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ABSTRACT
This study selected Tesla as the research subject and the research aims to explored the influence of
financial factors, performance factors, convenience factors and psychological factors on purchase intention of
Tesla, and tried to provide some advice to Tesla.This paper conducts research by quantitative method and using
the form of a questionnaire, selects two shopping malls in Shanghai where Tesla stores are located for research.
The researcher collected 400 valid questionnaires, and used SPSS for linear regression analysis. It is concluded
that financial factors, performance factors, convenience factors and psychological factors are all positively
related to the purchase intention of Tesla. Based on the results of this paper, the authors suggest that Tesla can
increase the purchase intention to attract low-income young people through appropriate promotions. In addition,
Tesla can research new technologies and Tesla can launch some limited edition models to maintain its high
social status, and can also cooperate with environmental agencies to attract people who care about
environmental protection and green travel.
Keywords: electric vehicles, purchase intention, quantitative research

1. INTRODUCTION
1.1 Introduction
In the first half of 2018, global electric vehicle sales reached 783,000 units, an increase of 66% over the
same period last year. So far, China accounted for 51% of world sales (China Auto Web, 2018). In China, the
sales volume in the first half of 2018 has increased significantly compared with the previous two years, nearly
373,000 electric vehicles were delivered from January to June 2018, this is 114% more than for the same period
of last year (EV-volumes.com, 2018).
At the enterprise level, BYD Auto is the leader in the first half of 2018, BYD delivered 72,000 electric
vehicles in the first half of the year, Tesla followed very closely, climbing from the third place in 2017 to the
second place in 2018. Nearly 70,000 units in the first half of the year (EV-volumes.com, 2018). In the first half
of 2018, Tesla only sold 6,710 cars in China, however in the last year, Tesla sold 20,000 units. And Tesla sold
211 electric cars in June in China, it fell by 70% compared with the same period last year (National Passenger
Vehicle Market Analysis Report, 2018).
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In the early of July, 2018, Tesla CEO Elon Musk reached an agreement with China to establish a new
car factory in Shanghai, which is the first factory outside the USA. At the same time, Tesla raised the price of its
vehicles sold in China, to offset the cost of new USA tariffs on Chinese goods (Reuters, 2018). Recently, there
have been documents that Tesla is establishing a factory in an orderly manner. According to the announcement
of the Shanghai Environmental Department: After the completion of the Tesla Shanghai Super Factory project,
the annual output will reach 250,000 (China Daily, 2018).

1.2 Problem statement
Electric vehicles has good developing environment and a bright market future, it will become an
important section in automotive industry and manufacturing. At present, as the Chinese government supports the
electric vehicle industry and Tesla settled in Shanghai, more and more people are paying attention to the
development of the electric vehicle industry. As can be seen from the above introduction, Electric vehicles has a
bright market future. Tesla is currently selling well in the world, but not in China. With Tesla cut its price and
building a factory in Shanghai, how it will perform in China is a question, so it is important to study the
purchase intention of Tesla.Consumers' purchase intention of Tesla is the basis of consumer purchase behavior,
which can be used to predict the intention of consumers. Consumers' purchase intention of Tesla can be affected
by many factors. This paper will examine several factors that influence consumers' purchase intention of Tesla.
1.3 Objectives
This paper has three objectives, The first is to study the financial factors, performance factors,
convenience factors and psychological factors on Tesla in Shanghai. The second is to study the purchase
intention of Tesla in Shanghai. The last one is to analysis the purchase intention of Tesla through financial
factors, performance factors, convenience factors and psychological factors.
1.4 Scope of the Study
The target population of this study focus on ShangHai, China and the respondents have the following
conditions: First, age is 18 or above because only 18 years old or older can drive and be able to buy a car.
Second, people who want to change cars or buy a car, the researcher would like to go to a Shopping Mall that
contains a Tesla store to find the sample. For sample size of the study, there are 400 respondents in ShangHai
for representative of population.

2. LITERATURE REVIEW
Theory and Related Research
Purchase Intention
The consumer plan behavior theory consists of four levels: the first level is the consumer's
consumption behavior. The second level is the consumer's purchase intention, which directly determines how
consumers adopt consumer behavior and the likelihood of taking specific consumer behavior. The third level is
the factors that influence consumers' purchase intention, including: consumers' attitudes towards products;
subjective rules, that is, what kind of consumer behavior consumers think they should take, which is equivalent
to the consumption "rules" proposed by others to consumers. Perceptual behavior control, that is, the consumer's
judgment on the degree of self-control of consumer behavior, sometimes the perceptual behavior control will
directly affect the consumer behavior. The fourth level is an analysis of factors that affect the above attitudes,
“rules”, judgments, etc., depending on the specific product (Ajzen, 1991).
According to the theory of planned behavior, behavioral intention is defined as the subjective
probability of a person to perform a specific action and intention is the most prominent factor in defining
behavior (Davis, 2000). In consumer purchase behavior studies, purchase intention is defined as consumers’
intention to buy a product in the future (Saxena, 2011). Purchase intention can be used to predict real purchase
behavior; therefore it has attracted a lot of interest by researchers. Kotler (2006) studied their influence on
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consumer purchasing behavior from several aspects such as social culture, personal factors and psychological
influences. Rong Taisheng (2007) conducts related research from four aspects: personal, social, psychological,
and situation. From the above results, consumers usually receive different internal and internal processes from
the generation of purchase demand to the confirmation of purchase. The influence of external factors, as well,
consumers' purchase intention will also be affected by the above factors.
Consumers' purchase intention is susceptible to product price, product characteristics, product quality,
and product perceived value. (Dodds, 1991) Consumers' willingness to accept innovative products is susceptible
to the characteristics of innovative products or innovative services and consumer characteristics. (Rogers and
Shoemaker, 1971) Market consumers' purchase intention different products or services is influenced by multiple
factors, meaning that there is no model that applies to all products or services. (Lockett and Littler, 1997)
This section discusses four key factors in the literature and their impact on the purchase of Tesla
electric vehicles. They are (1) financial factors, (2) performance factors, (3) convenience factors, and (4)
psychological factors.

Financial Factors
The purchase price of electric vehicles is one of the financial factors affecting the purchase intention
(Delang and Cheng, 2013; Lane and Potter, 2007). The price of electric vehicles tends to be higher than
conventional vehicles and could deter electric vehicles adoption. Tesla's low-end model Tesla model 3 is priced
at 25,0000 Yuan in China and the Tesla model s is close to 830,000 Yuan (Tesla.com,2018).
Research shows that although high purchase costs hinder the adoption of electric vehicles, the
relatively low cost of use is a contributing factor to the promotion of electric vehicles.(Caperello and Kurani,
2012) The cost of using Tesla is another financial factor considered by car buyers. Take the Tesla Model S
P85D as an example. Although its price is close to 1,000,000 Yuan, its average power consumption per 100
kilometers is only about 18 degrees. If you charge at home (the civilian electricity price is 0.48 Yuan / kWh), the
Model S costs less than 10 Yuan per 100 kilometers. At the same time, Model S uses pure electric power and
uses a unique modular design to greatly refine the internal structure of electric vehicles. Except for airconditioning filter elements, wipers, tires, brake pads and other loss parts, other parts are almost maintenancefree. It reduces the cost of car ownership for the owner during the entire life cycle of the car. (tesla.com, 2015)
Another issue that could affect the financial factor is government tax incentives. Previous research
studied the efficacy of tax incentives that led to the adoption of electric vehicles. (Gallagher and Muehlegger,
2011) They found that the waivers of electric vehicle sales tax were the strongest incentive, compared with
income tax credits and non-tax incentives. However, from many surveys, people still lack knowledge about the
government incentives and support for electric vehicles (Diamond, 2009; Egbue and Long, 2012).
In summary, the financial factors associated with Tesla’s purchase intention are purchase price, usage
price and tax incentives.

Performance Factors
One of the key performance factors for electric vehicles is the driving range (She et al., 2017). From
various surveys, customers are often most concerned about the longest range of electric vehicles that can be
charged at one time (Degirmenci and Breitner, 2017). . The Tesla model s 60D is fully charged for 333 km and
the Tesla model s 85D is fully charged for 432 km. (Tesla.com, 2015) Tesla is at the forefront of the endurance
of electric vehicles and is close to the endurance of fuel vehicles.
Electric car buyers are also concerned about charging time (Egbue and Long, 2012). Taking the Tesla
model s as an example, if using household electricity, Tesla's charging time is 8 hours, and if it is charged on the
Tesla charging pile, it only takes 75 minutes to fully charge. Therefore, charging time provides another
performance factor for Tesla's purchase.
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In addition, safety and reliability is also one of the influencing factors. The Tesla Model S is the only
one in 2014 that has received the five-star safety certification issued by the European New Car Safety
Association and the US Highway Safety Administration. (Tesla.com, 2015) However, a number of users in
Tesla recently used autopilots to create a car accident, which also caused consumers to doubt Tesla's safety.
In summary, the performance factors associated with Tesla's purchases are driving mileage, charging
time, and safety and reliability issues.

Convenience Factors
Electric vehicles are different from traditional fuel vehicles. For fuel vehicles, because of the use of
fossil fuels, it is not a problem if there is a gas station. But for Tesla, this type of electric car uses a battery pack
to store power, so the number of charging stations and the number of charging stations have become a key factor
affecting convenience (Xu and Zhao, 2010). Currently, Tesla is officially charged. Facility statistics show that
the total construction of Tesla's Super Charger and Destination Charger is growing rapidly. Tesla is actively
building more charging piles in China. China has become Tesla. A country with the largest number of charging
facilities outside the United States. (Tesla.com, 2018)
Unlike traditional fuel vehicle users, electric vehicle users are more likely to focus on convenience
factors (ie, the availability of electric vehicle charging stations in their living or work areas) (Nayum, 2016).
Regarding charging conditions, many surveys have shown that electric vehicles are used if there are charging
facilities at work (Jensen, 2013), at home (Caperello & Kurani, 2012) and at highways (Lane & Potter, 2007).
Like traditional cars, electric vehicles also require a series of after-sales services. However, most of the
electric vehicle companies' after-sales service still uses the original system of traditional cars, or is under
construction. The problems encountered by electric vehicles are rarely properly solved. However Tesla
upgraded its after-sales service. Nowadays Tesla has 16 service centers in China. In 90% of cases, Tesla can
diagnose faults remotely and determine the parts to be repaired. For those who can't solve the above-mentioned
methods and really need maintenance services, Tesla also launched a wider range of mobile engineers on-site
maintenance services in China. (Tesla.com, 2018)
In short, convenience factors used by Tesla include charging infrastructure points, and after-sales
service.

Psychological Factors.
Environmental concern refer to consumer emotional reactions such as anxiety, disgust, and concerns
about environmental concern (Milfont and Gouveia, 2006). Many studies have shown that environmental
concern for car buyers have a positive impact on the intention to purchase electric vehicles (Das et al., 2011).
Customers who are environmentally sensitive and considered to be environmentalists are more likely to use
electric vehicles (Barbarossa et al., 2017). In addition, people who are concerned about environmental issues
and participate in environmental organizations may use electric vehicles (Krishnamurthy & Kriström, 2016).
People with more environmental knowledge and attention tend to be positive about environmental products
(Karatu and Mat, 2014).
The perceived price premium of the product was identified as a key factor in the consumer purchase
decision process (Dodds and Monroe, 1985). Consumers will subjectively assess costs and benefits when
purchasing products. If they think they can get more benefits from the product, they are more likely to buy the
product (Swait and Sweeney, 2000). Functional value has a major impact on the purchase of consumer goods
(Sweeney and Soutar, 2001). Customers who purchase electric vehicles voluntarily pay higher prices than
traditional cars (Kotchen and Moore, 2008) because of the higher total cost of ownership.
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Conceptual Framework
This paper aims to test the effects on four key factors— financial, performance, convenience, and
psychology on the purchase intention of Tesla. We derive our hypotheses as follows:

Figure 1 Conceptual Framework

Research Hypothesis
H1: Financial factors is positive related to the Purchase intention.
H2: Performance factors is positive related to the Purchase intention.
H3: Convenience factors is positive related to the Purchase intention.
H4: Psychological factors is positive related to the Purchase intention.
3. METHODS
3.1 Research Framework
Quantitative Research will be use in collecting data via questionnaires and analysis the data from
statistical, mathematical and numerical view. It emphasizes measure the data in an objective way.
3.2 Process of Research
Step 1: Confirm the study problem, construct conceptual framework and identify the objectives.
Step 2: Design the questionnaire, modify the questionnaire and send it to target sample.
Step 3: Collect the questionnaire.
Step 4: Use the SPSS program to examine the hypotheses.
Step 5: Summarizes the result of research.
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3.3 Research Instrumentation
According to the research framework, the research focused on 6 parts:
Part 1 Demographic: Gender, Age, Education Level, Income, Driver’s license and Car purchase
experience.
Part 2 Financial Factors: Purchase price, usage price and tax incentives.
Part 3 Performance Factors: Driving mileage, charging time, and safety and reliability issues.
Part 4 Convenience Factors: Infrastructure points and after-sales service.
Part 5 Psychological Factors: Price-premium and environmental concern.
Part 6 Purchase intention
3.4 Population
The target population of this research were the people who live in ShangHai and age over 18. Since the
questionnaire contains statistical data such as income and occupation, population segmentation is no longer
performed. In addition, the researcher is ready to find someone who wants to buy a car or change a car.
According to the large database data of the China Business Research Institute, the permanent population of the
city at the end of 2017 was 24,183,300.
3.5 Sample
Yamane (1973) had recommended the formula to calculate the random sample size as below:
n=N/(1+Ne²)
n= Numbers of Sample
N= Population of Sample
e= Probability of error, that is 5% (At 95% confidence level)
According to this formula, the sample size of this research’s calculation process as follow:
N= Proportion of population in this study who live in Shanghai about 24,183,300.
e= 5% (At 95% confidence level)
n=24183300/(1+24183300*0.0025）≈399.99
So the sample will be 400.
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3.6 Research Survey
Factor

Measurement Item

Financial Factors











I am satisfied with the price of Tesla in China.
Manufacturing in China will attract me to buy Tesla.
The lower price will attract me to buy Tesla.
Not refueling will attract me to buy Tesla.
The low maintenance cost will attract me to buy Tesla.
The low cost of use will attract me to buy Tesla.
The free import tax will attract me to buy Tesla.
30,000 yuan tax subsidy will attract me to buy Tesla.
Free purchase tax will attract me to buy Tesla.

Performance
Factors











Tesla have already met my daily car driving distance.
I am satisfied with Tesla's cruising range.
I am satisfied with Tesla's cruising range in cold weather.
Tesla charging time is satisfactory on the super charging pile.
Tesla charging time is satisfactory on the home charging pile.
I am willing to wait longer for Tesla's charging than a fuel car.
I think driving the Tesla can guarantee my safety.
I think there is no risk in the use of Tesla.
I think Tesla's new technology is trustworthy.

Convenience
Factors








I am satisfied with the number of Tesla charging piles.
To charge at home or company attracts me to buy Tesla.
Charging nearby anytime will attract me to buy Tesla.
I am satisfied with the current number of service outlets.
Remote troubleshooting will attract me to buy Tesla.
Personalization will attract me to buy Tesla.

Psychological
Factors

Purchase Intention











A Tesla can bring me a higher social status.
Driving Tesla makes me a sense of accomplishment and pride.
I think Tesla has a high added value.
Tesla’s environmental functionality is generally dependable.
Driving a Tesla can express my environmental concern.
My friends will perceive me as being concerned about the environment if I drive a
Tesla.
Given the chance, I intend to buy a Tesla.
Given the chance, I predict that I should buy a Tesla in the future.
It is likely that I will buy a Tesla in the near future.

Table 1: Questionnaire Construction
3.7 Data Collection
For the purpose to understand the relationship between the financial factors, performance factors,
convenience factors and psychology factors and purchase intention of Tesla. It requires the sample population
have the ability to self-distribution of property. As mention before, the target population of this study is the
people who are interest in purchase a vehicle. At the same time, Tesla is about to build a new super factory in
Shanghai, so we chose Shanghai as a research city.This study intends to select one shopping mall which
contains a Tesla shop in Shanghai as representatives to collect data from the survey participants. With
permission, the surveyors will conduct the questionnaire survey near the gate of Tesla stores. Because the
people who visit the Tesla store are either going to buy a car or interested in cars and new technologies related
to Tesla. Therefore, the questionnaire was sent closer to the target sample at that place. The method is to
conduct a questionnaire survey on the participants in the auto show in a face-to-face manner randomly. The
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survey was conducted by scanning the QR code or writing the questionnaire on paper. The investigation time
was about 30 days.

3.8 Data Analysis
Descriptive Statistics
It provides the simple summaries of the sample to explain the basic features of the data in the study,
such as the frequency and percentage. In this research, we will use it to measure of demographic questionnaire.
Inferential Statistics
It will use the inferential statistics to examine the hypothesis via multiple regression analysis, it can test
whether the financial factors, performance factors, convenience factors and psychology factors have the positive
relationship with purchase intention of Tesla.

4. RESULTS
4.1 Reliability Test
A pre-test was carried out before conducing the analysis with 30 people in Shanghai for verifying the
reliability measurements. This study uses the Cronbach’s alpha as a tool to test the reliability of the
questionnaire. According to the research of the Nunnally & Berstein (1994), it’s considered to be reliable and
acceptable if the scores of Cronbach’s alpha were greater than 0.7, and the result of reliability test as below:
Variable
Financial Factors
Performance Factors
Convenience Factors
Psychological Factors
Purchase Intention

No. of Item
9
9
6
6
3
Table 2: Cronbach’s Alpha

Cronbach’s
Alpha
0.924
0.938
0.919
0.914
0.819

It’s obvious to find that all of the variable’s Cronbach’s Alpha are greater than 0.7, so this
questionnaire is believed in reliability.
4.2 Demographic Results
Demographic

Frequency

Percentage

Gender
Male
Female

235
165

58.8%
41.3%

Age
18-30
31-40
41-50
51 or above

114
164
68
54

28.5%
41.0%
17.0%
13.5%

Education level
Below Bachelor degree

141

35.3%

222

ICMSIT 2019: 6th International Conference on Management Science, Innovation, and Technology 2019
Faculty of Management Science, Suan Sunandha Rajabhat University (http://www.icmsit.ssru.ac.th)
Bachelor degree
Master degree
Doctor degree or above

195
43
21

48.8%
10.8%
5.3%

Income
10000 or lower
10001-20000
20001-30000
30001 or above

131
191
40
38

32.8%
47.8%
10.0%
9.5%

Have driving license
Yes
No

364
36

91.0%
9.0%

Car purchase experience
Yes
No

303
97

75.8%
24.2%

Table 3: Demographic Results
This study was proposed to test whether there is a relationship between the financial factors,
performance factors, convenience factors, psychological factors and purchase intention of Tesla in ShangHai.
And the survey focus on the people who are interested in Tesla. Finally, 400 valid questionnaires were selected
for analysis. The main respondents are young people under the age of 40 (69.5%) with bachelor education level
or below (84.1%). Most respondents have a monthly salary of less than 20,000 RMB (80.6%). The vast majority
of respondents have driver's licenses (91%), and most of the respondents' families have had the experience of
buying a car (75.8%).
4.3 Result from Multiple Regression Analysis

(Constant)
Financial Factors
Performance
Factors
Convenience
Factors
Psychological
Factors

B

Std.
Error

Standar
d Beta

0.103
0.360
0.303
0.136
0.166

0.067
0.076
0.079
0.068
0.066

0.356
0.301
0.135
0.162

t

Sig.

1.541
4.750
3.848
1.991
2.500

0.124
0.000
0.000
0.047
0.013

a. Dependent Variable: Purchase Intention
b. R=0.860, R²=0.740, Adjusted R²=0.737

Table 4: Summary of Regression Analysis
The equation of multiple linear regressions is: Y=β0+β1X1+β2X2+……βpXp. this study uses the
purchase intention as the dependent variable, the financial factors, performance factors, convenience factors, and
psychological factors as independent variables, therefore the purchase intention is Y, the financial factors,
performance factors, convenience factors, and psychological factors are the X1, X2, X3, X4, the relationship
between them are written as below:
Y=0.103+0.360X1+0.303X2+0.136X3+0.166X4
Purchase intention = 0.103 + 0.360 Financial Factors + 0.303 Performance Factors + 0.136
Convenience Factors + 0.166 Psychological Factors.
The result showed that there are 73.7% (R²=0.737) of variance in dependent variable (purchase
intention) which can be explained by four independent variables (financial factors, performance factors,
convenience factors, and psychological factors).
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4.4 Hypothesis Result
Item

Result

H1

Financial factors is positive related to the Purchase intention.

Accepted

H2

Performance factors is positive related to the Purchase intention.

Accepted

H3

Convenience factors is positive related to the Purchase intention.

Accepted

H4

Psychological factors is positive related to the Purchase intention.

Accepted

Table 5: Hypothesis Result
The result revealed that financial factors (p-value=0.000), performance factors (p-value=0.000)
convenience factors (p-value=0.047) and psychological factors (p-value=0.013) were related to the purchase
intention, because the p-value of these three independent variables were all less than 0.05, the hypothesis 1,
hypothesis 2, hypothesis 3, hypothesis 4 were accepted. Furthermore, the financial factors (β=0.360) and the
performance factors (β=0.303) were considered the relationship between financial factors, performance factors
and purchase intention were relative high.
5. CONCLUSIONS AND DISCUSSIONS
The findings of this study provide a reference for scholars to study the purchase intention of Tesla and
electric vehicles, and also provide a reference for Tesla's factors affecting consumers' purchase intention. This
will allow Tesla to better understand consumers and increase their competitiveness in the automotive market. In
addition, according to the results of this study, the main contribution lies in the hypothesis of this study,
financial factors, performance factors, convenience factors and psychological factors have an impact on the
purchase intention of Tesla, and among them, financial factors and performance factors for Tesla’s purchase
intention has a greater impact, which allows Tesla to believe that the adjustment of the car's price and the
enhancement of its performance will make consumers more interested in buying Tesla, lowering the price in the
future, and launching it for more low-priced models, and the ability to improve the car's endurance, adding new
technologies that appeal to consumers' attention is even more important for Tesla, which will make Tesla sell
better in China.
First, it can be seen from the research that financial factors will affect the intention of consumers to
purchase Tesla, so Tesla should promote the consumption of Tesla vehicles at the right time to stimulate
consumption, from the results of the survey, most of the investigators are under the age of 40, and more than
80% of the investigators have a monthly salary of less than 20,000 yuan, while Tesla's current lowest price is
about 400,000 yuan. With the loan program, Tesla's monthly supply is also around 7,000 yuan (30% down
payment, 48 months period), which is beyond the purchasing power of most consumers, so most investigators
regard Tesla as an option for future purchase. So Tesla can provide young people with better purchasing options,
such as lowering the interest rate on loans.
Second, the performance factor also has an impact on consumers' willingness to purchase Tesla. The
charging time of electric vehicles will be much higher than that of fuel vehicles. Researching faster charging
battery charging technology, using larger capacity batteries to reduce the charging time and increase the
capacity of the car battery will make Tesla a better choice. In terms of safety, Tesla has a good reputation among
consumers and the media. This will also become an important factor for consumers to choose Tesla, Tesla can
use security as an important propaganda point. In addition, the focus of research in the automotive industry is on
autonomous driving, if there is a breakthrough in the research of autonomous driving technology, this will also
make consumers more interested in purchasing Tesla.
Third, convenience factors will also affect consumers' willingness to purchase. At present, electric
vehicles are in the stage of development in China. The increase in the number of charging piles is far less than
the increase in electric vehicles. In addition, ordinary charging piles take more than two hours to charge, and
Tesla's unique super charging pile can be fully charged in half an hour, while super charging piles can only be
used for Tesla cars. Therefore, increasing the number of super-charged piles, especially the number of supercharged piles of high-dense populations, can occupy market share, allowing consumers to think that choosing
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Tesla can get faster charging time and more charging location options. The same is true for after-sales outlets. If
Tesla's after-sales outlets can be as much as the 4s stores of the car, it will make consumers feel more
convenient. There are not so many obstacles to purchasing Tesla.
Finally, psychological factors also affect consumers' purchase of Tesla. Some people buy Tesla to show
their high social status, while Tesla needs to sell some low-priced models for profit, Tesla can launch a limitededition model that works with other brands to keep the brand more positioned while maintaining profitability. In
addition, the electric car itself is a symbol of environmental protection, and Tesla often puts forward its
contribution to the environment. If there is more specific behavior, it will make consumers more engaged. For
example, every time a consumer buys a Tesla car, Tesla will plant a tree belonging to the buyer's name in the
desert area.
This study only discussed the impact of financial factors, performance factors, convenience factors and
psychological factors on Tesla's purchase intention, and there are many factors influencing Tesla's purchase
intention, such as corporate image, service quality, etc., the sub-factors of each factor are not all covered, too.
such as psychological factors also include perceived quality, perceived value, etc., some of which can be
considered in future research.
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ABSTRACT

With the modernization of the times, China's aging has become more and more serious. Although the
second-child policy has been opened, most families still have only one-child or even Dink families. Therefore,
the increase in lonely people has led to a sharp increase in the pet industry. The annual growth rate is not less
than 15%. In China the pet market reached 154.5 billion yuan in 2015. This IS will study 4Ps, service quality
and customer satisfaction on LP pet stores.
The target group for this study is the customer of the LP pet store in Beijing. Questionnaire Star
Network is used to publish questionnaires and can be quickly delivered to a large number of participants. The
number of survey samples was 479. SPSS (Statistical Product and Service Solutions) software was used to study
the analytical data. The conclusion is that 4Ps and quality of service have a significant impact on customer
satisfaction. Finally, this paper proposes five suggestions for improving the customer satisfaction of LP pet
stores: 1. Improve product quality. 2. Improve service quality. 3. Increase the number of stores. 4. Reduce
prices. 5. Improve customer satisfaction.

Keywords: 4Ps, service quality, customer satisfaction

1. INTRODUCTION
In China the pet market reached 154.5 billion yuan in 2015. (HKTDC, 2017). Various types of pet
stores open or close down every year, but LP chain pet stores break through and become one of the largest chain
pet stores in China.
The LP Pet Chain Stores is a brand of Beijing LP Technology Co., Ltd., which is a leader in China's pet
products and pet service providers. Its pet industry includes LP Pet Chain Stores, BA Pet Hospital, ChinaPet,
Cats, China. Purebred-Dog Club. LP chain pet stores are mainly carried out through the form of franchise stores
launched by LP Technology Co., Ltd. LP chain pet stores offer seven major service items: 1. Pet food
&supplies. 2. Pet bath &beauty. 3. Pet foster care. 4. Pet training. 5. Pet sales. 6. Pet public welfare activities
and adoption. 7. Pet photography.
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At present, Beijing is the main business area of LP chain pet stores, the service population reaches 5
million, initially in the form of direct-operated stores, and later increased the franchise store business model due
to cost and other reasons, and gradually became the main growth of its market. Sources, while reducing costs,
have expanded the scope of operations in other cities. Offline e-commerce service mode, LP flagship store in
Taobao, T-mall, JingDong, Amazon and other sites has become the largest domestic pet online store, has grown
rapidly in recent years, ranking first in the industry. (LP Web, 2018).

1.1 Research objectives
1.
2.
3.
4.

To study the importance of 4Ps on LP Pet Stores.
To study the importance of service quality on LP Pet Stores.
To study the impact of 4Ps on customer satisfaction of LP Pet Stores.
To study the impact of service quality on customer satisfaction of LP Pet Stores.

1.2 Research questions
1.
2.
3.
4.

What is the importance of 4Ps on LP Pet Stores?
What is the importance of service quality on LP Pet Stores?
What is the impact of 4Ps on customer satisfaction of LP Pet Stores?
What is the impact of service quality on customer satisfaction of LP Pet Stores?

Significance of research
At present, the research report of 4Ps and service quality of the Chinese pet market is insufficient, and
it is impossible to provide sufficient help to relevant practitioners or those who want to enter this market in the
future. This study attempts to fill in this research gap by investigating customer demand for pet stores. The
results of this study will help LP pet stores understand the overall level of customer satisfaction.
This research can lead Chinese potential companies who want to enter the pet industry understand the
current pet market status and pet market demand. With this research, LP pet store can understand their
customer's current needs and expectations for the future. LP Pet Store should find the key factors affecting
customer satisfaction and develop an effective customer satisfaction strategy.

2. LITERATURE REVIEW
2.1 Theory and research
Customer Satisfaction
Customer satisfaction is a scientific concept put forward by American consumer psychologists in 1986.
He was originally a general term for consumer psychological satisfaction, which meant a defining dimension of
demand satisfaction.
When the customer's needs are met, the customer will receive positive emotional feedback, which
becomes satisfactory. When customers experience negative emotional feedback, it becomes unsatisfactory.
Customer satisfaction is the quantitative data of customer satisfaction. Feedback is the level of customer
satisfaction. The goal is to quantify customer satisfaction and as a business indicator, establish a business
structure that can lead industry service standards. (Vonderembse, Mark. A.,2003)
In recent years, customer satisfaction has shifted from transaction marketing to relationship marketing.
(Gronroos, 1994). Customer relationship is the core of relationship marketing, and the goal is repurchase
intention. (Laura, 2013). Oh (2000) said that perceived quality, customer satisfaction and repurchase intention
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were positively correlated. The relationship between customer satisfaction and customer repurchase intention is
direct and positive, and supported by various product or service research. (Phillip et al., 2003).
Satisfaction is a general assessment of consumer experience so far. Understanding customer
satisfaction can improve customer loyalty. Therefore, the profit growth of the organization is an important
parameter to describe the difference between the company and the economic sector. Satisfaction is directly
related to perceived performance and expectations of organizational consumers. If performance does not meet
expectations, customers will not be satisfied; if performance meets expectations, customers will be satisfied.
Finally, if the performance exceeds expectations, the customer will be happy or very satisfied. (KOTLER,
2005).
Rocha and Chistensen (1999) mention that consumer satisfaction is a strategy for companies to achieve
their goals and keep in line with buyers. In terms of connection, this is the only way to compete in the market
for a long time. Satisfaction has a relative characteristic, that is, its evaluation is based on the comparison of
expectation and performance, the comparison of customer's subjective experience and reference standard
analysis. (Oliver, 1980).
Service Quality
Quality of service is the definition of the term service. Du Plessis and Rousseau (2003) define services
as “individually identifiable, essentially intangible activities that provide satisfaction and are not necessarily
related to the sale of products or other services”. Good service quality can increase the company's image, so the
company should measure whether the service can satisfy the customer.
Function model Service quality (S) = Service performance (P) Customer Expectation (E). If the results
are positive, the quality of service will be well evaluated and customer satisfaction will be achieved. Conversely,
if the result is negative, the quality of service rating is poor. This means that customer satisfaction has not yet
been reached.( Mohammad, 2015)
Marketing Mix
Marketing is to provide goods, services and concepts to meet customer needs. Marketing mix is a series
of actions that a company sells in the market, which can be used to make long-term and short-term plans for a
company. (Palmer, 2004). In addition, 4P is not enough to represent the marketing aspects related to customer
needs in service business. Booms and Bitner (1981) added 3Ps into the marketing mix. The others 3Ps are:
participants/people, physical evidence. and processes. By using these 7Ps, the company can provide services
that affect customer satisfaction. (Giovanis, 2013).
Product: Armstrong and Kotler (2006) defined products refer to anything that can provide market
attention, access, use or consumption, it can meet the needs and needs of customers. If the product is a service, it
mainly consists of two parts. First is the core service is only a company's core interests. Second is the service
level, such as the designated delivery service. (Hirankitti, Mechinda, & Manjing, 2009).
Price: It is the total value that consumers exchange in order to use products or services. (Kotler,
Armstrong, Wong, & Saunders, 2008). Price is considered an important point in measuring repurchase intention.
(Oh, 2000). Different short-term selling strategies are used to increase sales. (Yoo, Donthu, & Lee, 2000). It
represents the price a customer pays for a service or product at a certain price. It is determined by various
factors, such as material cost, market share, product identification, labor force and indirect costs. (Bums and
Bitner, 1981). It may change with the market. The most important measure of repurchase intention is price.
(Parasuraman and Grewal, 2000).
Place: It is operationally defined as a sales and support service point, which can provide convenience
for customers. According to Bums and Bitner (1981), where a place needs service, then there will be products
for sale, distribution or supply to customers.
Promotion: In a broader sense, this is “communication.” Companies communicate their value to
customers. Promotion activities include sales communication, advertising, personal sales and public relations.
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(Borden, 1984). The purpose of advertising is to build brand awareness and reputation and encourage consumers
to buy their brands. (Aaker,1991). Promotion refers to discounts, advertising, public relations, personal sales and
direct marketing. (Borden, 1984).
2.2 Research hypothesis
H1: Product has an effect on the Customer Satisfaction of LP Pet Store.
H2: Price has an effect on the Customer Satisfaction of LP Pet Store.
H3: Place has an effect on the Customer Satisfaction of LP Pet Store.
H4: Promotion has an effect on the Customer Satisfaction of LP Pet Store.
H5: Reliability has an effect on the Customer Satisfaction of LP Pet Store.
H6: Assurance has an effect on the Customer Satisfaction of LP Pet Store.
H7: Tangibles has an effect on the Customer Satisfaction of LP Pet Store.
H8: Empathy has an effect on the Customer Satisfaction of LP Pet Store.
H9: Responsiveness has an effect on the Customer Satisfaction of LP Pet Store.
2.3 Framework

Figures 1 Framework
3. RESEARCH TECHNIQUE
3.1 Research Design
Quantitative research is used to analyze the data through polls, questionnaires, and surveys. To obtain
results, using statistical, mathematical, and digital views for data analysis. The data is measured in an objective
manner.
The target population of this research were the people who live in Beijing. According to the large
database data of the China Business Research Institute at the end of 2017, the permanent population of the city
was 21710000.
LP chain pet stores have a population of 5 million in the main business district of Beijing. The
population of the questionnaire will 400 people randomly select from the LP pet consumers. And the area will
be in Beijing, the main business area of LP chain pet stores.
Yamane (1973) had recommended the formula to calculate the random sample size as below:
n=N/(1+Ne²)
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n= Numbers of Sample
N= Population of Sample
e= Probability of error, that is 5% (At 95% confidence level)
According to this formula, the sample size of this research’s calculation process as follow:
N= Proportion of population in this study who live in Beijing about 21,710,000.
e= 5% (At 95% confidence level)
n= 21,710,000 /(1+ 21,710,000*0.0025）≈399.99
So the sample will be 400.

3.2 Research Tool
The study will be done using the questionnaire survey in both Chinese and English. The questionnaire
focused on the people who is the member of LP pet stores live in Beijing. Beijing is an international city, the
customers will be not only Chinese but also foreigners, so that’s why using both languages for the questionnaire.
Gronroos (1982) customer service quality does not depend on technical quality and functional quality, but on the
difference between the quality expected by the customer and the quality experienced. Parasuraman (1985)
proposed a service quality gap model. The analysis concluded that there are five gaps in the service industry.
The gap five is the function of gap one to gap four. There is a gap between the customer's expectation of service
and the perceived service.

3.3 Research Survey
This questionnaire will be organized within 11 parts on how do 4Ps and service quality of LP pet store
effect customer satisfaction.
Part Questions Categories
1
Demographic
2
Product satisfaction
3
Price satisfaction
4
Place satisfaction
5 Promotion satisfaction

Questionnaires Items
6
Reliability
6
7
Assurance
3
8
Tangibles
3
9
Empathy
3
10
Responsiveness
3
11 Customer satisfaction
Table 3.3 Part of Questionnaire

3
3
3
3
3
3

3.4 Data Collection
The most important communication in China is through WeChat, basically every merchant will
establish its own WeChat customer group. LP pet stores also have their own WeChat customer groups in each
store. Beijing is the main business city of LP pet stores. This questionnaire will be distributed in the form of an
electronic questionnaire in the WeChat customer group of Beijing LP Pet Store. The customer will fill out and
randomly collect 400 valid data to complete the collection. There will be a link with the questionnaire send into
WeChat customer group of Beijing LP Pet Store, and the customers will click the link to fill out all the answers.

