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The objective of this research is to study the interest in business model transformation in
the digital age. Target groups are those in the Gen Y and Gen Z groups, below 41 years old,
number 557. Data will be collected using online questionnaires and divided into 3 parts as follows:
(1) General information such as gender, age, education, monthly income; (2) Factors of perceived
news and creative innovations; (3) The digital business model (5 business models) used to analyse

multiple variances (MANOVA).

The demographic factors are age, monthly income and career related to the business
model in the digital age. The factor of receiving news and creative innovation is the awareness of
news using the internet and creative innovation. There is a relationship with the business model in

the digital age at a significance level of .05.

It is recommended that as access to information affects consumer behaviour in the digital
age, therefore, equality in accessing information on the internet should lead to a policy of free
internet use by the government or related agencies, such as the Broadcasting Committee
Television business and the National Telecommunications Commission (NBTC), and
entrepreneurs can create new business concepts. This is in line with the needs of the target group
that differentiated in terms of gender, age, education, income and occupation, otherwise known as

niche marketing (Niche market).
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ﬂmﬂu%’aﬂaz 0.5 VBINANAIDYNINNUA
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4.2 MINATOUAMNTVIANNAVDINITaEA MANOVA

{ v o 7 @
A15197 4.8 LaAaHANNUTVEIAUTA W Correlations

2 v a Yy YR Y
aAsIAT  E@UeVIY a1y naaodly whaunle

nou 13 de51m1 anwazannou wela fus Innedia
Correlations

Tnedls unsiiga awe foude  Exclusive
nMaq
AATIANANBY  Pearson Correlation 1 465" 454" 485" 342"
13Tneflsi - Sig. (2-tailed) .000 .000 .000 .000
Naq N 557 557 557 557 557
Lﬁumﬂﬂ@%}?ﬂ Pearson Correlation 465 1 428" 544" 544"
mquﬁqﬂ Sig. (2-tailed) .000 .000 .000 .000
N 557 557 557 557 557
Sranfo @y Pearson Correlation 454" 428" 1 489" 5527
AU Sig. (2-tailed) .000 .000 .000 .000
dzalnaule N 557 557 557 557 557
nanodl¥nou Pearson Correlation 485" 544" 489" 1 5527
woloAoudo Sig. (2-tailed) .000 .000 .000 .000
N 557 557 557 557 557
ihowud119  Pearson Correlation 342" 544" 5527 5527 1
AV 1nABd1 Sig. (2-tailed) 000 000 .000 .000
Exclusive N 557 557 557 557 557

**Correlation is significant at the 0.01 level (2-tailed).

v A Y 4

11015199 4.8 WU e msnasunlasggafinaianudunus uazine

) 9

= v o Jdou A o o I Y Aaa
NNUIN UANVUTUANUTIU NITAVUITINNY .OlL‘]Jull‘]_lgl"lllslli’)glﬂaﬂslli’)ﬂﬂ"li(l"lfﬁﬂ@] (MANOVA)
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A15199 4.9 uam%’egammm

Kolmogorov—Smirnova Shapiro-Wilk
Statistic df Sig. Statistic df Sig.
IAUDVIBRIBTINWNINGA 159 557 000 927 557 .000
NN ANANVALAINTUY 214 557 .000 870 557  .000
naaodldnou wolanveso 176 557 .000 926 557 .000
9 =K 9 9 a 1

i o Tnneda

196 557 .000 922 557 .000
Exclusive
ansmney 13 Ineilsnuaa 163 557 .000 901 557 000

a. Lilliefors Significance Correction

@

210915199 4.9 WU Tenadudsaruiinignszateuu v il nade lidlu ey

QU

e

v KR 9 o 9

AoANDINT FaDA (MANOVA) astiudsdesinnsdsudeyaldmuzaunumsldadaneld

A15199 4.10 uﬁmmiﬂs:ma%’aga

Jd o
Descriptives Statistic Std. Error INUNNINUA

Mean 84111 .05111
95% Confidence Lower Bound 8.3107

aA1ANOY Interval for Mean Upper Bound 8.5115

15Tnem 157 Variance 1.455
M9 Std. Deviation 1.20614
Skewness -.553 .104 -.553/.104=-5.31731
Kurtosis 759 207 .759/.207 = 3.666667
Mean 7.8187  .05830

95% Confidence Lower Bound 7.7042

Interval for Mean ~ Upper Bound 7.9332

LEUDUEAY
4 Variance 1.893
i”Iﬂ"ILL'WQ‘VIQ'ﬂ
Std. Deviation 1.37598
Skewness -.531 .104 -.531/.104 =-5.10577

Kurtosis 967 207 .967/.207 = 4.671498




M15199 4.10 uAAININIZI8T0YA (AD)
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Descriptives Statistic Std. Error AANINUA
Mean 8.3393  .05339
95% Confidence Lower Bound 8.2344
51?’( 3o 1@u  Interval for Mean Upper Bound 8.4442
A2 Variance 1.588
aeAINAUIY  Std. Deviation 1.26012
Skewness -1.006 104 -1.006/.104 = -9.67308
Kurtosis 2.761 207 2.761/.207 = 13.33816
Mean 7.8348  .05831
95% Confidence Lower Bound 7.7203
Interval for Mean  Upper Bound 7.9494
naaodldnou
y  Variance 1.894
wolvAvodo
Std. Deviation 1.37606
Skewness -461 .104 -461/.104 = -4.43269
Kurtosis 494 207 494/.207 =2.386473
Mean 7.5978  .06240
95% Confidence Lower Bound 7.4753
W ly Interval for Mean ~ Upper Bound 7.7204
Iﬁ}ﬂaiﬂﬂﬂ&hﬂ Variance 2.169
Exclusive Std. Deviation 1.47272
Skewness -.667 .104 -.667/.104 = -6.41346
Kurtosis 1.116 207 1.116/.207 = 5.391304

J .. VA 9 1 1 A "9 =~ a =
A1 Statistic/Std. Error ﬂ?ﬂiﬂﬂ?ﬂ@giu%ﬁd +1.96 ﬂ’f]')’l“lJ’E)N“ﬁiJﬂ'lﬁllﬂﬂ!lﬂQﬂﬂﬁ Iﬂ&lll

IFNIMIAD 1A Skewness Statistic UIHI1TNUAT Skewness Std. Error 118 Kurtosis Statistic 11

¥13NUAT Kurtosis Std. Error

ansnou 13 Tne 15Anae Skewness-.553/.104 = -5.31731

IAUDVIBRIBTINWNINGA

Skewness-.531/.104 =-5.10577

Kurtosis.759/.207 = 3.666667

Kurtosis.967/.207 = 4.671498

AUy AUANUAEAINTUIY  Skewness-1.006/.104 = -9.67308 Kurtosis2.761/.207 = 13.33816
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naaodldnou wolonoe®o  Skewness-461/.104 =-4.43269  Kurtosis.494/.207 = 2.386473
19199403 1nADE19 Exclusive Skewness-.667/.104 = -6.41346  Kurtosis1.116/.207 = 5.391304

v [
auing 5 aalimsuanuaannylulnd (hida) desihnmsdiudeyadeae 'l

Histogram

| =782
Dev. 1376
557

1

o
£
i
II 34.1% | 34.1%
=l
2 400 st s 1030

o

Frequency
E]

