Get a
sense of belonging and Allows interactivity with other online users gained 24.96% and 19.86%

respectively. For Socializing have only 18.01% out of 290 respondents.

Table (4.9) Frequency Allocation for Respondent

What are the reasons to use social media to search for information?

Frequency | Percent | Valid Percent

Valid | Easy 223 36.92 36.92
Reliable 49 8.11 8.11

Get distinct solutions 133 22.02 22.02

Higher level of trust in responses 51 8.44 8.44

Get replies from people with similar interests 94 15.56 15.56

Others 54 8.94 8.94

Total 604 100.00 100.00

Source: Survey Data, 2023

The table (4.9) shows that the information the reason to use the social media from the
respondents. The result show that Easy obtained 36.92% as the highest variable whereas
Reliable as the lowest which only have 8.11%. Subsequently, the Get distinct solutions and Get
replies from people with similar interests gained 22.02% and 15.56% respectively. For Others
and Higher level of trust in responses have only 8.94% and 8.44% out of 290 respondents.

Table (4.10) Frequency Allocation for Respondents

Do you like to travel?
Frequency Percent Valid Percent
Valid Yes 280 96.6 96.6
No 10 3.4 3.4
Total 290 100.0 100.0

Source: Survey Data, 2023

The table (4.10) indicates that the information for the amount of respondents and
percentage for the statement as “Do you like to travel”. In addition, there is 96.6% out of total
respondents like to travel, whereas the 3.4% do not like to travel.
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Table (4.11) Frequency Allocation for Respondents

Do you have travel experience using social media?
Frequency Percent Valid Percent
Valid Yes 197 67.9 67.9
No 93 32.1 32.1
Total 290 100.0 100.0

Source: Survey Data, 2023
The table (4.11) indicates that the information for the amount of respondents and
percentage [or the statement as “Do you have travel experience using social media™. There is
67.9% out of total respondents have experienced to travel using social media, whercas the
32.1% do not have experienced to travel using the social media.

Table (4.12) Frequency Allocation for Respondent

How often do you travel for holidays?
Frequency Percent Valid Percent
Valid Once per year 130 44.8 44.8
Twice per ycar 71 24.5 245
More than twice per year 33 11.4 11.4
Once in two ycars 33 11.4 11.4
Never 23 7.9 7.9
Total 290 100 100

Source: Survey Data, 2023

The table (4.12) shows that the information regarding how often the respondents travel
for holidays. The results show that the Once per year obtained 44.8% as the highest variable
whereas Never as the lowest which only have 7.9%. Twice per year is the second largest choice
of the respondents which contain 24.5%. For More than twice per year and Onee in two years
is the same result that is 11.4% respectively.

Table (4.13) Frequency Allocation for Respondent

The days of trip planning
Frequency Percent Valid Percent
Valid 2-3 days 114 39.3 39.3
4-7 days 104 35.9 359
8-14 days 20 6.9 6.9
15-30 days 22 7.6 7.6
More than 30 days 20 6.9 6.9
Never 10 3.4 34
Total 290 100 100

Source: Survey Data, 2023
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The table (4.13) shows the information regarding how many days the respondents make
for the trip. The results show that the 2-3 days obtained 39.3% as the highest variable whereas
Never as the lowest which only have 3.4%. And then, the 4-7 days and 15-30 days gained

35.9% and 7.6% respectively. It follows by 8-14 days and Morc than 30 days consist of 6.9%
out of 290 respondents.

Table (4.14) Frequency Allocation for Respondent

How the respondents obtaining the sources of information?
Frequency Percent Valid Percent
Valid | Friends’ suggestion 120 23.21 23.21
Advertisements and Promotions 40 7.74 7.74
Information from Internet 141 27.27 27.27
Notice it through social media 32 6.19 6.19
On your own 151 29.21 29.21
Others 33 6.38 6.38
Total 517 100.00 100.00

Source: Survey Data, 2023

According to the table (4.14), the results show that On your own obtained 29.21% as
the highest variable whercas Notice it through social media as the lowest which only have
6.19%. Subscquently, Information [rom Internet and the Friends suggestion gained 27.27% and

23.21% respectively. For the Advertisements and Promotions and Others have only 7.74% and
6.38% out of 290 respondents.

Table (4.15) Frequency Allocation for Respondents
Do you think the information searched through social media is morc authentic compared
to information gained through traditional media?

Frequency Percent Valid Percent
Valid Yes 134 46.2 46.2
No 156 53.8 53.8
Total 290 100 100

Source: Survey Data, 2023

The table (4.15) indicated that the information for the amount of respondents and
percentage for the statement as “Do you think the information scarched through social media
is more authentic compared to information gained through traditional media”. In addition, there
is 53.8% out of the total respondents agree that respondents do not think the information
searched through social media is more authentic compared to information gained through
media, whereas the 46.2% think that the information searched through social media is more
authentic compared to information gained through traditional media.
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Table (4.16) Frequency Allocation for Respondents

Do you usc social media to scarch about places you intend to visit?
Frequency Percent Valid Percent
Valid Yes 280 96.6 96.6
No 10 34 34
Total 290 100 100

Source: Survey Data, 2023

The table (4.16) indicated that the information for the amount of respondents and
percentage for the statement as “Do you usc social media to search about places you intend to
visit”. In addition, there is 96.6% out of total respondents agree to usc social media to scarch
about places the respondents intent to visit whereas 3.4% do not use social media to scarch
about places the respondents intend to visit.

Table (4.17) Frequency Allocation for Respondents

Docs information gathered through social media support you to make your decision?
Frequency Percent Valid Percent
Valid Yes 278 95.9 95.9
No 12 4.1 4.1
Total 290 100 100

Source: Survey Data, 2023

The table (4.17) shows that the information for thc amount of respondents and
percentage for the statement as “Does information gathered through social media support you
to make your decision”. In addition, there is 95.9% out of total respondents agree that
information gathered through social media support respondents to make decision visit whereas
4.1% disagree the information gathered through social media support respondents to make
decision.

Table (4.18) Frequency Allocation for Respondents

Do you generally satisfied with the information gathered using social media?
Frequency Percent Valid Percent
Valid Yes 268 92.4 924
No 22 7.6 7.6
Total 290 100 100

Source: Survey Data, 2023

According to Table (4.18), the information for the amount of respondents and
percentage for the statement as “Do you generally satisficd with the information gathered using
social media”. The result is 92.4% generally satisfied with the information gathered using
social media whereas 7.6% unsatisficd with the information gathered using social media.
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4.2 Reliability Test

The reliability is reproducibility of an assessment’s result or the degree of consistency
under dissimilar situations or circumstances and assuming that random mistake will constantly
affects scores which expressed by Chatterji, 2003. The Cronbach’s alpha test was used to
calculate the variables individually in order to observe the reliability of the rescarch appliances
cmpirically which was used for this research. An internal consistency which is greater than
0.70 is rcasonable and reliable stated by Nunnally and Berstein, 1994. On the others hand, the
alpha cocfficients for scales with six or less items can be much smaller which is 0.6 or greater
and it’s still consider to be acceptable which was pointed out by Cortina, 1993.

Table (4.19) Reliability Statistics

3 Cronbach’s Alpha Results of
Variables Valiie P Reliability Number of Items
Social Media 0.856 Excellent 13
Consumer Bchavior 0.786 Good 8
Behavioral Intention 0.685 Good 4
Ovecrall Reliability 0.748 Good 3

Source: Survey Data, 2023

According to the results, Cronbach’s Alpha value of all variables is 0.7 and above,
implics that they were good internal consistency and reliability.

4.3 Pearson Correlation Analysis

Correlation is a statistical measurement of the relationship between two variables.
Possible corrclations range from +1 to -1. A zcro correlation indicates that there is no
relationship between the variables. A correlation of -1 indicates a perfect negative correlation,
meaning that as one variables goes up, the other goes down. A correlation of +1 indicates a

perfect positive correlation, meaning the both variables move in the same dircction together
(Kendra Cherry, 2016).