3.5 Data Analysis
Data analysis was performed using descriptive statistics and inferential statistics. Provide a brief
summary of the sample to explain the basic characteristics of the data in the study.Descriptive statistics are used
to study objective phenomenon data. Use the inferential statistics to summary the random sample quantity
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feature information to judge the whole quantitative characteristics. After the investigation, the data was analyzed
using SPSS software. Some statistical tools, multiple regression statistics, reliability tests, and collinear statistics
are used to analyze and interpret data. Regression statistics are used to find the relationship between independent
variables and dependent variables. A reliability test is applied to measure internal consistency between
measurement sets.
RESULTS
4.1 Reliability Analysis
According to the research of the Nunnally & Berstein (1994), it’s considered to be reliable and
acceptable if the scores of Cronbach’s alpha were greater than 0.7, and the result of reliability test as below:

Variable
Product
Place
Price
Promotion
Reliability
Assurance
Tangibles
Empathy
Responsiveness
Customer Satisfaction

No. of item
3
3
3
3
3
3
3
3
3
3
Table 4.1 Reliability statistics

Cronbach’s Alpha
0.860
0.861
0.847
0.856
0.865
0.875
0.865
0.859
0.842
0.866

As the Table 4.1 showed, the reliability test of the questionnaire, all the number of Cronbach’s Alpha is
greater than 0.7, so the result is reliable.

4.2 Descriptive analysis
In January and February of 2019, the questionnaire was sent in the LP customer WeChat group. Total
of 479 responses were received, and 44 invalid questionnaires were selected. 400 of the valid questionnaires
were selected for analysis.
Demographic
Gender
Male
Female

Age
< 20
20-30
31-40
41-50
51-60
>60
Income
Below 3000
3000-6000
6001-9000
9001-12000
Above 12000

Frequency

Percentage

188
212

47
53

44
176
68
68
36
8

11
44
17
17
9
2

28
126
144
60
42

7
31.5
36
15
10.5

Demographic
Education
High school and below
Junior College
Bachelor
Master and above
Number of pets
1-2
3-4
5-6
>6

Spend
<100
100-500
501-1000
1001-1500
>1500

232

Frequency

Percentage

38
100
206
56

9.5
25
51.5
14

318
42
18
22

79.5
10.5
4.5
5.5

112
134
60
74
20

28
33.5
15
18.5
5
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*The maximum value of all results is bold and colored.
Table 4.2 Result of Demographic
3.6 Hypothesis Testing
Model
(Constant)
Product
Place
Price
Promotion
*R square 0.816

B
.036
.335
.275
.153
.226

Std. Error
.095
.046
.051
.049
.054

Beta
.326
.262
.151
.220

t
.377
7.205
5.354
3.119
4.187

Sig.
.707
.000
.000
.002
.000

Table 4.3.1 Coefficients of 4Ps
The result revealed that the Product (p-value=0.000), Place (p-value=0.000), Price (p-value=0.002) and
Promotion (p-value=0.000) were related to the Customer satisfaction, because the p-value of these four
independent variables were all less than 0.05. So the hypothesis 1, hypothesis 2, hypothesis 3 and hypothesis 4
were accepted.

Model
(Constant)
Reliability
Assurance
Tangible
Empathy
Responsiveness
* R square 0.838

B
-.242
.362
.197
.208
.148
.138

Std. Error
.112
.045
.047
.044
.043
.026

Beta
.360
.200
.208
.144
.118

t
-2.162
8.046
4.157
4.721
3.400
5.222

Sig.
.031
.000
.000
.000
.001
.000

Table 4.3.2 Coefficients of Service Quality
The result revealed that the Reliability (p-value=0.000), Assurance (p-value=0.000), Tangible (p-value=0.000),
Empathy (p-value=0.001), and Responsiveness (p-value=0.000) were related to the Customer satisfaction,
because the p-value of these six independent variables were all less than 0.05. So the hypothesis 5, hypothesis 6,
hypothesis 7, hypothesis 8, hypothesis 9 were accepted.
3.7 Hypothesis summary
The result of H1 (Product has an effect on the Customer Satisfaction of LP Pet Store.) is supported.
The result of H2 (Price has an effect on the Customer Satisfaction of LP Pet Store.) is supported.
The result of H3 (Place has an effect on the Customer Satisfaction of LP Pet Store.) is supported.
The result of H4 (Promotion has an effect on the Customer Satisfaction of LP Pet Store.) is supported.
The result of H5 (Reliability has an effect on the Customer Satisfaction of LP Pet Store.) is supported.
The result of H6 (Assurance has an effect on the Customer Satisfaction of LP Pet Store.) is supported.
The result of H7 (Tangibles has an effect on the Customer Satisfaction of LP Pet Store.) is supported.
The result of H8 (Empathy has an effect on the Customer Satisfaction of LP Pet Store.) is supported.
The result of H9 (Responsiveness has an effect on the Customer Satisfaction of LP Pet Store.) is supported.
4. CONCLUSION AND DISCUSSION
According to the results from Chapter 4, the items of hypothesis 1,2,3 and 4 for 4Ps ( Product, Place,
Price and Promotion) are valid. The 4Ps are positive related to customer satisfaction. It is coincide well with the
previous research, such as McCarthy, Jerome E. (1960) , Farris, Paul W.; Neil T. Bendle; Phillip E. Pfeifer;
David J. Reibstein (2010), Bums and Bitner (1981), Armstrong and Kotler (2006). They all pointed out that the
4Ps are positive influenced the customer satisfaction. The survey also showed the product, place, price and
promotion are positive influenced the customer satisfaction of LP pet stores.
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According to the results from Chapter 4, the items of hypothesis 5,6,7,8 and 9 for Service quality
(Reliability, Assurance, Tangible, Empathy and Responsiveness )are valid. The service quality are positive
related to customer satisfaction. It is coincide well with the previous research, such as Lewis and Booms (1983),
Parasuraman, A, Ziethaml, V. and Berry, L.L.,( 1988), Mohammad, (2015). They all pointed out that the service
quality is positive influenced the customer satisfaction.
The analysis on Chapter 4 showed that the percentage of female customers ( 53%) are a little bit higher
than the male customers (47%). The majority of customers are from the group 20-30 years old (44%), the group
of income range 6001-9000 (36%), education level of Bachelor’s degree (51.5%), owned 1-2 pets (79.5%) and
spend 100-500 every month for pets (33.5%).
Based on the result of 400 questionnaires from the customers of LP pet stores, the stores should focus
on how to keep those most customers with these characteristic and how to attract those customers without these
characteristic.
Based on the result about the product questions, the agreement level of “I think the pet clothing is
fashion.” (mean = 3.81), it is the lowest recognition among the three questions about the product. LP pet stores
should pay more attention on the pet clothing, have their own designer to design more fashionable clothing for
pets. Make products have better quality. Diversify the variety of products.
Based on the result about the place questions, the agreement level of “I think the location is
convenient.” (mean = 3.94), it is the lowest recognition among the three questions about the place. LP pet stores
should open more stores with better location such as closer to the subways. Let the store's logo become more
obvious.
Based on the result about the price questions, the agreement level of “I think the price of the goods is
reasonable.” (mean = 3.89), it is the lowest recognition among the three questions about the price. LP pet stores
should lower their price so that customers will purchase more products. The store should keep its price in sync
with the price of the online store.
Based on the result about the promotion questions, the agreement level of “Memberships have
discounts.” (mean = 3.80), it is the lowest recognition among the three questions about the promotion. LP pet
stores should have more promotion for their memberships, such as memberships’ day, have some big discount
for memberships only.
Based on the result about the reliability questions, the agreement level of “I can safely give my pet to
the clerk.” (mean = 3.85), it is the lowest recognition among the three questions about the reliability. LP pet
stores should focus on the safety issues for customers’ pet. Have more protection and CCTVs. The store should
allow customers to see their pets at any time.
Based on the result about the assurance questions, the agreement level of “I don't have to worry about
my pet being in danger.” (mean = 3.82), it is the lowest recognition among the three questions about the
assurance. LP pet stores should focus on the protection of the pets, such as separate every pet in different area or
cages while showering or cutting.
Based on the result about the tangible questions, the agreement level of “I think the staff is neat and
tidy.” (mean = 3.87), it is the lowest recognition among the three questions about the tangible. LP pet stores
should focus on the outlooking of their staffs, such as clean the hair of the pets falling on the clothing of their
staffs more often. Have the same uniforms and wear hats.
Based on the result about the empathy questions, the agreement level of “I think the proposal is quickly
accepted.)” (mean = 3.80), it is the lowest recognition among the three questions about the empathy. LP pet
stores should take more serious on the consumers’ proposal, and make quicker response. The store should
provide better attention to customers and fully satisfy the various needs of customers. Follow the principle that
customers are the God.
Based on the result about the responsiveness questions, the agreement level of “Before the transaction
occurs, let me know the pros and cons of the business and the scope of use.” (mean = 4.16), it is the lowest
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recognition among the three questions about the responsiveness. LP pet stores should give more information to
the customers about their products. Let the staffs introduce the product with more details.
This research focus on the 4Ps and service quality on customer satisfaction. There will be more factors
that will effect customer satisfaction like customer behavior, brand image, marketing strategy and so on. Also,
this research only include Beijing’s LP pet stores customers, but there are more customers from other cities. For
the further research, there will be more survey on other reasons that effect customer satisfaction of other pet
stores or the pet marketing in more cities or other country. This study has made some constructive explorations
on the relationship between 4Ps, service quality and customer satisfaction. Although some research
achievements have been made, it is difficult to avoid the limitations of theoretical level, research ability and
available resources.
Due to the limited research time, there are still many deficiencies in this study. The samples in this
study were collected through the network, and the sampling method was random, which was not particularly
comprehensive.
Therefore, further research should have better support in theory and theoretical model. Research on
customer satisfaction can be subdivided.
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The influences of 7Ps marketing mix on
purchase intention of Chinese tourist
consumers: Case study of L'Oreal Paris in
King Power Duty Free Shop (Rangnum Rd.)
Bangkok
Miao Xin 1
Dr.Jaratchwahn Jantarat 2

ABSTRACT
In recent years, the Thailand tourism fever of Chinese tourists has brought great business opportunities
to Thailand's tourism shopping industry.In order to better enhance the marketing capabilities of Thai enterprises
and understand the service evaluation and expectations of Chinese tourists to Thailand's tourism and shopping
industry,Therefore, the purchase intention of Chinese tourists who are shopping at Bangkok's King Power dutyfree store（Rangnum Rd.） is chosen as a dependent variable.From the L'Oreal Paris brand's
Product,Price,place, promotion,People,physical presentation, and Process marketing strategy analysis to carry
on the explanation.
The number of samples investigated in this paper is 385. The regression analysis of Statistics Analysis
shows that the factors that have significant influence on Chinese tourists' purchase intention are
Product,Price,Place,Promotion,Physical presentation.
Therefore, King Power duty-free stores should improve the quality of cosmetic packaging, support
more payment methods, or open a special L'Oreal Paris brand cashier area; The online sales platform of King
Power duty free stores should provide more comprehensive product options, develop the ability of purchasing
guides to provide reasonable recommendations to customers, and King Power duty free stores should provide
free customer rest area services and so on
.
Keywords: purchase intention; Marketing Strategy; 7Ps Theory; influential factors
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INTRODUCTION
According to statistics from duty-free shops in Bangkok, 45 percent of customers are from China, 45
percent are Thai locals, and the remaining 10 percent are from Japan, South Korea and Indonesia.
(http//www.pinyosan.com, 2015). At Bangkok's largest duty-free store King Power(Rangnum Rd.) "dozens of
tour buses bring Chinese tourists to shop every day, and when Chinese tourists come, cosmetics and fashion
bags are sold out" (People's Daily; on February 22, 2013).The iconic place for Chinese tourists to visit Thailand
for shopping is the King Power duty free store.Thailand King Power duty free shop belongs to Thailand King
Power international group, founded in 1989, has duty free shop franchise, gathered many world fashion hot
selling brands, shopping space elegant and comfortable, for business travelers to provide duty-free goods
purchase and service, Goods purchased in urban or online duty free stores can be collected at the airport before
the guest leaves Thailand or directly at the international airport where the duty free shop is available.
The main product purchased by Chinese tourists at the KING POWER duty-free store in Thailand is
the L'Oreal Paris brand . L'Oreal Paris is one of the leading brands of L'Oreal Group.L'Oreal Paris at a
reasonable and popular price, to provide high-quality and effective beauty products "Luxury Made Accessible",
become an excellent brand in the mass consumer market. With the precise positioning of "palpable luxury", the
launch of a large number of new products each year in the context of strong product research and development,
as well as a comprehensive promotion strategy, emphasizing the "first-hand experience", L'Oreal Paris has
maintained outstanding results in Thailand, It has also become a must-buy brand for many Chinese tourists to
Thailand.(Zeng Shasha,2013)
Research objectives
Analysis of influencing factors of Chinese tourists' purchase intention in King Power duty-free shops
Analysis of the influence of 7Ps Marketing Strategy of L'Oreal Paris on the purchase intention of
Chinese tourists at King Power duty-free shops
To put forward reasonable marketing strategies and suggestions for King Power duty-free shops to
increase the revenue of King Power duty-free stores in Thailand and better meet the shopping needs of Chinese
tourists.
Significance of the research
Through the King Power (Rangnum Rd.) in Bangkok The analysis of L'Oreal Paris 7Ps marketing mix
of duty-free stores enables King Power duty-free stores to organize various business activities in a planned way,
through coordinated 7Ps marketing mix . Make a profit by providing satisfactory goods and services to Chinese
tourists.
Through the King Power (Rangnum Rd.) in Bangkok The study on the purchase intention of the
Chinese tourists shopping in duty-free shops can better understand the purchase psychology of Chinese tourists
and guide them to purchase goods to better meet the needs of Chinese tourists.
It explores the influence of L'Oreal Paris 7Ps marketing combination on the purchasing decision of
Chinese tourist consumers, so as to formulate more perfect marketing strategies to meet the needs of Chinese
tourists and realize the profits of duty-free shops. Therefore, it is necessary to study the impact of 7Ps marketing
mix on the purchasing decision of Chinese tourism consumers.
Research questions
What are the factors influencing the purchase intention of Chinese tourists at King Power duty-free
shops
What is the impact of L'Oreal 's 7Ps marketing strategy at king power duty-free shop on the purchase
intentions of Chinese tourists at King Power's duty-free shop?
What are the reasonable marketing strategies and suggestions for King Power duty-free stores?
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Literature Review
Theory and related research
Tourism Marketing Strategy based on 7Ps Marketing Theory
In 1960, McCarthy put forward the 4P marketing combination theory, that is, Product, Price, Placing
and Promotion, emphasizes that enterprises should apply the above four controllable factors correctly in order to
give full play to the overall marketing effect of enterprises （Waltervan Waterschollt, Christophe Vanden Bulte.
1992）.The 4 P marketing combination theory is a great breakthrough in marketing theory.After the
development of 4P marketing theory for 20 years, the marketers Booms and Bitmer(1981) modify and expand it
to form a service marketing mix consiting of seven elements:Product,Price,Promotion,Place,People,Physical
presentation and Process, Abbreviated 7p（ Booms B. H., Bimer M. J.1981）.On the basis of the original 4P
theory, the 7P marketing theory increases the Physical presentation and Process, which makes the marketing
mix model more comprehensive and dynamic.
First, the tourism marketing product strategy.The product strategies of tourism marketing include: deep
development, integration of tourist destination resources; highlighting the characteristics of tourist destination,
creating high-quality routes; designing different line products for different tourist sources; vigorously
developing characteristic tourism commodities and services. （Rushton A., Oxley J., Croucher P.2010）
Second, tourism marketing pricing strategy. The price of tourism market is determined by the
changeable relationship of supply and demand, which leads to the comprehensive consideration of various
factors and the timely use of various pricing strategies when pricing tourism products. Tourism marketing
pricing strategy can be divided into new product pricing strategy, differential pricing strategy and discount
pricing strategy.
Third, tourism market product sales channel strategy. The marketing channel of tourism market is the
combination of independent links between the managers of tourism products and services and tourists. The
marketing channel strategy of the tourism market includes choosing the selling point of the tourist products,
maintaining the intermediary relationship with the sales of the tourist products, maintaining the sustainable
purchasing power of the tourist products, and so on.
Forth,Tourism market product promotion strategy. In tourism marketing, tourism managers need to
make rational use of "advertising, sales promotion, and personnel sales", in order to improve the speed of
operation and development of the tourism market. (Zhao Xiping. 2011).
Fifth, people are important factors in providing services and delivering them to customers in a
continuous, acceptable form. Service is the process of providing non-physical labor. The consumer is also
through the service which the enterprise employee provides to evaluate its good or bad.
Sixth, the provision of customer service. The provision of customer service can make marketing
behavior and service more convenient. When a consumer experiences a service, it is largely influenced by the
facilities he sees and other facilities he does not see that play a key role in providing the service.
Finally, process management ensures the availability and stable quality of services when they are
produced and delivered simultaneously. Without good process management, it is extremely difficult to balance
the demand for services with the supply of services. Services cannot be stored, so solutions to peak demand
must be found and ways to maximize the needs of different customers at different levels are sought.
The relevant Theory of purchase intention
The concept of purchase intention
Purchase intention refers to the tendency of consumers to buy goods,The probability that consumers are
willing to take specific actions.. An indication of a consumer's actual shopping behavior. It is usually measured
by the speed, direction, and size of a consumer's possible purchase of a commodity over a period of time.(Lin
Chongde，2003）Mullet believes that the consumer's attitude towards a product or brand, coupled with the role
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of external factors, constitutes the consumer's intention to buy, which can be regarded as a subjective tendency
for consumers to choose a particular product. Dodds and other researchers think that purchase intention refers to
the subjective probability or possibility of consumers buying a particular product, and some scholars think that
purchase intention is the purchase plan of consumers for a particular product. Han Rui, TianZhilong, a Chinese
scholar, thinks that buying intention refers to the possibility of consumers buying the product, while Zhu
Zhixian thinks that buying intention is that consumers buy something suitable for themselves. The need for the
psychological adviser of the commodity, is the performance of consumer psychology, is the prelude to buying
behavior.(Lin Chongde，2003）

Research on the influence of 7Ps Marketing mix on purchase intention
In the study of Product Zeithaml (1988), it is suggested that the self-attributes of the product will
influence the consumer's perception of the product, and then affect the perception of the product, thus affecting
the consumer's willingness to purchase the product.(Zeithaml. 1988),According to babin (1996), the intrinsic
properties of products directly affect the intensity of consumers' willingness to buy. The main starting point of
consumers' purchase intention lies in their own understanding and evaluation of product attributes. It is the most
important factor that affects whether consumers buy or not.(Babin LA.1996)Marchini and Diotallevi (2011)
found that: in the process of product sale, the different packaging of the same product can lead to the difference
of consumers' perception, and then affect the intensity of purchase intention. Therefore, enterprises should pay
attention to the packaging of products, good product packaging in the process of product sales will have an
additive effect.(Marchini A,Diotallevi F.2011)The results of two typical studies (Boulding W, Kalra A, Staelin
R, and Zeithaml,1993) (Zeithaml,VA.,Berry L.and Parasuraman,1996) showed that quality had a positive effect
on consumers' willingness to buy.
In the study of Price , Gale (1994), value was considered to be the market perceived quality obtained
by consumers relative to the price of the product.(Bettman，J．R,1973)Some research papers such as Foekens
(1999) show that the long cycle of price strategy promotion will negatively affect the sales price.(Foekens,Eijte
W,Peter S.H,Leeflang,Dick R. Wittink.,1999)There are others, however, who suggest that, Ailawadi (2007)
suggests that promotion has a positive effect on product marketing because consumers will become dependent
on the enhanced state of their purchases.( Ailawadi,Kusum L,Karen Gedenk,Christian Lutzky,Scott A.
Neslin.2007)Others, such as Pauweis (2002) found that product promotions had only a short-term positive
effect.(Pauweis,Roen,Dominique M.Hanssens,S.Siddarth.,2002)
In the study of Place, Kotler (1973) proposed that decorating the environment of distribution stores
would stimulate consumers to produce a special psychological response and thus stimulate consumers' purchase
intention.(Kotler P,1973).
In the study of Promotion, Draganska. Berger and Simonson (2007) suggest that, similar to advertising,
product activities (such as innovation, change of form, etc.) can improve the perceived quality of a brand and
thus increase the likelihood of consumers buying.(Berger,Jonah,Michaela Draganska,Itamar Simonson,2007)
In the study of People and Physical presentation, Sharma and Stafford (2000) point out that many
situational factors such as the decoration environment, display and service attitude of the shop will have a direct
or indirect effect on consumers' willingness to buy.(Sharma A,Stafford T.F,2000)
In the study of Process, Zethaml (2003) expanded his consumer-perceived value theory from the
perspective of consumer psychology. As a result of a large number of empirical studies, the results of a recent
analysis by "The higher the perceived gain of the product or service, the higher the perceived value of the value,
the higher perceived value will increase the consumer's will to purchase the product" Bijmolt show that all
marketing mix variables have a positive short-term impact on sales, with the most impact on the product
strategy, followed by the promotion and promotion(Bijmolt,Tammo HA,Harald J, Van Heerde, Rik G.M.
Pieters2005)
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Conceptual framework

Product

Price

Place

Consumer purchase intention

Promotion

People

Physical evidence

Process management

Fig. 1.conceptual framework
Research hypothesis
H1..L'Oreal Paris’s product has a significant impact on the purchasing intention of Chinese tourists at
King Power Rangnum Rd.
H2. L'Oreal Paris’s price has a significant impact on the purchasing intention of Chinese tourist at King
Power Rangnum Rd.
H3. .L'Oreal Paris’s place has a significant impact on the purchasing intention of Chinese tourists at
King Power Rangnum Rd.
H4. .L'Oreal Paris’s promotion has a significant impact on the purchasing intention of Chinese tourists
at King Power Rangnum Rd.
H5. .L'Oreal Paris’s people in has a significant impact on the purchasing intention of Chinese tourists at
King Power Rangnum Rd.
H6..L'Oreal Paris’s physical evidence has a significant impact on the purchasing intention of Chinese
tourists at King Power RangNum Rd.
H7. .L'Oreal Paris’s process management has a significant impact on the purchasing decision of
Chinese tourists at King Power Rangnum Rd.
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Research Technique
Research Design
This paper studies the relationship between independent variable (7Ps marketing portfolio) and
dependent variable (purchase intention).
Target Population
The study targeted Chinese tourists over the age of 20 who are shopping at King Power Duty Free
Shop (Rangnum Rd.) Bangkok,and gathered at L'Oreal Paris counters.
Sampling and Sampling Procedures
Compelling reasons for using sampling include lower costs, easier access to demographic factors, faster
data collection, and more accurate results (Cooper&Schindler,2008). the sample size required for a survey
design based on a simple random sample can be calculated using the following formula:
Formula:n = p（1-p）（Z / E）²
Description:
N = sample size required
Z = 95% confidence level (standard 1.96)
P = estimated proportion of population
E = error amplitude of 5% (standard value 0.5)
From the formula n = p（1-p）（Z / E）²
the appropriate sample size of the study is derived.
When p is unknown, most scholars estimate it as 50% (0.5):
n = 0.5（1-0.5）（1.96 / 0.5）²= 0.25 x 1536.64 = 384.16 = 385 participantsSampling strategies are
used to minimize the cost of collecting data from the entire target population and to speed up the data collection
process (Cooper&Schindler,2008). Proper sample size, confidence level 95, error range 5, participants 385. As a
result, 385 participants represent the minimum sample of Chinese tourists shopping at King Power Duty Free
Shop (Rangnum Rd.) Bangkok
Research tool
This article uses the questionnaire method,The relevant research data were obtained by questionnaire,
and descriptive statistical analysis was carried out by data statistical analysis and practice system.
Data Analysis
Descriptive statistics
Statistical analysis program descriptive statistical tools were used to compare the data and analyze the
age, education level, profession, participant position and other demographic indicators of the target population.
Descriptive statistical methods are used to calculate standard deviations and fractional ranges to show how
variables are distributed.
inferential statistics
The basic problems of inferential statistics can be divided into two categories: one is parameter
estimation problem and the other is hypothesis test problem. Use linear regression and other analysis tools to
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explore the correlation between independent variables and dependent variables, so as to explore the accuracy
and authenticity of the survey results (Casella,G. 2004)
Results
Reliability Analysis

Cronbach's Alpha

Cronbach's
Alpha Based on
Standardized
Items

N of Items

.907

.907

35

Table 1. Reliability statistics
As shown in Table1,In the reliability Statistics,standardized Cronbach α = 0.907,The Cronbach α is greater
than acceptable value of 0.70, indicating that the questionnaire's scale has good internal consistency.
Descriptive analysis results
Agreement level of 7Ps

Mean

SD

Product

3.64

.971

Price

3.55

.999

Place

3.75

.833

Promotion

3.69

.850

People

3.51

.989

Physical presentation

3.70

.923

Process

3.88

.962

Table 3 The purchase intention willingness level
Willingness level of Purchase intention

Mean

SD

Purchase intention

3.48

1.047

Table 2 The 7Ps marketing mix agreement level
In terms of 7Ps marketing mix factors, the highest level of agreement is "Process" (mean = 3.8762),
followed by "Place" (mean = 3.7476). The third is "Promotion" (average = 3.6984), the fourth is "Physical
presentation" (mean = 3.6909), the fifth is "Product" (mean = 3.6403), the sixth is "Price" (mean = 3.5467), the
smallest is "People" (mean = 3.5091), in terms of purchase intention, the average of Willingness level of
Purchase intention is 3.4806.
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Regression analysis

Unstandardized Coefficients
Model
B

Std.Error

(Constant)

1.511

.173

Product

.541

.046

(Constant)

2.011

.175

Price

.414

.047

(Constant)

2.430

.232

Place

.280

.061

(Constant)

1.361

.204

Promotion

.574

.054

(Constant)

3.322

.190

People

.045

.052

(Constant)

1.931

.198

Physical presentation

.419

.052

(Constant)

3.603

.215

Process

-.032

.054

Standardized
Coefficients

t

Sig.

8.715

.000

11.760

.000*

11.490

.000

8.725

.000*

10.459

.000

4.634

.000*

6.682

.000

10.675

.000*

17.459

.000

.866

.387

9.736

.000

8.049

.000*

16.794

.000

-.587

.557

Beta

.502

.396

.223

.466

.043

.369

-.029

Table 4 .Regression analysis
The results showed that the partial regression coefficient test of Product (0.0000), Price(0.0000),
Price(0.0000), Promotion(0.0000), physical presentation (0.0000), all showed P < 0.05, and β was
positive,Under the test level of α = 0.05, the partial regression coefficients of β are not 0, which are statistically
significant.
The summary for all hypothesis
Hypothesis

Result

H1.L'Oreal Paris’s product has a significant impact on the purchasing intention of Chinese tourists at
King Power Rangnum Rd.

Accepted

H2. L'Oreal Paris’s price has a significant impact on the purchasing intention of Chinese tourist at King
Power Rangnum Rds.

Accepted

H3. .L'Oreal Paris’s place has a significant impact on the purchasing intention of Chinese tourists at
King Power Rangnum Rd.

Accepted

H4. .L'Oreal Paris’s promotion has a significant impact on the purchasing intention of Chinese tourists
at King Power Rangnum Rd.

Accepted

H5. .L'Oreal Paris’s people in has a significant impact on the purchasing intention of Chinese tourists
at King Power Rangnum Rd.

Rejected

H6..L'Oreal Paris’s physical evidence has a significant impact on the purchasing intention of Chinese
tourists at King Power Rangnum Rd.

Accepted

H7. .L'Oreal Paris’s process management has a significant impact on the purchasing decision of
Chinese tourists at King Power Rangnum Rd.

Rejected

Table 5.the summary for all hypothesis
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Conclusion and Discussion
This chapter mainly focuses on the results of data analysis, combining with literature review and
practical significance, to discuss the above assumptions.Finally, this paper briefly describes the limitations of
this study and the future research prospects.385 minimum participants was found to be representative of the
target population.
Conclusion
The analysis shows that the proportion of female customers is higher (65%) than that of males (35%).
The majority of young people aged 21-30 years account for 46.6%. The proportion of married people is
obviously high, 76.7%. The majority of monthly income levels were over 3000 yuan (75.5%). The education
level is generally high ,Bachelor degree or above accounted for 59% . The majority of occupations are corporate
staff (43%).
According to the valid questionnaire survey on the agreement of Chinese tourists to influencing the
purchase intention in Bangkok duty free stores, among the five items in the Product section, the one that
Chinese tourists most agree with is "L'Oreal Paris products range is very wide.". The average value of the item
was 3.97.One of the four Chinese tourists in the Price section most agreed with "L'Oreal Paris products are costeffective.", with an average of 3.77.One of the top six Chinese tourists in the Place section was "The L'Oreal
Paris counter at the KING POWER duty-free store is reasonably designed.," with an average of 3.99.One of the
six Chinese tourists in the Promotion section most agreed with "The discounts on L'Oreal Paris products are
great.", with an average of 3.92.One of the four Chinese tourists in the People section most agreed with "The
sales staff of L'Oreal Paris products are proactive in identifying and helping customers.", with an average of
3.76.One of the four Chinese tourists in the Physical presentation section most agreed with "the L'Oreal Paris
counter is organized.", with an average of 3.95. One of the two most popular items for Chinese tourists in the
Process section is "The L'Oreal Paris counter in the duty-free shop has so many staffs and provides appropriate
service at any time.," with an average of 3.97.According to the four voluntary surveys of Chinese tourists'
Purchase intentions at duty-free stores in Bangkok, according to the valid questionnaire, the most popular choice
for Chinese tourists is "you prefer to buy L'Oreal Paris products at duty free stores", which has an average value
of 3.74.
The empirical study shows that the partial regression coefficient test of Product, Price, Place,
Promotion,Physical presentation in 7Ps Marketing mix is all P < 0.05, and β is positive. Under the test level of α
= 0.05, it can be considered as statistically significant. And with consumer purchase intention positive
correlation.
Discussion
In the previous study of Product, Zeithaml (1988) proposed that the product's own attributes will
influence the consumer's perception of the product, and then affect their perception of the product, thus affecting
the consumer's willingness to purchase the product Zeithaml(1988), babin (1996) believes that the intrinsic
properties of the product directly affect the intensity of the consumer's willingness to buy, and it is the most
important factor that affects whether the consumer is buying or not. A typical study of quality versus willingness
to purchase (Boulding W, Kalra A , Staelin R, and Zeithaml,1993) (Zeithaml,VA.,Berry L.and
Parasuraman,1996) results show that quality has a positive impact on consumers' willingness to buy. The results
of this paper are consistent with the previous scholars' theory.
The conclusion is that the Price strategy has a significant positive effect on the purchase intention of
customers. This, in conjunction with Ailawadi (2007), argues that since consumers are dependent on the
enhanced state of their purchases, it is suggested that adjusting the price of the product has a positive effect on
product marketing (Ailawadi,Kusum L, Karen Gedenk,Christian Lutzky,Scott A. N. Eslin.2007).
In the study of Place, Kotler (1973) proposed that decorating the environment of distribution stores will
stimulate consumers to produce a special psychological reaction and thus stimulate consumers' purchase
intention.
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The conclusion is that the Promotion strategy has a significant positive effect on the purchase intention
of customers. This is consistent with the conclusion proposed by Draganska. Berger and Simonson (2007) that,
similar to advertising, product activities (such as innovation, form change, etc.can improve the perceived quality
of a brand and thus increase consumers' willingness to buy.
In the People part of the study, Sharma and Stafford (2000) point out that many scene factors, such as
the service attitude of purchasing guides, have a direct or indirect impact on consumers' willingness to buy.
However, the results of a recent analysis by Bijmolt(2005) indicate that: All marketing mix variables have a
positive short-term impact on sales, with the strongest impact on the product Strategy, followed by publicity and
promotion, People has no significant impact on customer purchase intention.
The conclusion is that the Physical presentation strategy has a significant positive impact on customers'
willingness to buy. Sharma and Stafford (2000) point out through the empirical investigation: the decoration
environment of the store, Many situation factors, such as display, will have a significant positive impact on
consumers' willingness to buy.
In the study of PROCESS, it is the same as the People strategy. The results of a recent analysis of
Bijmolt(2005) indicate that: All marketing mix variables have a positive short-term impact on sales, the
strongest impact is product strategy, followed by publicity and promotion, Process has no significant impact on
customer purchase intention.
Limitation and further research
First of all, this study analyzes L'Oreal Paris brand in KING POWER free store 7Ps marketing mix
strategy, but still can not include all the real marketing strategies. Therefore, the future research can test the
impact of more marketing strategies on consumers' intention to purchase on the basis of this study, and can
provide more extensive guidance for the formulation of marketing strategies of enterprises.
Second, in this study, the research on marketing strategy is so extensive that it can not provide more
detailed explanation. If the conclusion of this study is that advertising investment can positively affect the
consumer's purchase intention, then this conclusion is worthy of vigilance. Therefore, the future research can
explore the impact of one or more marketing strategies on consumers' purchase intention in detail on the basis of
this study, so as to provide more in-depth guidance for the formulation of marketing strategies of enterprises.
Third, this study regards most marketing strategies as independent of each other, and does not study the
interaction between strategies and the influence of these interactions on consumers' intention to buy . For
example, there are interactions between promotion and distribution, price and advertising, and they are often
combined to influence consumers' purchase intentions. Therefore,future research needs to pay attention to the
effect of the interaction of marketing strategy on consumers' purchase intention.
Fourth,The ideal sample that affects the consumer's intention to buy is an active buyer close to the final
purchase decision, because these buyers can provide more reliable information, however, such a sample is
difficult to define and costly, and therefore, Future research should be aimed at active buyers at the end of the
purchase decision, based on which the conclusions are more persuasive.
Fifth, the study was carried out for specific cosmetic products, and all samples were treated as a group.
In fact, for different kinds of products, the sensitivity of consumers to one or more concepts in marketing
strategy may be different for different types of consumers, which limits the universality of this research
conclusion. Future research should be carried out according to different market segments, and for different
segments of the market, the differences of the explanatory effects of each variable in 7Ps should be compared.
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The influence of 4P marketing strategy and
service quality on the purchase intention of
Dyson's in Beijing
Chen Li Shi1
Supasan Preedawiphat 2
ABSTRACT
This study selected Dyson as the research object. The research aimed to explore the influence of 4P
marketing model and service quality on Dyson customers' purchase intention, and tried to provide some
suggestions for Dyson. This paper uses quantitative methods for research. In the form of a questionnaire,
customers who come to Dyson counters in a large shopping mall in Beijing to conduct research. The researchers
collected 400 valid questionnaires and used SPSS for linear regression analysis. Conclusion: 4P marketing
strategies and service quality are positively related to Dyson's willingness to purchase. According to the results
of this paper, the author suggests that Dyson will regularly introduce some new products on the product to
increase the scientific and technological content. It is close to people's living areas in the location of the
counters, and some prices are appropriately reduced in terms of price. Some activities can be held regularly in
the promotion. In the service quality, the company is responsible for the products produced by the company, and
enhances the professional knowledge of its own sales staff. The design of the counters is more humanized. The
after-sales service makes consumers feel that there will be certain guarantees. Finally, some new products are
regularly produced. Let consumers experience.

Key words: 4P Marketing Strategy,Willingness to purchase,Quality of Service,Dyson.

1.

INTRODUCTION

In 1993, James Dyson opened his own R&D center and factory in the UK. Up to now, Dyson's
company has become an international home appliance design and manufacturing company, with branches in
Germany, Japan and other countries, mainly producing vacuum cleaners. (Introduction to James Dyson, 2017)
Dyson is a UK-based engineering and technology innovation company whose products are marketed in 45
countries around the world. Under the leadership of founder James Dyson, Dyson designed and developed new
technologies for vacuum cleaners, washing machines, vacuum cleaners and hand-held vacuum cleaners, with
global sales exceeding $6 billion. Dyson entered China in 2006 and established a production base in Nanjing to
produce dry cell phone products driven by digital motors. In 2008, Dyson Beijing Branch was established.
Dyson's company has become an international home appliance design and manufacturing company, and its
products are sold in 37 countries around the world. The invention team of 1,200 scientists and engineers is
1
2
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dedicated to the invention and innovation of digital engines, washing machines and even vacuum cleaners
themselves. (Guangzhou Daily, 2006) Dyson Technology Co., Ltd. is an international company specializing in
the production and research and development of home appliances. It has pioneered the “leafless fan” product in
the world and applied for patents for inventions and utility models in various countries such as China.(China
News Network, 2014) Dyson's sweeping robots were first sold in the European and American markets. With the
improvement of domestic living standards, they gradually entered China. Dyson has used the technology of the
past to bring you unprecedented. The "life experience" is the main purpose, attaching importance to science and
technology and improving the quality of life of consumers.(Dyson's official website, 2017)

1.1 Research objectives
1. Study Dyson's 4P marketing strategy in Beijing.
2. Study the quality of Dyson's service in Beijing.
3. Study the consumer's willingness to buy Dyson in Beijing.
1.2Research questions
1. The 4P marketing strategy of the sweeping robot produced by Dyson in Beijing?
2. The quality of service of the sweeping robot produced by Dyson in Beijing?
3. What are the consumers' desire to purchase the sweeping robots produced by Dyson in Beijing?