WFuDzY

710 4.1 nsmluaasadoyaniay

< PRI} Y a v Ay YA I3 o
fl]’lﬂﬂi’lwfl]glﬁuulﬂ']'lﬁllﬂyﬁl‘]Jl,G]an'UL‘W5’]3'3’]‘?]’] Skewness 'Vlhlﬂ llﬂ’ll‘ﬂua‘ﬂ (imi

4 tﬂy [ 3’_, = 1 a R A [ 9 9 =
NAABI0, 2559) A UNAITNIz18 JilnA mumiﬂimayaimh Power Transforms §49%

o 9 (% < o w 9 a Yy Y 9 '
Vl'lﬂ'lﬁllﬂﬁ\‘l"llflialja Cube (ﬁ'J!l‘]Ji) Lﬂuﬂ1iﬁlﬂﬂ1m3 VoNvayalay %Zhlﬂellf]ial,ﬁﬁ'lllﬁ'lﬁ'lﬂm'l\1ﬁ1ﬂ

M3190 4.11 uaaemsnszaedeyanisrasnnmailsumaisailsoniiasey (Cube)

Descriptives Statistic Std. Error
Mean 665.4282 3.56973
95% Confidence Interval for  Lower Bound 658.4298
. Mean Upper Bound 672.4265
ansIAneu 13 1ng

cu e o Variance 59700.803

M'lsfinaa
Std. Deviation 244.33748
Skewness .045 .036

Kurtosis -1.119 .072
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M35199 4.11 ugaamsnszniedoeyanienasnnmslsumalednseniasaiu (Cube) (@o)

Descriptives Statistic Std. Error
Mean 537.7661 3.67002
95% Confidence Interval for Lower Bound 530.5711
v Mean Upper Bound 544.9610
LA UBDVIINIYTIA
4 Variance 63102.556
uwanga
Std. Deviation 251.20222
Skewness 457 .036
Kurtosis -.608 .072
Mean 632.7618 3.53629
95% Confidence Interval for Lower Bound 625.8290
¥ o A Mean Upper Bound 639.6946
ANTUY [IUAITN
Variance 58587.699
qaLAINTUY
Std. Deviation 242.04896
Skewness .161 .036
Kurtosis -.747 .072
Mean 541.2811 3.67874
95% Confidence Interval for Lower Bound 534.0691
v Mean Upper Bound 548.4932
naaedl¥nou nele
R Variance 63402.595
ADYTD
Std. Deviation 251.79872
Skewness 373 .036
Kurtosis -.729 .072
Mean 497.8130 3.62427
95% Confidence Interval for Lower Bound 490.7077
ve va va Mean Upper Bound 504.9183
a1y Inn
. Variance 61539.145
D8N Exclusive
Std. Deviation 248.07085
Skewness .507 .036
Kurtosis -.324 .072
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a3 4.1 szt 1@ imsdsudeyalasld cube (§au1ls) $reU5uanuiday

ARA9INIAY F99z1FUmSkewness 182 Kurtosis 11 1deai
aasimnou 13 Tnem lsfivas

Skewness 0.045/0.036 = 1.25 Kurtosis -1.119/0.072 = -15.5417
[URBRILT AT

Skewness 0.457/0.036 = 12.69444  Kurtosis -0.608/0.072 = -8.44444
Srenie dunuazaInaue

Skewness 0.161/0.036 = 4.472222  Kurtosis -0.747/0.027 = -27.6667
naaedldnou welaresie

Skewness 0.373/0.036 = 10.36111 Kurtosis 2.549/.207 = -10.125
109 19119605 TnAod1a Exclusive

Skewness 0.507/0.036 = 14.0833  Kurtosis -0.324/0.072 = -4.5

) Y Y o @ o w
msun ludoyanidie Tasldaamis Power transforms A211)551893 (Cube) #10150

] 9 @ a Y Aa 1 oA o [
ﬂiﬂ?\?ﬂlﬁ]yjﬁﬂigﬁnﬂﬁﬂuﬂﬂﬂﬂﬂ ANANNTULULBIA VAN ngﬂWﬂ'J']lJTﬂ\‘l UNIENNIN 1

4.3 mynaaovannAgmuIaaliada MANOVA

AN 4.12 n1snadound 18l sUs9u (Variance) Box's Test of Equality of Covariance

Matrices
Box's M 4631.934
F 30.487
dfl 150
df2 1057114.394
Sig. .000

~ 1 U @ a IJas

10M13199 4.12 wu manuudsisiuvesaunlsoase Taealdas Box's Test of
Equality of Covariance Matrices JA101anA19v03A10 00151 59U52MInguueaduils
a ] A v o W Aa A 1] = [~ Y A A oAy Y
9dse ogelved1nyn1eana Nszav .05 9 liiluldawdeanas uielimsdifludeanas
(Violation Assumptions) G?Nﬁ)mﬁﬂﬂﬁjﬂ’ﬂmmild (Robustness) ¥U9IN1TINATDU NIDOIUIINT
NAd0Y (Power of Test) anad1 U Mliin1snaasuada MANOVA 1ndvz14a1 Wilk’s
Lambda (Tabachnick & Fidell, 2001, p. 348) ¥innimsthAudeanas 1991901 Pillai’s Trace unu

% 1 1 J ] < ana o ' [
‘%\‘lﬁﬂWﬂ'ﬂNlLﬂﬁ\? (Robustness) 410N fJElNhlﬁﬂ@niJ ﬁﬂﬁ‘ﬂﬂﬁ@ﬂuﬂﬂgﬁﬂ']ﬁ@ﬂﬂg@ﬂﬂu
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Effect Value F Hypothesis df  Error df Sig.
Pillai's Trace 626 1539.515° 5.000 4600.000 .000
Wilks' Lambda 374 1539.515° 5.000 4600.000 .000
Intercept ) .
Hotelling's Trace 1.673  1539.515 5.000 4600.000 .000
Roy's Largest Root  1.673  1539.5 15° 5.000 4600.000 .000
Pillai's Trace .039 36.844° 5.000 4600.000 .000
Wilks' Lambda 961 36.844" 5.000 4600.000 .000
e Hotelling's Trace .040 36.844° 5.000 4600.000 .000
Roy's Largest Root  .040 36.844" 5.000 4600.000 .000
Pillai's Trace .036 16.983 10.000 9202.000 .000
Wilks' Lambda 964 17.005° 10.000 9200.000 .000
o Hotelling's Trace .037 17.028 10.000 9198.000 .000
Roy's Largest Root  .026 24.013° 5.000 4601.000 .000
Pillai's Trace .033 15.623 10.000 9202.000 .000
. - Wilks' Lambda 967 15.706° 10.000 9200.000 .000
TEAUNITANYN
Hotelling's Trace .034 15.789 10.000 9198.000 .000
Roy's Largest Root ~ .031 28.535° 5.000 4601.000 .000
Pillai's Trace .062 14.399 20.000 18412.000  .000
Wilks' Lambda .939 14.510 20.000 15257.424  .000
510 lanoIAD U
Hotelling's Trace .063 14.578 20.000 18394.000  .000
Roy's Largest Root  .040 36.456° 5.000 4603.000 .000
Pillai's Trace .080 18.833 20.000 18412.000  .000
- Wilks' Lambda 922 19.021 20.000 15257.424  .000
o Hotelling's Trace .083 19.133 20.000 18394.000  .000
Roy's Largest Root  .051 46.609° 5.000 4603.000 .000