Table (4.20) Pearson Correlation Analysis for Variables

AVGCB AVGSM

Consumer Behavior 1

Social Media 562" 1

Source: Survey Data, 2023
** Correlation is significant at the 0.01 level (2-tailed)

According to the table (4.20) shows that how independent variables and dependent
variables are positively correlated with cach other. The test indicates that there is a positive
relationship between independent variable and dependent variable. In detail, there is a modcrate
association between social media and consumer behavior.
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Table (4.21) Pearson Correlation Analysis for Variables

AVGBI AVGCB
Behavioral Intention 1
Consumer Behavior 396" 1

Source: Survey Data, 2023
** Correlation is significant at the 0.01 level (2-tailed)

Table (4.21), the result show that there is a positive relationship between independent
variable and dependent variable. In detail, there is a moderate association between consumer
behavior and behavioral intention loyalty.

4.4 Multiple Regression Analysis

Multiple regression analysis was used to assess the relationship between one dependent
variable and several independent variables. Social media is the independent variable for this
study. Dependent variable in this study are Consumer behavior and Behavioral intention.

Table (4.22) Linear Regression Model Summary

Model Summary®
Model R R Adjusted | Std. Error Change Statistics Durbin-
Square R of the R F a1 e Sig. F Watson
Square Estimate Squarc | Change Change
Change
1 674° 454 428 .32989 454 17.633 13 | 276 .000 1.690
b. Dependent Variable: AVGUCB

Source: Survey Data, 2023

According to the table (4.22), the R? is 0.454, which is 45.4 percent. This means that
45.4% of the dependent variable of consumer behavior can be explained by the independent
variable of social media. In other words, 54.6 % of dependent variable of consumer behavior
is explained by other factors that have not been considered in this study. This study indicates
that the model is fitness.

Table (4.23) Effect of Social Media on Consumer Behavior

Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Error Beta
1 (Constant) 2.385 138 17.275 .000
AVGSM .448 .039 562 | 11.529 .000

Source: Survey Data, 2023
Dependent Variable: Consumer Behavior
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According to the result, social media have a significantly positive influence on
consumer behavior. Social media unstandardized beta is equal to 0.448, p<0.05 two tail, is
significant and present positive association. The positive association means that if social media
increase by 1 unit, consumer behavior will increase 0.448.

Table (4.24) Linear Regression Model Summary
Source: Survey Data, 2023

Modcl Summary®

Watson

Model R R Adjusted Std. Error Change Statistics Durbin
Square R of the :
Squarc Estimate R B dfl B Sig
Square Change F
Change Change
.396* 157 154 58346 157 53.517 1 288 000 1.742

b. Dependent Variable: AVGBI

According to the table (4.24), the R? is 0.157 percent. This means that 15.7% of the
dependent variable of behavioral intention can be explained by the independent variable of
consumer behavior. In other words, 84.3% of dependent variable of behavioral intention is
explained by other potential factors that have not been considered in this study.

Table (4.25) Effect of Consumer Behavior on Behavioral Intention

Model Unstandardized Standardized t Sig.
Coefficients Coefficients
B Std. Error Beta
1 (Constant) 1.369 313 4370 .000
AVGUCB 576 079 .396 7316 .000

Source: Survey Data, 2023
Dependent Variable: Behavioral Intention

According to the result, consumer behavior is positively influence on behavioral
intention. Consumer Behavior unstandardized beta=0.576, p<0.01 two tail, is significant and
presents a positive association, is supported by the statistical regression.

5. Conclusion
5.1 Findings

In this study the number of female respondents is greater than male respondents. Age
of the total respondents were being classified into four categories which were 18-22, 23-27,
28-32 and 33 and above. Majority of the respondents are the ages of 18-22 years with 90.3%.
Education level is divided into three categories which consists of undergraduate, postgraduate
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and Master. Majority of respondent is undergraduate (94.5%). All of the respondent use social
media. The greatest percentage of the respondent is using Facebook. This study found that
68.6% of the total respondents often log into the social media. Most of the respondents use
social media for contacting with others. The largest percentage of the respondents use social
media for sharing knowledge with friends in their student life. Most of the respondents are
using phone to login into the social media. The highest percentage of the respondents
experienced gained through social media is effortless communication. The reason of the
respondents to use the social media is easy in using the social media. Most of the respondents
like in travelling and they have experienced to travel using social media. 69.3% of the
respondents are doing travelling twice per year and they need the day of planning is 4-7 days.
Most of the respondents obtain sources of information from Internet. But most of the
respondents don’t believe sources of internet than traditional information. The largest
percentage of respondents use social media to search about places intent to visit. 92.4% of
respondents agree that information gathered through social media support respondents to make
decision visit.

Based on the Pearson least, there is positively significant relationship between social
media and consumer behavior because the value of the correlation coefficient is 0.562.
Moreover, there is a positively significant relationship between consumer behavior and
behavioral intention because the value of correlation coefficient is 0.396.

The social media have a positive influence on the consumer behavior because p=0.00
and B=0.448 according to the result of simple linear regression analysis. The finding that social
media positively influence on consumer behavior. This process is consistent with finding of Li
etal, 2016. This study found that suggestion of travelling from social media influence on most
of the respondents. Review concerning with travel agencies through social media is also
influence the respondents. Most of the respondents use social media for acquiring advice from
other to implement actual travel planning. This study found that many respondents feel happy
and satisfied for finding information through social media.

According to the obtained data consumer behavior have a positively influence on
behavioral intention. Logically, its p-value is equal to the 0.000 and B is 0.576 according to the
linear regression analysis. Therefore it is also accepted as a significant construct for this study.
According to the result, most of respondents use social media for providing self-reliance and
freedom. Many respondents shared their travel experience, comments, reviews and other
activities to their friends and relatives through the social media.

Finally, the study showed that 45.4% of total variance of consumer behavior is
explained by social media. Moreover, the result of this study showed that 15.7% of total
variance of behavioral intention is explained by consumer behavior.

Regarding the reliability of the scales used in the questionnaire, it is found that all the
scales have Cronbach’s Alpha value 0.7 and above, suggesting very good internal consistency
and reliability for the scale with this sample.
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5.2 Recommendations and Suggestions

This study is basically focused on the effects of social media on consumer behavior in
local travelling. More specifically the investigation examined how people use social media for
their purchase in local travelling such as buying services online, and how their purchasing
behaviors are influenced by social media.

The results of this study indicates that, as individuals knowledge about travelling
services increases through social media, their acts of buying them also increase knowledge
about travelling services is also an important determinant for buying services through social
media that motivates the intention to share individual experiences. In other words, the more
knowledge the people, the more inclined to share their experiences online.

One of the important findings is the fact that university students don’t believe sources
of information from social media, despite their intensive use of social media. This is an
important signal for travelling agencies and hotel services that target this group as a key market
and they can have an opportunity to develop their services with more real information sources.
They do strong long-term strategic decisions. Hence, the results provide tourism and hospitality
marketers with a frame of a reference to determine what they need to know and how to
implement actions through social media as an effective marketing tool.

Tourism marketers can facilitate the process of information flow through social media
and this influence provides a noteworthy contribution to their marketing and sales efforts.
Marketers should take social media users into consideration as a part of their marketing
information system (MIS). Innovative social media strategies, including consumer-friendly
interaction and complaints should be developed for pre-travel, on the travel and past-travel
stages of the customers. Instant access will always be open to this community. Nowadays,
young people especially students are more using social media than other aged group. So
accessibility of tourism and hospitality services through social media could increase the
number of people who want to buy these services, creating a unique opportunity for marketers
to reach more consumer groups than ever before. Integrating tourism and hospitality services
into the individual social media accounts by establishing an online feedback system can be
designed as an extension of marketing intelligence at a lowest cost.