1.3 Significance of research
At present, 4P and quality of service research reports related to the willingness to purchase are
insufficient to provide sufficient assistance to relevant practitioners or those who enter the market in the future.
This study attempts to fill this research gap by investigating the customer's willingness to purchase the store.
The results of this research will help Dyson understand the needs of its customers.
This research can inform the current potential of the sweeping robot market and the market demand for
other furniture products for potential Chinese companies that want to enter the technology industry. Let Dyson
understand the customer's current needs and expectations for the future. Try to meet the needs of customers and
make Dyson better and better. Identify key factors that influence consumers' willingness to purchase and
develop effective customer purchase intentions.
2. LITERATURE REVIEW

2.1 Theory and research
4P Marketing Mix
4P is based on the needs and desires of consumers, researching, producing, and developing
psychological prices acceptable to consumers. Distribution channels and product promotions help consumers
buy their favorite products. Product decision-making design product development, branding, packaging,
labeling, product mix strategy and product goals to adapt to the market environment. Distribution Decisions
Responsive marketers create time, place, and effective capabilities for customers, including logistics
management. The promotion decision is that the company communicates information about its marketing
strategy to channel members and end customers to assist and promote the sale of the product. Promotional
portfolios include advertising, staffing, public relations, and sales promotion.(McCarthy. Marketing
Management 1960)
Service quality
In 1988, Parasuraman, Zeithmal & Berry (1985) further summarized the ten facets proposed in 1985
into five facets.
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(1).Tangibles: The instrument of the tangible entity in the service and the instrument of the service personnel.
(2).Reliability: The ability to perform and commit on time for a promised service.
(3).Responsiveness: The willingness of service personnel to help customers and provide immediate service.
(4).Assurance: The cognition and courtesy of the service personnel is sufficient to win the trust of consumers.
(5).Empathy: The concern and care of the business to consumers, to understand the needs of consumers.

Purchase Intention
Regarding research on the factors influencing purchase intention, Hshbein defined (1978) the
willingness to purchase as the subjective possibility of the individual, and the specific size can measure some of
the actions taken. The purchasing intention that Dodds understands in (1991) is the probability that consumers
will subjectively consume a certain product. Chinese scholar Han Rui believes that the willingness to purchase
refers to the possibility of the customer purchasing the product. Ajzen (1991) defines the willingness to purchase
as the intent of the customer to purchase a certain product. Taiwan scholar Xu Shijun (1987) believes that the
willingness to purchase is based on the possibility that the consumer may have a certain knowledge of a product
or service, and may have a purchase or transaction behavior. It is a subjective attitude of the consumer to the
product. The perceptual behavior, the consumer's perceptual perception of the product, stimulated by the
influence of external factors,ultimately prompted consumers to form a willingness to purchase.
Relationship between service quality and purchase intention

Boulding's (1993) study shows that quality of service has a direct impact on customer behavioral
willingness. Parasuraman Leonard L Berry and Valarie A. Zeithaml (1996) pointed out the association model of
service quality and customer behavior willingness at the micro level. It is concluded that the quality of service
and customer's behavioral response are interrelated, and the quality of service directly affects customer retention
or loss. Ruyter and Wetzels's (1999) study confirms the positive impact of the five dimensions of service quality
on word of mouth and purchasing propensity. Baker and Crompton's (2000) study supports the Zeithaml (1996)
model's claim that the service quality dimension has a direct positive relationship with purchase intention,
customer loyalty, and additional payment intentions, that is, service quality has an impact on behavioral
intentions. Du Xuefang (2006) Customer Perceived Service Quality Measurement Scale, the measurement scale
contains 27 measurement items and 5 factors: customer orientation (7 measurement items), reliability (5
measurement items), process Quality (6 measurement items), convenience (6 measurement items) and
importance (3 measurement items); convenience has a positive and significant impact on behavioral willingness,
customer orientation and process quality through the intermediary of customer satisfaction The effect has an
impact on the willingness to act.
4P impact on purchase intention
Mullet and Herve (2009) divided the factors affecting consumers' willingness to purchase into three
parts: personal factors, internal factors and external factors. Personal factors include consumer income, age, and
attitude toward the brand or product. The internal factors refer to the properties related to the basic usage and
function of the product and they are about the macroscopic factors(the national political and economic
factors) ,the microeconomic factors (environment, service, satisfaction, degree, ect.) and, corporate, marketing,
factors (products, prices, channels, promotions,ect.) based on the performance of the products that the
consumers purchase .
In the study of product strategy, Draganska,Berger and Simonson (2007) suggest that similar
advertising, product activities (such as innovation, form changes, etc.) can improve the perceived quality of a
brand, thereby increasing the likelihood of consumer purchases. Van Heerde (2003) and other research
literatures show that positive product innovation can enhance product performance and promote long-term
development of products. Marchini and Diotallevi (2011) found that different packaging of the same product
will cause consumption during the sales process of the product. The perception of the difference is different,
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which in turn affects the intensity of the willingness to purchase. Therefore, enterprises should pay attention to
the packaging of products, and good product packaging will have a plus effect in the sales process of products.
In the research of advertising promotion strategy, Tellis (2006) found through research that advertising
can enhance the brand's popularity, and the discount is not conducive to the construction of product brand.
Dekimpe and Hanssens (1995), based on research on advertising and brand image, show that because consumers
prefer to differentiate products and establish brand awareness, advertising may increase consumers' subjective
judgments on product quality, resulting in product brands. Because of the research on advertising and brand
image,Dekimpe and Hanssens (1995)showed that consumers preferred to differentiate products and establish
brand awareness, so advertising may increase consumers' subjective judgments on product quality, which
resulted in improving visibility of the product brands. Orth and Krgka (2001) encouraged manufacturers to
transmit special “quality information” to customers when promoting products, which would play a positive role
in the promotion of product sales. Therefore, some foreign scholars have found that advertising has a positive
and lasting impact on marketing. As for the study of price promotions, although Foekens (1999) showed in
some research documents that If the promotion period was long,it would negatively affect the sales
price. Ailawadi (2007) put forward that the product promotion had a positive effect on product marketing.
There were still some people,for example, Pauwels (2002) who found that product promotions had only a shortterm positive effect.
2.2 Research hypothesis
H1. Product affects the willingness of Dyson customers to purchase.
H2. Price affects the willingness of Dyson customers to purchase.
H3. Place affects the willingness of Dyson customers to purchase.
H4. Promotion affects the willingness of Dyson customers to purchase.
H5.Reliability affects the willingness of Dyson customers to purchase.
H6.Assurance affects the willingness of Dyson customers to purchase.
H7.Tangibles affects the willingness of Dyson customers to purchase.
H8.Empathy affects the willingness of Dyson customers to purchase.
H9.Responsiveness affects the willingness of Dyson customers to purchase.

2.3 Framework

Figures 1 framework
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3. RESEARCH TECHNIQUE
3.1 Research Design
Quantitative research is used to analyze the data through polls, questionnaires, and surveys. To obtain
results, using statistical, mathematical, and digital views for data analysis. The data is measured in an objective
manner.
The target population of the study was those who lived in Beijing and Beijing and were over 18 years
old with a willingness to purchase. According to a survey by the Beijing Municipal Bureau of Statistics, the
resident population of Beijing at the end of 2017 was 21,707,000.
The sample size for this study was calculated using the formula recommended by Yamane (1973):

n

N
1  Ne 2

n=Numbers of Sample
N=Population of Sample
e=Probability of error that is 0.05 or 5%(at 95% confidence level)
So according to this formula ,the sample size of this research’s calculation process as follow :
e=Probability of error that is 0.05 or 5%(at 95% confidence level)
n =>21707000 / 1 + (21707000*(0.05)2)
n = 399.99 ≈ 400
The sample size was therefore about 400 tourists.

3.2 Research Tool
Quantitative Research collects data via polls ,questionnaires and survey and analysis the data form
statistical,mathematical and numerical view.It emphasizes measure the data in an objective way.

3.3 Research Survey
This study will be conducted through a Chinese questionnaire, because the research object is Chinese
to collect data better.
Categories of research questions
PART
1
2
3
4
5
6
7
8
9

QUESTIONS
CATEGORIES
Demographic
Product satisfaction
Price satisfaction
Place satisfaction
Promotion satisfaction
Reliability
Assurance
Tangibles
Empathy
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5
3
3
3
3
3
3
3
3
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Responsiveness
Purchase Intention

10
11

3
3

4. RESULTS
Reliability Analysis
According to the research of the Nunnally & Berstein (1994), it’s considered to be reliable and
acceptable if the scores of Cronbach’s alpha were greater than 0.7, and the result of reliability test as below:
No. of item
Cronbach’s Alpha
3
0.834
3
0.829
3
0.816
3
0.832
3
0.810
3
0.818
3
0.813
3
0.836
3
0.810
3
0.803
Table 4.1 Reliability statistics

Variable
Product
Place
Price
Promotion
Reliability
Assurance
Tangibles
Empathy
Responsiveness
Purchase Intention

As the Table 1 showed, the reliability test of the questionnaire, all the number of Cronbach’s Alpha is
greater than 0.7, so the result is believed.
Descriptive analysis
In January and February 2019,the electronic version of the question was sent to the Dyson customer
WeChat group and paper questionnaires were handed out in front of the Dyson counter. A total of 600 responses
were received,of which 78 were invalid and of which 400 were valid for analysis.A total of 400 ones from 522
valid questionnaires were randomly selected for analysis.
Demographic
Gender
Male
Female

Frequency

Percentage

89
311

22.3
77.8

Age
18-28
29-38
39-48
>49

215
117
58
10

53.8
29.3
14.5
2.5

Demographic
Income
<4000
4000-7000
7000-10000
>10000
Education level
Junior high school lower
High school
Bachlor ’s degree
Master and master's
degree or above

Frequency
62
62
127
149

15.5
15.5
31.8
37.3

3
48
283
66

8
12
63.6
16.5

Occupational
Student
35
8.7
Office employee
138
34.5
Government officer
52
13
Business owner
42
10.5
Freelance
75
18.8
Other
58
14.6
*The maximum value of all results is bold and colored.
Table 4.2 analysis of the agreement level of technology acceptance
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Hypothesis Testing
Model

B

Std. Error

(Constant)

.227

.166

Product

.215

.044

Place

.164

.042

Price

.299

Promotion

.245

Beta

t

Sig.

1.368

.172

.218

4.903

.000

.177

3.933

.000

.040

.297

7.502

.000

.043

.251

5.712

.000

*R square 0.596

Table 4.3.1 Coefficients of 4P
Y= 0.227+ 0.215X1+ 0.164X2+ 0.299X3+ 0.245X4
The result showed that there are 52.6% (R²=0.526) of variance in dependent variable (Purchase
Intention) which can be explained by nine independent variables (Product, Place, Price and Promotion).
The result revealed that the Product (p-value=0.000), Place (p-value=0.000), Price (p-value=0.000) and
Promotion (p-value=0.000) were related to the Purchase Intention, because the p-value of these four
independent variables were all less than 0.05. So the hypothesis 1, hypothesis 2, hypothesis 3, and hypothesis 4
were accepted.

Model

B

Std. Error

Beta

t

Sig.

(Constant)

.333

.153

Reliability

.156

.036

.175

2.174

.030

4.275

.000

Assurance

.324

.038

Tangible

.129

.040

.385

8.602

.000

.125

3.217

.001

Empathy

.201

Responsiveness

.108

.042

.191

4.776

.000

.041

.113

2.626

.009

* R square 0.526

Table 4.3.2 Coefficients of Service Quality
Y= 0.333+ 0.156X1+ 0.324X2+ 0.129X3+ 0.201X4+ 0.108X5
The result showed that there are 59.6% (R²=0.596) of variance in dependent variable (Purchase
Intention) which can be explained by five independent variables (Reliability, Assurance, Tangible, Empathy,
and Responsiveness).
The result revealed that the Reliability (p-value=0.000), Assurance (p-value=0.000), Tangible (pvalue=0.001), Empathy (p-value=0.001),and Responsiveness (p-value=0.009) were related to the Purchase
Intention, because the p-value of these six independent variables were all less than 0.05. So the hypothesis 5,
hypothesis 6, hypothesis 7, hypothesis 8, hypothesis 9 were accepted.
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Hypothesis summary
Hypothesis

Item

Result

H1
H2
H3
H4
H5
H6
H7
H8
H9

Product affects the willingness of Dyson customers to purchase.
Price affects the willingness of Dyson customers to purchase.
Place affects the willingness of Dyson customers to purchase.
Promotion affects the willingness of Dyson customers to purchase.
Tangibles affects the willingness of Dyson customers to purchase.
Reliability affects the willingness of Dyson customers to purchase.
Responsiveness affects the willingness of Dyson customers to purchase.
Assurance affects the willingness of Dyson customers to purchase.
Empathy affects the willingness of Dyson customers to purchase
Table 4.4 The summary for all hypothesis

Accepted
Accepted
Accepted
Accepted
Accepted
Accepted
Accepted
Accepted
Accepted

5. CONCLUSION AND DISCUSSION
This research aims to study the impact of Dyson's sweeping robot4p and its service quality on
consumers' purchasing willingness.First,study the 4p strategy of Dyson's sweeping robots.Second,study the
service quality of the sweeping robots produced by Dyson.Third, study consumers' purchasing willingness to the
sweeping robots from Dyson.Fourth, check the relationship between the sweeping robots and consumers'
purchasing willingness.Fifth,study the relationship between the service quality and consumers' purchasing
willingness.
I have got 450 electronic questionnaires online from the WeChat group and 150 paper ones,The two
parts adds up to 600copies,of which 78 copies are invalid ones.So I got 522 valid questionnaires eventually, of
which 400 copies were randomly selected for the final analysis.
An analysis of Chapter 4 shows that the proportion of female customers (77.8%) is higher than that of
male customers (22.3%). Most of the clients are 18-28 years old (53.8%), with the largest number of office
employees (34.5%), the highest income of more than 10,000 yuan (37.3%), and the highest number of
undergraduates (70.8%).
According to the results of the product problem, "I think Dyson's product quality is reliable" agreement
level (average = 3.93) is the lowest of the three questions about the product. Dyson should pay attention to the
maintenance of product quality and improve product quality. Regarding "I think Dyson's product variety is
diversified", the average score is 3.95, which is the highest recognition of the three problems of the product. So
Dyson should continue to sell some other kinds of goods. In addition, the average score for the problem I think
Dyson's products and services are the same as the promotional materials is 3.95. Dyson should continue to
maintain the content of the promotional materials should be truthfully introduced.
According to the place problem, "I think Dyson's counter design has an impact on my purchase in the
bustling shopping center." (Average = 3.85) The agreement level is the minimum recognition of the three issues
in this place. Dyson should set up some counters in the bustling shopping mall to facilitate customers. “I think
Dyson’s counters are open for business.” It’s 3.97, which is the highest recognition of the three issues in this
place. Dyson should continue to maintain the reasonableness of business hours on time. I think the Dyson
counter has complete hardware facilities. With an average of 3.90, Dyson should continue to improve the
hardware of the counter, such as providing free water or free WIFI.
According to the price issue, “I think Dyson’s products are reasonably priced.” (Average = 3.88) The
agreement level is the lowest of the three price issues. Dyson's product price is too high, the price should be
appropriately reduced. The average value of the question "I think Dyson's products are cost-effective" is 3.99,
which is the highest recognition of the three issues of price. Dyson should continue to maintain some costeffective products. "I think Dyson's product prices have different range options." The average is 3.95. Dyson
should continue to maintain a reasonable price for the range of products.
According to the promotion results, "Dyson's advertising is very attractive" (average = 3.93) is the
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lowest of the three promotion issues. Dyson should design more ads and increase its investment in advertising.
The agreement level "Dyson's recommended combination sales are reasonable" (average = 3.93) is the lowest of
the three promotion issues. Dyson should address this issue and launch a variety of promotional portfolios. The
agreement level (average = 3.95) that "when you buy a certain number of Dyson products" is the highest
recognition among the three promotion issues. Dyson should continue to maintain, and more to launch a
discount to buy a certain price.
According to the reliability issue, "Dyson's products can be delivered to my home within the deadlines
promised by the staff, and Dyson will not delay my use." (Average = 3.85), this is three questions about
reliability. . The lowest recognition. Dyson employees should pay attention to timely delivery to the customer's
home and improve delivery. The average value of the question "Dyson's staff can seriously solve my request" is
3.95. Dyson employees should continue to maintain the attitude of the customer. Average of the questions "If
the items I bought at the Dyson counter failed during use, I can send them back to the store and repair them in
time." Yes 3.97, this is the highest recognition related to the three issues of reliability, Dyson The company
should continue to help customers when they encounter difficulties.
According to the assurance results, “Dyson staff's commitment to me is trustworthy.” (Average = 3.62)
This is the lowest recognition of the three guarantees. Dyson should pay attention to the promise of the
customer, not make a false one. Sales. Average of the questions "Dyson's staff is very polite." Is 3.69. Dyson's
staff should continue to maintain. Be polite to customers. The average of the questions "Dyson employees can
provide peace of mind." Yes 3.72, which is the highest recognition of the three questions about assurance.
Dyson employees should continue to provide services that give customers peace of mind.
According to the results of the tangible problem, the agreement level "I think the Dyson counter has a
very beautiful store decoration that makes me feel comfortable." (Average = 3.79) is the lowest recognition of
the three questions about tangible problems. Dyson should improve the counter façade and improve the
decoration, so that customers are curious about Dyson's counter and have a unique mystery. The average value
of the problem "I think the appearance of Dyson employees is clean and tidy." It is 3.94, which is the highest
recognition of the three tangible issues. Dyson employees should continue to maintain strict and tidy
requirements for their appearance. The average value of the problem "I am very satisfied with the public
facilities set up at Dyson's counter" is 3.86. Dyson should continue to work and improve the public facilities.
According to the results of the caring problem, the question "I think Dyson staff can help me when I
have a product problem." Yes 3.93. Dyson employees can continue to provide humane service "I think Dyson
employees can provide special services for me" The average value of the problem is 3.96, which is the highest
recognition of the three issues of sympathy. Dyson should continue to maintain certain special services for its
customers and handle them properly. "I think Dyson's employees have a certain concern for me." It is 3.91,
which is the lowest of the three questions about empathy. Dyson should pay attention to the enthusiasm of
employees and improve the enthusiasm of service personnel.
According to the results of the response, “I feel that Dyson’s employees can fulfill the employee’s
commitment.” It is 3.89. Dyson should continue to maintain its commitment to its customers. “I don’t think
Dyson’s employees will be able to provide services when they are busy.” (Average = 3.88), which is the lowest
recognition among the three. Dyson should hire more employees to solve the problem that the clerk is unable to
provide me with the service. The average value of "Dyson is always willing to help me" is 3.96, which is the
highest recognition of the three response questions. Dyson should continue to meet the needs of its customers.
The result of the problem according to the customer's wishes. The question of buying willingness "I
will consider buying products at Dyson." is 3.96, which is the highest recognition among the three questions
about customer satisfaction. Dyson should continue to do so, and there will be more and more people buying. "I
would recommend someone else to buy Dyson's product" is 3.88. Dyson should advertise more and let more
people know about Dyson's products. The average value of the question "If you already own another brand of
products, would you consider the Dyson brand?" is 3.80, which is the lowest of the three questions about the
customer's willingness to buy. Dyson should lower the selling price and improve the quality of service before it
can develop more potential users.
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The effects of marketing mix (7Ps) on
purchasing intention of the customers of
“Home of XIAOMI” :case study of
XIAOMI company in GAUNGZHOU ,
China
Deng Shu Hua1
Dr. Jaratchwahn Jantarat2

ABSTRACT
Home Of XIAOMI is a new type of retail model created by Xiaomi's offline store created in order to
enter the "new retail" market by combining the big data of the internet with the services and body of offline
stores. Therefore, the “new retail” model currently used in XIAOMI is well worth studying.The purpose of this
study is to explore factors that influence consumers' willingness to purchase, such as Home Of XIAOMI in
Guangzhou. This study used a 7PS model for analysis. The correlation between 7P (independent variables) and
purchase intention (dependent variable) was evaluated by using multiple linear regression techniques.The results
show that promotion, product, price, and people are important factors influencing purchase intention.This
research provides good advice for many retailers who are still fiercely competing in the “traditional model”
market.

Keywords: 7PS, purchasing intention, XIAOMI , New retail, multiple liner regression.

INTRODUCTION AND BACKGROUND OF THE STUDY
With the rapid development of the Internet, many innovative e-commerce models extended come into
people's eyes and change people's lifestyle.But now this kind of traditional network sale way has been gradually
eliminated.Alibaba's (Jack Ma, 2016) conference in October 2016 by the cloud conference for the first time, he
said: "the next 10 years, 20 years, no e-commerce, only the new retail" here no e-commerce, refers to the
electronic commerce, there is no pure entity shop online e-commerce platform, off-line highly integrated with
logistics and achieve no difference shopping experience, and delivery services.Compared with the present
situation, trading platforms, transaction portals, traffic and transaction points are greatly dispersed. Individual
retailers and institutional retailers integrate and share information and data about consumers' membership,
This is the master’s thesis of Mr. Deng Shu Hua under the Master in the Master of Business Administration of the College of UTCC. .
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payment, warehousing, logistics and services, and compete fairly for value creation and consumption
experience.Recently, it became clear that many of these e-commerce ideas have not been successful (Shama,
2001), mainly caused by the lack of a sound and clear value proposition. A sound value proposition allows for
each entity involved to make a profit or to increase its economic utility. Clarity is especially important for
innovative products because customers hesitate to adopt new products if the added value is not obvious or the
product is perceived to be too complex (Rogers, 2002).
According to statistics of i-research, the growth rate of transaction scale in China's e-commerce market
has been decreasing year by year since 2013, while in 2015, department store closures swept 17 provinces,
autonomous regions, 14 brands and 63 stores(Chinese I-research, 2015).Where are the opportunities and
directions for retail?This problem not only affects offline physical stores, but also online e-commerce.Brickand-mortar stores have faced fierce erosion of e-commerce, massive reduction of passenger flow, and rising
labor costs and rent costs.However, after years of explosive growth, the growth rate has slowed down
significantly, with more and more scattered e-commerce traffic and rising prices, and more and more transparent
prices.E-commerce has been planning the offline layout, and offline physical stores are trying to turn online,
which seems to be a situation of no way out.
Despite the state sector’s role so far, most of China’s innovation will not be coming from there. It will
come from the companies or even individuals who compete in China’s increasingly open economy.(Sassen,
2018). And that includes both Chinese and foreign private companies as well as state companies. And as more
mixed equity enterprises are formed in response to the needs of a competitive market, the lines separating these
different kinds of companies will become more blurred than ever. China is undergoing a measured but definite
process of deregulation, sector by sector. Not all sectors of the economy will ever be fully deregulated, but the
trend is clear.
The size of China’s market and the potential for profits mean that when the government opens up a
sector it becomes an arena for some of the world’s most intense competition. (Karachalios and McCabe, 2018).
This forces companies to be innovative and to create the best products, services and business models to achieve
success. There’s also a strong “why not me?” mentality among Chinese entrepreneurs, so when an opportunity
arises they tend to give it a try. Some – maybe even most – may fail, but with a population of 1.4bn, even a
small percentage of successes is noteworthy and these are going to encourage many others to try their luck. In
short, waves of new entrepreneurs in China will be pushing for greater experimentation and more innovation.
The emergence of e-commerce has brought great convenience and more low-price choices to
consumption. For a while, consumers are immersed in the experience of enjoying everything without leaving
their homes.However, as the offline price gap is narrowed and the quality level of products is reduced after the
online "bad money drives out good money", consumers begin to experience the quality of products in physical
stores.From the perspective of the retail industry pattern, most retail enterprises are based on offline physical
stores and develop online businesses in order to keep pace with The Times (Beitelspacher and Rodgers,
2018).However, this does not mean that these enterprises have realized the integration of online channels and
offline channels.With the offline application of online technologies such as third-party payment, offline physical
stores and online channels are ultimately only a part of the new retail system. To truly realize the full channel,
full flow and full tool retail, integrated innovation must be carried out in all links of retail.
In quantitative studies, researchers use a theoretical foundation as a basis to understand,analyze, and to
assess the extent of relationships between variables. In quantitative inquiries,researchers use theoretical
foundations as means for testing and examining the extent of relationships among variables(Creswell,
2009).China’s market economy is still developing, and is now slightly over two decades old. This fundamental
transformation away from the fully planned economy so deeply ingrained during the Chinese People’s
Republic’s first 30 years is still just a small blip in China’s long history, and nothing that we have seen during
the last 20 years is by any means perfect. But the forces shaping the future change need to be fully understood,
and the direction and speed of their change recognition and appreciated.
In the past few decades, e-commerce has achieved blowout development.However, by around 2015, the
growth rate of e-business users began to slow down significantly. The reason is simple: China's Internet users
are basically all covered, and now customers are becoming less and less patient to find massive web pages for
goods.With the reduction of online traffic dividend, e-commerce giants need to find a new way out. Their
attention will naturally turn back to the traditional offline retail market, which occupies 80% to 90% of the total
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consumption. However, it is an abrupt behavior to enter the offline retail market without hesitation.Lei jun's
xiaomi new retail strategy is put forward in this context.
BACKGROUND OF THE STUDY :XIAOMI NEW RETAIL
As the sales growth of e-commerce slows down and the offline real economy begins to recover, the
vast offline market, which is occupied by traditional retail, is naturally the target of e-commerce
platforms.“From the perspective of information flow, capital flow and logistics, e-commerce is a model for
improving efficiency compared with traditional retail",(Mr. Lei，2017).However, while achieving efficiency, it
also brings two disadvantages:Loss of experience.From the perspective of information flow, e-commerce
improves the accessibility of commodity information, but it loses the experience of commodity information. For
example, clothes cannot be tried on, sofas cannot be laid down, and wallpaper cannot be covered with
immersive feeling effect.Loss of immediacy.From the perspective of logistics, e-commerce improves its
efficiency through centralized warehouses, but the express delivery makes it impossible for users to obtain
goods immediately.And lei jun thinks, new retail is to "use the efficiency of Internet to return to the offline
line", is to let the "experiential" and "readily available" advantage of the offline line, plug in "efficiency"
wing.He has the ultimate demand for this "efficiency", which is to let the offline home of XIAOMI and the
online mall of XIAOMI achieve the same price.This is " XIAOMI 's new retail".
The "Home Of XIAOMI" is the direct camp established by the XIAOMI company. It is the place for
the communication and experience of XIAOMI fans.XIAOMI has found that there is a low degree of overlap
between its larger offline users and online XIAOMI users.Customers in the "Home Of XIAOMI" (offline stores)
can only experience the product or use it to solve the after-sales problems of XIAOMI products.In the "Home
Of XIAOMI", there is no inventory. Customers need to consume online and then deliver to customers by
express delivery.
Therefore, "Home Of XIAOMI" has a heavy responsibility to let more consumers who did not know
and did not know about XIAOMI in the past, know about it and implant the brand of XIAOMI in consumers'
minds.Once they have bought, used or liked XIOAMI, they may be the first to think of it when they buy
electronics or smart home goods in the future.Most of XIOAMI online users are 18 to 25 years old, but not its
offline ones (Liu and Jiao, 2016). You see I'm not here to buy one.More people who did not know about
XIAOMI before or would not buy it at all gradually become rice fans, which has improved the brand
competitiveness and influence of XIAOMI a lot.
The O2O mode, offline between millet in China set up more than 300 stores, millet by offline store of
experience model to attract more customers, and now electricity sales growth is slowing, offline entity economy
begins to recover, and traditional retail occupies the 80% - 90% of the general line of the market, naturally
became the electric business platform into the goal (Bai, 2017).
As a technology product industry, XIAOMI has many advantages in the O2O field. The O2O model is
conducive to the innovation and development of the technology product industry. The O2O model helps tech
companies to find new customers and develop new products to meet customer demands. In the O2O model,
enterprises can accurately and comprehensively collect customer information through online platforms, so as to
better integrate customer resources, expand customer market and attract more customers through offline
platforms. In terms of technology products, O2O innovators always regard technology products as the focus of
the O2O model because of their own advantages (Yang adn Tao, 2015).
The concept of marketing mixes (7Ps) plays an important role in the scientific and technological
products of “Home Of XIAOMI”，The key to successfully market a product depends upon addressing no of
key issues.These include What is the product/service company has, which market and customer it will be
targeting,how it will price it, how it is going to deliver its product/service to the customer, and how it is going to
tell its customers about its service/product.Traditionally marketing is done on 4 P's Product, Place, Price,
Promotion.Marketing became more competitive and fifth P was introduced "People" and later on two more P's
"Process " and "Physical Evidence" were introduced particularly to cater needs of service Industry.Now the 7 P's
are:1.Product 2.Place 3.Price 4.Promotion 5.People 6.Process 7.Physical Evidence (Rowley, Kupiec-Teahan and
Lee,2017).In fact, XIAOMI new retail strategy is not systematic and detailed enough, so it can use 7PS as the
basis, through the analysis of XIAOMI company, so as to better formulate a new retail strategy model, so that
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customers will want to choose XIAOMI company's products.In this paper, through analysis, it is proved that
7PS plays a very important role in XIAOMI new retail model.
THE PROBLEM
1.Does the product have an impact on customers' purchase intention in the Home Of XIAOMI?
2.Does the price has an impact on the purchase intention of customers in the Home Of XIAOMI?
3.Does the place has an impact on customers' purchasing intention the Home Of XIAOMI?
4.Does the promotion have an impact on customers' purchase intention the Home Of XIAOMI?
5.Does the physical evidence has an impact on customers' purchasing intention the Home Of XIAOMI?
6.Does the the process has an impact on customers' purchase intention the Home Of XIAOMI?
7.Does the people have an impact on customers' purchasing intention the Home Of XIAOMI?
SCOPE OF THE STUDY

Figure 1:Xiaomi user profile in China
Source: Talking Data Mobile Data Research Center, November 2015 Android platform data
From the Figure 2, we can see that the top ranked province of Xiaomi users is in China, which is
Guangdong Province, and Guangzhou is the central city of Guangdong, so the regional scope of this paper is
selected in Guangzhou.
In 2017, the population of Guangzhou reached 2015 million , among which the permanent population
was 14.4984 million, and the urbanization rate was 86.14%.
And we selected one of the largest “Home Of XIAOMI” offline stores in Guangzhou as the survey
place. We will use IPAD, which is have the electronic questionnaire to conduct a questionnaire survey on the
customers who purchased any millet products through an electronic questionnaire. The number of samples
investigated will be based on the Sample Size Determination Using Krejcie and Morgan Table.

Figure 2:Xiaomi User age structure
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Source: Talking Data Mobile Data Research Center, November 2015 Android platform data
As can be seen from Figure 2, the age structure of Xiaomi users is roughly between 19 and 55 years old
and the permanent population of GuangZhou is 14.4984 million Guangzhou's population aged between 19 and
55 accounts for 65.16% (about 947,000)
Therefore, it is more authentic and effective to select Guangzhou as the survey area.The research scope
of this paper will select the customers who visit one of "the Home Of XIAOMI" offline stores in Guangzhou
through the questionnaire survey.
LITERATURE REVIEW
The role of marketing mix in the development of a positive consumer purchasing intent is very vital
(Dickinson & Holmes, 2008). The marketing firms must devise their marketing mix strategies in such a way that
can produce the most desirable impacts on consumer buying behavior (Gopal, 2010). It is very important for
marketing managers to know and understand the consumer buying behavior. Based on the same understanding
they most often formulate and design their marketing mix strategies (Priyankara , 2017). Hence, the problem
statement specifically developed for the current study is to examine the relationship between the marketing mix
strategies of Khaadi and fashion consumer’s purchase intention.
CONCEPTUAL FRAMEWORK
Proposed Conceptual Model of the study is shown below:

Figure 3. Proposed Conceptual Model of the Study

RESEARCH HYPOTHESIS
The following related hypotheses were derived from the above research questions:
H1:The product of XIAOMI is related to customers' purchasing intention.
H2 :The price of XIAOMI is related to customers' purchasing intention.
H3:The place of XIAOMI is related to customers' purchasing intention.
H4:The promotion of XIAOMI is related to customers' purchasing intention.
H5:The physical evidence of XIAOMI is related to customers' purchasing intention.
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H6:The process of XIAOMI is related to customers' purchasing intention.
H7:The people of XIAOMI is related to customers' purchasing intention.

RESEARCH DESIGN
Target Population
In 2017, the population of Guangzhou reached 2015 million (Guangzhou Population Census, 2017),
among which the permanent population was 14.4984 million, and the urbanization rate was 86.14%.At the end
of the year, the registered population was 897.87 million, and the urbanization rate was 79.69% .As of the end
of May 2018, the registered migrant population in Guangzhou is 96.733 million and the registered permanent
resident population is 911.98 million. In 2017, the gross domestic product (GDP) of Guangzhou reached
215,315 million yuan, a year-on-year increase of 7.0%, and the per capital GDP reached 150,678 yuan, which
was converted to us $22,317 at the average exchange rate. Regional fiscal revenue reached 594.70 billion yuan,
up by 14.0% .The added value of the primary industry was 23.349 billion yuan, down 1.0 percent, while the
added value of the secondary industry and tertiary industry was 601.529 billion yuan and 1525.437 billion yuan,
up 4.7 percent and 8.2 percent, respectively.
The proportion of the added value of the first, second and third industries is 1.09:27.97:70.94.The
contribution rate of the second and third industries to economic growth is 20.9% and 79.3% respectively .The
third industry contributed 2.3 percent more to economic growth than the previous year.
Therefore, it is more authentic and effective to select Guangzhou as the survey area. The research
scope of this paper will select the customers who visit one of "Home Of XIAOMI" offline stores in Guangzhou
through the questionnaire survey. Target Population.

Sample, and Sample Design
Base on the Sample Size Determination Using Krejcie and Morgan Table. The age structure of Xiaomi
users is roughly between 19 and 55 years old and the permanent population of GuangZhou is 14.4984 million
Guangzhou's population aged between 19 and 55 accounts for 65.16% (about 947,000), thus the sample size is
383.
DATA COLLECTION
This article will set up a questionnaire survey area in Guangzhou's largest “Home of the House” store
to conduct a questionnaire survey for consumers who have successfully purchased XIAOMI products. The
survey days are set to 14 days. The customer completed the survey through the IPAD we provided, which has an
electronic questionnaire that has been prepared.
When participants complete the questionnaire, the first task is to report their basic demographic
information, including age, gender, and income. The second task is to answer questions about the attitude of 7PS
and purchasing decisions. Complete the completed questionnaire immediately.A total of 413 questionnaires
were collected this time, among which only 350 were valid questionnaires and the rest were not filled out.
Therefore, the success rate of this questionnaire collection is.

DISCUSSION OF RESULTS
Model Summary
Model

R

R Square

Adjusted R Square

1

.860a

.739

.734
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a. Predictors: (Constant), People, Place, Promotion, Product, PH, Process, Price
Table 2 Model Summary
In table 2, R Square is 0.739, which indicates that the data is highly correlated.