a. Design: Intercept + 1WA + 01 + 53AUMIANE1 + 310 1AR0IADU + 91N
b. Exact statistic,

c. The statistic is an upper bound on F that yields a lower bound on the significance level.,

d. Computed using alpha = .05,
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% = U =S =S 1 d' a 1an ] =% o % d'
38@‘Uﬂ15ﬁﬂ‘]&ﬂﬂ‘ﬂfﬂ%wuWaﬂﬂﬂﬁl‘ﬂaEJL!!.L‘]J@Qqﬁl‘ﬂlm‘ﬂ‘ljiﬂﬂQ'ﬂ%ﬁﬂa@ﬂNNuﬂﬁ'lﬂﬂJuﬂ

aad

9
3¢aY .05 Iﬂﬂﬁ'lu'liﬂﬂ%ﬁ]ﬂ'l Pillai's Trace UDNIINUUAITDAD U Wilks' Lambda (101 &
a3 1 o ]
Hotelling's Trace W30 Roy's Largest Root NLAAIAINITNATIUBBNNITOATOANADINHBEIT

@ [

Hod1ANszal .05

9

M13199 4.14 1aaIM I w5151 Tae1935 Tests of Between-Subjects Effects

Type III Sum of

Source  Dependent Variable df  Mean Square F Sig.
Squares
an31Im 78609607.147° 80  982620.089 22.504 000
1A UDUY 96016589.001° 80  1200207.363 27.690 000
Corrected 5 .
CRGET 93992042.644° 80  1174900.533 29.979 000
Model
naaesly 93155865.975" 80  1164448.325 26.303 000
Dadus Ton 106967722.749° 80 1337096534  33.958 .000
ans1a 211134376.804 1 211134376.804  4835.436 .000
IHUDUTY 150426187.085 1 150426187.085  3470.519 .000
Intercept @l 191844458268 1 191844458268  4895.186 .000
naaoaly 152292960.422 1 152292960.422  3440.047 .000
D9RU3 Ina 160306562.188 1 160306562.188  4071.297 .000
ans 1M 231118700 1 231118.700 5293 021
1@ UDUY 69314.127 1 69314.127 1.599 206
me dao 452307.082 1 452307.082 11541 .001
naaesly 1365304.620 1 1365304.620 30.840 000
AR TERGT 2057408.593 1 2057408593 52252 .000
an3Im 2722173489 2 1361086.745 31.172 000
LEHUDUY 660047.436 2 330023.718 7.614  .000
0y iy 1410450.713 2 705225.357 17.995 .000
naaoaly 282931468 2 141465.734 3.195 .04l
U3 1an 280782426 2 140391213 3.566 .08

e
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v a 0) "
A13197 4.14 A510AAIMIAATILHANNLY5U5911 TAe 1935 Tests of Between-Subjects Effects

GE)
Type III Sum
Source Dependent Variable df Mean Square F Sig.
of Squares
ans1A 428498.026 2 214249.013  4.907  .007
PRI 1019632.942 2 509816.471  11.762  .000
jw:m Srant 1238937.593 2 619468.797  15.807  .000
NITANEN
naaesly 199038271 2 99519.136  2.248  .106
U3 Ton 1172851.626 2 586425.813  14.893 .00
ans1A 5986536.714 4 1496634.178 34276  .000
LEUBUY 2532169313 4 633042.328  14.605  .000
510 l8Aeidou daiiy 1802994.702 4 450748.676  11.501  .000
naaedly 2141112524 4 535278.131  12.091  .000
1093 10 3226139.615 4 806534.904  20.484 000
ans1A 6993193.976 4 1748298.494  40.040  .000
LHUDVIY 4528601.760 4 1132150.440  26.120  .000
AN el 4870286.034 4 1217571.508  31.068  .000
naaealy 2123332948 4 530833237 11.991  .000
1093 Ina 1515502.726 4 378875.681  9.622 .00

b

C

. R Squared = .281 (Adjusted R Squared =.269),
. R Squared = .325 (Adjusted R Squared =.313),

. R Squared = .343 (Adjusted R Squared = .331),

d. R Squared = .314 (Adjusted R Squared =.302),

€

. R Squared = .371 (Adjusted R Squared =.360),

f. Computed using alpha = .05,

A 1 @ a Y Jd A 1 a
A5 19N 4.14 WU awalseasearuilszsinsaans Ynansnisiasuuilag

a

sUnuugsnIgenaIia ogrelviediagNszay .05 Fadoandeenta1319N 4.13 nadeUnoY

Y dy a 4 (3 A & 1
niH vazdalaNua s lumsesuieaulsaua s i ﬂ"liaﬂi"lﬂ"lﬂ@u"lﬁﬂﬂ

o = (% % a = 9 = = =~ 1 d'
m"l,ivmaq aulsoase N 918 NITANEI im"l,ﬂmmau ez TN Ynanenisiasuudag
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a

sinuugIngunainalaeiian R Squared = 281 iufedunsdaszdulszmnsmans

= a 7

ausaeswensldsundasgluuugsnegendsia’ld Jesas 28.1 daudsamiiaes n1s
=

9 A (2 a Y A = = 1
EUOUIIAYTIALNINGAaIL 5052 918 MISANYN 318‘1@%@&@@1& UASDTIFN UNANBNIT

q E]

a U

A Aa o A v A (Y a 9
Waswndasgduvugsnogenaanaliani R Squared =.325 Wupodnlsoaszaiu

Y a

a

s A : V oas o . ,
Uszansmaad ansneiuiemsdeuntasgluungineggnaiiiald Seeay 32.5 Aauilsh

E 1
I ANVAE Y INANUTZAINA LA IO AT Ina 218 ﬂ'lﬁﬁ NHI 3181@%}@16@’6“ ag

a | ana o

= = 1 li'
913N Uwasenislasuuilasgduungsnogendanalia R Squared = .343 Wuneduilsease

a 1 aa o

Y 4 a =
ﬂ'luﬂigalﬂﬂiﬁWﬁ@]ﬁﬁnJ'ﬁﬂ’E]‘ﬁﬂ'lﬁlﬂ'lﬁ!ﬂﬁﬂullﬂ'ﬁ\?ﬁﬂllﬂﬂﬁiﬂi}ﬁﬂﬂ@ﬂﬂa ﬂ ﬁ'ﬂﬂag 343