5.3 Needs for Further Study

First of all, this study is conducted to identify the effect of social media on consumer
behavior in local travelling: A Case Study in University of Co-operative of Management,
Thanlyin. Therefore, respondents in University of Co-operative and Management, Thanlyin are
the main assets for the study and play an important role. There are many limitations in this
study. This study used simple random sampling to conduct study and there are only 290
respondents were chosen. Therefore, the obtained data from the 290 respondents are not
reliable to represent the whole students in University of Co-operative and Management,
Thanlyin. Given that this study is limited only University of Co-operative and Management,
Thanlyin, the findings of this study would need to be validated by further research. Future
research should apply other measurement instruments and scales in other Co-operative
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Universitics and Colleges, other higher education institutions. Futurc research with more
student respondents from all universitics in Myanmar and other public could be donc to know
the interrelationship between consumer behavior and behavioral intention and social media.
Finally, future research could include more the effect of social media on consumer behavior
and further analysis of the mediating and modcrating cffects of these antecedents.
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Analysis of Domestic Travelers’ Preferences in Myanmar:

Post Pandemic Scenario

Theint Eaindray Nway Nway'

Abstract

The research paper aims to discover the new travel behaviors of Myanmar native
tourists after COVID-19 pandemic. The study considers three vital categories to
analyze the new travel preferences of domestic travelers: choice of destination, use
of travel services and perception of domestic travelers on health and hygiene status.
For this purpose, this study used survey questionaries to gather the data. The data
collected were analyzed by using the quantitative research approach. Finally, key
findings of this study and recommendation are described for the stakcholders based
on the travelers® behavioral changes that emerged as a result of this pandemic.
Keywords: COVID-19, Travel behaviors, Travel preferences, Domestic travelers,
Health, Choice of destination, Travel services, Hygicne status

1. Introduction

The travel and tourism industry plays a crucial role in countries’ development
strategies duc to its significant contribution to socio-economic development and job crcation
(WTTC, 2020). The 2019 annual research, which was conducted by The World Travel and
Tourism Council, covers 185 countries globally reveals that the total contribution of the
tourism industry to the world’s GDP is US $8.9 trillion and it is 10.3 percent of global GDP.
The research also states that one in four new jobs were made by the tourism sector and spread
benefits by the means of direct, indirect and induced contributions to the world economy.

Looking at the development of tourism sector in Myanmar before pandemic, there has
been a significant growth since 2011. According to the report which was released by Yangon
Stock Exchange (2018), the number of tourists visiting to Myanmar grew 1.1 million in 2011
in comparison to the previous year when it was only at 0.8 million. Starting form 2011,
international arrivals increase dramatically to 4.7 million in 2015. Tourist expenditure won
major growth from 930 million dollars to 1.79 billion dollars during those years. Total
domestic expenditure of foreign tourists grew dramatically, expanding by 6 times from 320
million dollars (0.5% of GDP) to 1 billion 970 million dollars (2.9% of GDP). Hotels and
other tourism related facilitics have attracted foreign direct investment, growing 3.8 times
from 1.14 billion dollars in 2011 to 4.37 billion dollars in 2017.

Tourism is a notable scctor that can support the country’s economy; however, it is
also the most sensitive and vulnerable sector to internal and external crises such as political

! Tutor, Department of Tourism, Mandalar University
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instabilitics, ~cconomic reccssions, natural disasters, and pandemics  (Sénmez,
Apostolopoulos, & Tarlow, 1999). Many uncxpccted cvents such as natural disasters, socio-
political changes and cconomic crises can threaten the development of tourism. Many tourist
sites have faced the risks such as terrorist attacks and wars, natural incidents, health criscs in
the last decade (Tejan, 2018). However, COVID-19 is not like the previous health crisis; the
impact is bigger and wider than others. Despite international tourism recovered 63% of pre-
pandemic levels in 2022, still 37% fewer than in 2019 (UNWTO, 2023).

Likewisc, Myanmar tourism industry was extremely affected by the pandemic duc to
travel restrictions. The World Bank (2020) addressed that international tourism declined by
40 to 50 percent by the end of financial year 2019/2020 while the frequency of scheduled
flights which fly locally fcll by 64% during mid-April and mid-May. In the third quarter of
FY'19/20, there was a brief increase in domestic tourism, supported by stimulatory measures
from government, but this recovery was curtailed by a resumption of restrictions in the
subsequent quarter. Domestic (lights stopped for the sccond time in the ycar compounding
the decline in tourism-related carnings {rom hotels, restaurants, the rental market, overland
transportation and other services (World Bank, 2020).

This condition results in the closure of hotels and tourism related businesses, and
more than half of a million of employees were put on furlough. The ILO (2020) estimates
that 94% of hotels and restaurant enterprises stopped their operations due to the pandemic.
According to a survey which is conducted by a tourism business in August and September
2020, more than 50% of tourism businesses loss their carnings in excess of 10,000 USD and
approximately 33% of businesses have reduced their stafl by more than half (MOHT,
UNWTO, & LuxDev, 2020).

The number of travelers who are willing to travel abroad significantly fall due to the
physical difficultics and psychological anxiety about traveling outside of the country afier the
COVID-19 outbreak, the demand for domestic travel has naturally increased. To support this,
the Organization for Economic Co-operation and Development (OECD) has announced that
domestic tourism will play a significant role in the current and futurc post-COVID-19
recovery phases (2020). In Myanmar, the number of domestic travelers increased and
domestic travel services are back in operation almost as usual duc to the casc of travel
restrictions in April 2022,

Domestic tourism was the major contributor for the recovery of hospitality and
tourism scctor in the short to medium term not only in Myanmar but also globally. Many
countries including UK, US, China, Hong Kong, Singapore, South Korea, and Japan have
also experienced increases in demand for domestic holidays and staycations. Similarly,
domestic tourism rosc since the vaccine rates increased and health restrictions cased in
Europe (Misrahi, Royds, Jus, & Sun, 2021). In addition, livclihood diversification, ccosystem
regeneration, cultural revitalization, and domestic tourism has been identificd as four ongoing
tourism resilicncy trends in Southeast Asia. The context of tourism becomes quality for the
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environment and health (Adams, Choe, Mostafanczhad, & Phi, 2021). COVID-19 has altered
the way we live, work and travel, and shifted traveler requirements, expectations, and
preferences in the process (Misrahi, Royds, Jus, & Sun, 2021).

From this background, a question ariscs: in the post pandemic era, what arc the new
trends in domestic travel? In other words, what are the preferences of domestic travelers
which emerged from the consumer behaviors that is adapted by the experience of Covid-19
pandemic? Thus, the key considerations of the study include what new tourism products are
demanding and what challenges might experience in the time of new reality after the crisis.
Hence, quantitative methodology is used in this paper for identifying new bchaviors of
travelers.

Aims and Objectives

The purpose of the study is to offer a holistic view of cmerging consumer trends in
Myanmar after the pandemic, helping stakcholders in order to make informed decisions and
adapt to the changing landscape of the tourism industry. Thus, the study aims to find out the
new travel behaviors of Myanmar native tourists for the purpose of suggesting [casible
solutions and recommendations for the tourism industry, which can help in tailoring tourism
products to attract and satisfy domestic travelers and designing marketing campaigns. As for
the objective, identifying the new travel preferences of domestic travelers which emerged as a

result of pandemic, in the context of destination choice, use of travel services, and hecalth &
safety matters.

II. Literature Review

Domestic Tourism

Domestic tourism is onc of the forms of tourism. UNWTO (2008) defined that
"domestic tourism compriscs the activities of a resident visitor within the country of reference
cither as part of a domestic tourism trip or part of an outbound tourism trip." South-East
Asia’s cconomy has gradually developed by leading to an expansion of the tourism industry
over the last several decades (Hitchock, King, & Pamwell, 2018). In the current context of
globalization, Asian socictics have been deeply reshaped: better transportation, emergence of
a middle class, valuing of leisure, and new relationship to time, space, culture, self and/ or
cven body, etc. It has also reformulated tourism practices: structuration and systematization
of all-inclusive pilgrimage tours by travel agencies or mass organizations, as well as
increasing contact with foreign culturces and tourists’ practices.

A study by Martin Michalon (2018) shows that domestic tourism in Myanmar is also
going through such deep changes. Likewise, tourism research which are related to domestic
tourism in South-East Asia has increasingly been recognized (Singh, 2009 as cited in
Michalon, 2018). Aramberri (2015) arguc that domestic tourism is a rather ncw and long-
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neglected subject especially for developing countries, where it remained a blind spot of
research for a long time.

Myanmar domestic tourism market after Covid-19

In April 2022, Myanmar government has eased restrictions on travel after suspension
for over two years, both domestic and international air travel increased. The number of
domestic flights from Yangon International Airport from January to October 2022 was twice
as high as the same period in 2021 (World Bank, 2023). Total air traffic movement growth by
61 and 91 percent at the Yangon and Mandalay International Airports, respectively in this
year. Passenger traffic at domestic airports also increased significantly, particularly in the top
five destinations including Mandalay, Sittwe, Tachilek, Myitkyina, and Lashio. International
tourist arrivals increased fourfold in the first half of 2023 compared to the same period of last
year. However, international tourist arrivals amount to only about 20 percent of its pre-
pandemic level in sharp contrast to the rest of the ASEAN region (World Bank, 2023).