Coefficientsa

Model
1
2
3
4
5
6
7

Unstandardized Coefficients
B
Std. Error
.437
.094
.151
.046
.069
.057
.121
.059
.223
.046
.000
.060
.049
.055

(Constant)
Product
Place
Price
Promotion
Process
Physical
evidence
8
People
.268
.045
a. Dependent Variable: Purchasing intention

Standardized
Coefficients
Beta
.166
.080
.137
.225
.000
.057

t
4.668
3.248
1.208
2.062
4.872
-.003
.902

Sig.
.000
.001
.228
.040
.000
.997
.367

.307

5.975

.000

Table 3. Coefficientsa
In tbale3, it can be obtained by the product (sig.0.001), which ＜ 0.05, so let's assume that H1 is
positively correlated with the dependent variable.
H1:The product of XIAOMI is related to customers' purchasing intention.
Place (sig.0.228), which is ＞ 0.05, so assume that H2 is not connected to dependent variable.
H2 :The place of XIAOMI is related to customers' purchasing intention.
Price (sig.0.040), which is less than 0.05, so let's say that H3 is associated with dependent variable and
is positive.
H3:The price of XIAOMI is related to customers' purchasing intention.
Promotion(sig.0.000), which ＜ 0.05, so let's say that H4 is associated with dependent variable and is
positive.
H4:The promotion of XIAOMI is related to customers' purchasing intention.
Process(sig.0.997), which is ＞0.05, so assume that H5 is not associated with dependent variable.
H5:The Process of XIAOMI is related to customers' purchasing intention.
Physical evidence(sig.0.367), which is ＞ 0.05, so let's say that H6 is not associated with dependent
variable.
H6:The physical evidence of XIAOMI is related to customers' purchasing intention.
People (sig.0.000), which is ＜0.05, so let's assume that H7 is associated with dependent variable and
is positive correlation.
H7:The people of XIAOMI is related to customers' purchasing intention.
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SUMMARY AND CONCLUSION
This research was undertaken to study the factors affecting purchasing intentions of XIAOMI in
Guangzhou, China, consequently to narrow the gap in the literature. The purpose of this quantitative
Congregational study was to test the relationships between the factors influencing 7P(product, promotion, price,
people, physical evidence, place, and process) (independent variables) and the purchasing intention (dependent
variable). Data were collected randomly online from the general Guangzhou population through www.wjx.cn.
The appropriate sample size of this study with a confidence level of 95% and a margin of error of 5% was 385
participants.
The data collection generated 400 responses including 50 incomplete survey responses. After
invalidation of the incomplete responses, 350 complete responses (n=350) were used as data. About 44.29% of
participants were men and 55.71% were female. Among them, 8% were between 19 and 20 years of age,
45.17% were between 21 to 30 years of age, 18.85% were between 31 to 40 years of age, 17.14% were between
41 to 50 years of age, and 8 % were 51 to 55 years of age. From the sample, 6.28% of participants were married
or in a domestic partnership, 85.71% single(never married), 1.14% divorced, and 1.14% widowed, and 5.71%
were separated.From the sample, 12.67% of participants were student, 3.42% of participants were housewife,
4.85% of participants were government, 1.42% of participants were unemployed, 14.28% of participants were
company employee , 5.14% of participants were business owner, and 8.28% of participants were freelance.The
following is a summary of the results for independent and dependent variables:
H1:The product of XIAOMI is related to customers' purchasing intention.
The result indicated the significant relationship between product of XIAOMI and purchasing intention
of customers(p＜ .05)
H2 :The place of XIAOMI is related to customers' purchasing intention.
The result indicated the insignificant relationship between place of XIAOMI and purchasing intention
of customers(p＞ .05)
H3:The price of XIAOMI is related to customers' purchasing intention.
The result indicated the significant relationship between price of XIAOMI and purchasing intention of
customers(p＜ .05)
H4:The promotion of XIAOMI is related to customers' purchasing intention.
The result indicated the significant relationship between promotion of XIAOMI and purchasing
intention of customers(p＜ .05)
H5:The Process of XIAOMI is related to customers' purchasing intention.
The result indicated the insignificant relationship between process of XIAOMI and purchasing
intention of customers(p＞ .05)
H6:The physical evidence of XIAOMI is related to customers' purchasing intention.
The result indicated the insignificant relationship between physical evidence of XIAOMI and
purchasing intention of customers(p＞ .05)
H7:The people of XIAOMI is related to customers' purchasing intention.
The result indicated the significant relationship between people of XIAOMI and purchasing intention
of customers(p＜ .05)

265

ICMSIT 2019: 6th International Conference on Management Science, Innovation, and Technology 2019
Faculty of Management Science, Suan Sunandha Rajabhat University (http://www.icmsit.ssru.ac.th)
Participants were all were the customers of XIAOMI and living in the Guangzhou, China.The 7PS was
used a theoretical framework for this study.The empirical evidence of this study concluded that four extended
7P variables namely product, price, promotion, and people were the significant factors purchasing intention of
XIAOMI in the Guangzhou, China..
Product, promotion, and people were equally the strongest predictors of purchasing intention of
XIAOMI in the Guangzhou, followed by price. Product, promotion, people, and price had a positive correlation
with purchasing intention of XIAOMI in Guangzhou, China. In addition, there was no significant correlation in
three main P of 7PS constructs of Place, process, and physical evidence with purchasing intention in
Guangzhou, China.
Xiaomi's new retail provides a great opportunity for today's developing companies to expand their
market share and for other developing companies to participate in the new retail. This study provides knowledge
of the predictors of China's new retail market. Therefore, this study provides a potential help for retail
companies in China. The results of this study can be used to develop strategies for expanding new retail.
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ABSTRACT
The purpose of this study is to investigate the influences of marketing mixes (4Ps) and brand image on
college student's mobile phone purchase decision in Guangzhou, China. Since the appearance of mobile phone
in China in 1987, the mobile phone has become an essential part of our daily lives. There are more and more
college students own mobile phones. Therefore, in the mobile phone market, college students have become a
group that cannot be ignored.
In order to research the relationship between marketing mix and brand image and purchase decision,
through literature review. The theoretical model consists of price, product, promotion, place and brand image.
There were 384 samples who studied in Guangzhou's universities taken. What's more, descriptive statistics and
multiple regression have used for data analysis.
Moreover, data entry and analysis is performed by using Analysis part Statistical Package for Social
Science (SPSS) version 25. It is concluded that price, product and place has impact on mobile phone purchase
decisions.
Finally, based on the conclusions of the research, combined with the population characteristics of
Guangzhou university students, it is proposed that manufacturers should produce mobile phones that meet those
conditions, sellers of mobile phones should keep prices within the price range that university students can
accept, and sell mobile phones through multiple channels.

Keywords: College Student, Marketing Mix, Brand Image and Purchase Decision

1 INTRODUCTION
1.1 BACKGROUND AND PROBLEM STATEMENT
1.1.1 Background
China has witnessed the development of economy and the progress of communication technology since
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the open and reform policy. Since the appearance of mobile phone in China in 1987, the mobile phone has
become an essential part of our daily lives (Campbell & M, 2005). It is no longer a luxury item and has become
one of the most commonly used daily consumer goods throughout the world (Bigne et al., 2005). As a result, the
mobile phone market has experienced several years of rapid development and now it has been ripe. Nowadays,
mobile handsets have become an integral part of human daily life and personal communication across the globe
(Sata & M, 2013). With the stable increase of the Chinese economy and the improvement of the mobile
communication technology, the proportion of college students’ consumption of mobile phone has not been
ignored, and this proportion ascends continually, and the growth speed is obviously higher than other social
consumption groups (Seock et al., 2008). Most college students belong to pure-consumption group, and as the
goods with relatively higher price, the mobile phone has been possessed by more and more students (Li, & Li,
2010). So in the mobile phone consumer market, the college student consumer group plays an important role
that cannot be ignored.
Secondly, a phenomenon calls for strong brands, in order to win consumer preferences and build a long
lasting relationship with them (Kay, 2006). Differently from consumer goods, brands mobile phone industry do
not focus on the association between products and companies but on what is associated with the brand image
(Hamann et al., 2007). Brands are perceived as a warranty not only of the quality and performance but also of
the difference and emotional relationship with the product (Bahmanziari et al., 2003). The brand is one of the
most strategic elements in distinguishing the products as well as the consumer. In this market corporate brands
compete through distribution and promotion strategies, based mostly on a co-marketing approach with the
service providers (Petruzzellis, 2010).
The third, in the economic field, Guangdong Province has ranked first in China's GDP for many years
(data.stats.gov.cn, 2019). Among the four first-tier cities recognized by China, it has two in Guangdong
Province. In terms of the number and quality of colleges and universities, and the number and level of students
in the school, the provincial capital of Guangzhou has an absolute advantage. There are 83 colleges and
universities in the city, including 36 undergraduate colleges and 159.281 million undergraduate students.
(http://data.stats.gov.cn/, 2018), the pursuit of mobile phone consumption has gradually become a new fashion
among college students.
1.1.2 PROBLEM STATEMENT
There is various research studies conducted to identify factors affecting consumers’ choice of mobile
phones. These studies indicated a range of items influencing purchase decision, these factors include price,
product, promotion, place, brand image (Li, 2010), but there is no study on the factors that underlying a
students' purchase decision of mobile phone(s) especially in Guangzhou China.

1.2 RESEARCH OBJECTIVES
The objectives of this research are
(1) To study the impact of 4ps on college students' mobile phone purchase decision in Guangzhou China.
(2) To study the impact of brand image on college students' mobile phone purchase decision in Guangzhou
China.

1.3 SIGNIFICANCE OF THE RESEARCH
In recent years, with the popularity of mobile phones on campus, more and more mobile phone
manufacturers have turned their attention to the potentially huge market of campus, which is of great
significance to enterprises in the consumer market.
The future of college students will be a consumer group with a high level of education, stable work,
successful career and high economic income. On the one hand, their high level of economic strength determines
their strong spending power (in college students' mobile phone consumption Brand preference research). They
may be producers or operators of companies or enterprises, may be economic or social policy makers, related to
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the development and consumption of the entire society, and even related to the entire society and the national
economy. The future, so their consumption concept must be given great attention (Li Yingying, 2014). Through
the observation and statistics of the current consumption situation of college students in Guangzhou, can analyze
the factors based on the 4ps of mobile phones which affect the purchase decision.
In China, brands have become an increasingly hot topic. Brand competition is becoming more and
more important in the market competition (Li Yingying, 2014).Based on research on mobile phone brands and
styles, the brand image factors are further subdivided. After data statistics and analysis, the factors of brand
image are extracted, and the consumption groups of college students are classified according to the importance
degree. The characteristics of college students' brand consumption are understood, and college students are
enriched. The theoretical basis of brand marketing and brand management provides theoretically new and
valuable clues and ideas for enterprises to develop brand marketing strategies and implement brand management
(Li Yingying, 2014).
1.4 EXPECTED BENEFIT
This research is mainly applied to the future mobile phone companies to adapt to the ever-changing
consumer market more quickly.
With the rapid development of science and technology, the competition in the market is becoming
fiercer, consumer demand is becoming more and more personalized, and in the face of complex and everchanging consumers, so it’s important to study. Enterprises further understand 4Ps and brand image affect the
college students' purchase decision, and help enterprises to occupy a dominant position in the competition of
college students' mobile phone market.
2 LITERATURE REVIEW
2.1 THEORY AND RELATED RESEARCH
2.1.1 Marketing Mix Theory
McCarthy (1964) offered the “marketing mix”, often referred to as the “4Ps”, as a means of translating
marketing planning into practice (Bennett, 1997). Marketing mix is not a scientific theory, but merely a
conceptual framework that identifies the principal consumers' decision making, by which enterprises make in
configuring their offerings to suit consumers’ needs (Palmer, 2004). The idea of the marketing mix is the same
idea as when mixing a cake. A baker will alter the proportions of ingredients in a cake depending on the type of
cake we wishes to bake. The proportions (4Ps) in the marketing mix can be altered in the same way and differ
from the product to product (Hodder Education, n.d). The marketing mix management paradigm has dominated
consumers' decision marketing (Grönroos, 1994), and “as a creator of differentiation” (Van Waterschoot, n.d)
since it was introduced in 1940s. Kent (1986) refers to the 4Ps of the marketing mix as “the holy quadruple…of
the marketing faith written in tablets of stone”. Marketing mix has been extremely influential in informing the
development of both marketing theory and practise (Möller, 2006).
The marketing mix is a powerful concept, It makes marketing seem easy to handle, the components of
the marketing mix can change a firm’s competitive position (Grönroos, 1994). The marketing mix concept also
has two important benefits. First, it is an important tool used to enable one to see what should be focused on in
marketing activities, in a large part, a matter of trading off the benefits of one’s competitive strengths in the
marketing mix against the benefits of others. The second benefit of the marketing mix is that it helps to reveal
another dimension of the marketing activities. All marketing activities have to allocate available resources
among various demands, and the marketing activities will in turn allocate these available resources among the
various competitive devices of the marketing mix. In doing so, this will help to instill the marketing philosophy
in the organization (Low and Tan, 1995).
Brand Image Theory
Brand image refers to the personality characteristics of a company or a certain brand in the market and
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in the hearts of the public. Brand literature (e.g. Aaker, 1996; Keller, 1998). In particular, the Keller model
reflects a customer focus on the functional, emotional and self-expressive benefits of brands (Veryzer and
Hutchinson, 1998; Voss et al., 2003; Chitturi et al., 2008). Indeed, some product categories are more sensitive to
brands than others according to the brand strength in assuring satisfaction and developing a certain identity
(Riezebos et al., 2003).It reflects the evaluation and cognition of the brand by the public, especially consumers.
Generally speaking, the brand of a product is firstly to obtain the subjective cognition of the consumer, mainly
through the channels of price, packaging, reputation, etc., and then through a series of marketing activities to
generate a set of attributes and related associations associated with the brand in the mind of the consumer. The
image of the product is deeply rooted in the hearts of the people, forming an associative collection for
consumers, showing consumers' attitude towards the brand, which forms the brand image. The brand image
expresses the consumer's subjective cognition and can guide consumers' purchase decision.
2.1.2 Related Research
In the era of mobile Internet, smart phones meet people's various needs of life. In recent years, the same
price level can only be a serious phenomenon of homogenization of mobile phone products, and the market
competition is very fierce. This chapter mainly summarizes relevant research on domestic and international
mobile phone market.
(1) Hao Wenjun (2018) has studied the smart phone market and said that details of smart phone
products will help to understand the current market competition. Therefore, from the perspective of consumers,
this paper selects the incentive factors of purchase decision and divides the smart phone university student
market into several types of market segments with higher degree of differentiation, and is a smart phone
manufacturer. Provide specific, differentiated marketing advice for each market segment. In-depth interviews
for college students' consumer insights are of innovative significance. In the study of college students'
purchasing decision domestic researchers have started from the existing research framework, and the selected
purchasing motivation research indicators are also used for reference.
There are 4Ps factors that affect the purchase decision of mobile phones.
(1) The price of a product is an important factor that cannot be overlooked in a study of purchase
decision. Majority of the respondents indicated price as main consideration when they decide to buy their
mobile phone. The variation in mobile price will influence the behavior of individuals to purchase the device.
The results of this research study coincide with the result of other studies conducted in the consumer buying
decision of mobile phones. According to Saif (2012), a study conducted in Pakistan, price was valued as the
most motivating factor in mobile purchase decision. Moreover, the study conducted by Pakola et al. (2010) in
Finland regarded price as the most important motive affecting the decision to purchase mobile phones.
(2) The product is the important factor correlated with the consumer decision to buy the device. Mobile
phone features include internet connection, Bluetooth, video, color, FM, media player, design, touch screen,
store, size, available accessories, speaker and weight. All these factors considered to have relationship with the
decision to buy the mobile devices. The results of this research study corresponds with previous researches
conducted in other countries (Pakola et al., 2010; Das, 2012; Saif, 2012; Malasi, 2012; Eric & Bright, 2008) that
considers the features of mobile phone as a dominant factor in consumer buying decision.
(3) Promotions are another useful factor used for purchasing decisions (Raghubir, 2004). The American
Marketing Association (AMA) defines a company's total promotion mix as the specific blend of advertising,
sales promotion, public relations, personal selling and direct marketing tools that a company uses to
persuasively communicate customer value and build customer relationships (Ehrman, 2011). Kotler (1999)
defined sales promotions as “short-term incentives used to encourage the purchase or sale of a product or
service”. According to Kotler (1999) sales promotion includes a wide variety of promotion tools designed to
stimulate earlier or stronger market response. Online retailers provide diverse sales promotions, such as free
gifts, discounts, or free shipping to attract shoppers to their websites. Promotion is also one of the important
attributes that contribute to generating positive store image (Collins-Dodd & Lindley, 2003; Thang & Tan,
2003).
(4) Place is defined as the "direct or indirect channels to market, geographical distribution, territorial
coverage, retail outlet, market location, catalogue, inventory, logistics and order fulfillment". Place refers either

271

ICMSIT 2019: 6th International Conference on Management Science, Innovation, and Technology 2019
Faculty of Management Science, Suan Sunandha Rajabhat University (http://www.icmsit.ssru.ac.th)
to the physical location where a business carries out business or the distribution channels used to reach markets,
so the place of the sale is an important determinant of the purchase decision. Place may refer to a retail outlet,
but increasingly refers to virtual stores such as "a mail order catalogue, a telephone call centre or a
website"(Blythe, Jim, 2009).
Mobile phone purchase channels are mainly divided into online and offline channels. Verhoef et al.
(2007) studied consumer online channel search information and then purchased products under offline channels.
In the information search stage, 27% of consumption using a single channel, 48% of consumers uses two
channels, so consumers can choose more and more consumer channels, and it is very important to study the
channels for college students to purchase mobile phones.
(5)The brand image of mobile phones is reflected in the brand's popularity, reputation, grades, and
customer groups (Zhang, Y. 2015).
Li Lu (2010) in order to study the impact of mobile phone brand image on purchasing decisions, the
brand image is divided into corporate image, product image, humanized image, symbolic image has a positive
impact on purchasing decisions, to explore whether the brand image will affect the purchase decision.
In summary, this paper draws on the research results of previous scholars, in order to better carry out
the following research, and divides the brand image into corporate image, product image and service image.
2.2 CONCEPTUAL FRAMEWORK
Conceptual framework of this paper is as follow:
Price
H1

Product
Marketing Mix

Promotion
Place

H2
H3
H4
H5

Mobile Phone
Purchase decision

Brand Image
Figure 1 Conceptual framework
2.3 RESEARCH HYPOTHESIS
H1: Price has a positive effect on consumer’s mobile phone purchase decision.
H2: Product influence consumers’ decision to acquire mobile phones.
H3: Promotion affects consumers’ decision on mobile phone purchase.
H4: Place where the mobile phone is sold affects the consumer's mobile phone purchase decision.
H5: Brand image has a positive effect on consumer’s mobile phone purchase decision.
3 RESEARCH METHODOLOGY
In this study, quantitative analysis is used. The data is mainly distributed through questionnaires then
data entry and analysis is performed by using Analysis part Statistical Package for Social Science (SPSS)
version 25. This research is conducted at universities in Guangzhou city. Base on the 2018 census conducted by
the Guangzhou government database, the population of college students in Guangzhou is 1,592,800
(http://data.stats.gov.cn/, 2018). According to the number of samples provided by the sample size, there are 384
college students becoming samples of this research.
Questionnaires consist of 3 parts. There are demographic characteristics, brand image and marketing
Mix of mobile phone survey. Part 1 Demographic characteristics. Mainly to understand the gender of the
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surveyed, income, etc. Part 2 Brand image. In order to determine whether the brand image has an impact on the
purchase decision. Part 3 Marketing Mix survey. According to the dependent variable, 12 factors were
summarized to study. Part 4 Purchase decision survey. Three questions are summarized in terms of dependent
variables.In this study, the Likert scale was used to measure the consumer's consent to these influencing factors.
Part 2, 3 and 4 are using 1 to 5 respectively, they are strongly disagree, disagree, neither agree nor disagree,
agree, strongly agree.

Cronbach's Alpha
0.904

Cronbach's Alpha Based on Standardized Items
0.904

N of items
18

This table shows Cronbach's Alpha is 0.904 and close to 1, it indicates that this questionnaire has good
reliability.
Table 2 Item Statistics
Cronbach's Alpha
0.738

Brand

Cronbach's Alpha Based on Standardized Items
0.738

N of item
3

Price
Product

0.700
0.716

0.700
0.716

3
3

Promotion
Place
Purchase decision

0.700
0.718
0.713

0.700
0.718
0.713

3
3
3

Table 1 Reliability Statistics
This table illustrates that the Cronbach's Alpha value of each independent variable in the questionnaire
is greater than or equal to 0.700, so each independent variable is acceptable and reliable.
4 DATA ANALYSIS AND RESULT
The data is mainly used to collect the questionnaires that have already been distributed. The online is to
distribute questionnaires to students in local universities in Guangzhou. The online questionnaires are
distributed and collected through https://www.wjx.cn/ questionnaire platform. 400 copies of questionnaires were
randomly distributed to university campuses in Guangzhou via the Internet, and 384 copies were effectively
collected, with an effective collect rate of 96%.

4.1 DEMOGRAPHIC DESCRIPTIVE STATISTICS
This part shows the gender of 384 respondents there are 48.2 percent of male students and 51.8 percent
of female students taking part in the questionnaire survey in Guangzhou’s universities. In addition, it illustrates
that the monthly income of 384 respondents who are below 1000RMB accounted for 25.3%, monthly income
between 1001RMB and 2000RMB accounted for 28.1%, and the final monthly income between 2001RMB and
3000RMB and more than 3001 RMB accounted for 23.7% and 22.4% respectively, and 49.7% of the 384
respondents are using an iOS system phone, and 49.2% are using an Android system phone as well.

4.2 MULTIPLE REGRESSION ANALYSIS
Model

R

R Square

Adjusted R square

Std.Error of the Estimate

1

.785a

.617

.612

.52485

a. Predictors: (Constant), place, product, brand image, price, promotion

Table 3 Linear regression model summary
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This table shows the multiple regression analysis that there are the effect of the independent variables
on college students’ purchase decision at R Square=0.617, the adjusted R square is 0.612, it indicates there are
61.2% of the variation in college students’ purchase decision influenced by independent variables. According to
R Square is greater than 0.300, this model has a good fitting degree for dependent variables.

Model
1
Regression

Sum of Squares
167.539

ANOVAa
df
Mean Square
5
33.508

F
121.640

Sig.
.000b

Residual
104.127
378
.275
Total
271.666
383
a. Dependent Variable:purchase decision
b. Predictors: (Constant), place, product, brand image, price, promotion
Table 4 Linear regression model summary
This table illustrates that after Analysis of Variance, the significant value is 0.000 and less than 0.05,
indicating that the independent variable has a significant impact on college students’ purchase decision.

Unstandardized coefficients
Model
1
(Constant)
brand image
price

B
.688
.073
.272

Std.Error
.135
.051
.046

Coefficients
Beta
.083
.286

product
.458
.040
.484
promotion
.058
.056
.065
place
-.104
.040
-.087
a. Dependent Variable:purchase decision
b. Significance level: *=p≤0.1;**=p≤0.05;***=p≤0.001
Table 5 Linear regression results

T
5.104
1.443
5.951

Sig.
.000
.150
.000***

11.422
1.045
-2.600

.000***
.297
.010**

In addition, when consider the value of t-test or significant value of table 4.2, through the test of each
variable, can found the coefficient of constant was 0.688 and the coefficient of each variable for purchase
decision were brand equal to 0.073, price 0.272, product 0.458, promotion 0.058, place -0.104.
The t-value of constant, brand, price, product, promotion and place value was 5.104, 1.443, 5.951,
11.422, 1.045 and -2.600. The significant of each variable of purchase decision factor were, price and product
was equal to 0.000 (Sig<0.05), place was equal 0.010 (Sig<0.05), brand image was equal to 0.150 (Sig>0.05),
promotion was equal to 0.297 (Sig>0.05). It meant that the price, product and place had effect on college
students’ purchase decision.
Thus, the reasonable linear regression equation for the variable of brand image and marketing mix
factor and on the purchase decision = 0.688 + 0.073brand + 0.272price + 0.458product + 0.058promotion 0.104place.

4.3 SUMMARY HYPTHESIS RESULTS
Hypothesis
H1: Price has a positive effect on consumer’s mobile phone purchase decision.
H2: Product influence consumer’s decision to acquire mobile phone.
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H3: Promotion affects consumer’s decision on mobile phone purchase.
H4: Place where the mobile phone is sold affects the consumer's mobile phone purchase decision.
H5: Brand image has a positive effect on consumer’s mobile phone purchase decision.
Table 2 Summary of all hypothesis

Rejected
Accepted
Rejected

5 CONCLUSION, DISCUSSION AND RECOMMENDATION
5.1 CONCLUSION
Females and males accounted for 51.8% and 48.2% respectively of the sample in this research . In the
income level, the most ranges was 1001-2000 RMB per month accounting for 28.1% , the second was below
1000RMB accounting for 25.3%, the third and the last were 2001-3000 RMB and more than 3001 RMB ,
respectively, accounting for 23.7% and 22.4%.
In addition, 49.7% of the respondents in the research sample used iOS mobile phones, and 49.2% of the
respondents used Android mobile phones.
In this study, there are five independent variables and one dependent variable. The independent
variables are brand image, price, product, promotion, and place. The significant of price was equal to 0.000
(Sig<0.05), H1 was accepted, there is enough evidence to indicate that price has a positive effect on consumer’s
mobile phone purchase decision. The significant of product was equal to 0.000 (Sig<0.05), H2 was accepted,
there is enough evidence to indicate that product influence consumers’ decision to acquire mobile phones. The
significant of promotion was equal to 0.297 (Sig>0.05), H3 was rejected, there is not enough evidence to
indicate that promotion affects consumer’s decision on mobile phone purchase. The significant of place was
equal 0.010 (Sig<0.05), H4 was accepted, there is enough evidence to indicate that place where mobile phones
are sold has a negative impact on consumers’ mobile phone purchase decisions. The significant of brand image
was equal to 0.150 (Sig>0.05), H5 was rejected, there is not enough evidence to indicate that brand image has a
positive effect on consumer’s mobile phone purchase decision.

5.2 DICUSSION
5.2.1 Price with Purchase Decision
According to the results of the analysis, the price of mobile phones has a significant impact on
consumers' purchasing decisions.
From the review of literature, the price of a product is an important factor that cannot be overlooked in
a study of purchase decision. Majority of the respondents indicated price as main consideration when they
decide to buy their mobile phone. According to Saif (2012), a study conducted in Pakistan, price was valued as
the most motivating factor in mobile purchase decision. Moreover, the study conducted by Pakola et al. (2010)
in Finland regarded price as the most important motive affecting the decision to purchase mobile phones.
It can be concluded that the results of others research are the same as my research results.
5.2.2 Product with Purchase Decision
The results of the research indicate product influence consumer’s decision to acquire mobile phone.
The product is the important factor correlated with the consumer decision to buy the device.The results
of this research study corresponds with previous researches conducted in other countries (Pakola et al., 2010;
Das, 2012; Saif, 2012; Malasi, 2012; Eric & Bright, 2008) that considers the features of mobile phone as a
dominant factor in consumer buying decision. Thus, the fact that my research results are consistent with the
results in the literature review.
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5.2.3 Promotion with Purchase Decision
In my results, it shows promotion doesn’t affect consumer’s decision on mobile phone purchase.
From others research, I can get that by keep the price standard, do more attractive promotion, give
more discount, the store can encourages more participation and hence in the same way increases customer
buying intention (Andreti at el., 2013). However, consumers may not be interested in having free gifts or do not
want to use them (Raghubir, 2004).
The reason for this result may be the difference of interviewees, which affects the untenability of the
hypothesis.

5.2.4 Place with Purchase Decision
The results of analysis show place where mobile phones are sold has a negative impact on consumers’
mobile phone purchase decisions.
The other research provided some interesting insights on consumers’ responses to price promotions and
store image, its findings could be cross validated with a non-student population, that store image may be less
important in the purchase of a phone (Faryabi et al.,2012).
The reason for this result may be that college students in Guangzhou are more sensitive to mobile
phone information, there are many channels for purchasing mobile phones, and less attention is paid to offline
stores.
5.2.5 Brand image with Purchase Decision
Regression analysis shows that brand image doesn’t have an effect on consumer’s mobile phone
purchase decision.
According to Karjaluoto et al. (2005), price, brand image, interface, and properties tends to have the
most influential factors affecting the actual choice among mobile phone. Ling, Hwang and Salvendy (2007)
surveyed college students to identify their preference of their current mobile phone. The results of their survey
indicated that the brand image of mobile phone isn't determinant factors affecting the choice of mobile phones.
This is why the brand image does not affect the purchase decision.
Through this research, there are three recommendations as follow:
1.Based on the findings of this research product, mobile phone features include internet connection,
Bluetooth, video, color, FM, media player, design, touch screen, store, size, available accessories, speaker and
weight. In order to attract consumers of Guangzhou university students, mobile phone companies should
manufacture mobile phones that meet these conditions.
2.Base on the findings of this research price, the variation in mobile price will influence the behavior of
individuals to purchase the device. Manufacturers and sellers of mobile phones should keep prices within the
price range that university students can accept.
3.Base on the findings of this research place, in the information search stage, 27% of consumption
using a single channel, 48% of consumers uses two channels, so consumers can choose more and more
consumer channels, and it is very important to study the channels for college students to purchase mobile
phones. The questions mentioned in the questionnaire are mainly about offline channels to buy mobile phones,
and the results are negatively correlated. Therefore, sellers should sell mobile phones through multiple channels.

5.3 RECOMMENDATION
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Through this research, there are three recommendations as follow.
Based on the findings of this research product, mobile phone features include internet connection,
Bluetooth, video, color, FM, media player, design, touch screen, store, size, available accessories, speaker and
weight. In order to attract consumers of Guangzhou university students, mobile phone companies should
manufacture mobile phones that meet these conditions.
Base on the findings of this research price, the variation in mobile price will influence the behavior of
individuals to purchase the device. Manufacturers and sellers of mobile phones should keep prices within the
price range that university students can accept.
Base on the findings of this research place, in the information search stage, 27% of consumption using
a single channel, 48% of consumers uses two channels, so consumers can choose more and more consumer
channels, and it is very important to study the channels for college students to purchase mobile phones. The
questions mentioned in the questionnaire are mainly about offline channels to buy mobile phones, and the
results are negatively correlated. Therefore, sellers should sell mobile phones through multiple channels.
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A Study on Job Selection Preferences of
Generation Z Senior International Business
Management Students in a Selected Thai
Private University
Vajirawit Siripiyaphat1

ABSTRACT
The objective of the research topic, “A Study on Job Selection Preferences of Generation Z Senior
International Business Management Students in a Selected Thai Private University” is to study 1) the difference
of personal demographic on job selection of Generation Z senior student, 2) work motivation that influences job
selection of Generation Z senior student, and 3) work environment that influences job selection of Generation Z
senior student. This study used the closed-end questionnaire as an instrument in order to collect the data. The
expert in the organizational behavior field verified the questionnaire. Also, the value of reliability test was 0.835
from 30 Generation Z senior undergraduate students. After testing, the questionnaire was contributed to 128
Generation Z senior students, who are majoring in International Business Management. The independent sample
t-test and One-way Analysis of Variance as well as the multiple regression analysis with the significance level of
0.10 were used to measure the hypotheses. The result found that the difference in personal demographic have no
influence on job selection. However, the only factor in work motivation influences job selection is company
policy and job stability. For work environment, all factors; physical, economic, and social environment,
influence job selection.

Keywords: Work Motivation; Work Environment; Decision-making; Generation Z

INTRODUCTION
Job seeking is the next action of the majority of new graduate after earning a degree from college
(Smith, 2017). However, there are still loopholes in the recruitment process; especially, the generation gap
which plays an important role in today’s working world (Bissing, 2019). A mismatch between applicants and
companies may inevitably cost recruiter a fortune. For this reason, the recognition of the real needs of applicants
would be one of the efficient methods to reduce any risk in recruitment (Goazempis, 2019).
Companies in the World are presently experiencing the flow of the newest and youngest working
generation into the labor market. In other word, companies are facing a change in worker demand. The brandnew workforce in this paper is Generation Z. The first jobbers with a bachelor’s degree should be aged
approximately 21-22 years old due to the educational curriculum (Thailand’s Ministry of Education, 2007).
1
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Lanier (2017) indicated that people in Generation Z, were born between 1996 to 2011, whose age is between 8
to 23 years old in 2019. Therefore, some of Generation Z has already been in the labor market. Chillakuri and
Mahanandia (2018) explained in their research that most of Generation Z are children of a previous generation,
Generation Y or Millennials. Thus, the two generations share the same mental and moral quality; being loyal,
thoughtful, responsible, and determined, for instance. Nevertheless, a stronger entrepreneurial mindset makes
Generation X different from previous generations. Apart from entrepreneurship, Lanier (2017) mentioned that
this generation is digital-savvy employees. Most of them connected to the internet from birth. In every respect,
the working style would certainly change due to the shift of working age.
For Thailand, the Population Division of the United Nation (2019) predicts that there are approximately
4.8 million people whose age is between 20-24, in 2019. With that number, the Kingdom would place in the
fourth rank among South East Asia nations in terms of the number of Generation Z. To illustrate, there are
roughly 1.1 million first jobbers in Thailand entering the labor market. In this amount, the Generation Z
applicants with a bachelor’s degree would be the largest group, 0.7 million (Prachatai, 2017). Leesa-Nguausuk
(2018) of Bangkok Post reviews the research of Anothai Wettayakorn, vice-president of Dell EMC Indochina
that working with cutting-edge technology attracts young employees all over the World. Thailand’s Generation
Z also shares that employment trend with global Generation Z. Interestingly, Thai Generation Z places
importance on a salary less than the global average, at 32% and 45%, respectively. The research reviews that
Thai youngest generation values meaningful work above money.
In this manner, the decision-making process for selecting the job of Generation Z is a crucial factor to
study. In terms of studying the process, the author uses the behaviorist stimulus-response model of behavior
(Friedenberg and Silverman, 2011). The model states that a stimulus in the environment influences an organism.
Then, the organism could produce a response. The organism in this model refers to the mind of a decision maker
which is unfathomable; therefore, an implication of mind is a black box. Though, the mind is a simple tool to
convert stimulus to responses. The responses are the only thing that the behaviorists could know from the
complex decision-making process. For job application, responses are job selection and vice versa.
Seemingly, there are a lot of factors job applicants rely on when deciding on job selection. Nonetheless,
the applicants’ personal demographic together with the theory on work motivation of Herberg (1959) and theory
on work environment of Moos (1986) are three variables that lead applicants to the decision-making process.
Regarding personal demographic, Chi, Yeh and Guo (2017) stated that different gender, age, education
background, and work experience do not affect job selection. In addition, JobThai.com (2018), the website for
job search, reviewed the result of its own research in relations to factors that Thai Generation Y and Z uses for
selecting a job. Among its 3,184 respondents, 12.81% or around 408 persons gave precedence to convenient
transportation. The job search website explained that most people prefer to find a place to work near their home
or the place that travel to easily. They could save time and money. Importantly, it can help reducing stress
causing by traffic congestion. Therefore, if any organization is in an area that is convenient to travel, it will
provide an opportunity to get more attention from the workers. For future career expectation of Generation Z, as
mentioned earlier, the research of Lanier (2017) and Chillakuri and Mahanandia (2018) summarized that
Generation Z has a stronger entrepreneurial mindset comparing to previous generations. Additionally, a cofounder and managing director of a company providing human resource management service, Q Gen Consultant
Company Limited, Khanthavithi (2019) stated in Thailand HR Note website about work behavior of Thai
Generation Z that Generation Z may be working in the company. Anyway, people in this generation are
probably own business at the same time. Most of them are selling online. Even though being freelance or owning
some business could make a lot of money for Generation Z, working in the company is more stable. Therefore,
Generation Z would see freelance work as a hobby.
According to work motivation, Herberg (1959) stated that there are two factors to describe how
employees are motivated in work. The first factor is motivation factor, it is an internal factor of workforces
(internal needs) in order to satisfy their own job. For example, progress in work, success, or admiration. The
second factor is maintenance factor or hygiene factor, it is an external factor that prevents employees from being
dissatisfied with work. For example, company policy, supervision, job stability, salary, or working conditions.
As regards work environment, Moos (1986) indicated that work environment refers to a broad term and
means of all the surroundings of employees when working. They are a good reflection of the feeling of
employees toward work and their co-workers. There are many elements in work environment. First, physical
environment such as working materials, workplace, light, sound, or temperature. Second, economic environment
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such as compensation and welfare. Third, social environment such as the relationship with supervisors and coworkers. Correspondingly, a good work environment can lead to effective co-operation of employees. Also, it
causes decent work (Rothe et al.,2012). On the contrary, a poor working environment may cause stress.
Employees will not be able to work efficiently and effectively as the company needs. Furthermore, the poor
work environment of a company is likely to cause a higher level of job dissatisfaction and turnover rate of young
generation employees (Westerman and Yamamura, 2006).
With respect to those points, the author is interested in studying about personal demographic, work
motivation, and work environment that affect job selection of Generation Z senior undergraduate students who
are majoring in International Business Management in a selected Thai private university. The author set
objectives as follow.

OBJECTIVES
2.1 To study the difference of personal demographic on job selection of Generation Z senior student.
2.2 To study work motivation that influences job selection of Generation Z senior student.
2.3 To study work environment that influences job selection of Generation Z senior student.

Research framework

Personal demographic

Decision-making on job
selection

Work motivation

Work environment
Fig. 1. The research framework of factors affecting decision-making on job selection

The framework of this research shows independent variables which are personal demographic, work
motivation and work environment affecting decision-making on job selection. The dependent variable is
decision-making on job selection; it is affected by these three variables.