Y 9

¥
=

Y1 oA = |
G]’JLL‘]JiG]'Ill‘Vlﬁ' ﬂWiVI@fIEJ\‘IFLGHﬂEJ‘L! W@iﬂﬂ@ﬂ“ﬁﬂﬁﬂuﬂi@ﬁiw LN 21Y 5181@@]@!&]@1& LUASDIFNW U

'
a 1 aa 1 v A (4

1 A @ a Y
Naﬁlﬁ)mitﬂaﬂuuﬂmgﬂuuU‘giﬂﬂﬁﬁlﬂmmam R Squared = .314 uuﬂaﬁ’mﬂiaaizmu

Y 9

4 a { a aa o P
ﬂ53515'1ﬂﬁﬁ?ﬁﬁﬁﬁ?u’liﬂ’ﬂ‘ﬁ'ﬂ’lﬂﬂ?ﬂﬂaﬂul!ﬂﬁﬁgﬂl!ﬂﬂﬁiﬂﬂﬁﬂﬂ@ﬂ%aUlﬂ IoEay 31.4 10

Y 9

% § a 1 4 % a Y
aulsii madhde 1 19du5 Taned1s Exclusive aaulsodse e 019 msanyl 910 lane

oy nazo1Fw Unadonsnlasunlasziuungsnagyaadnaiial R Squared =371 1UABAY

a J a = v aa o Yy
mlsdaszaulszannsmanidunsaeiuemslasunlasgluungsnigenaiale Sevas
37.1

'
Y 1 A

nsnaasvalsoasy ﬂawﬁmmsimmamsw padensiasuuilasgiuny

U

ganagenasiia danaluaaned 4.15

A1519% 4.15 N1snadoun11uul 51U 59U (Variance) Box's Test of Equality of Covariance

Matrices
Box's M 5067.526
F 37.189
dfl 135
df2 978404.166
Sig. .000

N394 4.15 nu31 Aanuulsisiuvesdulsdase Taeldas Box's Test of
Equality of Covariance Matrices JA101aNA19v03A1901) 51 59U52MInguueaduls
Aa ] A v o W aa 1% & [ Y A A 1Ay 9y
9d3z ednldodanynwaoanszav .05 3¢ luiuldamdoanas vielimsdWdudoanas

(Violation Assumptions) #491911111/gA21110 59 (Robustness) ¥8IN1INATDY 13081119013
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NnaaoU (Power of Test) anadtiuied i1 lin1snadouana MANOVA Undaazld9a1 Wilk’s
Lambda ¥1nUn s W udoanaq 19 1901 Pillai’s Trace MNUFIUAINIULNTI (Robustness)

J ] I aa o J @
1NN fJfJ'I\‘]llﬁﬂﬁ1N ﬁﬂﬁﬂﬂﬁ@ﬂuﬂﬂ%ﬁﬂ’lﬁ@ﬂﬂajﬂﬂﬂu

A1 4.16 LAAIANVUANAVBIAURNAY IA8IT Multivariate Tests’

Hypothesis
Effect Value F Error df Sig.
df

Pillai's Trace 495 911.721° 5.000 4654.000  .000
Wilks' Lambda .505 911.721° 5.000 4654.000  .000

Intercept b
Hotelling's Trace 980 911.721 5.000 4654.000  .000
Roy's Largest Root .980 911.721° 5.000 4654.000  .000
Pillai's Trace .066 15.585 20.000 18628.000  .000
o o Wilks' Lambda 936 15.655 20.000 15436.522  .000

N1ITUIVIIEGT

Hotelling's Trace .067 15.674 20.000 18610.000  .000
Roy's Largest Root .028 26.033° 5.000 4657.000 .000
Pillai's Trace .067 12.706 25.000 23290.000  .000
ms 1% Wilks' Lambda 934 12.862 25.000 17290.345  .000
dumaIHin Hotelling's Trace .070 12.964 25.000 23262.000  .000

Roy's Largest Root .047 43.986° 5.000 4658.000 .000

@ ' a J <
a. Design: Intercept + NM3FVFUIAT + M3 1FoUIADSITIA
b. Exact statistic
c. The statistic is an upper bound on F that yields a lower bound on the significance level

d. Computed using alpha = .05

ﬁl o ﬁ‘ ! ! tﬁ' a 1 an
1NATTINN 4.16 ﬂ1iﬂﬂﬁ@ﬂﬁ%ﬂﬂ“ﬂﬁ\1Wﬁﬂﬂﬂ1ilﬂaﬂullﬂa\1§ﬂuﬂUﬁiﬂﬂ’qq%ﬂ@% a

a

v Y PN I3 A 1 ~ 1 1 =
ﬂTﬁi“]JEGUTJﬁﬁL!ﬁ$ﬂﬁclfb'@um’é)iluﬁMwﬁﬂ@ﬂ1ilﬂaﬂullﬂﬁﬂgﬂllﬂﬂﬁiﬂ%gfﬁ INa 9y

o Qad

9
Hga1ny Iﬂﬂﬁ”lll”liﬂf]ﬁ]”lﬂﬂ"l Pillai's Trace HaNAIINUUATITDAD Y Wilks' Lambda g

<] 1 o 1
Hotelling‘s Trace W30 Roy's Largest Root NULAAIAINITNATOUINUIADATOANADINUBETNT]

9

HodA Vli A1 .05



M13199 4.17 uaaamswaeranus1)s1u Tael935 Tests of Between-Subjects Effects
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Dependent
Source Type III Sum of Squares ~ df = Mean Square F Sig.
Variable
anAs1M 32483514.070° 26 1249365926 23.546 .000
LEHUDUY 28434458.027° 26 1093633.001 19.069 .000
Corrected 5
e 23179929.218° 26 891535739 16.529 .000
Model y .
naaoqldy 21671427.837 26 833516455 14.103 .000
Dadus Ton 30809130.885° 26 1184966.573  21.440 .000
an31Im 179921106.844 1 179921106.844 3390.878 .000
AU 84848499.990 1 84848499.990 1479.477 .000
Intercept  E1ANY 157266430.441 1 157266430.441 2915.670 .000
naaoaly 120280351.402 1 120280351.402 2035.064 .000
1D9RU3 Ina 93353128.203 1 93353128.203 1689.087 .000
ans1a 3698866.545 4 924716.636 17428 .000
L, laueve 4068751.294 4 1017187.824 17.736  .000
IREE T
, aavy 2885879.947 4 721469.987 13376 .000
U183 )
naaoqly 1627059.584 4 406764.896  6.882  .000
NDeRUs 1na 1380421.560 4 345105390 6244 000
ans1m 6099467.223 5 1219893.445 22.991 .000
,  laueviy 8341604.264 5 1668320.853  29.090 .000
msly
L, ma 6665445.839 5 1333089.168 24.715 .000
DULABDTLURA ”
naaealdy 1542908.396 5 308581.679 5221  .000
1Whoedus1an 1755765.284 5 351153.057  6.354  .000

U

=x o

o

[¢]