During Thingyan holiday in April 2022, Rakhine State, Chaungtha Beach, Ngapali
Beach, Bagan, Taunggyi, and Inlay were the most crowded areas, with 16,000
local/international tourists in Rakhine State and 15,000 tourists per day in Bagan, according
to the Ministry of Hotels and Tourism. Several evidences shows that the amount of local
people who travel in the country in 2023 rose sharply compared to the last year 2022. Local
pilgrimage to the Bagan Ancient Cultural Territory is about three times more than in the previous year
(Eleven Media, 2023).

Buu Phaya
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Figure 1: the number of visitors to the attractions in Bagan in 2022 and 2023

Source: Eleven media, 2023

Consumer Behavior in Tourism

Consumer behavior is one of the most researched area in the field of tourism since the
understanding of the factors which influence the tourists’ decision-making process such as
attitude, perceptions, motivation to travel and external factors is the key to develop new
tourism products and marketing strategies (Horner & Swarbrooke, 2016). Furthermore,
studying tourists” behavior plays an important role in order to understand the reason why
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travelers choose a tourism product, service or destination instead of another. The knowledge
of tourists’ motivations brings to destination managers useful information about tourist needs
and wants, and helps them with destination planning and marketing (Andrades, Dimanche, &
likevich, 2015).According to Andrades, Dimanche & Ilkevich (2015), tourism organizations
can design products and strategies which make their clients satisfy when they understand
tourists’ behaviors. In addition, firms’ revenues or destination economies increase as a result
of satisfied and loyal customers.

Consumer behaviors can be described as ‘activities people under-take when obtaining,
consuming, and disposing of products and services’ (Blackwell , Miniard, & Engel, 2006; as
cited in Andrades & Dimanche, 2015). Tourist behavior is the combination of interactions
between internal factors (motivation, attitudes, perceptions, etc.) and external factors
(economic environment, security, socio-cultural environment, etc) (Andrades, Dimanche, &
Tlkevich, 2015). The authors also agree that tourism behavior results from the processing of
stimuli, which are evaluated according to personal preferences and internal characteristics.
Additionally, external variables modulate perceptions and decisions.

Phycological factors; attitude and preference influence the buying decision of
consumer, which are also related to psychological reasons such as perception and new
attitude preference to travel (Riestyaningrum, Ferdaos, & Bayramov, 2020). Consumer
attitude towards a particular brand influences purchases intention decision (Bagozzi &
Dholakia, 1999; as cited in Riestyaningrum, Ferdaos, & Bayramov, 2020). Philip Kotler and
et al. (2017) state that attitude is a person’s judgments, emotions, and action tendencies
toward an object or an idea. It stimulates people to like or dislike something and choosing or
not choosing the things. Bagozzi and Dholakia (1999) also agree that Consumer attitude
towards a particular brand influences purchases intention decision.

During the SARS pandemic period, Wen & Kavanaugh (2008) measured changes in
consumer behavior particularly in three vital areas; general impacts, attitude and preferences,
and safety and hygiene. Likewise, in Covid-19 era, Ferdaos and et al. (2020) studies impact
of Covid 19 to international tourists’ behavior by addressing these three dimensions. The
results of previous researches described that the attitude towards tourism inclination, and the
fact that public hygiene and safety are now greatly considered by travelers. In addition to this,
Yuni (2020) analyze Indonesia domestic tourist’s travel preferences post-covid-19 pandemic.

In Yuni’s study, traveler’s preferences concern with the choice of destination and use of
travel services are mainly discussed.

Additionally, tourists’ purchase decision on tourism products is heavily
influenced by the tourist experiences which can be changed due to external factors or crisis
such as weather, strikes, war and disease outbreaks (Horner & Swarbrooke, 2016). As the
tourists are sensitive to crisis, there is an increase in fear, tension and/or confusion at the time
of each crisis end (Bodosca, Gheorghe, & Nistoreanu, 2014).Regarding the relationship
between traveler behaviors and crises, Scott et al 2010; Perriman, et al (2010) clarify that the
preferences and the attitude of tourists after the crisis will likely to change.

190




e —— s |

Rescarch Journal . Vol .4. No.I

Figure 2.1 Conceptual Framework of the Study
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III. Methodology
Research method

The main purpose of this study is to understand the new behaviors of domestic
travelers after the COVID-19 pandemic, particularly in three contexts; choice of destination,
use of travel services and perception on health and safety. Positivistic methodology was use
for this study, mainly selecting descriptive survey methods by using questionnaires. Research
instruments used was questionnaires. The method of distribution was via the Internet (social
networks) and in person data collection. The questionnaire was divided into four sections.
The questionnaires were based on (1) socio demographic factors (2) new behaviors in
choosing destination (3) new behavior in use of travel services (4) perception on health and
safety. For the last section, Likert rating scale will be used, 5-point Likert rating scale was
used, where 1=strongly disagree, 2=disagree, 3=nutural, 4=agree, 5=strongly agree.

In addition, this research also collects data through literature study using literature or
documents published by other parties. Respondents are individuals who answered a
questionnaire consisting of 100 respondents collected and the sampling technique used was
purposive random sampling. It is a sampling technique with certain considerations to achieve
data which can represent the population (Sugiyono, 2010). In this project, data were collected
mainly from travelers from the four regions; Mandalay region, Yangon region, Shan state and
Naypyidaw territory. SPSS software was used to analyze quantitative data. The data analysis
applied was quantitative descriptive analysis, which is done by classifying a variable data
based on their respective groups.

Limitation
In this research, only the external factor, limited to the health risks caused by Covid-
19, is taken into account for new tourism behavior. Only three psychological factors;

motivation, attitude and perception of travelers that have adapted to new normal situation
considered. This research is also limited due to the limited number of respondents and time.
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IV. Results and Discussion
4.1 Respondent Characteristics

Majority of people who responded to this survey are from Mandalay region account
for 72% of the participants. The respondents who are from Naypyitaw are in 11 % follow by
the portion of participants from Shan state. 7 % is from Yangon Region. 63 % is female, 37
% is male in 100 respondents. Out of 100 respondents, the largest portion is in the age of 11
to 26 years old with 64 %. The group of people who are 27-42 is at the 33 %., followed by
the oldest generation group of people who are in the age of 43-58 account for 3 % of the
participants. The people who respond to surveys are well educated as 71 % of respondents
complete a Bachelor degree and 16 percent have a Master degree. The group of respondents
who completed the PhD degree and high school students are also in the same amount at 2
percent. 36 % of respondents are students and a quarter of the respondents are working in the
public sector at 25% follow by the number of respondents who are working as self-employees
at 24%. The group of participants who are working at private sector is 15 %. Over half of the
people have under 300,000 Kyats monthly incomes. 31 percent of respondents can earn
300,000 to 500,000 Kyats monthly. Among the rest of the people, 10 % can earn 500,000 to
1,000,000 USD monthly followed by the group who have over 1,000,000 Kyats at 6 %. Over
half of respondents travel at least 2times after pandemic by 67%. The second largest group is
the participants who travel 5 times at 25%, followed by the group of people who travel above
5 times at 8 %.

Table 1: Statistics of the sampled domestic traveler’s characteristics

Respondent Profile Category Percentage
Mandalay Region 720%
Area of Origin Naypyitaw 1.0 %
Shan State 10.0 %
Yangon Region 7.0 %
Female 63.0 %
Gender Male 37.0%
11-26 64.0 %
Age 2742 330%
43-58 3.0%
Marital Status Married 13.0%
Single 87.0 %
Bachelor 71.0%
Diploma 9.0%
Biucation High School 20%
Master 16.0 %
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Phd 2.0%

Private Scctor 15.0 %

Public Sector 250%

Profession Sclf-cmployed 24.0%
Student 36.0 %

300.000-500,000 31.0%

Monthly income 500,000-1,000,000 10.0 %
above 1,000,000 6.0%

under 300,000 53.0%

Source: Survey data (2023)

The tables below are the results of the discussion regarding the preferences of
domestic tourists in traveling scen from various indicator. Particularly, the indicators in the
first table show the attitude toward travelling after the pandemic the major motivation of
travelling after the health crisis can be assumed as leisure according to the results from

second table.