METHODOLOGY
This study used the closed-ended questionnaire to survey 128 Generation Z senior undergraduate
students who are majoring in International Business Management in a selected Thai private university. Content
validity of the questionnaire was verified by the expert in the organizational behavior field. Also, the value of
reliability test, the Cronbach's alpha, was 0.835 from 30 Generation Z senior undergraduate students in a
selected private university in order to ensure before contributing to 128 Generation Z senior undergraduate
students. The questionnaire consists of four parts; personal demographic, work motivation factors, work
environment factors, and decision-making on job selection factors. For personal information, respondents need
to select one choice that most suitable to their own information. For the rest three parts, respondents need to
determine the level of agreement based on Five Point Likert Scale, from strongly disagree to strongly agree; 1Strongly disagree, 2-Disagree, 3-Moderate, 4-Agree, 5-Strongly agree. Statistical Package for Social Science is a
tool for data analysis and interpretation. Hypothesis 1 is analyzed by independent sample t-Test and One-way
Analysis of Variance or F-test. Hypothesis 2 and 3 are analyzed by multiple regression analysis. Importantly, the
data were tested by using Taro Yamane formula (Yamane, 1973) with a significance level of 0.10.
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FINDINGS
The study on job selection preferences of Generation Z senior undergraduate students, who are
majoring in International Business Management, in a selected Thai private university indicated in descriptive
statistics that the majority of the sample group are female – 87 persons (68%), mostly live in Bangkok and
perimeters – 69 persons (53.9%), with accumulated grade point average (GPAX) from 3.01 to 3.50 – 41 persons
(32%). Regard to future career expectation, almost half of respondents – 63 persons (49.2%) are interested in
running their own business after graduation.
Descriptive Statistics

N

Mean

Standard.
Deviation

Work Motivation

128

4.15

0.484

Work Environment

128

4.13

0.472

Decision-making process

128

3.88

0.671

Table 1. The mean and standard deviation of work motivation, work environment, and decision-making process
For Table 1, the overall opinion of 128 respondents on work motivation has a mean of 4.15 and a
standard deviation of 0.484. For work environment, it has a mean of 4.13 and a standard deviation of 0.472.
Also, the decision-making process has a mean of 3.88 and a standard deviation of 0.671.
Hypothesis 1: Different personal demographic has an influence on job selection of Generation Z senior student.

1.

Male

41

x̅
3.81

2.

Female

87

3.90

Gender

n

T

Sig.

.806

.422

Statistical significance at 0.10*
Table 2. Comparison of difference in gender has no influence on decision-making on job selection.
Regarding Table 2, it could summarize that different gender has no influence on decision-making on
job selection at statistical significance at 0.10

Personal Information

F

Sig.

1.

Domicile

1.729

.191

2.

GPAX

0.862

.489

3.

Future career expectation

0.644

.632

Statistical significance at 0.10*
Table 3. Comparison of differences in personal demographic on domicile, GPAX, and future career expectation
have no influence on decision-making on job selection.
In regard with Table 3, it could summarize that different personal demographic on domicile, GPAX,
and future career expectation no influence on decision-making on job selection at statistical significance at 0.10.
Hypothesis 2: Work motivation has an influence on job selection of Generation Z senior student.
Before working on Multiple Regression Analysis, the relationship of all four independent variables has
been tested. The author found that Tolerance values of them are between 0.554 and 0.815. Theoretically, if
Tolerance value is greater than 0.2, all four independent variables have little relevance. In other words, each
variable here is independent of others and does not cause multicollinearity. Therefore, all four independent
variables do not conflict with the conditions of Multiple Regression Analysis. Additionally, the average of VIF
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(Variance Inflation Factor) of all four independent variables is between 1.227 to 1.806, which are all less than
10, emphasizing that those independent variables are not related. Thus, all four independent variables are usable
for Multiple Regression Analysis.

Work motivation factors

Beta

t

Sig.

1.Acceptance of others

.045

0.494

.622

2.Opportunities for advancement and
self-development

.118

0.987

.325

3.Job description and responsibilities

.199

1.567

.120

4.Company policy and job stability

.190

1.868

.064*

2

R = .146, F-Value = 5.268, n = 128, P-Value = 0.10*
Table 4. Test of hypothesis 1
According to table 4, the result showed that only one factor, which is company policy and job stability,
has an influence on decision-making on job selection of Generation Z senior undergraduate students at 14.6%.
However, the other three factors, which are acceptance of others, opportunities for advancement and selfdevelopment, job description and responsibilities, have no influence on this decision-making process in relation
to job selection.
Hypothesis 3: Work environment has an influence on job selection of Generation Z senior student.
Before working on Multiple Regression Analysis, the relationship of all four independent variables has
been tested. The author found that Tolerance values of them are between 0.731 and 0.756. Theoretically, if
Tolerance value is greater than 0.2, all four independent variables have little relevance. In other words, each
variable here is independent of others and does not cause multicollinearity. Therefore, all four independent
variables do not conflict with the conditions of Multiple Regression Analysis. Additionally, the average of VIF
(Variance Inflation Factor) of all four independent variables is between 1.323 to 1.367, which are all less than
10, emphasizing that those independent variables are not related. Thus, all three independent variables are
usable for Multiple Regression Analysis.

Work environment factors

Beta

t

Sig.

1.Physical environment

.238

2.324

.022*

2.Economic environment

.180

1.799

.074*

3.Social environment

.258

2.460

.015*

2

R = .226, F-Value = 12.080, n = 128, P-Value = 0.10*
Table 5. Test of hypothesis 2
According to table 5, the result showed that all three factors of work environment, which are physical
environment, economic environment, and social environment, has an influence on decision-making on job
selection of Generation Z senior undergraduate students at 22.6%. Nonetheless, respondents placed important
the most on social environment, followed by physical environment and economic environment, respectively.

DISCUSSION
This study on job selection preferences of Generation Z senior undergraduate students, who are
majoring in International Business Management, in a selected Thai private university could be discussed as
follow.
According to Hypothesis 1, different personal demographic has an influence on job selection of
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Generation Z senior student, the author found that gender, domicile, GPAX, and future career expectation of the
applicants have no influences on decision-making on job selection.
For gender and GPAX, what the author found accord with the research of Chi, Yeh, and Guo (2017)
that different gender, age, education background, and work experience do not affect job selection. Their research
showed that people with different gender and educational background share willingness to apply for a job at the
company that could offer similar corporate image, salary, job description.
For domicile, the result also relevant to the review of JobThai.com (2018) that younger workforces see
convenient transportation as important or company near their residence. According to the United Nation (2015),
an average annual growth rate of Thailand’s urbanization is 1.4% - from 2,400 square kilometers to 2,700
square kilometers, between 2000 and 2010. Also, 80% of the Kingdom’s urban area is in Bangkok and its
outskirt. The Nation (2018) mentioned that 52% of the total Thai population are living in an urban area in 2016.
To illustrate, Thailand had an approximated population of 68.86 million in 2016 (World Bank, 2019); hence,
there would be around 35.81 million living in an urban area. As regards work location, CBRE, an international
real estate consultant firm (2017) suggests that the most suitable location for an office in Thailand is in Bangkok
so-called Central Business District (CBD). The location has many supporting factors for businesses such as
infrastructure, mass transit lines of Bangkok Mass Transit System (BTS) skytrain and The Metropolitan Rapid
Transit (MRT) subway, links of transportation and even leisure places. Anyway, other areas out of CBD, which
is called Outer-CBD and Non-CBD, also appropriate locations to set up office due to the expansion of
transportation routes from the city center. Correspondingly, Klinchuanchun (2018), a real estate analyst of Bank
of Ayudhya Public Company Limited predicted that residential business trend in Bangkok and perimeters would
be gradually recovering, between 2018 and 2020, due to three reasons. First, the recovery of domestic demand.
Second, the investment in the construction of public transports of the government sector. Third, International
economic relations in the region causing an increase in foreign investment and workforce. The good prospects
of the real estate business not only increase the employment rate but also fulfill the residential needs in line with
the expansion of the city. Accordingly, most of the respondents are in Bangkok and perimeters; therefore,
domicile does not play an important role for decision-making on job selection because respondents would not
face any difficulties in order to find accommodation near their workplace. Also, transportations in Bangkok and
perimeters are more convenience due to transportation development plan of Thai public sector.
For future career expectation, almost half of respondents are entrepreneurship. The result conforms
with the research of Lanier (2017) and Chillakuri and Mahanandia (2018) summarized that Generation Z has a
stronger entrepreneurial mindset comparing to previous generations. Furthermore, being entrepreneurship would
make Generation Z is growth, innovative, and flexible. (Boyett, 1996) In addition, their psychological drive
makes them long for achievement more than money; however, monetary reward is a symbol of achievement for
them (Hamilton and Harper, 1994). Nevertheless, the respondents gave a second priority to working with private
companies. Therefore, what Khanthavithi (2019) stated in Thailand HR is also consistency. Generation Z would
see freelance work as a hobby and place importance on stability.
Regarding Hypothesis 2, work motivation has an influence on job selection of Generation Z senior
student. The author found that only company policy and job stability has an influence on decision-making on job
selection of Generation Z senior undergraduate students. The result accord with Herberg’s hygiene factor (1959)
that help preventing dissatisfaction on work of workforces. Additionally, the way respondents valued company
policy and work stability could be explained by the research of Damel, Mariel, and Meyerhoff (2018) that if the
companies could not offer the young workers high salaries, they would offer those applicants long-term work at
the company. Working from home is what Generation Z satisfies and values as well. Chillakuri and Mahanandia
(2018) indicated that the productivity of employees is high when they have a chance to work outside the office.
Moreover, Lanier (2017) also stated that Generation Z is living through a global economic slowdown; hence,
this youngest labor group is focusing on a stable job. Notwithstanding, the reason why other factors; acceptance
of others, Opportunities for advancement and self-development, job description and responsibilities, are not
relevant probably also from Generation Z’s entrepreneurial mindset. Chillakuri and Mahanandia (2018)
described that people with this attitude like to work independently as well as feel bored of doing a repetitive job.
Therefore, being restricted to one specific thing may not be able to motivate this generation.
As to Hypothesis 3, work environment has an influence on job selection of Generation Z senior student.
The result showed that all environment; physical environment, economic environment, and social environment,
have influences on decision-making on job selection of Generation Z senior undergraduate students. The result is
consistent with Moos’ theory (1986) indicated a good work environment causing decent outcome as a result of
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effective coordination between employees. Nonetheless, among those three environments, respondents pay most
attention to social environment. Although Generation Z is a techno-geek comparing to previous generations, this
generation prefers face-to-face communication (Schawbel, 2014; Lanire, 2017; Chillakuri and Mahanandia,
2018). Also, Generation Z likes to stay connected with co-workers in order to exchange ideas and thoughts
(Chillakuri and Mahanandia, 2018) because of a strong desire to receive feedback on task accomplishment
(Hamilton and Harper, 1994). Consequently, it can explain why social environment is important to this newest
generation in the labor market.
RECOMMENDATION
The suggestions of this research can be divided into three parts as follows.
7.1 For personal demographic factors, business in both private and public sectors are welcoming the
newest and youngest generation, Generation Z. Notwithstanding, Generation Z people share some personality
with the previous generations, especially Generation Y which is mostly parent of Generation Z. Anyway, the
company should not overlook the uniqueness of Generation Z such as entrepreneurship or digital native. Having
Generation Z employees would help the company to get rid of outdated policy or process. Furthermore, the
company would be developed accord with competitive business world and globalization.
7.2 For work motivation, Generation Z gives precedence to freedom of work. Therefore, a company
policy that comes with some limitations such as time attendance may not be beneficial to the company in order
to recruit an employee who is this generation. In addition, job stability is important to Generation Z employees;
therefore, the company should boost their confidence and increase job engagement by offering them long-term
job stability. Although the salary expectation of Generation Z is not as important as company policy or job
stability, monetary awards refer to achievement for Generation Z employees. Correspondingly, it would be a
good motivation for this newest group of employees apart from freedom and stability.
7.3 For work environment, the strong relationship among people in the company still plays a pivotal
role for Generation Z due to the eager to receive feedback. Peer evaluation would be a good instrument in
relation to share opinions with co-workers. Also, the company should not neglect other two types of the
environment; physical environment and economic environment, because of those two types also significant to
Generation Z. In overall, the company with a proper work environment could expect for an effective and
efficient outcome from its employees.

LIMITATION
This research is a pilot study, the questionnaire was only contributed to 128 senior undergraduate
students who are majoring in International Business Management in a selected private university. Therefore, a
senior student in the same filed in other universities or senior students in other majors in business school or were
not tested. The result might be reflecting the actual perspective of this newest and youngest workforce.
However, this study is manipulated due to time and financial limitations.
Future research should increase the sample size with more variety of majors in business school or
universities in order to generalize the result. Online research is a great tool in relation to contribute and collect
survey. Nonetheless, the number of questions should be moderate; otherwise, some respondent may not finish
the survey. Respondents in different institute may not respond well in a timely fashion. The researcher should
have a longer time frame or counterplan. In-depth interview or focus group might be another method to study
Generation Z; however, the researcher may apply interview session in a digital way such as an online interview.
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Research on the Impact of Cross-border
E-Commerce on the Competitiveness of
SMEs -Taking SMEs in ShenZhen City,
GuangDong Province, China as an Example
QiaoRui Wang
Dr.Aunchat Chamchong

ABSTRACT
This study sought to find the Influencing Factors of SMEs' Competitiveness in Cross-border ECommerce. According to the previous scholars' summary of the factors of competitiveness, combined with the
characteristics of cross-border e-commerce，this article selected brand promotion ability, enterprise marketing
ability, international marketing ability, development of potential foreign customer capabilities, after-sales
service capabilities, international logistics capabilities, cost control capabilities, ability to handle international
Trade issues, and ability to master laws and regulations, these 12 indicators to build a cross-border e-commerce
environment, the evaluation system of SME competitiveness.
The questionnaire is composed of two parts: Part 1- Basic situation of the enterprise; Part 2Influencing factors of cross-border e-commerce for SMEs. A total of two hundred fifty (250) were distributed.
Using factor analysis to study the impact of cross-border e-commerce on the competitiveness of SMEs.
The findings show that: cross-border e-commerce affects the company's technological innovation
ability, management ability, reputation and development environment

Keywords: cross-border e-commerce; Competitiveness; SMEs.

INTRODUCTION AND BACKGROUND OF THE STUDY
With the rapid development of Internet technology and the rapid advancement of economic
globalization, enterprises from all over the world have stepped out of the country to seek a faster economic
growth model. In recent years, cross-border e-commerce has become the theme of the times, and the market
scale has increased rapidly.In 2017, the overall transaction scale of cross-border e-commerce in China reached
7. 6 trillion yuan, 20% more than 2016 ( China E-Commerce Research Center, 2017) . Compared with the
traditional trade model, cross-border e-commerce has broken the limitations of traditional foreign trade models
with high cost, low profit and long product cycle, which greatly enhanced the convenience of international trade
in various countries, enabling SMEs and final consumers or foreign companies to face each other directly
contact.
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Cross-border e-commerce is the technical basis for promoting economic integration and trade
globalization. In international trade, the high cost of information acquisition has become a major barrier for
SMEs to enter, but SMEs can reduce the cost of acquiring information through e-commerce ( Feng Huancheng,
2013). In China, since 2013, with the continuous development of the network, traditional enterprises have begun
to pay attention to e-commerce, and have begun to develop e-commerce. The financial crisis has brought serious
impacts on international trade, but it has brought development opportunities to cross-border e-commerce. The
cross-border e-commerce network-based transaction model has solved the problem of information occlusion for
SMEs, making SMEs New development opportunities can be found on the same platform as large companies in
international trade

BACKGROUND OF THE STUDY
At present, there are 70 million SMEs in China, accounting for 97. 5% of the total number of
enterprises, contributing 60% of China's GDP, 50% of tax revenue and 80% of urban employment ( China
enterprise management project industry market depth research and investment strategy research analysis report,
2017) . SMEs account for 97. 5% of the total number of Chinese enterprises. The development of small and
medium-sized enterprises is related to the transformation of China's economic and social structure and the
transformation of development mode, which is related to promoting employment and social stability, and is
related to technological innovation and transformation and upgrading. So SMEs have a decisive role in the
development of China's economy.
In recent years, with the strengthening of international economic integration, foreign trade has played a
vital role in China's economic development. As an emerging industry, e-commerce has attracted a large number
of SMEs to participate. For enterprises, the open, multi-dimensional and three-dimensional multilateral
economic and trade cooperation mode of cross-border e-commerce has greatly expanded the path of entering the
international market, greatly promoting the optimal allocation of multilateral resources and mutual benefit and
win-win between enterprises; For consumers, cross-border e-commerce makes it very easy for them to access
information from other countries and buy affordable goods. The degree of e-commerce development has
become an important measure to measure a country's international competitiveness.
So the article combines cross-border e-commerce with SMEs. Through the actual investigation, study
the impact of cross-border e-commerce on the competitiveness of Chinese SMEs, discuss the status quo and
existing problems of SMEs' use of cross-border e-commerce development, and make recommendations

THE QUESTION
This study aimed to answer the following specific questions:
1. What is the impact of cross-border e-commerce on the competitiveness of SMEs?
2. What are the problems faced by SMEs in developing cross-border e-commerce?

THEORETICAL FRAMEWORK CROSS-BORDER E-COMMERCE :CONCEPTS AND NATURE
Cross-border e-commerce is essentially equivalent to cross-border retail. The main body of crossborder retail belongs to different customs. The two sides conduct online transactions, pay online settlement, and
use express mail to send goods to the consumer transaction process through cross-border logistics.
At present, the academic community mainly classifies cross-border e-commerce in the following two
ways:（1）According to the business model of the enterprise and the role played in the foreign trade, the crossborder e-commerce service platform can be divided into the following Four Type: 3rd party professional service
platform, vertical service platform and integrated small-mouth wholesale and retail and commodity trading
platform.
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（2） Cross-border e-commerce can be divided into different transaction objects: B2B ( business to
business) , ( business to customer) to ( customer to customer) Three kinds of cross-border e-commerce models,
from the existing research, most scholars in the industry mainly use the second classification method to conduct
in-depth research on all aspects of cross-border e-commerce
ENTERPRISE COMPETITIVENESS:THEORY
Enterprise competitiveness can be summarized as follows: In a competitive market, enterprises can
enhance their own capabilities by cultivating and rationally configuring their own resources, thereby obtaining
more resources from the outside world and integrating them to enhance their own value while enabling
customers to obtain A comprehensive ability of interest; in the commodity trading market, the ability of other
companies to bring better goods and services to consumers while achieving self-value and long-term
development.
Enterprise competitiveness is divided into three levels：
(1)Product layer
(2) Institutional layer
(3) The core layer

RICARDO'S COMPARATIVE ADVANTAGE THEORY
On the basis of Adam Smith's theory of absolute superiority, Ricardo proposed that the conditions for
the production of two products in one country and one country, although not comparable to the conditions for
the production of these two goods in another country, but the difference in the conditions for the production of a
product Smaller, the conditions for the production of goods are much larger. Under such circumstances, the
country should concentrate on producing a small gap of goods, and exchange with other countries for the special
production of goods, which is the result of international trade. This is the theory of comparative advantage.

PORTER COUNTRY COMPETITIVE ADVANTAGE THEORY
Compared with the traditional international trade theory, Porter believes that the innovation and
upgrading ability of a country's industry has a huge impact on the advantages of international trade. The current
international trade competition is mainly the innovation of the knowledge system. The competitive advantage is
not only a reflection. Business or individual, but the decision of various comprehensive capabilities of a large
economy.

RESEARCH ON THE FACTORS AFFECTING ENTERPRISE COMPETITIVENESS
Jin Pei ( 2003) believes that enterprise competitiveness is determined by four types of
factors:Environment, resources, capabilities and knowledge.Li Dongyang (2005) believes that the enterprise
system, the organizational competitiveness of the enterprise, the technological innovation capability of the
enterprise and the external environment of the enterprise are the four main factors affecting the international
competitiveness of the enterprise. Zhang DePing ( 2001) pointed out in the research on the evaluation of
international competitiveness of enterprises that the evaluation of international competitiveness of enterprises
should consider three levels—external competitiveness, internal competitiveness and institutional
competitiveness. The internal competitiveness is divided into enterprise capability and enterprise resources.

Research on the Impact of Cross-border E-commerce on Enterprise Competitiveness
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Shi (2001) et al. conducted a questionnaire for E-mail users and computer workers in federal agencies
to study and analyze the key to the success of e-commerce in federal agencies. Finally, the key elements of their
e-commerce success are corporate leadership and strategic planning. Li Jie (2008) summarized the influencing
factors of successful e-commerce through a large number of research literatures of domestic and foreign
scholars, and established this problem by establishing the SCOT model, namely strategy, operation, customer
and technology. After the research, the final conclusions show the results of the mutual influence of the above
four factors on the success of e-commerce. From the theoretical analysis of e-commerce, Epstein ( 2005)
analyzes e-commerce enterprises from the perspectives of leadership, strategy, structure and system, and
constructs an evaluation system for influencing factors of e-commerce success. Lee ( 2012) believes that the
development of cross-border e-commerce benefits from its unique cost advantages, information integration
advantages, the convenience of online transactions and greatly shortened trading procedures. It is also suggested
that the state should increase government support and provide convenience from preferential policies, perfect
regulatory measures, and preferential tariff rates. Zhang Xiaohong (2011) conducted a questionnaire survey on
120 SMEs in Shanxi for the factors affecting the successful implementation of cross-border e-commerce. The
conclusions prove that the five elements of technology, customer, strategy, leadership and sales platform can be
used in e-commerce. Development plays a major role. Wang Bihong ( 2014) used the three factors of sales,
management and corporate strategy as the main influencing factors for successful cross-border e-commerce.

CONCEPTUAL FRAMEWORK

Figure 1 Conceptual Framework

RESEARCH DESIGN
Locale and Population of the Study, Distribution of the Sample
The research group of the article is a small and medium-sized enterprise engaged in cross-border ecommerce in Shenzhen, GuangDong Province.The research scope is set at 500 cross-border e-commerce SMEs
in Shenzhen, Guangdong Province, China（Shenzhen Cross-border E-commerce Development Status Report) .
So the number of samples studied is 500.
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According to Krejcie & Morgan in their 1970 article “ Determining Sample Size for Research
Activities” .Many researchers ( and research texts) suggest that the first column within the table should suffice
(Confidence Level = 95% , Margin of Error = 5% ).Therefore, the target number for this study is 500 and the
sample size for the study is 217.

Selection of variables
According to the conceptual framework of this paper and the previous scholars' competitiveness
Summary of factors ( Table 1) , combined with the characteristics of cross-border e-commerce,this article
selected brand promotion ability, enterprise innovation ability, International sales ability, brand promotion
ability, platform selection ability, electronic customs clearance ability, development of potential foreign
customer capabilities, after-sales service capabilities, international logistics capabilities, cost control
capabilities, ability to handle international trade issues, and ability to master laws and regulations as variables.
Shi

2001

Leadership,Strategic planning

Epstein

2005

Leadership, Strategy, Structure, Systems

Zhang Xiao hong

2011

Customer,Strategy,Technology,Leadership, Website

Wang Bi Hong

2014

Sales , Management , Enterprise strategy

Lee

2012

Cost, information, payment

Table 1 The previous scholars summarized the factors of competitiveness

Instrumentation and Validation
The researchers developed a questionnaire consisting of two (2) parts: Part 1: Basic information of the
enterprise; Part 2: Influencing factors of cross-border e-commerce for SMEs.
Part 1: （Basic information of the enterprise）deals with the variables：The location of the
company, the size of the personnel, the industry.
Part 2:.Through the Likert five-level scale,a total of 12 questions were set.

Data Gathering Procedures
This questionnaire will be distributed to 250 SMEs through online search for cross-border e-commerce
in Shenzhen, Guangdong, China, and the questionnaire will be sent to the main responsible person of SMEs by
e-mail or the questionnaire star app and inform them of the purpose of the investigation. A total of 231
questionnaires were collected. There are 220 valid questionnaires left in the invalid questionnaire, it accounts for
88% of the total number of questionnaires.

Data Processing and Statistical Treatment
The result was analyzed step by step starting from respondent’s demographic, KMO, Bartlett and factor
analysis .
Enterprise size

The proportion

20——100

6．4%
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101——180

10.7%

181——260

22.5%

261——340

36.5%

341——420

15.2%

More than 420 people

8.7%
Table 2. Size of enterprise personnel

From the regional location, there are 85% The enterprises are located in the Pearl River Delta and the
Special Economic Zone, and other sporadic distributions are located in the Guangdong Province. According to
the table 2 Size of enterprise personnel. In terms of the number of companies, the number of people 261to 340
most.
Industry

Quantity

3C electronics

50

Textile industry

42

Food and beverage industry

29

Manufacturing

67

Electrical machinery industry

23

Other industries

9
Table 3. Industry

From the perspective of industry distribution, 3C electronics,textile and manufacturing industry are the
majority, in line with the industry distribution of small and medium-sized enterprises in Guangdong province.

The Factor analysis results
Kaiser-Meyer-Olkin Measure of Sampling Adequacy.

.817

Bartlett's Test of Sphericity

Approx. Chi-Square

909.014

df

66

Sig.

.000

Table 4. KMO and Bartlett's Test
According to Table 4. The measured value of KMO is 0.8, which exceeds the standard of 0.6, so the
data is suitable for factor analysis. Bartlett's test, which is mainly used to check whether the correlation
coefficient between variables is significant, and the resulting Sig value is less than 0.05. This measurement is 0,
indicating that the data is fully suitable for factor analysis.

Electronic clearance
International logistics
Cost control
Enterprise innovation

Initial
1.000
1.000
1.000
1.000
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International sales
1.000
Branding
1.000
Develop foreign customer
1.000
Platform selection
1.000
After-sales service
1.000
Handling international disputes
1.000
Attracting talent
1.000
Master the ability of laws and
1.000
regulations
Extraction Method: Principal Component Analysis.
Table5. Variable commonality

.795
.825
.749
.641
.808
.781
.824
.840

According to the results obtained in Table 5, the commonality of each variable is above 60% ,
indicating that the extracted common factors have better interpretation ability for each variable.

Initial Eigenvalues

Extraction Sums of Squared
Loadings

Rotation Sums of Squared
Loadings

% of
% of
% of
Component Total Variance Cumulative % Total Variance Cumulative % Total Variance Cumulative %
1
2
3
4
5
6
7
8
9
10
11
12

4.983
1.969
1.359
1.178
.531
.433
.347
.338
.271
.248
.195
.148

41.528
16.404
11.322
9.813
4.424
3.607
2.893
2.819
2.262
2.066
1.624
1.237

41.528
57.932
69.255
79.068
83.492
87.099
89.992
92.811
95.073
97.139
98.763
100.000

4.983
1.969
1.359
1.178

41.528
16.404
11.322
9.813

41.528
57.932
69.255
79.068

3.547
2.665
1.683
1.593

29.555
22.211
14.028
13.274

29.555
51.766
65.794
79.068

Extraction Method: Principal Component Analysis.
Table 6. Total Variance Explained
In this paper, four factors with eigenvalues greater than 1 are formed，the total explanatory variance is
79. 068% . Indicates that the factor analysis model has good explanatory power, the four common factors
extracted are very good for most of the information of the original variables. It is an ideal factor model. The
specific variance interpretation table is shown in Table 6.
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Figure 2 Gravel
It can be found from the characteristic gravel chart in figure 2 that the fourth factor in the figure is
relatively flat. If the factor is increased, the explanatory force will not increase any more. Therefore, it is more
reasonable to select four factors.

Component
1
2
.832
-.048
.829
-.063
.785
-.006
.838
-.063
.700
-.065
.693
-.006
.787
-.063
.792
.006
.062
.666
.242
.597
.018
.763
.059
.753
Table 7 Component Matrixa

3
-.125
-.215
-.339
-.245
.407
.447
.233
.113
-.417
-.482
.373
.381

4
-.355
-.220
-.222
-.233
.368
.380
.268
.034
.432
.365
-.320
-.352

The factor load matrix before rotation and the factor load matrix after rotation are shown in Tables 4.7
and 4.8 respectively. In this measurement, 12 original variables were divided into 4 common factors according
to the load coefficient. After orthogonal rotation, the common factor F1 includes electronic customs clearance
capability, international logistics capability, cost control capability, and enterprise innovation capability. It is
named as technological innovation factor; common factor ;F2 Including international sales ability, brand
promotion ability, platform selection ability, developing foreign customer ability, it is named management
factor; The common factor F3 including after-sales service ability, handling international dispute ability, named
it as reputation factor; The common factor F4 including To attract talents and master the ability of laws and
regulations, and to name them development environmental factors. The four common factors extracted each
reflect the competitiveness of SMEs from different aspects.
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Summary and discussion
The final factor analysis results show that cross-border e-commerce will affect the company's t
technological innovation ability, management ability, reputation and development environment.
The globalization of cross-border e-commerce has expanded trade channels for SMEs and reduced
barriers for SMEs to enter other countries. Mcivor(2000) put forward that enterprise development cross-border
e-commerce must regard logistics resources as the core competitiveness of enterprises, It also puts forward that
enterprises should determine the logistics mode according to their own advantages, such as self-built mode and
cooperation mode with third-party logistics. Ramanathan(2010) also points out that cross-border logistics is an
important link in cross-border e-commerce.
Cross-border e-commerce has the characteristics of globalization, providing enterprises with a huge
data source. The era of big data can enable enterprises to better analyze and research data, understand customer
needs, and formulate corporate development strategies. Lee ( 2012) pointed out that the development of crossborder e-commerce benefits from its unique cost advantages, information integration advantages, the
convenience of online transactions and greatly shortened trading procedures.
With the continuous development of cross-border e-commerce, the environmental situation has
changed drastically, and competition has become more stimulating. Cross-border e-commerce cannot avoid
disputes and after-sales service in traditional trade. He Lijuan ( 2012) proposed that SMEs must improve their
credit evaluation system if they want to improve their international competitiveness. Talents are particularly
important to enterprises. Shi ( 2001) et al. studied and analyzed the key to the success of e-commerce. Finally,
they came to the conclusion that the key elements of e-commerce success are corporate leadership and strategic
planning.
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The influence of marketing mix (7ps) and
brand image on consumers' purchase
intention case study of Huawei mobile
phone in Haidian District, Beijing, China
Jintao Guo
ABSTRACT
Studying the behavior habits of Chinese consumers, China's 9.6 million square kilometers, land and
resources, if the scope is set in the whole country is certainly unrealistic, so we must set a representative city Beijing, Beijing as China's economic culture, The political center, in theory, has a certain degree of persuasion.
We narrowed the scope of investigation to Haidian District, Beijing, and regarded Haidian District as the target
of investigation. It is both convincing and convenient for our investigation.
This study will investigate young people who have Huawei mobile phones or purchase intentions for
Huawei mobile phones in Haidian District, Beijing. The participants are between 20-35 years old and the survey
sample is set at 400. The results showed that there is a significant relationship between the marketing mix and
consumers' purchase intention of Huawei mobile phone in Haidian District, Beijing, China.

INTRODUCTION AND BACKGROUND
As a product of the information age, mobile phones have become a common tool for people's lives and
work because of their fashionable and convenient use. (Zhou, 2008) Due to the increasingly reasonable price of
mobile phones and mobile phone charges, mobile phones have changed from a luxury product to a mass
consumer product (Yueh, 2009). The mobile phone market is increasingly competitive, and the Chinese mobile
phone market is growing rapidly every day. According to the latest announcement of China Information and
Communication Research Institute in December 2016, the annual shipment of domestic mobile phones in 2016
was 560 million units, and the mobile phone industry was put on the agenda as a new national economic growth
point. In 2017, the Chinese smartphone market was led by Chinese mobile phone manufacturers.
Huawei accounted for 20.9% of sales, making it the highest-selling smartphone manufacturer in China.
Oppo, vivo and Xiaomi followed. The growth in demand for the mobile phone market is weak, and product
quality requirements are constantly improving (Walsh, 2003). Although the market share of domestic mobile
phones continues to rise, most of them are mainly low-end smart phones. In addition to frequent patent disputes,
domestic mobile phones are difficult to move (Walsh, 2003). At present, consumers are buying "mobile phones"
by looking at "brands" and "brands." "The role in the market is increasingly prominent. Having a brand
advantage can enable enterprises to occupy a favorable position in the market competition and provide strong
competitiveness.
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Significance of the Research
At present, through the relevant literature, there is still a gap in Huawei's brand image 7ps. The
predecessors only had 4Ps of research, but there was no research on people, processes and physics. This study
will analyze the existing brand image and consumers' willingness to purchase, and understand the impact of
brand image on consumers' willingness to purchase. Measuring the impact of brand image on consumers'
willingness to purchase provides a guiding role for Huawei's target brand management measures.

Expected Benefits
Consumers occupy a dominant position in the market. This study will understand the impact of
Huawei's brand image on Chinese consumers' buying behavior, help Huawei to further enhance its brand image,
and understand the impact of Chinese consumers' purchasing behavior through consumer buying behavior. The
corporate image, product image, and service image in the brand image, and to improve them to meet consumers.
By understanding consumer purchase behavior, it can significantly increase product sales and help to occupy the
market. The research results will enable Huawei to understand consumers, improve and meet the needs of
consumers’ in future new products, improve Huawei's brand image and increase the company benefit.
Theory of Consumer Behavior
Consumer behavior is the study of individuals, groups, or organizations and all the activities associated
with the purchase, use and disposal of goods and services, including the consumer's emotional, mental and
behavioral responses that precede or follow these activities (Kotler, 2000). Consumer behavior involves the
study of how people--either individually or in groups--acquire, use, experience, discard, and make decisions
about goods, services, or even lifestyle practices such as socially responsible and healthy eating. As an evolving
phenomenon, one should not be overly dogmatic about this definition (Oliver, 1997).
Consumer behavior is a purchase that is not for resale (Oliver, 1997). Consumer behavior refers to the
decision-making behaviors associated with people buying and using products or services. Oliver (1997) argues
in Consumer Behavior: “The term narrow consumer behavior can be defined as, refers to the activities people
perform when they get what they use, such as buying, comparing, purchasing products and services." Fu
Guoqun (2001) believes that consumer behavior refers to the various actions taken by consumers to acquire, use,
and dispose of consumer goods, as well as the decision-making process that precedes and determines these
actions.
The American Marketing Association (AMA) believes that consumer behavior is a process of dynamic
interaction between emotions, cognition, behavior, and environmental factors, and is the basis for humans to
perform their exchange functions in life. In this definition, there are at least three important meanings: (1)
Consumer behavior is the interaction between emotions, cognition, behavior, and environmental factors: (2)
Consumer behavior is dynamic: (3) Consumer behavior involves transactions.
Consumer behavior entails "all activities associated with the purchase, use and disposal of goods and
services, including the consumer's emotional, mental and behavioral responses that precede or follow these
activities." The term, consumer can refer to individual consumers or organizational consumers. Consumer
behavior is concerned with:


Purchase activities: the purchase of goods or services; how consumers acquire products and services,
and all the activities leading up to a purchase decision, including information search, evaluating goods
and services and payment methods including the purchase experience.



Use or consumption activities: concerns who, where, when and how of consumption and the usage
experience, including the symbolic associations and the way that goods are distributed within families
or consumption units.
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Disposal activities: concerns the way that consumers dispose of products and packaging; may also
include reselling activities such as eBay and second-hand markets.