=

Computed using alpha = .05;

. R Squared =.116 (Adjusted R Squared =.111),
. R Squared = .096 (Adjusted R Squared =.091),
. R Squared = .084 (Adjusted R Squared =.079),
. R Squared = .073 (Adjusted R Squared = .068),

. R Squared = .107 (Adjusted R Squared =.102),



55

A ' o Y ya S 3 A ' A
NATT NN 4.17 WUN mﬁﬁ‘ugﬂl1ﬁﬁiiLLa$ﬂ131%®ulﬂ63Luﬁ Mwaﬁamilﬂaﬂmlﬂm

a

siuvugIne

[

gAaIa 019N Ned 1Y NTZAY .05 FIT0ANRDINUAITNAN 4.16 NATOUNDU

Y dy a (% 2 d‘ & '
niU wazdilaNua s lumsesuieaulsauaulsaunvia ﬂWiaﬂ'ﬂﬂWﬂf’)ull’ﬁﬂﬂ

[

o =\ o = o A Y ya S I
ﬂ'lllﬁcﬂwa\iiﬂﬂilﬂ'] R Squared =.116 uuﬂ’e)ﬂﬁi‘ugﬂlnﬁﬁLmZﬂﬁGl‘lf@umaiLuﬂﬁnﬂiﬂ

a @

a A 1 aa 9 (J A
@‘ﬁ‘UWfJﬂ'lﬁ!.‘llaﬂul!ﬂaﬂgﬂll‘ﬂ‘ﬂﬁﬁﬂﬂgq@] T]allﬂ 5002 11.6 Aulsaundgos Msauouy
A

{ ' @ a J
ﬁ?ﬂﬁWﬂ?L!WQﬁq@ ﬁﬂ'] R Squared = .096 UUﬂ@ﬂTiTUTUTJﬁTﬁLLa mﬂ%’@umaiu‘mmmm

a U

a%mﬂﬂmﬂasJumJamJLmUﬁﬂfﬂq aavitald Zovay 9.6 Musiany anud AT Buany

ﬁwﬂﬁﬂﬁﬂ18hﬂ1RSquared— .084 uﬂ@ﬂ1iiﬂiﬂﬂ’)ﬁ'15lm ﬂ?iiﬂf@umailuﬁﬁ1ﬂ1§ﬂﬁl‘ﬁﬂ1ﬂ

a aaw

ﬂﬁl‘ﬂaﬂmlﬂaﬁﬂlmﬂ‘ﬁiﬂqu%'l iia'ld fouaz 8.4 dwlsawiid nanaassldieu wels

o @ a Jd < a
ﬂ@ﬂ“lf’ﬂﬂ1 R Squared =.073 HUA EJﬂ?iﬁ‘l_liiIGUTJﬁ'Wilm3ﬂ?ﬁclﬂgf}@ul@]@iluﬁﬁ'1ﬂ15ﬂﬁ]‘ﬁﬂ1ﬂﬂ1i
a 1 ana o Y Y (% A Y Y a ]
Lﬂﬁﬂuuﬂaqgﬂgmmiﬂ%qqﬂﬂ wa'ld Jovaz 7.3 nazaauilsii mahda i ladus Tnnedi
. =W Y v Y a =] a
Exclusive ¥f1 R Squared =.107 uuﬁﬁ]ﬂﬁﬁU§m13ﬁ1iuﬁ$ﬂ1§1%}@umﬂﬁlu@]ﬁﬁﬂiﬂﬁ]‘ﬁﬂWﬂﬂ1i

a ana o FUNY)

4 .
nasuuilasgiluuugsnagyaavia la sesas 10.7

@ a VoA Y A A T A
ﬂ?iﬂﬂﬁ@ﬂﬁ’luﬂiaﬁigﬂqw‘1/1@'6\1 ‘L!’N]ﬂiillﬁ'%ﬁ\iﬁ‘iiﬂﬂl]Wﬁ@]@ﬂ1ilﬂa8ullﬂa\1

suvugInggaavananalmaan 4.18

A1519% 4.18 n1snadounuud 159U (Variance) Box's Test of Equality of Covariance

Matrices
Box's M 5876.515
F 38.843
dfl 150
df2 1779929.14
Sig. .000

911015199 4.18 WU AaunlsUsiuvesdandsdasy Tael93% Box's Test of
Equality of Covariance Matrices"A2144anA19909A101001 51059152 n119nguueanls
Sasz esnifad iynaadn fszav 05 ¥ lifulawdeanas nietimsiiudennas
(Violation Assumptions)"’]d'ﬁmi]‘Liﬂﬂijﬂﬂmmilﬁ (Robustness) UDINITNATDU N3 091U19NT

NAA0U (Power of Test) anadtiuied i1 ln1snadouana MANOVA Undaaslda1 Wilk’s
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Lambda (Tabachnick & Fidell, 2001, p. 348) ¥innimsthAudeanas 199191 Pillai’s Trace unu

% 1 1 J ] < ana o ' @
%Qﬁﬂ?ﬂ'ﬂlﬂlﬂﬁ\? (Robustness) 410N fJfJ'Nll'iﬂgniJ ﬁﬂﬁﬂﬂﬁ@ﬂﬂﬂﬂ%ﬁﬂ?ﬁ@ﬂﬂgﬂﬂﬂu

A3 19N 4.19 LAAIANVUANAIVBIAURTY IA8IT Multivariate Tests’

Effect Value F Hypothesis df  Error df Sig.

Pillai's Trace .686 2043.334° 5.000 4669.000 .000

Wilks' Lambda 314 2043.334° 5.000 4669.000 .000

Intercept ) .

Hotelling's Trace 2.188  2043.334 5.000 4669.000 .000

Roy's Largest Root 2.188  2043.334° 5.000 4669.000 .000

Pillai's Trace 761 76.322 55.000 23365.000 .000

UIANTTU Wilks' Lambda 407 84.286 55.000 21615.324 .000
ERNGEE Hotelling's Trace 1.085 92.054 55.000 23337.000 .000
Roy's Largest Root .659 279.844° 11.000 4673.000 .000

a. Design: Intercept + UIANTINEAFQATIA,

b. Exact statistic,

c. The statistic is an upper bound on F that yields a lower bound on the significance level.,
d. Computed using alpha = .05,

a 1

2 J: B : 4 -
10013199 4.19 Msnadeuiavenasnanemalasunlasgduvugsnegaaan

D)E

a [

1 @ d 1 A J aa ' =Y o W
NWUN 'H’JG]ﬂiillﬁ%}%‘lﬁiiﬂﬁ'\‘maﬁ@ﬂﬁﬂﬁlﬂﬁ‘c’luuﬂaﬁgﬂu’ﬂUﬁiﬂ%QQﬂﬂi}ﬂﬁ’é}ﬂNNuﬂﬁ1 2l