Table 2: Attitude toward travelling after pandemic

Attitude to travel n % of respondents
(n=100)
[ travel immediately 8 5.6%
| started travel after few months 44 31.0%
[ started travel after several months 53 37.3%
I started travel in 2023 37 26.1%

Source: Survey data (2023)

Table 3: Reason for trips

Reason for trips n % of respondents (n=100)
Icisure 68 43.3%
business 46 29.3%
VFR 43 27.4%

Source: Survey data (2023)
Most of the people do not travel as soon as the travel restrictions eased. They started

travel again afier few months or several months afier the ease of travel restrictions due to
Covid-19. Additionally, the major motivation to travel also come from their desire [or
relaxation as a number of respondents mentioned that 68 percent of the trips as leisure and the
highest number of respondents expressed that they want to relax during their trips at 76%.

4.2 Choice of Destination
Majority of respondents want to travel to the places where they can relax and touch

with nature. As a consequent of lock down and stay at home period, they get stress and
realize the value of green environment. However, Adventure tourism still has few potential
since it has chosen by only few respondents. These results show that nature-based tourism
such as campaign tours, hiking, trekking will be morc demanded tourism types in post
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COVID-19 period. Heritage sites and cultural base tourism also has the potential as over hall

of participants responds that they want to go pilgrimage and want to explore at culture and
heritage sites.

Table 4: Types of tour

Types of tour n % of respondents (n=99)
nature based 50 50.5%
adventure 7 7.1%
pilgrimage 61 61.6%
culture 30 30.3%
business 36 36.4%

Source: Survey data (2023)

Table 5: Activities during trip

Activitics during trip n % of respondents (n=100)
nature based activitics 55 55%
join festivals 27 27%
relaxation 76 76%
explore culture &heritage 46 46%
go pilgrimage 52 52%
try local food 66 66%
buy local products 52 52%

Source: Survey data (2023)

From the following table, Kalaw and Bagan arc the most chosen destinations for their
next trip by the respondents in the new normal era follow by Taungyi and Pyin Oo Lwin.
Among the beaches, the most sclected one is Ngwesaung,.

Table 6: Planned destinations

Destination n % of respondents (n=96)
Naypyitaw 8 8.3%
Yangon 9 9.4%
Mandalay 8 8.3%
Bagan 23 24.0%
Ngwesaung 14 14.6%
Chaungthar 13 13.5%
Ngapali 7 7.3%
Pyin Oo Iwin 16 16.7%
Innlay 14 14.6%
Kalaw 24 25.0%
Taungyi 18 18.8%
no plan yet 9 9.4%
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Source: Survey data (2023)

Being a low budget trip is no longer a major consideration for travelers in compare
with health and safety factor. Large number of participants described that the health and
safcty is priority (or them. Having good situation in hcalth and safcty at the destination is the
most considered factor when planning trip, followed by popularity of destination and weather
condition. Most respondents are likely to go to a place if it is popular, safc and having good
weather condition regardless ol budget. Since nature-based tourism is the popular type of trip,
people mostly consider the weather situation of the destination when they travel because the
weather is an important [actor for outdoor recreation.

Table 7: Major consideration when planning trip

Considerations n % of respondents (n=99)
popularity of destination 63 63.6%
low budget 46 46.5%
Health & safety 70 70.7%
weather condition 55 55.6%

Source: Survey data (2023)

4.3 Use of travel services

Half of the respondents use private car while travel. People seems to have less worry
concern with transmission since the amount of people who travel by express car is still high
at 61%. Pcople arc less likely to travel by flight and hire car as these transportations are
chosen by 24% of participants. Train is the Icast onc that used by travelers.

Middle class hotels have the highest opportunity in the market afier the pandemic
since the majority of respondents want to stay at those types of accommodations.
Respondents also express that they arc more likely to stay at [riends or relative’s house rather
than choosing cheap guest houses or motels.

Table 8: Transportation and accommodation

Travel service Type n % of respondents (n=99)
private car 50 50%
express car 61 61%
Mode of hire car 24 24%
transportation ain 2 12%
flight 24 24%
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monastery 10 10%
friends/relative house 46 46%
Accommodation | cheap guest house/motel 41 41%
middle class hotel 50 50%
luxury hotel 24 24%

Source: Survey data (2023)

Majority of respondents prefer to enjoy meal at local restaurants. Additionally, people
also enjoy to try street food at local night markets. Fine dining is the least type of restaurants
that have chosen by travelers. At the same time, tasting local [oods has chosen by over halfl off
the respondents at 66%. This survey results also suggest that culinary tourism should be
consider as a potential type of tourism for domestic market in the post pandemic period.

Table 9: Food and Beverage

Restaurants n % of respondents (n=100)
night market (street food) 58 58%
restaurant where I can get local food 89 89%
franchise restaurant (c.g. KFC) 43 43%
fine dining 17 17%

Source: Survey data (2023)

In terms of travel arrangement, only few people use travel agents.

Table 10: Travel arrangement

Travel arrangement n % of respondents (n=100)
self-arrangement 98 98%
travel agent 9 9%

Source: Survey data (2023)

4.4 Perception to health and hygiene status

Health and safcty condition of destination is the major consideration of travelers
during their trips. Travelers in all ages have the same opinion on the importance of health and
safcty. The majority of the respondents strongly agrec that Health & Safety is the most
important part of their trip. Besides, respondents also agree that it is important to find
important information regarding hcalth and safety of the destination before the trip and to get
update information during their trip. People also want to have casy access to health care
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service while they are travelling. This is also one important thing for the government or the
destination management organizations should be prepared. In terms of vaccination and
buying travel insurance, people do not enthusiast to agree on those factors.

A noticeable finding in this research is that majority of respondents strongly agree on
hygiene factor. Their expectation on the cleanliness of accommodations, restaurants, food
stalls, attraction sites and stations are significantly high.

Table 11: Perception to health and safety matters

Perception to health and safety matters Mean
Health and safcty matter is important for a traveler 4.40
It is important to find information regarding health and safcty of the 433

destination before travel

It is important to get update information about health and safcty 421
during the trip

Perception to the use of health and safety related services

It is important to get access to health service 4.13

when travel

It is important to be vaccinated when travel 3.83
It is important to buy travel insurance when travel 3.14
Source: Survey data (2023)
Table 12: Perception to hygiene

Perception to hygiene Mean
At the destination, it is important to clcan at parking and stations 4.23
At the destination. it is important to clcan at attraction sitcs 4.36
At the destination, it is important to clcan at restaurant/food stall ctc. 4.44
At the destination, it is important to clcan at hotel/motcls ctc. 4.48

Source: Survey data (2023)

V. Conclusion and Recommendation

This study has revealed that the preferences of domestic travelers based on the new
behaviors that are adapted by Covid-19. Findings show that leisure tourism and pilgrimage
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tours continue to growth in domestic travel market. Although many people want to avoid
crowded place, popular attraction sites are still in the bucket list of travelers despite virus
concerns. Nature based tourism will also be more demanding types of tours by domestic
travelers. In this case, sustainable tourism will also be an important role. Regardless of the

budget, health and safety of the destination becomes the most considered factor by travelers
when planning the trip.

People want to receive the service which prioritize the hygiene and follow the rules
and regulations which are established by authorities such as of Ministry of Health and WHO.
Middle class hotels, local food restaurants and night markets have the highest probability to
choose by travelers. All the service providers such as accommodations, transportation and
food and beverage providers, Destination Management Organization and tourism association
should update their tourism products and services in line with new preferences of travelers.

Creating nature-based tourism activities which are not adventurous, updating standard
operation procedures of health and hygiene, providing training to the employees about the
occupational health and safety, the concept of sustainable tourism and carrying capacity of
destination should be considered in this time. Additionally, providing information in time is
important in the age of uncertainty. Finally, the further research should be conducted as there
was some weakness in data collection and analysis in this study due to time limitation.
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Examining on the Mya Sein Yaung Microfinance in Bayet Village,

Thanlyin Township, Yangon Region

Nan Thu Zar Myint'

Abstract

This paper examines  the effect of Mya Scin Yaung microfinance on the socio-
economics conditions of houscholds in Bayet Village. It is 10 miles from Thanlyin
Township .The main objective of the paper is to analyze Mya Scin Yaung microfinance
on socio-cconomic conditions of houscholds in Bayet Village, Thanlyin Township. In
this study, the descriptive method is used to achicve the objective. The primary data
were collected from a sample of 200 respondents from the survey conducted in Bayet
village The study found that the members of Mya Sein Yaung microfinance can borrow
credit without collateral with a lower interest rate. They have also received many
benefits such as increasing income, increasing ownership and better housing conditions
from Mya Sein Yaung project funds by recciving loans and investing in their income-
generating activities. It is also found that if they can earn, their socio- economics
condition will develop more.