Theory of Marketing Mix
The marketing mix is the comprehensive marketing plan of the enterprise, that is, the optimized
combination and comprehensive application of various marketing factors (product quality, packaging, service,
price, channel, advertisement, etc.) that the enterprise can control according to the needs of the target market, so
as to coordinate Cooperate, develop strengths and avoid weaknesses, and take advantage of them to better
achieve marketing goals. A controlled marketing strategy designed by the company to achieve the desired
response in the target market. The marketing mix consists of everything that affects the product's needs.
A product is anything that can be supplied to the market, used and consumed by people, and able to
meet certain needs of people, including tangible items, intangible services, organizations, ideas, or a
combination thereof. Products are anything on the market that can be noticed, acquired, used, or able to satisfy
certain consumer needs and desires. Therefore, products can be physical products, services, people,
organizations, place names, ideas (Kotler, 2000) Products are objects or intangible carriers that are designed to
meet people's needs and desires. The product requires a unique selling point and puts the functional appeal of
the product first. (Kotler, 2000)
The price is an index of the ratio of the commodity to the currency exchange, or the price is the
currency performance of the value. Price is the form of conversion that the exchange value of goods is made in
the process of circulation. In modern market economics, price is generated by the interaction and balance
between supply and demand. The price is based on different market positioning, and different price strategies
are formulated. The pricing is based on the brand strategy of the company, focusing on the gold content of the
brand (Kotler, 2000). In classical economics and Marxist economics, price is an external manifestation of the
intrinsic value of goods.
Promotion is the marketer's transmission of various information about the company and products to
consumers, persuading or attracting consumers to purchase their products, in order to achieve the purpose of
expanding sales. A promotion is essentially a communication activity in which a marketer (information provider
or sender) sends out various information as a stimulus to convey information to one or more target audiences. ,
readers, consumers or users to influence their attitudes and behaviors. Commonly used promotional methods
include advertising, personal marketing, online marketing, business promotion, and public relations. Promotion
refers to discounts, advertising, public relations, personal sales and direct marketing. Enterprises pay attention to
changes in sales behavior to stimulate consumers, with short-term behavior (such as profit, buy one get one free,
marketing atmosphere, etc.) to promote consumption growth, attract other brands of consumers or lead to early
consumption to promote sales growth. (Kotler, 2000)
Enterprises do not directly face consumers, but focus on the establishment of dealers' nurturing and
sales networks. The relationship between enterprises and consumers is carried out through distributors. (Kotler,
2000) Distribution store resources directly match online contact methods, greatly improving the efficiency of
corporate investment. On the mobile side, it is more distinctive to be able to give each distributor an
independent mobile distribution store, which not only accelerates the distributor's distribution ability, but also
serves as an important bargaining chip for attracting quality distributors.
Liliana and Lester (2000) proposes that all people are directly or indirectly involved in the consumption
process of a service. The company’s employees are important in marketing because they are the ones who
deliver the service. It is important to hire and train the right people to deliver superior service to the clients,
whether they run a support desk, customer service, copywriters, and programmers. When a business finds
people who genuinely believe in the products or services that the particular business creates, it’s is highly likely
that the employees will perform the best they can (Liliana and Lester, 2000). Additionally, they’ll be more open
to honest feedback about the business and input their own thoughts and passions which can scale and grow the
business.
The process by which a service is implemented through certain procedures, mechanisms, and activities
(ie, consumer management processes. The element ‘Process’ of the service marketing mix represents the
activities, procedures, protocols and more by which the service in question is eventually delivered to the
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customer. As services are results of actions for or with customers, a process involves a sequence of steps and
activities to get there. The element ‘process’ of the service marketing mix is an essential element within the
entire service marketing mix strategy. This element comprises all activities and services in which the people
involved play an important role.
"Tangible display" refers to all the tangible components that convey the characteristics and advantages
of services in the context of service marketing management. In product marketing, the tangible display is
basically the product itself, and in service marketing, the scope of tangible display more extensive. The physical
evidence refers to an environment in which a service comes about from an interaction between an employee and
a customer which is combined with a tangible commodity. The physical evidence includes a representation of a
service for instance brochures, company stationery, business cards, reports, company website, etc.

Theory of Brand image
The brand image is not spontaneously formed, but a systematic project involving all aspects of product,
marketing and service (Jacoby and Robert, 1978). Brand image can be said by reviewing the literature for more
than 30 years. Emphasis is placed on the definition of symbolic meaning, emphasis on brand personality,
emphasis on psychological cognition and total definition. Brand image is a kind of memory tendency of
consumers to be influenced by the product's own attributes and psychological feelings during use. This tendency
will lead consumers' behavior (Jacoby and Robert, 1978). Brand image is a reminder, consumption Based on
this hinting logic, the quality of the product can be inferred and the consumer can be motivated by such a
message.
Image is the impression in the consumers' mind of a brand's total personality (real and imaginary
qualities and shortcomings). Brand image is developed over time through advertising campaigns with a
consistent theme, and is authenticated through the consumers' direct experience. See also corporate image. The
brand image refers to the way a market as a whole views a given company or product. Many companies attempt
to create a strong brand that people identify with a given product.
Kotler (2000) described brand image as the perceptions and beliefs held by consumers about the brand.
In today’s dense marketplace, consumers often decide to purchase brands based on their image or identity. The
identity of a brand is central to the brand’s strategic vision since it embodies the basic characteristics that will
sustain it over time; just as a person’s identity provides direction, purpose and meaning.Thus, a brand’s identity
is the sum of unique associations that consumers have when confronted with the brand. Corporate image in the
service marketing literature was early identified as an important factor in the overall evaluation of the service
and the company (Jacoby and Robert, 1978). Corporate image is a filter which influences the perception of the
operation of the company.

Theory of Purchase decision
Purchase Decision is the decision processes and acts of people involved in buying and using products.
According to Walters & Paul, ‘Purchase Decision is the process whereby individuals decides what, when,
where, how and from whom to purchase goods & services. Consumer purchase decision refers to the multi-step
decision-making process people engage in and the actions they take to satisfy their needs and wants in the
marketplace. Consumer purchase decision is considered to be an inseparable part of marketing and Kotler
(2000) state that consumer purchase decision is the study of the ways of buying and disposing of goods,
services, ideas or experiences by the individuals, groups and organizations in order to satisfy their needs and
wants. Buyer behavior has been defined as “a process, which through inputs and their use though process and
actions leads to satisfaction of needs and wants” (Fatemeh et al, 2013). Consumer purchase decision has
numerous factors as a part of it which are believed to have some level of effect on the purchasing decisions of
the customers. Alternatively, consumer purchase decision “refers to the purchase decision of final consumers,
both individuals and households, who buy goods and services for personal consumption”. The definition formed
by Feng and Fu (2006) describes consumer purchase decision as a process of choosing, purchasing, using and
disposing of products or services by the individuals and groups in order to satisfy their needs and wants. Similar
definition of consumer purchase decision is offered by Feng and Fu (2006) in which they describe it as behavior
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that consumers express when they select and purchase the products or services using their available resources in
order to satisfy their needs and desires.
Impacts of marketing mix on purchase intention
Aaker (1991) had pointed out that perceived quality is actually an overall or superiority of the product
and brand with respect to its intended purpose such as buying purpose. Other than the perceived quality of a
product, has also been found to influence consumer attitudes, preferences and choice. Price concern is one of the
determinants tested to find out the effects on demand of Smartphone. A research found that price significantly
impact on the purchase intention of Smartphone among young adults in UTAR, Perak, Malaysia based on a
study. A study shows there is a high usage of Smartphone for medical apps such as disease diagnosis
management and drug reference among medical students and junior doctors for education and clinical practice
purposes (Chow, 2011). Instead of flipping books, medical knowledge can be very fast and convenient through
Smartphone apps. A study by Liew (2012) also used convenient as one of the determinants to test the significant
relationship with demand of Smartphone. Another studies by Ding et al. (2011) whereas found the significant
relationship between convenience and university students’ dependency on Smartphone with purchase behavior.

Impacts of brand image on purchase intention
Farzana, (2012) show in his study that 53.3% of people strongly agree that they choose a brand due to
perceived good brand quality, so brand could influence purchase decisions, and it should be further look into the
effect of factors such as brand awareness, brand equity and brand association has on purchase decision. Based
on literature investigation, researchers also found out that brand image play a significant role in consumer’s
perceptions towards mobile products and brands from any given country (Isabella, 2012). The previous study of
the brand image has a direct effect on purchase intention (Liew, 2012). Brand image indeed plays a significant
role and it is the most influential to student’s dependency on Smartphone (Suki and Suki, 2013).
Framework
Product

Place

H1
H2

Price

H3

H4

Consumer’s Purchase
Intention

Promotion
H5
People
H6
Process

Physical Evidence

H7

H8

Brand Image
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Research Hypotheses
H1：Product has an affect on purchase intention of Huawei phone consumers in Haidian Distriet Beijing China
H2：Price has an affect on purchase intention of Huawei phone consumers in Haidian Distriet Beijing China
H3：Place has an affect on purchase intention of Huawei phone consumers in Haidian Distriet Beijing China
H4：Promotion has an affect on purchase intention of Huawei phone consumers in Haidian Distriet Beijing
China
H5：People has an affect on purchase intention of Huawei phone consumers in Haidian Distriet Beijing China
H6：Process has an affect on purchase intention of Huawei phone consumers in Haidian Distriet Beijing China
H7：Physical Evidence has an affect on purchase intention of Huawei phone consumers in Haidian Distriet
Beijing China
H8：Brand Image has an affect on purchase intention of Huawei phone consumers in Haidian Distriet Beijing
China
Research Design
This study creates a questionnaire to examine the relationship between the 7Ps and brand image on
consumers' purchase intention for Huawei mobile phone. 7Ps and brand image is considered as the independent
variables and consumers' purchase intention is considered as the dependent variable. Base on the population of
this paper, the population is too large, and unknown, so, purposive sampling which is a type of non-probability
sampling technique can adopt in this survey, purposive sampling strategy is to find target groups that researcher
aims to survey up to their characteristic, and then pick up the numbers of customers who researcher needs for to
survey.
Population in this research is customers who are Huaiwei users in Haidian, Beijing China in the all age
level and in all gender. The total Huaiwei user is unknown in this study. Based on this study is independent
study, the sample size are collect 400 questionnaires.

Research Tools
This research using questionnaire, which created from a related literature review, for collected data.
The questionnaire can be divide into 2 parts:
Part 1: Close-ended response question about participant demographic and general information consist
of gender, age, income, etc.
Part 2: 32 Close-ended Response Question with five-level Likert Scale about “The influence of
marketing mix (7ps) and brand image on consumers’' purchase intention case study of Huawei mobile phone in
Haidian District, Beijing, China " consist of
Variable
Price
Place
Product
Promotion
People
Physical Evidence
Brand Image
Purchase Intention

No. of Items
Reference
4 Items
Purashraf, Y., & Bidram, V. (2012)
3 Items
Purashraf, Y., & Bidram, V. (2012)
5 Items
Purashraf, Y., & Bidram, V. (2012)
3 Items
Purashraf, Y., & Bidram, V. (2012)
3 Items
Purashraf, Y., & Bidram, V. (2012)
3 Items
Purashraf, Y., & Bidram, V. (2012)
5 Items
Tor Wallin Andreassen, Bodil Lindestad. (1998)
3 Items
Murgulets L, Eklof J, Dukeqy I, Selivanova I, (2001)
Table 1: Item of Questionnaires
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Data Collection
During the process of completing questionnaires, it roughly spent 15 days to collect data and
responders were selected randomly. The questionnaires will be distribute randomly in the Wechat by the APP of
Questionnaire Star which is a professional online questionnaire survey in China, including evaluation, voting
platform, and focusing on providing users with powerful, humanized online design of questionnaires, data
collection, custom reports, services of survey results analysis. Finally, there were 400 questionnaires to be
returned and the raw data was entered in SPSS.
After checking the complete questionnaires, the data would be interpreted and preceded through
statistical analysis by using computer program. The frequency and percentage analysis run into descriptive
analysis. Then the reliability of the questionnaires was determined by the Alpha-coefficient method.

Reliability Analysis
The researcher apply pilot test to examine the reliability of the questionnaire. The reliability test for this
research is processed on computer program by using Cronbach’s alpha coefficient.
Variables
Price
Place
Product
Promotion
Process
People
Physical Evidence
brand Image
Purchase Intention

Cronbach's Alpha
.851
.775
.759
.897
.939
.742
.705
.935
.892
Table 2: Reliability statistics analysis

N of Items
4
2
3
3
3
3
2
4
3

The all the Cronbach’s Alpha for variables are more than 0.7 . According to the theory of Cronbach, an
alpha is used to estimated the proportion of variances whether it is systematic or consistent in a set of test scores.
It can range from 0.00 (if no variance, it is consistent) to 1.00 (if all variance, it is inconsistent) with all values
between 0.00 and 1.00 possible. With the lowest acceptable level at 70%, the results have highly reliability.

Hypotheses Testing Results
Model Summary
Model
R
R Square
Adjusted R Square
Std. Error of the Estimate
1
0.271a
0.67
0.68
.017
a. Predictors: (Constant), price, place, product, promotion, process, people, physical evidence, brand image
Table 3 Model Summary
The data analysis presents that the R Square is 67%, which means customer intention, can be explained
by the price, place, product, promotion, process, people, physical evidence, and brand image; meanwhile, the
adjusted R Square is 68%. The value of R Square and adjusted R Square is almost the same, owing to the fact
that the number of observations is very large compared with the number of predictors.
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ANOVAb
Model
Sum of Squares
df
Mean Square
F
Sig.
1
Regression
290.931
20
14.547
50676.746
.000a
Residual
.109
379
.000
Total
291.040
399
a. Predictors: (Constant), price, place, product, promotion, process, people, physical evidence, brand
image
Table 4.4 ANOVA
From table 4 showed that the sig of all predictors (price, place, product, promotion, process, people,
physical evidence, and brand image) is 0.000.

Coefficientsa

Model
1

(Constant)
price
place
product
promotion
process
people
Physical evidence
Brand image
a. Dependent Variable: intention

Unstandardized Coefficients
B
Std. Error
1.563
.019
.022
.002
.050
.003
.041
.006
.147
.008
.029
.006
.156
.004
.066
.003
.901
.004

Standardized
Coefficients
Beta
.030
.055
.044
.176
.029
.188
.084
1.158

t
83.861
9.144
14.469
6.902
17.479
4.582
43.793
19.762
216.793

Sig.
.000
.000
.000
.000
.000
.000
.000
.000
.000

Table 5 Coefficients of Hypothesis Testing
From the coefficient table and standardized coefficients columns, the formula to estimate customer
satisfaction as follows:

Customer Intention = 1.563 + 0.022 price + 0.050 place + 0.41 product + 0.147 promotion + 0.029 process
+ 0.156 people + 0.66 physical evidence + 0.901 brand image
Researcher got conclusion that hypothesis 1 to hypothesis8 are all accepted, showed that H1a: Product
has an effect on purchase intention of Huawei phone consumers in Haidian Distriet Beijing China, H2a: Price
has an effect on purchase intention of Huawei phone consumers in Haidian Distriet Beijing China, H3a: Place
has an effect on purchase intention of Huawei phone consumers in Haidian Distriet Beijing China, H4a:
Promotion has an effect on purchase intention of Huawei phone consumers in Haidian Distriet Beijing China,
H5a: People has an effect on purchase intention of Huawei phone consumers in Haidian Distriet Beijing China,
H6a: Process has an effect on purchase intention of Huawei phone consumers in Haidian Distriet Beijing China,
H7a: Physical Evidence has an effect on purchase intention of Huawei phone consumers in Haidian Distriet
Beijing China, H8a: Brand image has an effect on purchase intention of Huawei phone consumers in Haidian
Distriet Beijing China.

Discussion
Importance of Marketing Mix
Huawei mobile technology provides a platform for the delivery of a new technical smartphone to
complement existing phone in the market or even develop a new line of business. The Huaiwei smartphone can
take the shape of a mobile optimized website or a mobile app, or a service delivered through the mobile phone
such as SMS text based voting. The prices for Huawei smartphone typically come in at under acceptable price.
Many Huawei mobile apps are free and sell add-ons within the app (in-app purchasing). Huawei provides many
promotion opportunities. Huawei smartphone users interact with text messages, MMS messages, mobile internet
sites, mobile email, and mobile apps. Customers can easily and conveniently purchase Huawei smartphone
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online and offline. It’s is highly likely that the employees can perform the best they can towards Huawei users.
When delivering a service the process the customer is expected to follow, Huawei smartphone offers alternatives
which can be very personalized based on knowledge of the customer.

Importance of Brand Image
Brand image of Huawei has already been very well known especially in smartphone product with their
creative and innovative product. Brands are more than just names and symbols. The careful treatment toward
everything that the Huawei had done is a must to maintain and protect it is well known brand. Huawei is the
smartphone that most interest because of the influence of brand. Given Huawei’s position in the smartphone
market it is expected that customers do really desire this brand; after all, customers do desire a brand or product
they are familiar with.

The Effects for Marketing Mix
For the result of hypothesis 1-7 obtained and the through statistical analysis, it shows that there is a
significant relationship between the marketing mix and consumers' purchase intention of Huawei mobile phone
in Haidian District, Beijing, China. From the result of hypothesis test shows that marketing mix influences
purchase intention of Huawei smartphone; it means that company which uses marketing mix shows respond of
communication to the perception of customers in form of attention, interest, decision and act to buy Huawei
smartphone. Marketing mix influences directly to the purchasing decision. This can be explained that marketing
mix consists of product which can fulfill the needs and desire of customers. Other aspects are acceptable by the
customers, transaction place is reachable, communicative promotion in providing product information,
competent market player, and process of service by using acceptable method and ways to the customer, physical
evidence refers to the experience in using the product; these aspects influence the consumers to make decision in
buying the Huawei smartphone. And according to results, expensive Huawei smart phones are more durable,
reliable, have higher processing ability, provide large selection of applications, better hardware and
multifunction ability.
The results of this study are supported by Kotler (2000).The author imply that the price that consumers
pay for a product is the amount they are willing to exchange in order to obtain benefit derived from the
particular product. Furthermore, price is the main factor that affects the income generated by the particular
product. This simply means that the price of the product is a main factor in generating sales and inducing
consumer purchase decision. On the other hand, studies also have been carried out indicating that some
consumer perceive products with higher price contains a high quality and are willing to pay higher price to
purchase for it, whereas some consumers are not willing to pay a ‘premium’. According to Karen Lim Lay-Yee
(2013), product feature has significant relationship with customer purchase decision on smartphone. A study by
Liew (2012) also used convenient as one of the determinants to test the significant relationship with demand of
Smartphone. Another studies by Ding et al. (2011) and Suki and Suki (2013) whereas found the significant
relationship between convenience and university students’ dependency on Smartphone with purchase behavior.

The Effect for Brand Image
Brand image has positive effect on purchase intention of Huawei phone consumers in Haidian Distriet
Beijing China. That is, the higher the brand image in the consumer's mind the higher the consumer purchase
decision. The result shows brand image has positive relationship with smartphone brand choice (Farzana, 2012).
Based on literature investigation, researchers also found out that brand image play a significant role in
consumer’s perceptions towards mobile products and brands from any given country (Isabella, 2012). The
previous study of the brand image has a direct effect on purchase intention (Liew, 2012). Brand image indeed
plays a significant role and it is the most influential to student’s dependency on Smartphone (Suki and Suki,
2013).
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Implication for Business
The product feature has plays a considerably important role in the consumer purchase intention. Hence,
it is suggested that the Huawei smartphone companies to direct their attention to the product, price, place,
promotion, people, physical evidence and brand image of the Huawei smartphone when the smartphone is
intended to be marketed to consumers. Huawei smartphone manufactures could emphasize on brand name when
promoting smartphones to students. Besides, brand managers may draw a good loyalty program for their
existing customers in order to retain them. In order to gain a larger market share and to attract more new
potential consumers, Huawei smartphone companies should price their product accordingly. The Huawei
smartphone manufactures should try to produce smartphone which falls under this price range. Perhaps with
this, the company will launch a product into the marketplace in which the price is favorable to a majority
consumers in the market segment based on the survey conducted.

Research Recommendations
Recommendations from Marketing Mix and Brand Image of Huawei
Huawei should invests a lot in research and development to deliver the best products to its customers.
Huawei should offer a wide range of products in different product categories. When Huawei launches new
products with different variants of storage capacity, it should price the product higher. But when other
competitors’ launch a smartphone with identical features, Huawei should lower the price and easily prevents the
reduction of its market share due to the launch of the competitor. The distribution is the strength for Huawei.
Huawei should distributes its products using a single distribution company in a particular location that further
distributes the products to other locations. Besides advertising, Huawei also should use different promotional
tactics to make customers buy the product. Huawei is mostly famous for its product quality and user experience
but Huawei is also known for being a giant in sponsoring events. Huawei also should sponsor major events.
Huawei should offer heavy discounts during national festivals. Huawei should maintain its brand quality and
perception in customers mind and youth as a whole but Brand cannot stand by their own. Huawei should take
their target customers into account and use the brands that have the best reputation among their target customers
to capitalize on their preferences.

Recommendations from Hypothesis
Researcher believe this study will provide some significant knowledge and information to the Huawei
smart phone manufacturer to uncover consumers’ preferences and anticipate consumer buying behavior to
surmount the smartphone market in China. Huawei smartphone company that are interested to establish their
market or those who have already set the market but are planning to expand their business in China should focus
on their product quality and enhanced features. Company should come up with various strategies to trigger
promotion as this will help them reach wider audience. Also, Huawei Smartphone Company should launch
smartphone with better battery life as this could be very beneficial for the people who are suffering from daily
power cut.
In the sale process of product or service, a seller should try to make customers realize the product or
service for the very first time by catching their attention. And after the seller catches the customer attention,
something from the product or service must be attractive to the customers’ desire. The seller has to identify the
potential area that customers want to buy or have the product. When a customer wants to obtain the product, the
seller should try to assist the customers by giving service to deliver the product. So seller must notice each step
that mentioned above since it will determine consumers faster in making purchasing decision to buy Huawei
smartphone.
As the Huawei smartphone with a well-known brand, Huawei smartphones are advised to enhance a
positive brand image in the eyes of consumers, with the company always upholding the existing brands and
maintaining the quality and quantity of the products it generates, so that people's purchasing decisions on
Huawei smartphones are getting higher.
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Limitation and Future Research
Limitation in sampling procedure, the data only collected in China, and the samples customers in
China. Thus, the findings may not represent consumers in other countries since the size of customers are very
large the life-style factors might be different. Research is limited in a geographical coverage that only focuses in
Haidian Beijing of China. This help in minimized the cost involved in conduct the research. Besides, results
only represent the interest of customers as researcher does not include potential customers in the research
project. Thus, the result can only represent certain group on purchase intention. The 400 valid questionnaires
may not represent the whole target group’s purchase intention of the study which is target customers.
Thus, the results of this research are not enough convincing and represent the population. Therefore, in
the future research should include more sampling size and alert the probability of uncertainty of invalid data and
un-return questionnaires. The normal relationship of R square show in the table 4.21 between the independent
variable and dependent variable, to determine the strong relationship in the future research, we suggest that the
future researchers can consider other variable like user friendly, celebrity endorsement, effective promotion or
new innovation, which may carry more strong relationship to influence the purchase intention of smartphone.
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The Factors Influencing Consumer
Behavior -In the Case of Xiaolongkan Hot
Pot Restaurant
Deng Bolun

ABSTRACT
This study is aimed to collect the data about product, price, place, and promotion on food industry which
in the case of Xiaolongkan hotpot restaurant. The reasons of collecting data from the sample were about
intending to know and perceiving customer’s attitudes toward Xiaolongkan hotpot restaurant decision making.
The questionnaires are used as the tools for distributing to the respondents in Xiaolongkan hotpot restaurant in
Beijing, China with 390 customers. The random sampling method was used by researcher to distribute to
respondents in Beijing China. And researcher has conduct this survey during 15-30 January, 2019. The fivepoint scale that researcher used to developed answer of Xiaolongkan hotpot restaurant. As for the statistic for
data analysis, the researcher use regression analysis and descriptive analysis. The results showed there was a
relationship between product, price, place, and promotion and Chinese consumer behavior. Restaurants
operators should increase their investment on the extended (product, price, place, promotion) as they
significantly positively influence customer decision to purchase.

INTRODUCTION AND PROBLEM STATEMENT
Catering industry is an industry closely related to people's life. China is a large country in
catering culture with a long history of catering development. China is also a country with a large
population. People like to contact feelings and communicate with each other on the table. According
to “China Food and Beverage Analysis” (2008) report that hot pot is the fastest growing part of
Chinese food. The hotpot market grew from 281.3 billion yuan in 2013 to 436.2 billion yuan in 2017,
with CAGR (compound annual growth rate) reaching 11.6%, which exceeded the growth rate of
catering market. It is expected that CAGR will maintain a growth rate of 10.2% between 2017 and
2022. It is the fastest growing segment of the Chinese food market, and its income is expected to
reach 707.7 billion yuan in 2022. The hotpot restaurants will also increase from 4.06 million yuan in
2013 to 6.61 million yuan in 2017 and reach 89.6 million yuan in 2022.
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Figure 1 Revenue of Hotpot Industry in China

Therefore, China's hot pot industry has great potential. Consumer behavior is the study of individuals,
groups, or organizations and all the activities associated with the purchase, use and disposal of goods and
services, including the consumer's emotional, mental and behavioral responses that precede or follow these
activities
In his theory on symbolic consumption, Azevedo et al, (2008) described consumption goods as
meaningful symbols that are appropriate to fulfil the individual’s need for self-presentation. Thus, people buy
certain products not only because of their functional attributes, but also because of the message they mediate.
According to cite relevant literature and investigating consumers, this paper will study the factors
affecting consumer behavior on hotpot.

RESEARCH OBJECTIVE
To test the relationship between hotpot products, price, place, promotion and customer behavior of
Xiaolongkan restaurant in Beijing, China.

SIGNIFICANCE OF THE RESEARCH
Restaurant operators must understand and satisfy consumers’ needs, wants, and demands to be
successful in the competitive foodservice industry (Goyal and Singh, 2007). The findings from several studies
show that restaurant consumers use different criteria when making restaurant decisions (Andaleeb and Conway,
2006). The criteria also vary according to the type of restaurant (Young and SooCheong, 2008) and dining
occasion (Caroline and Elisabete, 2013). In addition, a number of studies suggest that restaurant diners often
view a restaurant meal as only a part of the total package of a dining experience, and that diners use a bundle of
attributes, rather than a single attribute, when making restaurant decisions (Olabanji and Tafadzwa, 2014).
There is a need to understand the choice factors and their relative importance that influence Chinese
restaurant customers’ behaviour so that restaurateurs can supply their offerings and develop strategies
accordingly. It is also crucial that restaurant operators understand the effects of consumer characteristics on
restaurant choice behaviour as this information can guide them in their target marketing (Yong and Muharratul,
2012).
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EXPECTED BENEFIT
In today’s competitive marketplace, restaurant customers have a plethora of restaurant choices. In order
to survive in this environment, restaurateurs need to practice a strong customer-driven orientation and satisfy
customer’s needs more effectively than the competition. Restaurant customers often make dining decisions by
simultaneously evaluating several criteria. For example, customers might consider food quality, price,
promotions, and place, among other benefits desired. Thus, the central questions for restaurant managers are:
what are the needs of their targeted consumers and what are the major attributes that influence their restaurant
choice? It is critical that managers understand customer preferences so that they can integrate these demands
into their product and service attributes to gain a competitive edge. Unfortunately, a high percentage of
restaurants fail because their management does not understand, appreciate, adapt to, or expect changing market
trends (Parsa, Self, Njite, & King, 2005). So this study can help managers of restaurant to understand customer’s
preferences and demand to gain a competitive edge and high profit as well.

REVIEW MARKETING MIX (4PS)
The marketing mix has been defined as the "set of marketing tools that the firm uses to pursue its
marketing objectives in the target market" (Kotler, 2000). Thus the marketing mix refers to four broad levels of
marketing decision, namely: product, perceived cost, promotion, and place (Kotler, 2000). Marketing practice
has been occurring for millennia, but marketing theory emerged in the early twentieth century. The
contemporary marketing mix, or the 4Ps, which has become the dominant framework for marketing
management decisions, was first published in 1960. According to Booms and Bitner (1981) describe that
marketing management is the concept of the marketing mix. The marketing mix is not a theory of management
that has been derived from scientific analysis, but a conceptual framework which highlights the principal
decisions that marketing manager’s make in configuring their offerings to suit customers’ needs. The tools can
be used to develop both long term strategies and short term tactical programs.
Researchers propose different frameworks of retail marketing mix. For example, Dunne et al. (2010)
suggest that key marketing elements in retailing include merchandise, price, advertising and promotion,
customer services, store layout and design and people while Kotler and Keller (2009) argue for an integrative
approach, indicating that store retailers’ marketing decisions involve target market, product assortment, services
provided by personnel, store atmosphere, price, promotion and place. This study particularly focuses on four
common elements of restaurant marketing mix, namely product, price, place (convenience), promotion.

THEORY OF CONSUMER BEHAVIOR
Consumer behavior is a wide range of study about the decision making processes that a consumer make at
the time of making a purchase (Olabanji and Tafadzwa, 2014). Consumer behavior is the study of how
individuals or groups buy, use and dispose of goods, services, ideas or experience to satisfy their needs or
wants.” In the early stages, consumer behavior was taken as buyer behavior that reflects the interaction between
consumers and produces at the time of purchase but now marketers recognize consumer behavior as an ongoing
process not only what happens at the time when consumer gives money and gains some goods or services
(Verma, et al. 2002).

PERVIOUS REVIEW THEORIES OF MARKETING MIX INFLUENCING CUSTOMER BEHAVIOR
Chaudhuri and Ligas (2009) suggest that product value is positively correlated to purchase behavior
and customer loyalty in the retail sector. Consumers evaluate various dimensions of food products to make their
purchase decision. Nevin and Suzan Seren (2010) reveal that Turkish consumers are concerned about food
nutrition and safety when shopping at supermarket. Spinks and Bose (2002), in a study of seafood purchasing in
New Zealand, find that consumer decision is influenced by product characteristics of nutrition, taste, health
benefit and ease of preparation. Additionally, Maruyama and Trung (2007) demonstrate that the underlying
reasons for buying fresh food in Vietnamese supermarkets include factors such as brand names, ranges of size
and volume, the freshness and the origin of products. Figuié and Moustier (2009) find that most of Vietnamese
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supermarket consumers perceive high price as an indicator of product quality. In general, empirical studies find
that competitive and reduced prices promote the purchase of food.
Alongside location, results of an India study (Jabir et al., 2010) show that food consumers prefer
supermarkets which have longer opening hours, sufficient parking, product availability and accessibility. One
interpretation could be that these elements altogether create consumers’ perception of service quality provided
by retailers. Empirical evidence confirms that convenience significantly affects consumer purchase of food
products (Jaravaza & Chitando, 2013). A Chinese study (McNeill, 2006) reveals that consumers pay great
attention to sales promotion (e.g. free gift, sampling, loyalty programs, discounts, and coupon) when selecting
restaurants. This finding is extended by Hansen (2003) who demonstrates that promotional tools such as print
advertisements, direct mail, customer loyalty and discount are likely to attract consumers to retail stores, leading
to their purchase. Interestingly, Maruyama and Trung (2007) find that in-store advertising (e.g. panel,
billboards, and flyers) has strong potential in affecting Vietnamese consumers’ purchasing decision toward food
products.

Conceptual Framework
Product

Price

Chinese customer behavior of
Xiaolongkan restaurant in Beijing,
China.

Place

Promotion

Hypothesis is a statement to explain research problem, and arrange for educated vision of research result
(Sarantakos, 2012). According to doing experiment in research study, will be analyzing each variable along with
the results from former research in order to offer hypothesis to this study. Therefore, the Hypotheses are set as
follow:
H1o: Product does not influence Chinese customer behavior of Xiaolongkan restaurant in Beijing, China.
H1a: Product does influence Chinese customer behavior of Xiaolongkan restaurant in Beijing, China.
H2o: Price does not influence Chinese customer behavior of Xiaolongkan restaurant in Beijing, China.
H2a: Price does influence Chinese customer behavior of Xiaolongkan restaurant in Beijing, China.
H3o: Place does not influence Chinese customer behavior of Xiaolongkan restaurant in Beijing, China.
H3a: Place does influence Chinese customer behavior of Xiaolongkan restaurant in Beijing, China.
H4o: Promotion does not influence Chinese customer behavior of Xiaolongkan restaurant in Beijing,
China.
H4a: Promotion does influence Chinese customer behavior of Xiaolongkan restaurant in Beijing,
China.H3a: The food will affect consumer behavior
RESEARCH DESIGN
This research study is a quantitative research. This research uses questionnaire as a specific method for an
instrument to gather data for analyzing result. This research study is aimed to examine and identify product,
price, place, and promotion on catering enterprises which in the case of Xiaolongkan hotpot restaurant.
Based on this study, the researcher aimed for the consumer’s behavior for Xiaolongkan hotpot restaurant
in China. According to this research study, population is the target consumers who had experience to consume
in Xiaolongkan hotpot restaurant in China include both male and female with no any age limitation. The random
sampling method was used by researcher to distribute to respondents in Beijing China. The five-point scale that
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researcher used to developed answer of Xiaolongkan hotpot restaurant. The researchers design to use samples
size of 390 samples due to the protecting of data error, and increase the accuracy and reliability of data.
RESEARCH TOOLS
In this study, researcher uses questionnaire as in instrument to collect data from respondents and aim to
analyze what customer behavior towards product, price, place, and promotion. The questionnaires are made
under offline survey form by offering both languages English and Chinese, researcher will distribute
questionnaires directly to respondents in Xiaolongkan restaurant which will get permission from managers. The
questionnaires contains with four parts. First is demographic which asks personal information of respondent
such as age, income and occupation. Then followed by the sections for product, price, place, and promotion and
consumer behavior.

STATISTICS FOR DATA ANALYSIS
Data analyzing process for this research is processed on a computer program and presented on a format
of table of content along with description on each table. As for the statistic for data analysis, the researcher use
regression analysis and descriptive analysis.
Multiple regression generally explains the relationship between multiple independent or predictor
variables and one dependent or criterion variable. A dependent variable is modeled as a function of several
independent variables with corresponding coefficients, along with the constant term. Multiple regression
requires two or more predictor variables, and this is why it is called multiple regression. Demographic data
which consist of gender, marital status, age, highest level of education, occupation and monthly income level
and consumer behavior by using crosstab to analyze.

RELIABILITY TEST
The researcher has collected data by distributed questionnaires to respondents and got the summary of
reliability test as following.
Variables
Price
Product
Promotion
Place
Behavior

Alpha (α-test)
0.711
0.822
0.706
0.716
0.941
Table 1: The Summary of Reliability

N of items
5
5
5
5
5

The results of reliability test showed that Alpha of price is 0.711, Alpha of product is 0.822, Alpha of
place is 0.716, Alpha of promotion is 0.706, Alpha of behavior is 0.941. The alpha coefficients of all variables
passed the 0.7 criteria, meaning the data for all variables had acceptable reliability.

HYPOTHESIS TESTING
In the study, researchers tested the relationship between independent and dependent variables. After the
data collection process, the researchers manage data, and analyzed by SPSS software.
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Coefficientsa
Standardized
Model

Unstandardized Coefficients
B

1

Std. Error

(Constant)

1.308

.145

price

-.386

.075

food

.639

place
promotion

Coefficients
Beta

t

Sig.

9.051

.000

-.632

-5.118

.000

.064

1.090

10.016

.000

.241

.036

.326

6.705

.000

.177

.043

.245

4.119

.000

Table 1: Linear Regression Analysis
a. Dependent Variable: behavior
From table 1, the p-value of product, price, place, promotion is lower than 0.05, which is significant for
the hypothesis. It means that null hypothesis was reject at the 0.01 significant level, the product, price, place,
promotion does influence Chinese customer behavior of Xiaolongkan restaurant in Beijing, China.

SUMMARY OF HYPOTHESIS TESTING FINDINGS
The Hypothesis testing results can be summarized and discussed as follows:
The null hypothesis was reject at the 0.01 significant level, the product, price, place, promotion
influence Chinese customer behaviour of Xiaolongkan restaurant in Beijing, China. The literature reviewed
highlighted the salient factors that have been established to be influential in the decisions of consumers with
regards to their intention on Xiaolongkan Hotpot. This study sought to determine whether these factors similarly
influenced Chinese consumers who represent a new market for Xiaolongkan Hotpot. The survey identified the
product, price, place, promotion of hotpot as the key motivators of Chinese consumers for selecting the
identified hotpot. The basic necessity of need to visit the restaurants is to fulfill the food needs, respondents are
agreeing with the positive significant effect of this factor on their selection. The results are also in accordance
with the results of the Laroche et al., (2001), which argued that people are more conscious about the food
quality. Proper and high quality ingredients will lead to the quality dishes; whereas the hiring or training of the
chefs will lead to the good taste of the food. Olabanji and Tafadzwa (2014) established that the traditional
salient factors of value for money, convenience and accessibility were significant factor influencing their choice
of fast food outlet. Yi-Man et al., (2014) suggest that the personal values, promotion and general attitudes
positively affect consumers’ intentions to visit a green restaurant

DISCUSSIONS
Through the findings and discussion parts of this study, it showed there was a relationship between food,
price, place, and promotion and consumer behaviour. This study sought to extend the research of branding is a
marketing strategy, which aims to differentiate a restaurant in relation to competing other restaurant in order to
gain market share. And other researches also got similar results. Chaudhuri and Ligas (2009) suggest that
product value is positively correlated to purchase behavior and customer loyalty in the retail sector. Consumers
evaluate various dimensions of food products to make their purchase decision. Spinks and Bose (2002), in a
study of seafood purchasing in New Zealand, find that consumer decision is influenced by product
characteristics of nutrition, taste, health benefit and ease of preparation. Figuié and Moustier (2009) find that
most of Vietnamese supermarket consumers perceive high price as an indicator of product quality. In general,
empirical studies find that competitive and reduced prices promote the purchase of food. Empirical evidence
confirms that convenience significantly affects consumer purchase of food products (Jaravaza & Chitando,
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2013). A Chinese study (McNeill, 2006) reveals that consumers pay great attention to sales promotion (e.g. free
gift, sampling, loyalty programs, discounts, and coupon) when selecting restaurants. This finding is extended by
Hansen (2003) who demonstrates that promotional tools such as print advertisements, direct mail, customer
loyalty and discount are likely to attract consumers to retail stores, leading to their purchase. Interestingly,
Maruyama and Trung (2007) find that in-store advertising (e.g. panel, billboards, and flyers) has strong potential
in affecting Vietnamese consumers’ purchasing decision toward food products.