Y )
Iﬂﬂﬁnﬂiﬂf}%WﬂﬂW Pillai's Trace uaﬂmﬂuumaa@ﬁu Wilks' Lambda ttag Hotellin

aQ

< 1 o ] v o w (%
W%’E] Roy's LargestROOtﬂllﬁ'ﬂ\iﬂ1ﬂ'ﬁ‘ﬂ@’E'TE]‘]J’f]’f]ﬂll']ﬁﬁ]@ﬁ@ﬂﬂéjﬂﬁﬂuﬂﬂW\iﬁuﬂﬁW ﬂluﬁig U

.05
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Dependent  Type III Sum of
Source df Mean Square F Sig.
Variable Squares
AATIAN 88996551.212° 11 8090595.565 198.316 .000
LUy 66695739.744° 11 6063249.068 123.794 .000
Corrected Model g?ﬁﬁﬂ 68388397.104° 11 6217127.009 141.007 .000
T]ﬂﬁ@ﬂﬁlgfl 79825904.694" 11 7256900.427 156.165 .000
eduSTan  79206309.939° 11 7200573.631 160.963  .000
AATIA 242315292.648 1 242315292.648 5939.611 .000
LUV 174959590.683 1 174959590.683 3572.170 .000
Intercept g?’dﬁﬂ 219436758.416 1 219436758.416 4976.927 .000
mam“l%’ 224741602.436 1 224741602.436 4836.328 .000
WNDeRUSTnn  178372963.608 1 178372963.608 3987.393 000
AATIA 88996551.212 11 8090595.565 198.316 .000
LUV 66695739.744 11 6063249.068 123.794 .000
UIANT TN agiﬁij/ﬂ 68388397.104 11 6217127.009 141.007 .000
‘Vlﬂaﬂﬁﬂlslgf} 79825904.694 11 7256900.427 156.165 .000
WNBeAUSInn  79206309.939 11 7200573.631 160.963 000
a. R Squared = .318 (Adjusted R Squared = .317),
b. R Squared = .226 (Adjusted R Squared = .224),
c. R Squared = .249 (Adjusted R Squared =.247),
d. R Squared = .269 (Adjusted R Squared = .267),
e. R Squared = .275 (Adjusted R Squared = .273),
f. Computed using alpha = .05,
NM3197 4.20 o uianssuaduassairademsidsunlasgluuugsiagyn
3a edeihisdR s 05 Faaeandeaiunisei 4.19 nageuAounthil nazdll

o

anuansalunisesuesdaiulsaudiudlsamnuile myaasmnou 13 Ined lsindalaei

a

1 o o s a { 1
A R Squared =318 HuAsuanssuad wassaamisoesuemslasuntlasgiluuugsngyn

S 1

aviald Sooay 31.8 danlsawiaes ms@uevIenlosnNIga A1 R Squared = 226
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BUSINESS MODEL TRANSFORMATION IN DIGITAL ERA

Aratchaphon Jamjang 'and Tanpat Kraiwanit :

Abstract

The objective of this research is to study business model transformation in the digital era. The
target group is a group of 557 Gen Y (Generation Y) and Gen Z (Generation Z) participants born
between 1997 — 2010 andpeople who are less than 41 years old (Gen Y). Then the data
wereconvenience selection of questionnaire online method and analysed by multivariate analysis
of variance (MANOVA). The findings revealed that demographic factors including age, monthly
income, and career relate to the business model in the digital era. The factor regarding the
perception of information and creative innovations is the perception of information. Besides, the
Internet and creative innovations have a relationship with the business model in the digital era ata
significance level of 0.05. Regarding the recommendations, since perceiving information affects
consumer behaviour in the digital era, there should be equality in the access of online
information. Therefore, a policy regarding free internet connection provided by the government
agencies such as the National Broadcasting and Telecommunications Commission (NBTC) is
recommended. Therefore, we recommend that government agencies such as the National
Broadcasting and Telecommunications Commission (NBTC) establish a policy for providing free

internet connections.

Keywords: business model, digital transformation, generation Y

1. INTRODUCTION
This is a time when digital transformation takes an important role in the business world; therefore,
modifying business models in order to be a modern organization focusing on digital technology

becomes a key part of the administration of a business.Analystsfrom the Economic Intelligence

] Department of Digital Economics Rangsit University. E-mail: aratchaphon.j57@rsu.ac.th

2 Rangsit University Advisor
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Center (EIC) describe the meaning of the digital transformation era as an era where technology is
evolving rapidly and this can be seen from data warehouse systems such as the Cloud, Big Data,
Internet of Things (IoT), smart phones, social media, and other technology. The key of digital
transformation is to apply technology to every part of a business such as operations, product
creation, communications, marketing, organizational culture, and business growth planning, so
that a business can adapt quicklyand can deal with new problems. Hence, a company needs risk
management plans and real-time customer service centres for problem solving (Booasang, 2017).
The evolution of technology affects future employment patterns which lead to positive and
negative effects. There is an increase in channels for recruitment via online platforms, so the
company will have more options to find the right person; however, this will create competition in
recruitment between each organization. Furthermore, there is a concern about brain drain, and
high wages is another factor that further affects runninga business.

This research aims to study business model transformation by using the Internet and
communication tools such as computers, smart phones, and tablets as media for running a
business. This transformation will transform traditional business into business in the digital era

and lead to shortening the time required for running a business.

2. RESEARCH OBJECTIVES
The objective is to study business models and the factors affecting business models in the digital

cra.

3. CONCEPTUAL FRAMEWORK
Independent variables include demographic factors, gender, age, monthly income, education level,
occupation, community tools, and the perception of information in changes such as online
connections, Internet use behaviour, and creative innovations.

Dependent variables are business models in the digital era referred from the theory of
digital transformation Five Business Model, including 1) discounting pricing to earn more profits,
2)selling at the price celling, 3) using cutting-edge technology for convenience, 4) testing it first

and purchasing it with willingness later, and 5) understanding customer’s desire for exclusivity.
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4. DEFINISTION

Five Business Models are for digital transformation businesses which can adapt to the digital
transformation era include retail business, printing media business, manufacturing, the banking
and finance industry, the public utility industry, the medical and healthcare industry, cargo

transportation, insurance, and logistic business (Chantorn, 2018).

4.1 Discount Pricing To Earn More Profit
This business model aims to get more market share within the industry in order to higher profit. It
is applied to the big market by focusing on selling merchandise at the lowest price with an

agreement between business partners and suppliers.

4.2 Selling At The Price Ceiling

Owning big data might not achieve victory in business competition, but the right analysis and
proper application are essential tools of business. This method could be applied by quoting the
maximum price and offering new and unique innovations which other companies cannot beat.
Then the selling company will seek clients who look for the new and unique products because
these customers are willing to purchase merchandise at a high price in order to improve their

trendy image.

4.3 Using Cutting-Edge Technology For Convenience
Al is involved in our daily life in many ways, for example, driverless cars and cashier-less stores.
Another interesting ultramodern technology is social media which is a low cost tool used to

promote a brand, and the contents will be shared online via many platforms.