Key Words: houscholds, microfinance, income, lower interest rate

I. INTRODUCTION

Microfinance cxists a typc of [inancial services affecting individuals and small
businesses that noncxistence access to the conventional banking and finance interrelated
services. Microfinance refers to the transfer of different financial services for the poor to allow
them 1o raisc their income levels up to the development. It is a way to support economic
development and construct new jobs and advance through the support of micro-cntrepreneurs
and small businesses. The world has been stimulated by the socio-cconomic impacts of
microfinance on poverty alleviation, most notably in lower income countries. Microfinance
plays a critical role in financial inclusion and alleviating poverty in rural areas.

Microfinance supports the rural poor to increase their productive capacity by receiving
improvement in their human resources and financing. It has the unique fcatures of supporting
a large number of rural population in lower income country and reducing poverty. It can
contribute to solving the problem of lacking housing and rural services as an integral part of
poverty alleviation programs. Poor people in rural arcas arc unable to access the formal banking
scctor due to the lack of collateral, poor infrastructure such as transportation and
communication essential to recach formal banks at township level and restricted existence of
banks.

! Tutor, Department of Economics, University of Co-operative and Management, Thanlyin
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Microfinance relatives the gap and works as a benefit for the people in living in rural
arcas which help them to have strength with respect to their financial problems. Rural urban
migrants and other poverty-stricken people living in the sub-urban arca of the township neced
to have access to credits to invest in small business. Since they have no access to the financial
scctor, microfinance is the only way to access loans. The development of rural arcas is very
important because it affects majority of the population. The main objective of rural
development is to improve the socio-cconomic conditions of the rural people. Microfinance
plays a critical role in rural development. Microfinance is an essential part of rural cconomy.
The worldwide accepted that microfinance is the best way to reduce rural poverty.

1.1 Objective of the Study

The objective of the study is to analyze Mya Scin Yaung Microfinance on socio-
cconomic conditions of houscholds in Bayet Village, Thanlyin Township.

1.2 Method of Study

In this study, descriptive method is used with quantitative and qualitative approaches.
The primary data arc collected by conducting personal interviews with structured
questionnairc. The sccondary data arc collected from reports of Department of Rural
Development.

1.3  Scope and Limitations of the Study

This paper focuses on the effect of the Mya Sein Yaung Microfinance Project on the
socio-cconomic condition of houscholds in Bayet Village in Thanlyin Township. This study
collected the data from 200 respondents which is 44% of the 450 actual loan recipients out of
700 members of Mya Sein Yaung microfinance. This study only focuscs on Mya Sein Yaung
microfinance and docs not include other microfinance.

1.4  Organization of the Study

This rescarch is organized into five chapters; Chapter 1 is the introduction which
includes objective of the study, method of the study and scope and limitations of the study.
Chapter 11 presents literature review. Chapter 111 describes an overview of the Mya Sein Yaung
Microfinance Project. Chapter 1V includes background history of Bayet Village. Chapter V
cxplains the analysis of survey data. Chapter VJ concludes with (indings and suggestions.

1. LITERATURE REVIEW
2.1 Definitions of Microfinance

Microfinance means providing financial assistance in the form of a loan, insurance
saving, fund transfer, training entreprencurs and small businesses, requiring access to banking
and interrclated services. According to Irobi (2008), “Microfinance is an cconomic
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development model intended to benefit the low-income part of society”. Mawa (2008)
confirmed that microfinance is an important step towards poverty reduction. Microfinance used
to be known as microcredit. Microcredit bring up to the practice of issuing small loans without
additional services. Since microcredit is offered along with a range of other services, the term
microcredit has been replaced with the term microfinance.

Microfinance is an cffective development tool for the improvement of the economy,
since [inancial institutions service make it possible for poor and houscholds whose income are
low to obtain advantages of the cconomy. Schreiner and ~ Colombet (2001) defined
microfinance as  “ the attempt to improve access to small deposits and small loans for poor
houscholds neglected by banks™.

2.2 Concept of Rural Development

Rural development is being considered as a plan to improve the socio-cconomic
conditions of the rural people, by covering benefits of development to the people living in rural
arcas. It refers developing better physical, social and cconomic conditions of the people living
in the rural arcas. It can be just expected the progress of transformation in the economic and
social of rural people and rural development means overall improvement of the living standard
for rural people. Morcover, it is about reduction of poverty, increasing productivity, providing
basic services such as education, health, water, sanitation and basic in[rastructure, ctc.

Rural development generally refers to the process of improving the quality of life which
people living in relatively isolated and sparsely populated arcas. Rural development should be
scen as the core of any viable strategy for national development in developing countries where
75% of the population live in rural arcas. Rural development is multi-sectorial, including
cconomic, sociopolitical, environmental and cultural aspects of rural life. Education,
entreprencurship, physical and social infrastructure all play an essential role in developing rural

regions.

23 Role of Microfinance in Rural Development

Microfinance includes a significant role in rural development. Poor groups of society
can start their own small businesses and create new job opportunitics with the help of
microfinance. Thus, microfinance is the support of the rural cconomy. Microfinance services
arc aimed to reach excluded classes, usually poor population scgments, possibly groups of a
socially, marginalized or gcographically more isolated group of people, and the motto is to help
them to become financially self-sufficient.

Microfinance is providing micro credit to people living in ufter poverty and has no reach
for conventional and formal financial products. It is an assistance to participatc them in
productive activities and grow their tiny busincsses. The improvement of rural livelihoods is
the aspect of poverty reduction that microfinance institutions focus on. Most poor pcople
manage resources to develop their businesses  and their home over a time. Financial services
could enable the poor to force their initiative, accelcrating the process of assembling incomes,

assets and economic safety.
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II. OVERVIEW OF MYA SEIN YAUNG VILLAGE DEVELOPMENT PROJECT

3.1  Background History of Mya Sein Yaung Village Development Project

Myanmar is a developing country in the Southcast Asia and trying to achicving
sustainable development of the country. Myanmar is comprised of 14 States and Regions, onc
Union Territory, which is Nay Pyi Taw Council, and two Sub-States, 73 Districts, 330
Townships and 63,899 Villages, and 70.4% of total population lives in rural areas. 29.2% of
the rural population (about 10.5 million of rural people) is in grass-root level. Therefore, rural
development in Myanmar is essentially critical for achieving sustainable and all-round
development of the country. The government of Myanmar has set up strategic (ramework for
rural development and it includes five strategics, which are:

(i) Prioritizing and Implementing All-round Development Strategy;

(i)  Synergy of Development Intervention and Multiplying Impacts Strategy:

(iii)  Good Governance Process for Progressive Rural Development Strategy;

(iv)  Sustainable Financing for Rural Development Strategy; and

(v)  Effective Collaboration Strategy, the project will be implemented via a village
revolving fund mechanism.

In accordance with the rural area development strategic framework, the Department of
Rural Development of the Ministry of Agriculture, Livestock and Irrigation has been
implementing the Evergreen Village Development Project (Mya Sein Yaung - MSY), starting
from 2014-2015 fiscal year in order to create job opportunitics, to increase houschold income,
and to ensure food and nutrition security by implementing the subsistence livestock farming.

The key objectives of Evergreen Village Development Project (Mya Scin Yaung -
MSY) are:

(1) To reduce the rural poverty by incrcasing job opportunitics and houschold
incomes,

(3) To implement village development activities by rural people themselves to meet
the needs of villages, spending the increased interest rate from the revolving fund,

(4) To improve the capacity of rural community and to grow the resilient communities
that can respond the unexpected disasters in strong manner.