LIMITATIONS
The sample seems to be not enough to establish a structural model of this study with a respectable number
of variables. It has to be extended in number of custoemrs and especially in the variety of nationalities. This
study lacks a broader vision of the restaurant industry service.

RECOMMENDATIONS
Recommendation for Application
Restaurants operators should increase their investment on the extended (product, price, place, promotion)
as they significantly positively influence customer decision to purchase. The restaurant operators should provide
reasonable price, lower price, and clear identification of price to customers. And special price for some special
day. The order price (or delivery charges) should provide for the customers who want to order food from home.
Moreover attention should be given to food with a variety of menu items, and the restaurant should offer healthy
options and serves tasty food and favourable with fresh food. The restaurant should be easy to find when
customers want to eat hotpot. And the restaurant should provide park space to customers. The managers should
launch promotion period to customers. Price discount can be more attract customers when thety want to eat
hotpot. The luck draw is very popular and good way to promote Xiaolongkan restaurant
Recommendation for Future Study
Although this study has produced significant results it is not without limitations. Notably, the research
focused only on marketing mix variables. Future research should incorporate personal factors (e.g.
demographics and psychographics) and macro environment stimuli (e.g. economic and socio-cultural variables)
to explain consumer purchasing behavior. Also, the survey was administered to a relatively small number of
respondents; hence there would be a need for bigger sample size. Finally, data collection in different geographic
areas would be useful for increasing sample representativeness and clarifying regional differences in consumers’
purchase behavior towards food industry.
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Volunteer Tourists’ Viewpoint on the
Administrative Concept of
‘Thai Elephant Home’, the Elephant Camp
in Chiang Mai Province, Thailand
Nontavit Vinaikulpong1
ABSTRACT
Thai Elephant Home is an elephant camp in Mae Taeng district, Chiang Mai province, Thailand. This
elephant camp was conceptualized to be self-sustainable with tourism as its package attracting income for use in
fostering elephants --- National Animal of Thailand --- in the camp for their own well-being. There are a variety of
activities for tourists, such as day-trip walking accompanied by elephants, riding on elephants, playing with elephant
calves, including mahout training trips for volunteer tourists.
This research was aimed to study volunteer tourists’ viewpoint on the administrative concept of ‘Thai
Elephant Home’ in Mae Taeng district, Chiang Mai province, Thailand. This research focused its scope on ‘Thai
Elephant Home’ in Chiang Mai Province, Thailand only. To accomplish the objective, qualitative research was
applied. The research instruments in use included observation, questionnaire, and in-depth interview with key
local performances. Both primary and secondary data sources were applied in this research.
Results revealed that all volunteer tourists were satisfied with their trips at “Thai Elephant Home” as
they had opportunities to learn about the mahout’s way of living and appreciate what mahout did with elephants.
Tourists considered all new experiences they had from such trips were worth their spending on their trips.
Keywords— Volunteer Tourist, Thai Elephant Home, Elephant Camp, Chiang Mai Province

Fig. 1 Thai Elephant Home, Mae Chiang Mai Province
Source: Nontavit Vinaikulpong, March 2, 2019
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INTRODUCTION
Thailand situated in the hub of mainland Southeast Asia, the country full of mountains, hills, plains, and long
coastlines along the Gulf of Thailand (1,875 km) and the Andaman Sea (740 km), not including the coastlines of
some 400 islands, most of them in the Andaman Sea. [Royal Thai Embassy, Washington D.C., 2019].
Chiang Mai is a province in the North of Thailand, located 720-kilometer away from Bangkok. The
province has been divided into 25 districts, 204 sub-districts, 2,066 villages, 28 regional administration offices
and 211 local administration offices (Provincial Administration Organization, Municipalities and Sub-district
Administration Organizations) [Chiang Mai governor office, 2019]. The province had long history as it was
once the capital of the Lanna Kingdom. There are still plenty of valuable classic Northern Thai temples and
architecture, which are a fusion of Lanna, Mon, and Burmese styles. Besides, the city also has beautiful natural
and cultural; the mountains, hill tribe villages, and botanical gardens, which has attracted millions of tourists to
visit Chiang Mai every year [Tourism Authority of Thailand, 2019].
Thai Elephant Home is one of the most popular tourist destinations in Chiang Mai. There are many
elephant camps in Chiang Mai, and each has a variety of activities for tourists. Most Thai and Chinese tourists
are interested to see elephant shows and enjoys activities, like riding on the back of elephants for short trip.
Nevertheless, some elephant camps have also offered interested volunteer tourists a mahout training
program, where tourists can learn and practice what mahouts have been doing. These typical volunteer tourists
will have to stay in the elephant camp for 4-8 weeks, or even longer to learn and practices all mahout’s jobs in
feeding, nurturing, walking them in the jungle, showering them, and also collecting elephant droppings [MGR
ONLINE, 2019].
Mr. Satian Jaikam is the owner of ‘Thai Elephant Home’, which is the elephant camp in Mae Taeng
district in Chiang Mai province. There are totally 25 districts in Chiang Mai province, and his eco-tourism
initiatives in establishing an elephant camp has later become a reference model for other newly established
elephant camps in Chiang Mai. His objective was to conserve Thai elephants and natural resources with tourism
as a tool. He was the one, who originated the mahout training programs for volunteer tourists, who wanted to
learn about mahouts’ way of living, practice their jobs, and enjoy living with elephants. Those volunteer tourists
would also learn how to grow organic vegetables and help prevent wildfire. His prominent concept upheld for
the camp was that all elephants must live happy lives without hard work. Volunteer tourists wouldn’t ride but
walk elephants to the jungle like they are their leaders instead of being their pets. His elephant camp is now
globally renown that many international volunteers tourists has continuously come to visit, and stay there for 4-8
weeks to take the mahouts’ training program. [Satian Jaikam, 2019].

Fig. 2 Mr. Satian Jaikam, the owner of ‘Thai Elephant Home’, the elephant camp in Chiang Mai
Source: Nontavit Vinaikulpong, March 2, 2019
Referring to the interviewed with Mr.Satian Jaikam on March 2, 2019, he revealed that there has never
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been any research on the volunteer tourists with regard to their satisfaction on the administration of the elephant
camp yet. Therefore, the researcher decided to study on this topic at “Thai Elephant Home” elephant camp in
order for use in enhancing level of satisfaction among volunteer tourists in accordance with requirements given
from Mr. Satian Jaikam in his intention to gain knowledge of their viewpoints and later improve services at the
elephant camp to better satisfy them in the future.

RESEARCH METHODOLOGY
This research employed the mixed methods that included both quantitative and qualitative Approaches
with focuses on the study of satisfaction levels and viewpoints of volunteer tourists on services of ‘Thai
Elephant Home’ elephant camp in Mae Taeng district, Chiang Mai province, Thailand. Targeted respondents
were volunteer tourists, who visited and participated in activities organized at ‘Thai Elephant Home’ elephant
camp. Questionnaire technique was used in collecting data, and samples were 62 volunteer tourists participating
in activities of this elephant camp. The Statistical Package for Social Sciences (SPSS) was used in analyzing the
data collected, including t-test as well as One Way ANOVA, which were used to determine satisfaction level of
volunteer tourists with reference to administrative aspects of the elephant camp.
For qualitative approach, research instrument in use was in-depth interview (semi-structured interview)
with key performances, mahouts and volunteer tourists at the camp using purposive sampling in selection of
samples. Total number of respondents was determined by data saturation. The data were collected by a
combination of semi-structure interview and participant observation techniques, and analyzed by thematic
analysis. The study also used both primary and secondary data.

RESULTS
Results from the study of volunteer tourists’ viewpoint on the administrative concept of ‘Thai Elephant
Home’ elephant Camp in Chiang Mai Province, Thailand, revealed as follows:
PART 1: Demographic characteristics and objective of 62 respondents
Results revealed that more than half of volunteer tourists were female (64.51%), while male ones
represented 35.49%, with ages ranged between 18-35 years. All of them held undergraduate degrees, and there
were various occupations with income of USD 5 ,0 0 1 –1 0 ,0 0 0 . Most of them spent 1-4 week at the elephant
camp on each trip. The majority of them had objectives to discover level of elephant’s intelligence, followed by
participation in elephant training course, and gaining new experiences respectively.
PART 2: Level of satisfaction of volunteer tourists on administration of the elephant camp
Results revealed that most of volunteer tourists were satisfied with administration of the elephant camp
at the highest level in general, and in each aspects, ratings for their satisfaction were mostly at the highest level,
which were ranked as follows: accommodation and food, reliability, knowledge, assurance, and environment
respectively in descending order.
PART 3: Satisfaction of volunteer tourists on the elephant camp classified by demographic
characteristics. Results were concluded as follows:
Comparison results
Elephant Camp Management

Gender

1. Assurance
2. Reliability
3. Accommodation and food
4. Knowledge
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5. Environment
Overview
Table 1 Satisfaction of volunteer tourists on the elephant camp classified by demographic characteristics
Classified by gender
Results revealed no difference in level of satisfaction among volunteer tourists of different genders in
all aspects studied in this research.
Classified by age and income
Results revealed that volunteer tourists of different age and income ranges had different levels of
satisfaction on administration of the elephant camp with statistical significance level of 0.05
Classified by level of education
Results revealed that volunteer tourists of different educational levels had different levels of
satisfaction on administration of the elephant camp with statistical significance level of 0.05
Classified by level of occupation
Results revealed that volunteer tourists of different occupations had different levels of satisfaction on
administration of the elephant camp with statistical significance level of 0.05

Volunteer tourists viewpoint on administrative concept of ‘Thai Elephant Home’ elephant camp
In-depth interviews were conducted with 8 volunteer tourists chosen as samples by purposive sampling
technique and determined by data saturation. Results revealed that all 8 of them were impressed with their
experiences at ‘Thai Elephant Home’ elephant camp. The administrative concept of living with nature was well
adopted, and they were impressed with all experiences, including their time spent to learn techniques in taking
care of elephants, growing organic vegetables as well as techniques in wild fire prevention that they learned
from staffs in the camp.
They all felt comfortable with accommodations and food. There were 4-week and 6-week courses for
their choices, and the average costs per day for the longer course were less than the shorter one. Most of them
knew about the camp from the American Association, while some were recommended by their friends.
Regarding reasons for their decision to visit and take courses in the camp, results revealed that they all
have about the same reason, and such experiences in mahout training courses did not related to their fields of
education or works. These volunteer tourists came from many countries worldwide but most of them were
American.
They considered such an experience in Thailand so excellent that they would recommend their friends
to come visiting and taking courses at the camp as they have learned a lot from mahout’s way of living at the
camp. All of them also thought that all experiences and mutuality with mahout and their elephants in the camp
were worth all expenses they spent for the trip there.
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Fig.3 An American volunteer tourist, who took the 6-week mahout training course.
Source: Source: Nontavit Vinaikulpong, March 2, 2019

Fig.4 Australian volunteer tourists, who took the 4-week mahout training course.
Source: Source: Nontavit Vinaikulpong, March 2, 2019
In summary, results from in-depth interviews also conformed with results from questionnaires that
revealed the highest level of satisfaction among volunteer tourists at the camp in all aspects.
Mahout point of view toward volunteer tourist
Research result reveal that mahouts were satisfied with their career at ‘Thai Elephant Home’. Most of
them had worked there for at least 5-10 years, and would continue their careers there. Mr. Preeda Cormohair,
age 29 years, tour guide and leader of mahouts at the camp stated that “Mahouts have to take care of elephants
with volunteer tourists on a one-by-one basis. They will take volunteer tourists to walk their elephants into the
jungle searching for food, like Bamboo shoots, Wild banana, etc. Volunteer tourists will learn basic commands
such as sit down, walk, and stand still. They have to learn how to clean an elephant, collect the elephant
droppings, and do everything that mahouts have to do. The nationality of all mahouts at the camp is Karen
[Preeda Cormohair, 2019]”.
Regarding the relationship between mahouts and volunteer tourists, results revealed that they were
closely acquainted with each other quite well. Mahouts would try to communicate with volunteer tourists about
their purposes for use of the hook as an elephant controlling tool without intention to torture them as all
elephants were like their friends but such a tool was necessary when they had to deal with such a big, strong and
hard-to-control kind of animal as elephant. Foreigners, who did not have such experiences at the camp,
mistakenly misunderstood and thought that mahouts were hurting elephants. oreover, the reason for chaining
elephants at their ankles in the night time was intended to protect them from dangerous situations. There were
cases that elephants were killed by electrical fences of villagers, who wanted to protect their crops from
elephants.
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Fig. 5 Mr. Preeda Cormohair, age 29 years, tour guide and leader of mahout
Source: Nontavit Vinaikulpong, March 2, 2019

Fig. 6 Mahout of ‘Thai Elephant Home’
Source: Source: Nontavit Vinaikulpong, March 2, 2019
CONCLUSIONS AND DISCUSSION
A. Conclusion
From this research, findings indicated that volunteer tourists had the highest level of satisfaction on
administration of “Thai Elephant Home” elephant camp in general, and on each aspect of the study, results also
revealed the same level of their satisfaction with accommodation and food having the highest rating, followed
by reliability, knowledge, assurance and environment respectively. It reflected that administrative concept of the
elephant camp could get along well with their customer satisfaction objectives. Moreover, mahouts’ satisfaction
on their career could bring success to their jobs in terms of services for those tourists.
Gronroos model stated that “customer can recognize whether the quality of service is good or not as a result of
quality that customer expected match with experienced quality resulting in an overview of total perceived
service quality.” [1984]

B. Discussion
Results from this research can be discussed in accordance with the following details:
5.2.1 Findings indicated that volunteer tourists had the highest level of satisfaction on administration of
“Thai Elephant Home” elephant camp in general, and on each aspect of the study, results also revealed the same
level of their satisfaction with accommodation and food having the highest rating, followed by reliability,
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knowledge, assurance and environment respectively. It reflected that administrative concept of the elephant
camp could get along well with their customer satisfaction objectives. Moreover, mahouts’ satisfaction on their
career could bring success to their jobs in terms of services for those tourists. As such, it indicated that the
administrative approaches in use at the elephant camp conformed well with the concept in enhancing job
satisfaction level that would lead to success in accordance with organizational psychologist’s suggestions. The
ultimate goal of success in service operations relied on strategic approaches to customer satisfaction in attempts
to impress them with pleasant experiences in services that would encourage repetitive use of services. Customer
satisfaction was important for service providers, which conformed with a research by Naruemol
Bumrungwongthai (2551) in the topic of satisfaction and behavioral trends of tourists towards
Trekkingthai.com’s eco-tourism programs. The research revealed that tourists were satisfied with eco-tourism
programs of Trekkingthai.com with high level of satisfaction on service team, and satisfaction on itineraries,
pricing, service channels, marketing programs, physical characteristics, and service process respectively, while
results on their behavioral trends indicated that they would certainly repeat their purchases and recommend
others to use the services. The most popular program was forest roaming, and peer recommendations was the
most effective tool attracting new tourists.
From comparison of satisfaction level between respondents at Thai Elephant Home elephant house in
Mae Taeng district of Chiang Mai province with different demographic characteristics, such as age ranges,
income, education level, and occupation. It was found that volunteer tourists of different age and income ranges
had different level of satisfaction in all aspects, and respondents with age over 55 and those with income ranges
of over USD 25,000 had the least satisfaction than all other groups. Reasons can be explained by the theory of
interpersonal difference, which was developed from stimulus-response theory, or S-R Theory, and applied
ZDefleur, 1989, p.173) in this case that people had differences such as personality, attitude, intelligence, and
interest, and such differences were also reliant on social status and culture that would lead to differences in
behavior in communicating and opening to communication. The basic principles about this theory, which are
the most important include (1) people had differences in their personalities and psychological statuses, (2) such
differences came from their learning, (3) people with different environment had differences in their learning,
and (4) learning from different environments caused differences in attitudes, values, assurance, and
personalities. These are relevant to Matura Suansri (2559), who studied the satisfaction of tourists on tourist
destinations in Pathumthani province, and revealed that (1) satisfaction level of tourist in Pathumthani province
were found to be at high level in general, and on each aspect, it was found that satisfaction levels were high
across all aspects, including administrative knowledge, operations, personnel, and facilities and amenities, (2)
tourists of different genders had do difference in their level of satisfaction on tourist destinations, while tourists
with different age ranges and education levels had differences in their level of satisfaction on tourist destinations
with significance level of 0.05, and also relevant to results from research by Pikulkaew Sukkhum (2557) that
studied satisfaction level of Thai tourists on administration of traditional and reproduced floating markets, which
revealed that Thai tourists with different levels of income had different levels of satisfaction with significance
level of 0.05, and those with different levels of education had differences in repetition of their visits

SUGGESTION
Results from this research indicated that administration concept of ‘Thai Elephant Home’ elephant
camp has been in the right direction as observable from levels of satisfaction of mahouts and volunteer tourists.
Mr. Satian Jaikam, the owner of elephant camp, is quite clear in his administrative approaches. These
approaches should become a reference model for other elephant camps, and it is recommended for both the
elephant camp itself, and all other organizations related to tourism, especially in Chaing Mai, to disseminate
mahout’s ways of living and their conservative purposes for elephants to more potential tourists through more
advertising programs for their better understanding. Moreover, such understanding and supports will eventually
help enhance quality of life for all elephants.
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The influence of Chinese tourists
motivation on destination image of
Bangkok
Guo Dong1
Dr.Thitikan Satchabut2
ABSTRACT
This study selects the destination image of Bangkok as the research object. The purpose of this study is
to explore the “push” motivation factors, “pull” the influence of motivation factors on the image of Bangkok
destination, and try to provide some suggestions for Bangkok tourism. This paper uses quantitative methods for
research and uses questionnaires in Siam Square. Ratchada Night. Train Market. Grand Palace. Chao Phraya
River for data collection. The researchers collected 400 valid questionnaires and used SPSS for linear regression
analysis. Conclusion: Promoting motivation factors and driving motivation factors are positively correlated with
destination image. Based on the results of this paper, Bangkok needs to improve the health environment and
improve urban construction. To attract more Chinese tourists with a civilized and environmentally friendly
image.

Key words: Bangkok destination image, Chinese tourists, tourism motivation “The ‘Push’ motivation
factors”, tourism motivation “The ‘Pull’ motivation factors”

1. INTRODUCTION
1.1 INTRODUCTION
In the period from January to October, 2017, the number of global tourists reached 1.1 billion,
increased by 7%, compared with the same period in the previous year. Statistics suggested that, tourism has
become one of fastest increasing and most important economic sectors in the world. Development of tourism is
benefiting all destinations and communities around the world. Tourism accounted for about 10% of global GDP,
provided about 10% of employment opportunities. By 2030, tourism will be increasing at an annual rate of
about 3.3%. (World tourism organization, 2017)
Direct contribution made by tourism to GDP in 2017 was THB 1,433.5 billion (accounted for about
9.4% of GDP). It is expected that it will be increased by 7.8% in 2018, to about THB 1,545.2 billion. It mainly
reflects economic activities generated by Hotels, travel agencies, airline companies and other passenger
transport services (exclude commuting services) and other industries, however, it also includes activities of
dining halls and leisure industry which are directed supported by tourists. By 2028, direct contribution made by
1
2
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tourism to GDP is expected to be increased by 5.7%, to about THB 2,700.6 billion (accounted for 12.8% of
GDP).that continuous of international demands including some large markets in Asia. In 2016, Chinese demand
accounted for 38% (less than 10% in 2006), China had become an important source market.（UNWTO,2017）
Bangkok's tourism share of GDP has risen from 8.8% to 9.8% over the past decade. Although the
economies of other regions are growing faster, Bangkok's tourism industry is expected to continue to grow. By
2026, this industry will directly generate 13.2% of urban GDP and 9.3% of employment (share of tourism in
global GDP, ( UNWTO, 2017).

1.2 RESEARCH OBJECTIVES
1. To study the image of Bangkok as a tourist destination for Chinese tourists.
2. To study the motivation of Chinese tourists
3. Explain the relationship between The ‘Push’ motivation and The ‘Pull’ motivation and

1.3 RESEARCH QUESTIONS
1:Is there a relationship between The ‘Push’ motivation and destination image?
2:Is there a relationship between The ‘Pull’ motivation and destination image?

1.4.Significance of research
Enhance the sustainability of Thai tourism by understanding the image of Chinese tourists to Thailand's
destinations.It can be used as a reference for the development of tourism in the future: to improve the image of
tourism in Bangkok. To understand the image pursuit of Chinese tourists on travel destinations.

2. LITERATURE REVIEW
2.1 Theory and Related Research
The ‘Push’ motivation factor
Tourists are ‘pushed’ by their own needs towards destinations where they expect these needs to be
satisfied. Thus, travellers act on their psychological or physiological stimuli in order to satisfy a felt need or
achieve an anticipated goal (Fodness, 1994; Gnoth, 1997). In identifying the‘push’ factors, Dann (1977)
suggested two factors as push travel motives: anomie and egoenhancement.According to the author, anomie
refers to the desire to transcend the feeling of isolation obtained in everyday life, where the tourist simply
wishes to run away from routine. Ego-enhancement, on the other hand, results from the need of recognition,
which is gained through the status conferred by travel (Fodness, 1994)

The “Pull” motivation factor
While push factors have been related to those factors within the traveler that drive one to visit a
destination, pull factors on the other hand, are those attributes that attract tourists to a specific destination once
the decision to travel has been reached (Pearce, 2005; Khuong and Ha, 2014; Falcão et al. 2015). As observed
by Dann ( 1977) , pull motivations play an important role into shaping the tourist travel motivations and may
boost the individual’s desire to experience a particular destination thus, responding to and reinforcing the push
factor motivation. A number of factors have been identified as forming the pull motivators for travel. Yuan and
McDonald (1990) identified seven pull factors including: budget, culture and history, ease of travel, wilderness,
cosmopolitan environment, facilities and hunting. However, the authors posited that while individuals from
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different country may travel for the same reasons, the reasons for choosing a particular destination, and the level
of importance attached to the factors might differ owing to the varying nature of different destinations.

Destination image
The concept of destination image has been proposed by Mayo since the early 1970s. Widely used in
tourism empirical research,however,To this day, there is no consensus on its definition. Hunt ( 1975)
pointed out that destination image is the sum of one's beliefs, thoughts and impressions of one
destination,A person's impression of a place other than where they live. (Baloglu et al. ( 1999) believes that
the image of a tourist destination is a concept that expresses the individual attitude of the tourist. It refers to an
individual's understanding, emotions and impressions of a tourist destination. In addition, some scholars study
the image of tourist destinations from a supply perspective. For example, Michael Grosspietsch ( 2006)
specifically distinguishes the tourist's perceived image from the projected image of the destination. The former
is the understanding and impression of potential tourists and real tourists in tourist destinations, and the latter is
the image that tourism operators intend to establish in the eyes of potential tourists.

The relationship between the “push” motivation factor and the “pull” motivation factor and the
Destination image
Travel motivation is an important concept in understanding the behavior of visitors and the process of
destination selection. [ Weaver P. A. et al. 1994,] . From the perspective of consumer behavior, tourism
motivation is an individual factor, because it affects the individual's cognitive composition of the destination, it
also affects the individual's perception of the environment and the image results. [Beerli A.&Martıin JD.2004].
Whether it is a cognitive image, an emotional image or an overall image, it is essentially an individual's
evaluation of the destination. Through these assessments, individual motivational structures can be found. [Um
S.& Crompton J. L.1990].It can be seen that travel motivation is related to the destination image.

2.2 Research hypothesis
H1:The ‘Push’ motivation factor affect the image of the destination.
H2:The “Pull” motivation factor affect the image of the destination.

2.3 Conceptual Fr amework

Figures 1 Conceptual Framework
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3 METHODS
3.1 Research Design
This research process carried out quantitative method. The researcher used the sample survey method
as the data collection process and preceded into the statistical test steps. In this case study, a quantitative
approach was used to collect preliminary data from a sample of Chinese tourists in Bangkok. It contains general
background information about Chinese tourists, questions about travel motivation ( Beh & Bruyere, 2007;) .
Questions about the image of the destination (Gallarza et al., 2002).

3.2 Research Tool
This study will be conducted through a Chinese questionnaire, because the research object is Chinese to
collect data better.
Part Questions Categories
Demographic
The “Push” motivation factor

Questionnaires Items
5
12

The “Pull” motivation factor
Destination image

11
12
Table1 Categories of research questions

3.3 Research Instruments
According to the research framework, the research is mainly concentrated in six parts:
Part 1 Demographics: gender, age, education, income, marital status
Part 2 The push motivational factor
Part 3 The pull motivational factor
Part 4 Destination Image

3.4 Population
The target population of this study is Chinese who travels in Bangkok.The questionnaire contains
statistics such as income and occupation.population segmentation is no longer performed .According to the
Bangkok Post, the number of Chinese tourists in December 2018 was 838,634

3.5 Sample
Yamane (1973) had recommended the formula to calculate the random sample size as below:
n=N/(1+Ne²)
n= Numbers of Sample
N= Population of Sample
e= Probability of error, that is 5% (At 95% confidence level)

330

ICMSIT 2019: 6th International Conference on Management Science, Innovation, and Technology 2019
Faculty of Management Science, Suan Sunandha Rajabhat University (http://www.icmsit.ssru.ac.th)
According to this formula, the sample size of this research’s calculation process as follow:
N= Proportion of population in this study who live in Bangkok about 838,634.
e= 5% (At 95% confidence level)
n=838,634/(1+838,634*0.0025）≈399.99
So the sample will be 400.

3.6 Data Analysis
Designed to understand the drivers of motivation, drive motivational factors, and the image of the
destination. . As mentioned earlier, the target population for this study is the Chinese who traveled in Bangkok.
At the same time, Siam Square. Ratchada night car market. Grand palace. The Chao Phraya River is a place
where tourists gather. So we chose them as the location of the survey. Data questionnaires were collected from
survey participants. The survey conducted a random survey of Chinese tourists in a face-to-face manner. The
survey was conducted by scanning a QR code or writing a questionnaire on paper. The investigation time is
about 30 days.

3.7 Data Analysis
Descriptive statistics
It provides a brief overview of the sample and the basic characteristics of the data in the study. Such as
frequency and percentage. We will use it to measure the demographic questionnaire.
Inferential statistics
It will use inferential statistics to test hypotheses through linear regression analysis, which can detect the
relationship between the push motivation factor and the pull motivation factor and destination images.

4.RESULTS
4.1 Reliability Analysis
This study uses the Cronbach’s alpha as a tool to test the reliability of the questionnaire. According to
the research of the Nunnally & Berstein (1994), it’s considered to be reliable and acceptable if the scores of
Cronbach’s alpha were greater than 0.7, and the result of reliability test as below:
Variable
No.of Item
Cronbach’s Aipha )Pre-test(
The ‘Push ’motivation
12
0.966
Motivation
factors
The “Pull ”motivation
11
0.960
factors
Destination image
12
0.957
Table 2 Reliability test of the questionnaire
It’s obvious to find that all of the variable’s Cronbach’s Alpha are greater than 0.7,so this questionnaire
is believed in reliability.
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4.2 Descriptive analysis
In January and February of 2019, the questionnaire was sent in the LP customer WeChat group. Total
of 479 responses were received, and 44 invalid questionnaires were selected. 400 of the valid questionnaires
were selected for analysis.
Demographic
Frequency
Gender
Male
212
Female
188
Age
21-30
88
31-40
145
41-50
113
More than 50
54
Education level
High school or lower
38
College diploma
138
Bachelor
179
Master and above
45
Income
Less than 5000
135
5001-10000
207
10001-15000
30
More than1500
28
Marital status
Single
18
Married
338
Widowed
6
Divorced
15
Separated
23
*The maximum value of all results is bold and colored.

Percentage
53%
47%
22%
36.3%
28.2%
13.5%
9.5%
34.5%
44.8%
11.3%
33.8%
51.7%
7.5%
7%
4.5%
84.5%
1.5%
3.8%
5.8%

Table 3 Demographics of Respondents
Highest value：There are 212 males (53%). The population of 31-40 years old is 145 (36.3%).179
undergraduate students (44.8%),In terms of monthly income, the monthly income of 207 respondents was
between 5,001 and 10,000 yuan, accounting for 51.7%;In terms of marital status, 338 people are married,
accounting for 84.5% of all respondents.
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4.3 Descriptive Result of Variables
Factor

The‘Push ’
motivation
factors

The‘ Pull ’
motivation
factors

Measurement Item
In order to escape daily life, get rid of life troubles
In order to relax and rest
In order to the healing of health
In search of excitement
In order to religious worship
In order to buy goods
In order to gain travel experience to gain the respect of others
In order to participate in festivals or other events
In order to browse famous historical and cultural monuments
In order to enhance the relationship between lovers
In order to be with family and friends
In order to experience different lifestyles
Bangkok has a unique cultural atmosphere
Bangkok has beautiful natural scenery
Bangkok has a good tourist image
Bangkok's consumption level is low
Bangkok residents are friendly and welcoming
Bangkok is Developed Big Cities
Bangkok tourism developed
Bangkok has a lot of food
Bangkok accommodation is convenient
Bangkok transportation it Convenient
Bangkok entertainment facilities it Complete

Mean
3.76
3.82
3.77
3.71
3.80
3.78
3.79
3.81
3.83
3.77
3.66
3.79
3.79
3.91
3.81
3.71
3.88
3.79
3.82
3.93
3.84
3.88
3.75

SD
1.124
1.078
1.162
1.198
1.192
1.214
1.332
1.255
1.209
1.241
1.295
1.199
1.192
1.178
1.142
1.182
1.146
1.157
1.228
1.220
1.202
1.181
1.183

*The maximum value of all results is bold and colored.
Table 4 Descriptive statistic result of factors
With regard to the Push motivation factors, the highest agreement level in the statement is "In order to
browse famous history and cultural monuments. (Mean = 3.83). In terms of the pull motivation factors, the
results showed that the average value of "Bangkok has a lot of food" was the highest. (Mean = 3.93).
-The scenery of the city is beautiful
-Bangkok is clean
-Bangkok is a city with pleasant climate
-Bangkok has quality roads
-The public transport system is good
-Bangkok has good capacity of being a traffic hub of Thailand
-Bangkok has a great nightlife
-Bangkok is a good shopping place
-Bangkok has varied gastronomy
-The people are friendly
-The people are hospitable
-The people here have a different culture and customs
*The maximum value of all results is bold and colored.
Destination
image

3.79
3.65
3.78
3.69
3.82
3.74
3.74
3.75
3.75
3.76
3.85
3.78

1.264
1.228
1.207
1.228
1.216
1.173
1.109
1.075
0.965
1.182
1.177
1.169

Table 5 Descriptive statistic result of Destination image
In terms of Destination image, the results showed that the average value of "The people are hospitable"
was the highest. (Mean = 3.85)
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4.4 Result from Multiple Regr ession Analysis

Unstandardized
Coefficients
Model
B
Std. Error
1 (Constant)
0.400
0.094
ThePush’motivation 0.382
0.032
factor
The Pull motivation 0.501
0034
factor
a. Dependent Variable：Destination imag
b. R=0.897, R²=0.773, Adjusted R²=0.772

Standardized
Coefficients
Beta
0.423

t
4.235
12.051

Sig
0.000
0.000

0.521

14.844

0.000

Table 5 Summary of Regression Analysis
The equation of multiple linear regressions as below:
Y=β0+β1X1+β2X2+……βpXp

Table 5 This study takes the destination image as dependent variable,and take The ‘Push’ motivation
factors and The ‘ Pull’ motivation factors as independent variable, so the destination image is Y, The ‘ Push’
motivation factors and The ‘ Pull’ motivation factors are X1 X2. The relationship between them is as
follows:Y=0.4+0.382X1+0.521X2
Destination imag = 0.400+0.382 ThePush’motivation factor+0.501 The Pull motivation factor

The result showed that there are 77.2% (R²= 0.772) of variance in dependent variable (the destination
image) which can be explained by two independent variables ( The ‘ Push’ motivation factors,The ‘ Pull’
motivation factors).

4.4 Summary of Hypothesis Testing Result

Item
H1
H2

Result
The ‘ Push ’ motivation factor affect the image of the
destination.
The “ Pull ” motivation factor affects the image of the
destination.

Accepted
Accepted

Table7 Summary of Hypothesis Testing Result
The results show that the ‘Push’ motivation factors (p = 0.010) and the ‘Pull’ motivation factors (p =
0.000) are related to destination image.,because the p-value of these two independent variables were all less than
0.05, the hypothesis 1, hypothesis 2 were accepted. Furthermore, the ‘Push’ motivation factors (β= 0.423) and
the ‘Push’ motivation factors (β=0.521) were considered the ‘Push’ motivation factors the ‘Pull’ motivation
factors were relative high.
5. CONCLUSION AND DISCUSSION
The results of this study provide a reference for scholars to study the image of Bangkok destination,
and also provide a reference for the influence factors of Bangkok destination image. This will better understand
Chinese tourists and enhance Bangkok's competitiveness in the tourism market. In addition, according to the
research results, the main contribution of this research is to assume that the driving factors and pulling factors
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are positively related to the destination image. Among them, the driving factors are “ in order to browse the
famous historical and cultural monuments” . Bangkok should improve and protect more cultural heritage, and
historical sites, which will better attract Chinese tourists. “To be with family and friends” has the least impact.
Packages are recommended for multi-person travel groups, such as discounts on attraction tickets and hotel
discounts. Better enhance the appeal of multi-person group travel.
Among the pull factor, “Bangkok has beautiful natural scenery” has a greater impact. Bangkok should
implement waste sorting to reduce pollution. Set up a warm reminder in the scenic area to appeal to everyone to
protect the natural scenery and protect the ecological environment together. Violators should be warned or fined.
“ Bangkok’ s low consumption level” has the lowest impact. It is recommended that relevant departments
conduct industry regulation and restraint on tour guides, and standardize and supervise the commercial places of
tourist gathering places to avoid the phenomenon of smuggling.
The pull factor has a greater impact on the destination image. Bangkok should actively confirm the
registration standards and business norms of food stalls, such as whether the food materials are clean and
hygienic, whether the processing process meets the standards, whether the garbage disposal after the stalls is
appropriate, standardize the market order, and let Chinese tourists establish confidence in Bangkok travel. In the
development of various festival activities in Bangkok, At present, most of the tour guides in Thailand still lack
many skills, so we should strengthen the training of the language and other skills of tour guides.
Finally, Bangkok should exempt visas at an appropriate time to promote Chinese tourists to visit
Bangkok at any time. According to the survey results, most of the investigators are between 31 and 40 years old,
and more than 50% of the investigators are paid between 50000 and 10000 a month. Most of them are working
people. Their vacation time is very short, and the visa issue is also a waste of time, but China and Bangkok have
to do so. The distance between Bangkok is very close, so short-term visa-free activities can be launched
continuously to stimulate the travel desire of Chinese tourists, thus promoting the development of tourism in
Bangkok.
This study only discussed the impact of tourism motivation (The ‘Push’ motivation factors, The “Pull”
motivation factors) on Bangkok's destination image. There are many factors affecting the destination image,
such as supply factor, and other factors. The factors are not all. For example, supply factor also includes tourist
marketing and media ( including TV, newspaper, books, etc. ) . Some of them can be considered in future
research.
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The impact of pay for performance on job
satisfaction. A case study of Company A.
Yuman Yue
Dr. Saengdow Prasittisuk

ABSTRACT
The research was conducted in the following private company which is Company A. The study focused
on all the employees from the Company A. The research analyzed the relationship pay for performance, job
satisfaction in relation to the all staffs in Company A. The research covered a period of 1 years that is 20182019. 2018 was period used to write a proposal and collect data. 2019 period was used to analyses the data and
comply a report. From the research of the effect of pay for performance towards job satisfaction in Company A
is able to represent the result as following; accept hypothesis: there is a significant and directly relationship
between pay for performance and job satisfaction in Company A, significant level at 0.05.

Keywords: Pay for performance, Job satisfaction, Employees

INTRODUCTION AND BACKGROUND
In an organization, employees are the key resources through which all the other objectives are
achieved. Employees will demonstrate pleasurable positive attitudes when they are satisfied with their job
(Millan, et al., 2011). Thus, high job satisfaction will increase the productivity of an organization, in turn
increasing the organizational overall performance.

Compensation plays an important role in determining an employee's level of job satisfaction (Greene,
2014). Compensation, in the organizations of today is a major consideration in Human Resource Management
(HRM), and how it is allocated sends a message to employees about what the organizations believe to be
important and worth encouraging. Compensation management is a useful instrument in the hand of management
to contribute to the organizational effectiveness and can impact positively on the behavior and productivity of
employees (Bustamam et al. 2014; Greene 2014). Performance-based pay systems present the majority on
compensation system.