4.4 Testing First And Purchasing With Willingness Later

When customers decide to purchase something, they need product testing for decision-making.
For example, customers might have concerns when they are buying new cosmetics. They might
worry whether the cosmetics can cause makeup allergies or not. Therefore, if retailers allow

customers to test the products, it will create reliability in online businesses,
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4.5 Understanding Consumer’s Desire For Exclusivity
This business model will generate customer demand by creating exclusive goods and

services,e.g.name screening on sneakers. These products might be expensive but they are unique.

5. DELIMITATION OF THE STUDY

5.1 Population

The population in this study is a group of 557 people who are Gen Y and Gen Z. Generation Y is a
group of people born between 1978 and 1995, so they are 24-41 years old. At that time there was a
growth in the metropolises in Thailand which led to a small household size, and there were a wide
range of evaluations particularly in computer technology and the Internet; therefore, Gen Y
became universal, highly confident, and strongly independent. As a result, people in generation Y
tend to change their jobs more often than generation X and baby boomers do, because they believe
that various experiences improve skills and give more opportunities (IPSR, 2016). Apart from this,
gen Y are able to adapt to changes effortlessly and can use new technology. Also, they are creative
and they are suspicious, making them sometimes called “Generation Why?” Generation Z is the
generation of people born in 1995 and later, so they are 24 years old or younger. Gen Z people
were born with smart phones and tablets as an essential necessity. They are afraid of their future;
for example, they are worry about what they should study in order to be employed after
graduation. Gen Y tend to choose high-paying jobs rather than the jobs they love and they are able
to accept differences in culture, race, and religion easily, because Internet conveniently connects

them with international friends.

5.2 Content

This study aims to study digital transformationby using the Five Business Model to become
digitally-transformed organizations. According to a Forbes survey, 84 % of businesses fail in
digital transformation due to the lack of accurate analysis in applying digital technology to their
businesses and many companies have no proper plan such as a Five Business Model defined in

theirbusiness definition.



78

This study is a quantitative research approach using online convenience selection sampling of the
Gen Y and Gen Z population, accounting for 557 sets. The data wereconvenience selection via

online questionnaire and then it was analysed by MANOVA.

6. RESULTS AND DISCUSSION

After testing the relationship between dependent variables by MANOVA, dependent variables
have to bemeasured withan interval or a numeral scale and determine whether they relate to each
other. In this study, dependent variables are business models in the digital era as referred to the

theory of digital transformation Five Business Model.

6.1 Assumptions Test For Appropriate Use Of MANOVA

Table 1 Correlation of dependent variables

Using Testing it
Discount

cutting- firstand  Understanding
pricing toSelling at

edge purchasing customer’s
Correlations earn the price
technology it with desire for
more ceiling
for willingness exclusively
profits
conveniencelater
Pearson sk Hok deok kk
1 465 454 485 342
Discount pricing toCorrelation
earn more profits  Sig. (2-tailed) .000 .000 .000 .000
N 557 557 557 557 557
Pearson k% *% *% k%
465 1 428 544 .544
Selling at the price Correlation
ceiling Sig. (2-tailed) .000 .000 .000 .000
N 557 557 557 557 557
Pearson ek kk ek Kk
Using cutting-edge 454 428 1 489 .552
Correlation
technology for
Sig. (2-tailed) .000 .000 .000 .000
convenience

N 557 557 557 557 557
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Pearson . . .
Testing first and .544 489 1 552
Correlation
purchasing with
Sig. (2-tailed) .000 .000 .000
willingness later
N 557 557 557 557
Pearson o . .
Understanding .544 552 552 1
Correlation
customer’s desire
Sig. (2-tailed) .000 .000 .000
for exclusively
N 557 557 557 557

*Correlation is significant at the 0.01 level (2-tailed)

According to MANOVA assumptions, there have to be at least two variables having a relationship

to each one, so it can be seen from Table 1 that each digital business model relates to other ones in

the positive direction of the relationship at the significance level of 0.01. This agrees with

MANOVA assumptions.

Table 2 Data Distribution

Descriptives Statistic Std. Error Scheme
Mean 8.4111 05111
Discount pricing Variance 1.455
to earnmore  Std. Deviation 1.20614
profits Skewness -.553 104 -.553/.104=-5.31731
Kurtosis 759 207 .759/.207 = 3.666667
Mean 7.8187 .05830
Variance 1.893
Selling at the
Std. Deviation 1.37598
price ceiling
Skewness -.531 .104 -.531/.104 = -5.10577
Kurtosis 967 207 .967/.207 = 4.671498
Mean 8.3393 .05339
Using the
Variance 1.588
cutting-edge
Std. Deviation 1.26012
technology for
Skewness -1.006 .104 -1.006/.104 = -9.67308
the convenience
Kurtosis 2.761 207 2.761/.207 = 13.33816
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Mean 7.8348 .05831
Testing it first
Variance 1.894
and purchasing
Std. Deviation 1.37606
it with
Skewness -461 .104 -461/.104 = -4.43269
willingness later
Kurtosis 494 207 494/.207 = 2.386473
Mean 7.5978 .06240
Understanding
Variance 2.169
customer’s
Std. Deviation 1.47272
desire for
Skewness -.667 .104 -.667/.104 = -6.41346
exclusively
Kurtosis 1.116 207 1.116/.207 =5.391304

A value of statistic/std. error between +/-1.96 indicates a normal distribution. Statistic/std. error

may be calculated by dividing the skewness statistic by std. error and dividing Kurtosis statisti cby

std. error and the results show negative values which are out of the range of +/-1.96. This indicates

that five dependent variables have non-normal distribution with a negative skewness that can be

seen in Figure 1. Figure 1 (left) shows the actual distribution of data, while the right one illustrates

a normal distribution.

Histogram

200

150

100

Frequency

Offering

Figure 1 Histogram

34.1% | 34.1%

Due to non-normal distribution and a negative skewness. (Wongsaichue, 2016) the data

was adjusted using a power transformation to transform the values by raising the values of the

dependent variables to the third power (cube); as a result, the new values are shown in Table 3.
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Table 3 Distribution (after adjusting by cubing (P3) the dependent variables)

Descriptives Statistic Std. Error Scheme
Mean 665.4282  3.56973

P3 Discount Variance 59700.803

pricing to earn  Std. Deviation 244.33748

more profits Skewness .045 .036 0.045/0.036 = 1.25
Kurtosis -1.119 .072 -1.119/0.072 =-15.5417
Mean 632.7618  3.53629

P3 Using cutting- Variance 58587.699

edge technology Std. Deviation 242.04896

for convenience Skewness 161 .036 0.161/0.036 = 4.472222
Kurtosis -.747 .072 -0.747/0.027 = -27.6667

From Table 3, the data was adjusted by cubing (P3) the dependent variablesto fix a negatively
skewed distribution and the adjusting skewness and kurtosis may be calculated as shown below.
Dependent Variable 1 - Discount pricing to earn more interest

Skewness0.045/0.036 = 1.25 (the value changes from -5.31731to 1.25)

Kurtosis -1.119/0.072 = -15.5417(the value changes from 3.666667t0-15.5417)

Dependent Variable 2 - Using cutting-edge technology for convenience

Skewness0.161/0.036 = 4.472222(the value changes from -9.67308t04.472222)

Kurtosis -0.747/0.027 = -27.6667(the value changes from 13.33816t0-27.6667)

Hence, fixing a left skewed distribution by power transformation with a cube can decrease
skewness and the kurtosis value areshown below table 2 and other three dependent variables e.g.
selling at the price ceiling, testing it first and purchasing it with willingness later and
understanding customer’s desire for exclusively after adjusting by cubic, skewness and the

kurtosis not decrease, then we used actual value.