3.2 Characteristics of Mya Sein Yaung Village Development Project

Evergreen Village Development Project (Mya Scin Yaung-MSY) has been
implemented by the Department of Rural Development with the government fund in order to
undertake sustainable rural development activitics. The Evergreen Village Development
Project (Mya Sein Yaung — MSY) provides Kyat 30 million (approximately USD 21, 000) to
cach project village as a revolving fund from the government budget. The implementation
method of the project is to set up the revolving fund in cach project village and to operate the
fund sustainably by increasing the amount of fund through receiving low and affordable interest
rate. For providing the villagers with the microfinances rom the project revolving fund, the
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village committee can set the amount of interest rate (from 0.5% to 1.5% per 100 kyat monthly)
by the consensus of the village level committee’s meeting. The activities to be undertaken with
revolving fund include agriculture, livestock, fisheries, electrification, manufacturing, small-
scale enterprises, livelihood and income generating activities.

The characteristics of Mya Sein Yaung Village Development Project are as follows:

(1) Revolving Fund is common ownership of each project village;

(2) Repaying the fund and its interest to the village committee;

(3) Managing the fund by the villagers themselves and setting the interest rate;

4) Lending the credits to the villagers for increasing the amount of fund with its interest;

(5) Utilizing the fund in the village development activities by the common agreement of
all villagers;

6) Setting the period to repay the interest, based on types of the activities;

(7) Reducing the poverty thanks to income generating activities,

(8) Carrying out measures at village level in line with democratic practices;

9) Undertaking the development activities with accountability and transparency;

(10)  Nurturing good practices of gender equality;

(11)  Encouraging good practices of cooperation between the village community and the
government staffs, and building their capacity.

3.3 Criteria for Selection of Villages

The selection of villages is based on the following criteria and discussion with the
residents of the respective states/regions and the relevant organizations.

1. The poor villages,

2. The village has the potential to do a living that can increase income with low
interest loan,
Governance of Law and order (Free from illicit alcoholic drinks, gambling, narcotic
drugs),

Enthusiasm and unity of the villages

Smooth Transportation and Stability and Security of the village area
6. The village must at least 80 household and above.

W)

o

34 Benefits of the Mya Sein Yaung Village Development Project

The benefits of the Mya Sein Yaung village project will equally contribute and be
beneficial to both men and women as well as to the vulnerable groups. By the extension of
MSY project implemented, grass-root level households in project villages will enjoy the
following advantages.

(a) Promoting Village Spirit,
(b) Increasing rural household income,
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(c)  Auvailability of job opportunities and technology transfer for local people,

(d) Development of agriculture, livestock, village production and small-scale
trading,

(e)  Reducing debt burdens of rural households,

(f)  Being able to implement village development activities with the interest of
revolving fund,

(g) Enhancing the capacity of local people and encouraging democratic practices
on cooperation among them,

(h)  Developing good practices of transparency and accountability,

(i)  Improving wisdom and knowledge,

(5)  Increasing women’s cooperation,

(k) Implementing a national reform process, people centered development and
implementation of proposals submitted by grass-root level.

1V.  BACKGROUND HISTORY OF BAYET VILLAGE

The study was carried out in Bayet Village, Thanlyin Township. Bayet Village is (10)
miles from Thanlyin Township. It lies between north latitudes 16° 45' and 38”and between east
longitudes 96° 18" and 96° 12'. It has a total area of 14.65 square miles (13456 acres). There
are (563) households, and a total population (2736), a male population (912), a female
population (1824). Most of people are employed as farmer, mason, sewing, livestock, retailer
and casual laborer. In addition to an economic aspect, it has good economic conditions because
it has good transportation since the concrete road is connected with the village and Thanlyin
Township is a concrete road. They can use cars, circles, and bicycles as transport vehicles.

The farmland in Bayet Village is silty soils, and paddy is mainly cultivated. In the dry
season, some dry season crops are grown on a limited scale. In the early days, paddy and
groundnut were mostly grown for economic purposes, but only paddy has been growing late
since the late of 1990s because of fertility topsoil decline and economic scale. Rain-fed paddy
remained the crop grown in the monsoon season (May — October), but in the dry season
(November-April), green gram (Pedisein) was cultivated to the maximum in the farmlands. It
is known that paddy is grown in November and gathered in April. Groundnut are marketed as
seeds, but not as a seeds. Livestock and fish are not farmed in the village. Most of the
households earn on living by the agricultural farms.

V. DATA ANALYSIS

This section describes demographic characteristics of respondents, information of Mya
Sein Yaung microfinance loan and opinion of respondents about Mya Sein Yaung
microfinance.
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Table (1) Gender Distribution of the Respondents

Gender Frequency Percentage
Male 96 48%

Female 104 52%
Total 200 100%

Source: Survey data (July, 2023)

Table (1) shows the gender distribution of the respondents from sample households. It
is found that 48% of respondents are males and 52% of respondents are females. It is found
that women borrow loans more than men. And it is also found that Mya Sein Yaung
microfinance institution does not cause gender discrimination. It is good for the community
because gender discrimination is one of the major sources of poverty.

Table (2) Age Group of the Respondents

Age(Year) Frequency Percentage
18-25 34 17%
26-40 55 27.5%
41-60 68 34%

Above 60 43 21.5%
Total 200 100%

Source: Survey data (July, 2023)

According to Table (2), the majority of respondents who borrow loans from Mya Sein
Yaung microfinance institution are at the age between 41 and 60 years (34% of respondents).
15% of respondents are between 26 and 40 years and 21.5% of respondents are the age above
60. 17% of respondents are the age between 18 and 25 years respectively.

Table (3) Martial Status of the Respondents

Marital Status Frequency Percentage
Single 27 13.5%
Married 162 81%
Divorced 3 1.5%
Widow, Widower 8 4%
Total 200 100%

Source: Survey data (July, 2023)

Table (3) shows the marital status of the respondents from sample household. It is found
that 13.5% of respondents are single and married respondents are 81%. It can be seen that 4%
of respondents are widows and widowers and 1.5% of respondents are divorced. It is found
that married respondents borrow loans more than single, divorced and widowers respondents.
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- Table (4) Education Level of the Respondents

Education Level Frequency Percentage
Primary Level 83 41.5%
Secondary Level 88 44%
High School Level 21 10.5%
Graduate Level 8 4%
Total 200 100%

Source: Survey data (July, 2023)

According to Table (4), it is found that 41.5% of respondents are primary education
level, 44% of respondents are secondary education level, 10.5% of respondents are high school
level and 4% of respondents are graduate level respectively.Most of the respondents are
primary level and work in their farms and borrow loans from microfinance institutions.

Table (5) Size of Family of the Respondents

Number of Family size Frequency Percentage
2-4 55 27.5%
4-6 107 53.5%
6-8 38 19%
Total 200 100%

Source: Survey data (July, 2023)

Table (5) shows the size of families of the respondents from sample households. It is
found that 27.5% of respondents have between 2 and 4 members in their families, 53.5% of
respondents have between 4 and 6 members in their families and 38% of respondents have
between 6 and 8 members in their families respectively. Most respondents have many family
members. Thus, they may use family expenses more than other families. That is why they
borrow loans from microfinance institutions to use for their farm expenses.

Table (6) Reasons of Borrowing Loan of Respondents

Purpose Frequency Percentage
Agriculture 163 81.5%
Livestock and Fishery 6 3%
Trade 15 7.5%
Handicraft 5 2.5%
Others 11 5.5
Total 200 100%

Source: Survey data (July, 2023)

Accordingto Table (6), 81.5% of respondents are the largest purpose for a loan group
by agriculture and 7.5% of respondents are the second largest purpose of loan group by trade.
3% of respondents are purpose for livestock and fishery and 2.5% of respondents are purpose
for handicraft. The remaining 5.5% of respondents use the Mya Sein Yaung microfinance loans
for other purposes. According to the result, it is found that the main purpose of borrowing is
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for agriculturc. The rcason is that most of the houscholds in Bayet village arc occupicd as
farmers and arc mainly engaged in farming.

Table (7) Loan Amount of Respondents

Loan Amount (Kyat) Frequency Percentage
50000-100000 10 5%
100001-200000 33 16.5%
200001-400000 157 78.5%

Total 200 100%

Source: Survey data (July, 2023)

Tablc (7) represents the loan amount that respondents borrow [rom Mya Scin Yaung
Microfinance. About 5% of respondents takes loans between 50000 and 100000 kyats, 16.5%
of respondents takes loans between 100001 and 200000 kyats. About 78.5% of respondents
takes loans between 200001 and 400000 kyats. It is found that the majority ol respondents
take loans between 200001 and 400000 kyats.

Table (8) Opinion of respondents about Mya Sein Yaung Microfinance

Variable Mecan Std. Deviation

The interest rate indicted by the microfinance institution is 4.450 .5559
rcasonablc and affordable
.Your mcm.nc is mcrcasc.d as the cffect of your contribution 4.000 10000
in Mya Scin Yaung project
The number and nature of assets you have influenced
increased as the result of your participation in Mya Scin 4.000 .0000
Yaung project
Your saving has been valuc-added as the result of 4.000
participating in Mya Scin Yaung project 0000
You are able to send all your school age children to school afier 3.270 4451
you have participated in the Mya Scin Yaung project
Aﬂcr participating in this pr(?Jcclj you are able lo‘calch 4.000 0000
medical and health care services in clinic or hospitals
v = > — s

our .ﬁna.ncxa_l posmon. has been lml_oxovcd as the result of 4.000 10000
participating inMya Sein Yaung project
Thc. level of support cxpcclc.d from thc Mya Scin Yaung 4.000 0000
project have been encouraging to run the business
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Employment opportunity has been increased as the result of | 4.450 .5559
participating in Mya Sein Yaung project

Overall progress has been perceived in the general living 4.450
standards of the family since you started participation in '
Mya Sein Yaung project

.5559

The loan repayment schedules are convenient for

houscholds 4.000 .0000

The loan amount provided by the microfinance is sufficient

cnough to run your business 4.000 0000

Source: Survey data (July, 2023)

According to  Table (8), the answers of the respondents regarding the interest rate, it
can be seen that the mean valuc of opinion (1) is 4.450. This situation has a positive effect on
the borrowers. Because interest rate is low, the repayment is not delayed, it is repaid on time.
Because of the interest is low, it is found that houscholds are taking out more oficn.

As for opinion (2), the mean value is 4.000, and the respondents also said that their
income has increased. Due to the increase in income, they will be able to expand their
businesses and create employment opportunitics in their village. The mean valuc is opinion (3)
is 4.000 and it can also be scen that the assets of houscholds are increasing. The increase in
assct possession is another indicator that the poor borrowers are benefiting from the Mya Sein
Yaung microfinance program. Most of the respondents have improved their houschold assets
after getting loans from project.

The other indicator for poverty reduction is the saving pattern of poor borrowers in
which the saving pattern can contribute to smoothing the consumption, help to acquire reserves
for bad times. Majority of the respondents replied that their savings had been increased because
the mean value of opinion (4) is 4.000. Saving can cnhance income-generating activities.
Furthermore, it can support people’s hope for their current and future life. They are usually use
for extension in business, for donation and for the future.

It is found that the mean value of opinion (5) is 3.270. Therefore, it was observed that
the borrowers claimed that they could send their school-aged children to school afier recciving
the loan. With regard to the poverty indicator related to access to education, all respondents
accepted that they are able to send their school aged children to school. This is also another
indicator whereby microfinance programs have contributed to help the poor have access to
education.

Access 1o the health service is also another important indicator of poverty. Microfinance
borrowers arc able to improve their access to health services afier they participate in the
program because it can be seen that the mean value of opinion (6) is 4.000.Poverty is explained
as deprivation of basic needs, the increase in the type of food and number of meals consumed
has been considered as one of the indicators for reduction in poverty level. From this, one can
understand that the poor people that participate in the microfinance program are able to sccure
food self-sufficiency. This suggests that a significant proportion of individual who took a
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microfinance loan saw an increase in their (inancial position, which could have positively
impacted their financial situation. According to thc mean value of opinion (7) is 4.000,
respondents also answered that their financial position has incrcased after getting loans.

Respondents were asked to evaluate the support they receive from the Mya Scin Yaung
microfinance institution to run their business .They said it is totally sufficient. It can be scen
that the mean valuc of opinion (8) is 4.000.In this rcgard, the microfinance institutions have to
design a proper methodology to support their clicnts rather than just providing loans.

Majority of respondents accepted that participation in MSY microfinance improves
cmployment opportunities because the mean value of opinion (9) is 4.000. Because of the
increase employment opportunitics, the income will incrcase and the living standards of
houscholds will also increase. Only then we will be able to narrow the different gap in living
standards between urban and rural arcas. Microfinance institutions should consider the
harvesting time for agricultural input loans and provide sufficient time for recpayment of loans
given to small and micro businesscs.

It found that the living standard of respondents has improved after receiving the loan
according to the mean value of opinion (10) is 4.450. The loan repayment period is also much
casicr than other microfinances. The repayment schedule is convenicnt for most of respondents
and then it can be scen that the mean value of opinion (11) is 4.000.The loan repayment
schedule is another critical factor that can affect the borrowers  productivity. The other most
important [actor in supporting the poor through microfinance activity is average loan sizc per
borrower. The respondents answered that the amount of money lent by Mya Scin Yaung
microfinance is sufficient to run the business. It was also observed that the mean value of
opinion (12) is 4.000.

VI. CONCLUSION

6.1 Findings

It has been observed that Bayet village is a village with development potential. Mya
Sein Yaung microfinance has been providing loans to houscholds in Bayet village since
2014.The total members of Mya Scin Yaung microfinance is 700 in Bayet village.There are
450 actual recipitents. Most of the borrowers are recipicnts who work in agriculture. Each
village had been provided 30 million as the village development funds by the government in
2014-2015. The loans were distributed to different households in these  village. The genders
of respondents arec 48% male and 52% female. This study shows that 34% of the 41 to 60 —
years-olds ages arc the most village borrowers. Most of respondents are at sccondary
education level. 44% of respondents arc married. This implics that married respondents seem
to have more lent than single.

Borrowers for agriculturc get the largest loan and other business borrowers get the
smallest loan group. There was an increase in income before the Mya Scin Yaung project
compared to incomes after the project. According to the survey, villages will improve
ownership conditions afier taking credit. Houschold asscts ownership analysis projects before
and after projects also increased. As a result, respondents responded to joining the project,
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respondents respond better in their economy and livelihoods status. It is found that the majority
of the respondents accepted that their savings have been increased. The people have received
many benefits, such as increasing income, increasing ownership and better housing conditions
from Mya Sein Yaung project funds by receiving loans and investing in their income-
generating activities. The committee implemented the infrastructures such as rural roads in this
village. The villagers can easily go from place to place. With the development of
communication, the living conditions of the villagers have also increase. As there is pre-
primary school, parents can leave their children safely there and do their work in peace of mind.
They can save time and do more work, and the result is that they can learn their socio- economic
conditions will develop more. Therefore, the respondents agreed that Mya Sein Yaung project
could improve their incomes as well as their socio-economic conditions of the Bayet village.

6.2 Suggestions

In this study, farmers cannot get enough money to buy modern equipment such as
tractors, ploughs and so on. The Mya Sein Yaung microfinance gives loan to farmers up to
250000 kyats. But the modern equipment is very expensive and over 900000 kyats. Therefore,
the Mya Sein Yaung microfinance should lend long-term loans and the loans amount should
increase. Mya Sein Yaung microfinance institutions should consider the harvesting time for
agricultural input loans .The Mya Sein Yaung microfinance institution should share not only
loans utilizing knowledge but also modern farming technology. Mya Sein Yaung microfinance
should support the improvement of employment opportunities for the villagers in this village.

Mya Sein Yaung microfinance should use the appropriate loan size for different
borrowers by considering between credit worthiness and repayment capacity and capability.
Mya Sein Yaung microfinance should be encouraged to lend to inhabitants. Village leaders and
local governments should monitor loan progress in order to increase income via loan. The loan
officer should suggest using and taking the Mya Sein Yaung microfinance if they actually need
it to set up the income raising. Mya Sein Yaung microfinance should create social loans like
health care loans and education loans for their family and themselves. Finally, the necessary
skill training should be provides as necessary for the township level responsible staffs who will
act as responsible persons on behalf of the Ministry and for the village committees, with the
cooperation of the Ministry and the local and foreign non-government organizations, in order
to run the program which needs expertise. The project staff should provide the knowledge to

borrowers that if they properly use their loan amount in their business, their income will also
be increased for them.
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