6.2 Hypothesis Test Using MANOVA
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Table 4 Variance test of group 1 dependent variable, demographic variables

Box's M 4631.934
F 30.487

dfl 150

a2 1057114.394
Sig. .000

From table 4, the variance test results tested by Box's Test of Equality of Covariance Matrices"
indicate that there are statistically significant differences in the between-group variation of
independent variables at 0.05. This does not agree with the assumptions, or there are violations of
assumptions causing a lack of robustness of the test or a decrease in the power of test. Thus,
Wilk’s lambda, a common test used in MANOVA, needs to be changed to Pillai’s trace which is
more robust when assumptions are violated. However, test statistic values usually agree.

Table 5 The difference of mean tested by multivariate tests’

Effect Value F Hypothesis df Error df  Sig.
Pillai's Trace .626 1539.515° 5.000 4600.000  .000
Wilks' Lambda 374 1539.515" 5.000 4600.000  .000
Intercept >
Hotelling's Trace 1.673 1539.515° 5.000 4600.000  .000
Roy's Largest Root 1.673 1539.515" 5.000 4600.000  .000
Pillai's Trace .039 36.844°  5.000 4600.000  .000
Wilks' Lambda 961 36.844° . 5.000 4600.000  .000
Gender \
Hotelling's Trace .040 36.844 5.000 4600.000  .000
Roy's Largest Root .040 36.844°  5.000 4600.000  .000
Pillai's Trace .036 16.983 10.000 9202.000 .000
Wilks' Lambda 964 17.005"  10.000 9200.000 .000
Age
Hotelling's Trace .037 17.028 10.000 9198.000 .000
Roy's Largest Root .026 24.013°  5.000 4601.000 .000
Pillai's Trace .033 15.623 10.000 9202.000 .000
Wilks' Lambda 967 15.706"  10.000 9200.000 .000
Education level
Hotelling's Trace .034 15.789 10.000 9198.000 .000

Roy's Largest Root .031 28.535°  5.000 4601.000 .000
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Pillai's Trace
Monthly Wilks' Lambda
income Hotelling's Trace

Roy's Largest Root .

Pillai's Trace

Wilks' Lambda
Occupation

Hotelling's Trace

Roy's Largest Root .

.062
939
.063

040

.080
922
.083

051

14.399
14.510
14.578
36.456°
18.833
19.021
19.133

46.609°

20.000
20.000
20.000
5.000

20.000
20.000
20.000

5.000

18412.000
15257.424
18394.000
4603.000

18412.000
15257.424
18394.000
4603.000

.000
.000
.000
.000
.000
.000
.000
.000

The findings from table 5 show that Pillai's trace indicates a relationship between dimorphic

variables and digital transformation at the significance level of 0.05. Besides, other tests including

Wilks' lambda, Hotelling's trace, and Roy's largest root show the same trends at the significance

level of 0.05.

Table 6 The difference of means tested by multivariate tests*

Effect Value F Hypothesisdf Error df  Sig.
Pillai's Trace 495 911.721°  5.000 4654.000  .000
Wilks' Lambda .505 911.721°  5.000 4654.000  .000
Intercept . N
Hotelling's Trace 980 911.721 5.000 4654.000  .000
Roy's Largest Root  .980 911.721°  5.000 4654.000  .000
Pillai's Trace .066 15.585 20.000 18628.000 .000
Perception  ofWilks' Lambda .936 15.655 20.000 15436.522 .000
information ~ Hotelling's Trace .067 15.674 20.000 18610.000 .000
Roy's Largest Root .028 26.033° 5.000 4657.000  .000
Pillai's Trace .067 12.706 25.000 23290.000 .000
Wilks' Lambda 934 12.862 25.000 17290.345 .000
Internet use
Hotelling's Trace .070 12.964 25.000 23262.000 .000
Roy's Largest Root .047 43.986° 5.000 4658.000  .000
Pillai's Trace 761 76.322 55.000 23365.000 .000
Creative Wilks' Lambda 407 84.286 55.000 21615.324 .000
innovations ~ Hotelling's Trace 1.085 92.054 55.000 23337.000 .000
Roy's Largest Root .659 279.844° 11.000 4673.000  .000
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From table 6, Pillai's trace indicates that there is a relationship between digital transformation and
group 2 dependent variables including Internet use and creative innovations at the significance
level of 0.05. Apart from this, other tests including Wilks' lambda, Hotelling's trace, and Roy's

largest root show the same trends at the significance level of 0.05.

7. DISCSSION

The findings indicate that dimorphic factors affect digital transformation, except gender and
education level which have no relationship with some models such as selling at the price ceiling
and testing it first and purchasing it with willingness later, respectively. Perception of information,
internet use, and creative innovations have a significant effect on digital transformation model.
These findings agree with the study of Dumrongpong (2018) who stated that entrepreneurs are
able to create new products. This idea is equivalent to the creative innovations of this study
causing differences by using digital marketing such as online system or e-commerce. Therefore, it
creates the global business competition leading to business sustainability in the digital economy
era. Chesbrough and Rosenbloom (2002) define a business model as “the creating where many
viewpoints are accumulated to set the framework and to connect to each other using specific
technology and potentiality as materials in order to transfer customers and markets into economic
products.” They also define the six components used to create a business model. The first model is
that free goods and services are offered, but income comes from ads and critical mass. This model
is popular in many online start-ups. For example, Facebook is a free service, but their income
comes from selling advertisements. This is beneficial for customers, but this model is awful for
start-ups who have inadequate funds. This model is similar to the findings of this study, where a
target group agrees with offering free services and earning profit afterward. This method might
profit by selling advertising or by gaining popularity that will lead to the purchase of goods and
services later on. Another model is to offer free products but collect paymentfor services after that.
The products are offered for free, but the clients will be charged for the installation, adjustment,
training, and other services. This model agrees with the findings that customers agree with the idea

of free products, but they will pay for the services with willingness later on.
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8. RECOMMENDATIONS

Since perceiving information affects consumer behaviour in the digital era, there should be
equality in the access of online information. Therefore, a policy regarding free internet connection
provided by the government agencies such as the National Broadcasting and Telecommunications
Commission (NBTC) is recommended. Therefore, we recommend that government agencies such
as the National Broadcasting and Telecommunications Commission (NBTC) establish a policy for
providing free internet connections. In addition, entrepreneurs can create new business concepts
according to the demands of target groups which have differences in gender, age, education,

income, and occupation, and this method is called niche marketing.
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