Pay for performance in China is in a state of flux. Since the late 70s China has been transforming from
a centrally planned economy to a more market-oriented one. The market is growing quickly and China's
contribution to global GDP is expected to surpass that of the U.S. in 2018. The demand for both local and
expatriate employees is expected to further increase to maintain the boom and salaries are by necessity
becoming more competitive. Unlike in the U.S. and Europe, equity compensation and stock options are fairly
new forms of compensation in China. There is also greater accountability for pay for performance, as from 2006
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Chinese-listed businesses are required to report the total pay for performance of individual board members and
top management. However, transparency and what data companies choose to release varies greatly.

Listed firms in China are now able to propose the adoption of equity incentive plans, although salary
and pay for performance in China, for the most part, comes from indirect compensation such as other accounts
or under-the-table bonuses. There is still not a lot of regulation in company law regarding stock options, and
when executives may sell their shares, it opens the possibility of options being exploited.

Figure 1 Fixed pay and total compensation for Mainland China and Hong Kong in year 2018
Source: Pretium Year-end Rewards and Human Resource Trends Survey Report- 2018.

Figure 1 show the pay gap between mainland China and Hong Kong. The pay for performance of
mainland China are lower than 5 HKD million which also lower than Hong Kong staffs which between 25 to 10
HKD million. From the table can be summarized that there are huge gap for pay for performance of mainland
China comparing to Hong Kong.

Figure 2 The situation of compensation in the major cities in China.
Source: http://www.kichijoji-eikaiwa.info/nyusps-shanghai-salary.html
Figure 2 showed the comparison base salary and other compensation situation in major cities in China.
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Shanghai get highest based salary which more than 150,000 Yuan with 30,000 compensation. In Jangsu, the
compensation will be highest around 50,000 Yuan compare to other cities. But the overall average base salary of
China around 100,000Yuan with low pay for performance of 30,000 Yuan.
From both figure 1.1 and figure 1.2, researcher can know that the compensation in mainland China is
low overall. However, the direction of Chinese economy will be influenced in part by how businesses recruit
their staff. If Chinese companies are able to provide consistency and clear standards in their pay for
performance, they will be able to recruit the staff necessary to grapple with both foreign and local markets. If
not, it will be hard for Chinese companies to maintain their current success and expand.
Company A as a real estate company in China, can be represent the situation of real estate in Chinese
market. Since 1980s, the real estate sector is one of the main important sector that advances Chinese’s economy.
Within a very short span of time, real estate has become one of the most lucrative businesses of the country and
over the last decade this sector has become extremely competitive. For Company A in 2018, there was more
than 100 staffs resign, and the turnover rate was higher compared last year. The executive staffs of Company A
is the main working force to gain profit for company, how to main their and increase their working satisfaction
is the main problem, although strong economic growth and demand for staff are driving up the salaries in
Chinese market, clear, accountable structures need to be put in place for pay for performance if businesses of
Company A are to recruit and retain good staff locally.
PROBLEM STATEMENT
In today business situation, pay for performance have become more important than ever for several
reasons managers have fewer ways to influence employees and shape their behavior.
The problem here is that most organizations have gone under because their organizational pay for
performance systems do not favour employee and thereby do not motivate them towards putting their best into
their job. There are many discrepancies that occur in organizations due to an inappropriate pay for performance
system. Also as pay for performance system is in the field of human resource, it is an opportunity to increase
management knowledge in this complex field one of the problems.
SIGNIFICANCE OF RESEARCH
This research hopes to discover how pay for performance systems in Company A relate to job
satisfaction of employees in order to reduce staff turnover, and reduce negative behaviors, such as absenteeism
and poor performance.
This study will support further studies in the field of assessment of the improving performance among
employees in organizations.
This study could make recommendations and help managers understand the importance of reward
systems, job satisfaction, as drivers of employee performance. The study will h elp to create knowledge and
information for academicians and other researchers on the impact of pay for performance systems, job
satisfaction on employee performance.

THE THEORY OF PAY FOR PERFORMANCE
Pay for performance refers to all the provided tangible rewards an employee receives from the
employer as part of the employment relationship (Wright, 1991). The Society for Human Resource Management
has defined pay for performance as systematic approach to providing monetary value to employees in exchange
for work performed (Dessler, 2005). Pay for performance may achieve several purposes like assisting in
recruitment, job performance, and job satisfaction (Tella et al., 2007). It can be said that pay for performance is
the “glue” that binds the employee and the employer together in the organized sector, which is further codified
in the form of a contract or a mutually binding legal document that spells out exactly how much should be paid
to the employee and the components of the compensation package.
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Pay for performance as it were is a complex topic that has significant impact on organizational success
(Dessler, 2005), and for any organization to succeed, it must not look up to capital investment but to its
employees as the fundamental source of improvement with the understanding that the human element and the
organization are synonymous (Tella et al., 2007). Thompson (2002) suggests that: definitions of total pay for
performance typically encompass not only traditional, quantifiable elements like salary, variable pay and
benefits, but also more tangible cash elements such bonus, and incentives, which provided by the work itself and
the quality of working life provided by the organization.
Pay-for-performance is a compensation practice in which remuneration is systematically tied to a
measurable output (Jensen & Murphy, 1990; Cadsby, Song and Tapon, 2007). Employee ’s performance will
increase if they are highly paid. Money is considered as the reward which is given to employees against work, to
support their family, and payment for the work which is done. Barton (2002) suggested that organization should
take into account financial rewards like salary because it has strong influence on employee motivation and
retention. Dessler (2008) indicated that employee pay includes all compensation factors which are given to him
against his work.
Cowin.s (2002) indicated pay is an important component for the retention of nurses because if they feel
inequality regarding pay between their profession and others’ profession, they got dissatisfied and disappoint
with their profession. Less pay as compared to work done is one of that extrinsic factor which is responsible for
job dissatisfaction (Robbins, 2003). Yang, Miao, Zhu, Sun, Liu and Wu (2008) suggested that, in Chinese forces
it is considered that pay and satisfaction influence each other. Pay has direct influence on satisfaction level of
employee. Nguyen (2003) described that pay is one of those satisfying variable which hindered reduces the
dissatisfaction level of employees.

THE THEORY OF JOB SATISFACTION
Robbins and Judge (2013) described job satisfaction as positive feelings about a job, resulting from an
evaluation of its characteristics. A person with high level of job satisfaction holds positive feeling about h is or
her job, while a person with a low level holds negative feelings. Job satisfaction can be influenced by a variety
of factors. Opkara (2002) stated that factors such as pay, the work itself, supervision, relationships with co workers and opportunities for promotions have been found to contribute to job satisfaction.
Job satisfaction results from an evaluation of the job’s characteristics. Job satisfaction is defined as
how people feel about their jobs and different aspects of their jobs (Hedge and Borman, 2012). Job satisfaction
is the extent to which people like or dislike their jobs and the degree to which they feel positively or negatively
about various aspects of their jobs. According to Obisi (2003), the assumption behind this definition is that
people are able to balance their specific satisfactions and dissatisfactions and arrive at a general degree of
satisfaction with their job.
Before proceeding to the ensuing debates of rewards management it is essential to focus on the concept
of job satisfaction and to show the extent to which it is affected from financial and non-financial rewards. The
term “job satisfaction” is also a very significant one, which is widely used within the literature of human
resource management. Job satisfaction is a theoretical construct closely related to motivation theories and
relevant to leading theories of job behavior (Smith et al, 1969). Over the years a growing number of behavioral
scientists have generated an accumulated knowledge with their investigation on the cru cial issue of job
satisfaction and motivation. The most representative theories are those of Maslow (1954), McGregor (1985),
Herzberg (1986).
Job satisfaction is a key to improving both organizational and individual performance. Employees with
high levels of job satisfaction are more motivated to achieve the firm’s objectives (Feinstein and Vondrasek
2000). Job satisfaction refers to employees’ attitude towards their jobs which are the result of their perceptions
of the job or task that they do. It is an emotional or evaluative response that can be positive, neutral or negative
(Ivancevich and Matteson 1990).
Locke (1976) defined job satisfaction as “job satisfaction is actually an enjoyable and exciting
emotional condition which someone get in their work”. Job satisfaction is important for reducing turnover rate
and increase motivation. Prior studies indentified that there are different instrument for managing job
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satisfaction like pay, recognition and working environment (Mathauer et al., 2006). People wil l be more
committed and more productive during their job if they are more satisfied (Al-Hussami, 2008). Satisfaction and
dissatisfaction not only depend of the job but also depend upon employee’s expectation about job (Hussami,
2008).
Job satisfaction is considered to be the most important element in the organization. In order to succeed
organization must keep their employees satisfied (Wubuli, 2009). RAMASODI (2010) indicated that Job
satisfaction is a significant factor in healthcare sector for better performance. If doctors are satisfied then they
will be more motivated toward patient care and health care system outcomes will be satisfactory. Job satisfaction
is actually a mixture of job role, job responsibilities, incentive and rewards. Job satisfaction is a combination of
extrinsic and intrinsic job satisfaction. Extrinsic job satisfaction includes all the external factors like
communication style, supervisor co-operation, pay and working conditions while intrinsic job satisfaction
includes type of work the worker’s do and the duty considered by the employee. When employee is satisfied he
will perform well in workplace. To satisfy employees, organization provides different facilities to employees
like to provide good working condition, fairness in job, give promotion and rewards to employees because these
are the elements which contribute to employee satisfaction (Parvin & Kabir, 2011). Maslow ‟s theory (1970)
shows that need of people starts from basic to high level. These needs are present in every human being. If there
is failure to satisfy basic need then next need in hierarchy cannot be achieved. People who have need of
security; they will not go to higher needs if they are not satisfied with it.

THE RELATIONSHIP BETWEEN PAY FOR PERFORMANCE AND JOB SATISFACTION IN
RELATED RESEARCHES
Pay for performance plays a significant role in influencing job satisfaction (Wright, 1991). This is
because of two reasons. First, money is an important instrument in fulfilling ones needs; and two; employees
often see pay as a reflection of managements’ concern for them (Wright, 1991). Consequently, employees want a
pay system, which is simple, fair and in line with their expectations (Wright, 1991). When pay is seen as fair,
based on job demands, individual skill level, and community pay standards, satisfaction is likely to result.
According to Bozeman & Gaughan (2011), the perception of being paid what one is worth predicts job
satisfaction. In today's globalized world, organizations are facing changes generated by incre ased competition,
mergers and acquisitions, shifting markets and changing employee demographics. Therefore, it is crucial for
organization to strategize their competitive and benefits plans in order to attract and retain appropriate talent,
maximize return on human capital and increase employees’ job satisfaction. A key component for a successful
organizational intervention is the meaningfulness of the intervention to the employee. One intervention that may
be meaningful to many employees is the amount of their compensation and benefits increase (Mayuri & Mark,
2005). Compensation is a powerful communicator of organizational goals and priorities and institutions that
expect to be successful must make employees become partners in their success (Pam, 2007). Sh e further
observes that employee compensation can be a sensitive subject, and people get very passionate compensation
issues in an organization. According to the survey report conducted by the Society for Human Resource
Management (2012), it was found that compensation and benefits are regularly among the top three factors
affecting employee job satisfaction. Although money is not a motivator, employees crave for it because financial
independence equates with personal freedom. Hence it is what one does with the money that motivates one to
work better. From here, it would seem that compensation and job satisfaction have a positive relationship.
According to March & Simon (1958), compensation can determine what types of workers are attracted
to the organization by signaling job seekers to less visible organizational attributes. The same also determines
whether or not employees are willing to continue working for the organization. If the pay level or benefit level is
not satisfactory, the desirability of movement will increase and it is more likely that withdrawal behaviors such
as tardiness, absenteeism, and turnover increases (March & Simon, 1958). There is previous study aimed to find
out the relationship of some of these behaviours with teachers job satisfaction. Unsatisfactory pay and benefit
levels may also reduce the motivation of employees and eventually negatively impact individual, group, and
organization performance. Low teacher salaries are a major factor in the high exit rate for new teachers
(Carnegie Foundation, 1990; Harris & Associates, 1992; Ingersoll, 2001; Page & Page, 1982). It is clear that
compensation has been a major factor in teacher turnover for some time, and remedies have not been
forthcoming to do anything about it. One could predict from equity theory (Cascio, 2003) that teachers who do
not believe that they are compensated equitably for the work and hardships they must endure will take action to
remedy the inequity. One of these remedies as cited in the study is leaving the profession.
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According to several researchers, compensation and job satisfaction are positively associated with each
other. Souza (2000) observes that compensation is a predictor of job satisfaction in that employees who are paid
highly show a greater job satisfaction, a view also held by (Joanne, 1980). Employee benefits are used by the
organizations to recruit and retain talented employees. In times of economic crisis, when organizations might
not be able to offer their employees pay raises and bonuses, benefits become one of the many tools employers
use to increase loyalty, productivity and job satisfaction. Based on the survey report conducted by Society for
Human Resource Management (SHRM), benefits have remained among the top two most important factors of
job satisfaction to employees. Thus, the previous study aimed at ascertaining these findings.
CONCEPTUAL FRAMEWORK

Job Satisfaction in
Company A

Pay for Performance

Hypothesis a: There is a significant and directly relationship between pay for performance and job
satisfaction in Company A.

RESEARCH DESIGN
This research objective is to explore the pay for performance compensation on job satisfaction in
Compay A. The methodology of this research is based on quantitative approaches. This research use survey
method and collect data by questionnaire. Population in this research are working people who employed in A
company. Total number of workers or staffs are 2,387. The author collect the sample size in this study is 400
people who are the workers or staffs from A company by using at 95% confidence level to avoid deviation.

RESEARCH INSTRUMENT
In this research, the questionnaire was designed to pay for performance compensation on job
satisfaction in Compay A. For the details of demographic information, the author illustrated the component of
general information such as gender, age, marital situation and job position in the survey questionnaires. In this
study, the author ranged the questionnaires for the pay for performance compensation and job sati sfaction with
five-scales for each question by the number zero to five.
The points (scores) are fixed in each level as below;
Strongly disagree = 1 point
Somewhat Disagree = 2 point
Neutral = 3 points
Somewhat Agree = 4 points
Strongly agree = 5 points
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DATA COLLECTION PROCEDURE
The survey questionnaires forms were distributed questionnaires to staffs or workers in company A
which include form 1st to 15th March, 2019. The researcher will randomly select 400 staffs in company A with
non-m anger positions, and ask perm ission from m anger to get the email address, then will send the
questionnaires to their email to collect data. The target to distribute questionnaires are the employees who want
have experiences or used to have experiences to work in A company. Random sampling method was used to
collect data. First the author tested 40 participants with questionnaires form. After 40 questionnaires responses
were collected, the data were entered to SPSS statistic program and analysis for the reliable test and c heck the
result to establish the significant findings. And then after getting 400 questionnaires responses, the data were
entered to SPSS statistic program to analysis the significant results.

FINDING OF HYPOTHESIS TEST
ANOVA
Sum of Squares
pay1. My salary is
Between Groups
65.176
commensurate to the work I
Within Groups
237.421
do
Total
302.597
pay2. I can get bonus that if I Between Groups
82.134
have best work performance Within Groups
339.963
Total
422.098
pay3. There is the standard
Between Groups
51.215
rules to pay for employers’
Within Groups
273.582
performance in this company Total
324.798
pay4.The pay for
Between Groups
126.101
performance policy is fairness Within Groups
290.836
to all the employees in this
Total
416.938
company
pay5. My salary is
Between Groups
165.372
competitive, reasonable and is Within Groups
235.506
reviewed
Total
400.877
pay6. My company pays me Between Groups
72.877
that are sufficient to motivate Within Groups
227.513
me
Total
300.390
Table 1 ANOVA Analysis

df Mean Square
F
Sig.
4
16.294 27.109 .000
395
.601
399
4
20.534 23.858 .000
395
.861
399
4
12.804 18.486 .000
395
.693
399
4
31.525 42.816 .000
395
.736
399
4
395
399
4
395
399

41.343 69.342 .000
.596
18.219 31.632 .000
.576

For pay for performance factor, sig of pay1 =0.000, sig of pay2 = 0.000, sig of pay 3 =0.000, sig of
pay4 =0.005, sig of pay5 =0.000 and sig of pay 6 =0.009, whose p-values < .05, therefore we can accept Ha that
there is a significant and directly relationship between pay for performance and job satisfaction in Company A.

CONCLUSION
The majority of employees working in company A were age between 31-40 (n = 173) and who were
female (n = 228), married (n = 268) and with education level of master ’s degree (n =164) and who were
employees working in company A were working as marketing staff (n = 92) and who were working in 1-5 years
(n = 197).
From the research of the effect of pay for performance towards job satisfaction in Company A is able to
represent the result as following; accept hypothesis: there is a significant and directly relationship between pay
for performance and job satisfaction in Company A, significant level at 0.05.
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DISCUSSION
The objective of the present study was to investigate the relationship between pay for performance and
job satisfaction in the company A, as well as its consequences for this industry ’s performance. The findings
indicate that the respondents are satisfied with the pay for performance they receive in the insurance industry;
they regard it as inadequate and insufficient. This supports the views expressed in the literature that if workers
are not satisfied with their pay, the organization will suffer low level s of job satisfaction, high rates of
absenteeism and labor turnover, and moonlighting. The study’s findings also reveal that employees’ level of job
satisfaction is positively affected by the pay for performance. Satisfaction with job is important element for
motivation and performance of employees. The main issue of employees’ dissatisfaction is the company A.
Because this findings also showing that pay for performance may have direct relationship with job satisfaction
for retaining, motivating, governing focus on company A, so that employees come back to their work from
strikes and work as they should do.
The result contradicts Uppal (2005), who found that fringe benefits employees received were positively
related to job satisfaction. This does not agree with Odunlade (2012), who found that a relationship exists
between pay for employees and job satisfaction. The result does not confirm Sousa (2000), who observed that
pay for performance is a predictor of job satisfaction. According to Bozeman & Gaughan (2011), the perception
of being paid what one is worth predicts job satisfaction. According to several researchers, pay for performance
and job satisfaction are positively associated with each other. Sousa (2000) observes that pay for performance is
a predictor of job satisfaction in that employees who are paid highly show a greater job satisfaction, a view also
held by (Joanne, 1980). Employee benefits are used by the organizations to recruit and retain talented
employees. The results are in line with the findings of Sheehan (2012) said that there was the influence of
financial paying on employee performance through employee satisfaction. These results are also consistent with
the findings of M ahmud et al. (2012) concluded that there is significant influence between paying for
employees’ performance through satisfaction for outsourcing employees in telecom company in Bangladesh.
Other studies with more or less the same conclusion made by Yahya Kamyabi et al. (2012) in Iran, the results
show that there is a significant effect of the paying on employee performance through the satisfaction of the
personnel in the accounting outsourcing firms in Iran.

RECOMMENDATIONS
Firstly, Company A should improve their paying strategy and remuneration to boost employees ’
dedication and commitment to efficiently deliver good customer service. This will improve the sector ’s image.
Secondly, the pay policy should be reviewed by the top managers in company A from time to time to reflect
changes in the economic landscape of the country. Thirdly, company A should promote adequate job security in
order to reduce absenteeism, labour turnover and moonlighting among employees. Finally, company A should
design and implement career development programs, including conferences, seminars and o ther training
exercises as to improve staffs working performance in order to let them get more paying amount to increase
their job satisfaction. Management should focus on the intrinsic parts of the job, such as making the work
challenging and interesting. Management needs to communicate to employees the elements of the reward
system and how they are calculated. Employees want pay systems they perceive as just and in line with their
expectations. When pay is seen as fair, satisfaction is likely to result. Better carrier development opportunities
should be given to the employees to increase job satisfaction.

LIMITATION
Despite the fact that this study revealed the extent on how pay for performance influences job
satisfaction in company A, some limitations need to be considered. The research was conducted in specific
country or location, specifically on specific cities; the variables used in establishing the relationships in the
study are limited to pay for performance and job satisfaction. Therefore, future researches can be conducted in
other states and other cities using additional variables which might have not been employed in this study.
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A Study of Developing Undergraduate
Student Teachers' Digital Literacy through
Active Learning and Online Learning Tools
Amika Wachirawin1
Sinchai Jansem2

ABSTRACT
This research aimed to develop digital literacy of the undergrad students in Faculty of Education, Suan
Dusit University through the active learning using online learning tools, and to study the effectiveness of using
online learning tools in the active learning emphasizing on the digital literacy promotion for undergrad students.
The participants were 87 students from 4 classes of Elementary Education Program. The active learning
activities involved online learning tools in the in 4 aspects: 1) communication through online channels, 2)
teaching, learning and measurement processes; 3) online collaborations, and 4) online project exhibitions. The
data were collected from digital literacy pre and post assessment tests, and the records of the students’ behaviors
observation. The statistics used for the data analysis were basic statistics, Mean (x̅), Standard Deviation (SD),
and Dependent paired t-test, which was for comparing the difference of the digital literacy scores before and
after teaching. The results revealed that after teaching, the digital literacy of the students was at the Highest
lev el (x̅ = 4.26, SD = 0.79) and the digital literacy of the students after teaching was significantly higher than
before teaching (p < 0.001).

Keywords: Digital Literacy; online learning tools; Active learning

1. Problem and its background
From the current world situation, having important skills in the 21st century consisting of 3Rx8C is
important for daily life. Using Information Communication Technology (ICT) is one of the important skills in
this century. ICT is a tool for acquiring knowledge, source of knowledge and a tool for innovation. We need to
have digital literacy in accessing, choosing, and developing innovations. This is for anyone’s career
achievement, especially in the teaching profession. UNESCO [11] defines 6 ICT competencies of teachers in 3
levels. There is evidence shows that many teachers and educators in Thailand have insufficient skills of ICT
competencies. The study of Wachirawin et.al [12] found that the elementary school teachers from schools under
the Office of the Basic Education Commission (OBEC) with ICT readiness had overall ICT competency at a
Moderate Level (using UNESCO ICT Competency Framework). For the level of ICT utilization in media
production / innovation used in learning management, these teachers were in Low Level. This evidence
suggested that these teachers are not able to integrate the use of ICT into their teaching to help students learn
more effectively [8].
1
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Convinced from the problem discussed above, the development of teacher students of Faculty of
Education therefore need to enhance digital literacy. These students need to develop ICT competencies that are
necessary for the teaching profession. In the academic year 2018, many instructors reported that the students of
Faculty of Education, Suan Dusit University lacked digital literacy especially in the use of digital media creation
programs, online collaboration, and digital use for security. From this situation, promoting students’ digital
literacy in Faculty of Education, Suan Dusit University is important, and is necessary to do urgently.
To promote the digital literacy for students, the method of integrating digital literacy in regular learning
courses were applied in a number of the studies. Today, Active Learning Approach is widely accepted to be a
teaching strategy in many educational institutes especially in Suan Dusit University. As active learning is a
learner-focused learning and is a way for students to learn according to their abilities, integration of active
learning management with the use of digital technology should be an effective teaching approach for enhancing
digital literacy for the students. In active learning, students have more opportunity to express opinions, discuss,
exchange, solve problems, and work with others. When applying active learning to integrate with the use of
information communication technology (ICT) through online learning tools, the teaching method enable the
learner to develop digital literacy effectively.
For the reasons described above this research was conducted for promoting digital literacy of teacher
students of Education Faculty, Suan Dusit University through active learning using online digital tools. More
specifically, this study was designed for the following purposes:
1. To develop digital literacy of students in the Faculty of Education through active learning using
online learning tools.
2. To study the effectiveness of using online learning tools in the active learning emphasizing on the
digital literacy promotion for undergrad students.

2. Related literature and research framework
2.1 Digital Literacy
By referring to the American Library Association's digital-literacy task force, Haitin [5] defined
Digital Literacy as the ability to use information and communication technology to search, evaluate, create and
communicate information. Professor Hiller Spiers from the University of North Carolina explained that Digital
literacy has three components: 1) finding and consuming digital content, 2) creating digital content, and 3)
communicating and sharing digital information. In Thailand, digital literacy is considered an important skill
related to 21st century skills. The Civil Service Commission of Thailand [7] described that digital literacy means
skills in bringing current digital tools, equipment and technologies such as computers, phones, tablets, computer
programs and online media to maximize the benefits in communication, operation and collaboration. These
digital technology skills cover 4-dimensional capabilities, including 1) Use, 2) Understand, 3) Creating and 4)
Access to digital technology effectively.
National Science and Technology Development [6] describes that the capabilities for digital literacy
can be divided into 3 major parts: Use, Understand and Create.
Use means technical fluency needed to use computers and the internet. The skills and abilities
associated with the word "use" are covered from basic techniques, using computer programs such as Word
processor, web browser, email, to other communication tools.
Understand means a set of skills that help people understand the context and evaluate digital media.
People who understand digital literacy are able to make decisions about what to do and find online. Understand
is an important skill and necessary to start teaching children as soon as they enter the online world. People who
Understand digital literacy also realized how networking technology affects the behaviour of people and how
networking technology affect beliefs and feelings about the world around people.
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Create is the ability to produce content and communicate effectively through various digital media
tools. Digital media creation is not only just knowing how to use a word processor or writing an email but also
include the ability to modify what the learner creates.
2.2 Active Learning
Active Learning is a learning method in which students are an important part of the learning process.
Bonwell [2] explained that active learning allows students participate in the learning process and students have
done something other than listening alone in class. ASHE (The Association of Study of Higher Education)
explains that to promote active learning management, students have to read, write, discuss or participate in
problem solving which is consistent with the Bloom’s taxonomy domain in 3 areas: knowledge, attitude and
process skills [1]. Learning management models that can develop active learning include project-based learning,
problem-based learning, Inquiry-based learning Case-based learning and discovery-based learning [3]. In this
research only project-based learning and problem-based learning were applied to be the teaching methods.
Project-based Learning. Project-based learning based on the theory of creative work (Constructionism)
which is developed from knowledge creation theory (Constructivism). Project-based learning refers to the
management of learning with teachers as motivators in order to bring interest from students to use in their
activities. This process leads to increase knowledge gained from hands-on practice, listening and observation
from experts. Students learn through a group work process which lead to their new knowledge. There is a
writing process for the project proposal and the result of the project considered as a concrete work [13].
Problem-based learning. Problem-based Learning is a learning model that grounded on the concepts of
creative learning theory (Constructivism) which allow learners to create new knowledge from using real world
problems. Learners develop skills in thinking, analysing and problem solving, as well as gain knowledge in the
science of the subject at the same time. Problem-based Learning is a teaching technique that encourages learners
to practice on their own, facing problems on their own. For this reason, the learners can practice their thinking
skills in various forms, such as critical thinking, critical thinking, synthesis thinking. creativity, etc. [10].
Characteristics of problem-based learning are as follow:
1) The learners are the centre of learning. (Student-cantered learning).
2) Arrange a group of learners to be small (approximately 3 - 5 people).
3) Teachers act as facilitators.
4) Use the problem as a stimulus for learning.
5) Characteristics of problems that are used must be ambiguous and unclear. (There are various
solutions to problems. There may be many answers).
6) Learners solve the problems by self-directed learning.
7) Evaluation using authentic assessment from the student's ability to perform.
2.3 Online Learning Tools
Online Learning Tools is the use of online information and communication technology (ICT) in
teaching and learning. There is a huge amount of online learning tools on the internet. The researchers selected
the appropriate tools that corresponds to the student's use. The online learning tools used in the research were
Google site, Google classroom, Story Jumper, Piktochart, Powtoon, Plickers, and Kahoot. Google Classroom,
Google Site, Padlet and Story Jumper were mainly the online learning tools applied to the teaching activities in
this research.
Google Classroom. Google Classroom is one of the applications on Google that are open for use on
Google's cloud. Google Classroom is an online classroom. That can be used to manage classes. A user can play
a role as a teacher by creating online classrooms or can be a student who is enrolled in an online classroom with
the creator. Google classroom is a feature that takes advantage of various resources on Google. It can link,
share and use applications on Google drives, including allowing users to upload files from computers. The
features of the Google classroom is simple and easy to use and easy to understand. Unlike some online learning
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tools that are on other platforms, such as Moodle, which if users do not login, they will lose contact from online
lessons. Since the Google classroom is a feature that most users often use Google's electronic mail (Gmail),
especially the users on the Android operating system (Android), therefore the users always get notification when
online learning activities occur.
Google Site. Google site is a tool to create websites that can work online. Users can easily create their
own websites by using resources on Google. Users are able to publish the website and set permissions as well
as being able to work together with other users. Google site supports users ranging from basic to advanced
users,who can also add the ability or Code s in HTML and CSS.
Padlet. Padlet is an online board that allows users to post messages or illustrations via the website
online. The owner of the account can manage messages, delete or arrange the data, from the person who post the
messages to the website.
Story Jumper. Story Jumper is a tool for creating electronic books (e-Book) on-line. The program has
variety of images and format options. Story Jumper allows users to easily create electronic books, including
being able to work together with many users. Moreover, users can also design their own books freely from other
graphic programs. This online tool make it possible to apply and create learning materials such as books or
posters.
From the features of active learning and online learning tools, it is possible to develop students’ digital
literacy by integrating them. Since active learning using online learning tools allows the instructor to set the
activities that make students effectively use digital technology fluently through all dimensions, Use, Understand,
Create and Access digital technology, for developing both knowledge and skills in the use of digital technology
of the students, using active learning with online learning tools should be an effective way.

2.4 Research Framework
This research aimed to promote the digital literacy of the teacher students in Faculty of Education,
Suan Dusit University. The method used was integrating active learning and the use of online learning tools for
teaching in regular courses. The researchers developed Instructional activities based on active learning using
online learning tools for teaching the courses. Figure 1 shows the framework of the study.

Fig. 1 Research Framework
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3. Method
3.1 Population and sample
The population was 327 students in Elementary Education Program at Suan Dusit University in 2018.
By using Simple Random Sampling, the sample of this study comprised of 4 groups of the students with the
total of 87.

3.2 Research instruments
According to the purposes of the study that focused on developing students’ digital literacy through
active learning, the research instruments comprised of 1) The instructional activities for active learning using
online learning tools, 2) The digital literacy assessment before and after teaching, and 3) Observation learning
behaviour of the students’ record form. For the instructional activities for active learning using online learning
tools, there were 4 components in the instructional activities. Those components were: 1) communication
through online channels, 2) teaching, learning and measurement processes; 3) online collaborations, and 4)
online project exhibitions. To develop the instructional activities the researchers used the online learning tools
from online resource such as Google site, Google classroom, Storyjumper, Piktochart, Powtoon, Plickers, and
Kahoot. The activities for teaching and learning related to these online resources and grounded by the
instructional theories such as Project-based learning, Problem-based Learning [3]. The instructional activities
for active learning using online learning tools was verified by 3 experts before the teaching period. The figures
below shows the activities in each component including online learning tools, students’ roles and instructor’s
roles.
Component 1: Communication through Online Channels
Online learning
Activity
tools
Students’ roles
Instructor’s roles
Create communication 1) Google classroom
1) Join online google
1) Create online classes and
channels
for
online 2) Padlet
class and join online
groups.
classes both in group and 3) Line
groups.
2) Show examples, ask
individual
2.) Participate in the
questions, define discussion
communication.
The
discussion, answer
issues in class including
channel allows students
questions and discuss on assignment through online
to share opinions, answer
the teaching and learning channels.
problems and discuss.
activities.
3) Reflect the learning
results of learners through
online channels.
Fig 2. Teaching activity for Component 1
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Component 2: Teaching and learning activities assessments using online learning tools
Online learning
Activity
tools
Students’ roles
Instructor’s roles
Define learning activities 1) Google drive
1) Students apply for a
1) The instructor introduces
by using online learning
2) Google classroom
Google account.
learning tools online with
tools as teaching
3) Story Jumper
2) Students have an
preview of usage.
materials and facility for 4) Piktochart
university user account
2) The instructor use online
the students to creating
5) Powtoon
with a password to
learning tools as a medium
work pieces in digital
6) Plickers
access university
of instruction and periodic
form, such as
7) Kahoot
information technology
evaluation as appropriate
documents, tables,
services.
for the lesson content.
calculations, graphics
3) Students learn how to
3) The instructors require
and multimedia.
use online learning tools
learners to use online
as instructed by the
learning materials to create
instructor.
work pieces according to
4) Students use online
the instructional activities
learning tools to work as that have been assigned in
assigned.
form of documents,
schedules, graphics and
multimedia.
4) The instructor gives
students advice on problems
in the use of learning
materials online.
Fig 3. Teaching activity for Component 2

Component 3: Online collaboration
Online learning
Activity
tools
Teacher assigns students 1) Google drive
to work together online
2) Story Jumper
and create the work on
3) Padlet
Clouds, including access
rights.

Students’ roles
1) Learners create work
pieces as assigned and
assign access rights to the
group members.
2) Students share their duties
in collaboration online.
3) Students share work with
team members and with the
class through social media.

Fig 4. Teaching activity for Component 3
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Instructor’s roles
1) The instructor assign
group tasks such as projects,
media development,
innovation and creating
online pieces such that the
students have to work
together online.
2) The instructor shows the
work of each group of
students to class.
3) The instructor gives
students advice on problems
in the use of learning
materials online.
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Component 4: Project and online project exhibitions
Online learning
Activity
tools
Students’ roles
Create innovations
1) Google site
1) Learners organize
related to the course and
2) Padlet
innovative development
exhibit the project
3) Facebook
projects in group.
online.
4) Youtube
2) Students select and
display the project
products via social
media.

Instructor’s roles
1) The instructor assigns the
learners to create an
innovation development
program that is relevant to
the course with regard to
accuracy Non-infringement
of copyright, and reference
information from various
sources appropriately.
2) Instructor defines media
channels for online
exhibitions.
3) The instructor gives
students advice on problems
in the use of learning
materials online.

Fig 5. Teaching activity for Component 4
The digital literacy assessment in this research was self-assessment. The Likert Scale (1, 2, 3, 4, 5) was
applied to the process of scoring. For measuring the digital literacy, the score of 5 (Highest) was applied for the
student who had the most knowledge / practice and able to solve problems by him/herself and was able to
recommend others. 4 (High) was applied for that the student who had the most knowledge / practice and solve
the problem by yourself. 3 (Moderate) was applied for the student who had knowledge / practice at a moderate
level. When experiencing problems, he/she needed help from others. 2 (Low) was for the student who had less
knowledge / practice and needed advice and help from others. 1 (Lowest) was for the student who had no
knowledge or was not able to do at all. For the mean scores, the interpretation criteria to classify the digital
literacy levels was applied as follows:
The average score of 4.21 - 5.00 interprets to Highest level.
The average score of 3.41 - 4.20 interprets to High level.
The average score is 2.61 - 3.40 interprets to Moderate level.
The average score of 1.81 - 2.60 interprets to Low level.
The average score of 1.81 - 2.60 interprets to Lowest level.
3.3 Data collection
At the first period of the class, the students worked on the pre-assessment test. The instructor taught
the contents of the course using the activities suggested in the Instructional Activity for 15 weeks, 3 hour/week.
During the teaching the other researcher recorded students’ behaviours in the record form. The post-assessment
test was passed to the students at the last period of the teaching.

3.4 Data analysis
Both quantitative and qualitative data analysis were applied in this study. For quantitative data analysis,
the scores from the digital literacy assessments was analysed using mean (Mean) and Standard Deviation (SD).
To compare the mean scores of pre and post assessment, the dependent paired t-test was applied. For qualitative
data analysis, the method of content analysis was used for analyse student learning behaviour including
problems and limitations in using online learning tools.
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4. Result
4.1 The effectiveness of active learning using online learning tools to digital literacy
The result of the pre-assessment and post-assessment of the students’ digital literacy analysed by using
mean scores (x̄) and standard deviation (SD) was shown in the table below.
Item

Pre-assessment
x̄
S.D.
3.78
0.94
4.12
1.04
3.78
1.08

Post-assessment
x̄
SD
4.20
0.80
4.40
0.85
4.24
0.82

1. Computer usage
2. Internet usage
3. Use for security
4. Using the word processing
program
3.17
1.09
4.16
5. Using spreadsheets
2.78
1.06
4.02
6. Using the presentation
program
3.44
0.97
4.23
7. Using digital media creation
programs
3.02
1.13
4.19
8. Online collaboration
3.86
1.08
4.40
9. Digital use for security
3.36
1.07
4.10
10. Ethics
4.36
0.81
4.47
Average of all items
3.65
1.12
4.26
Table 1 Results of digital literacy assessment before and after study

0.80
0.76
0.73
0.76
0.76
0.76
0.72
0.79

From Table 1, the results of digital literacy assessment of the students before and after study showed
that the digital literacy of the students, in the overall, before learning was at the High level (x̄ = 3.65, SD = 1.12)
and after the teaching was at the Highest level (x̄ = 4.26, SD = 0.79). In the pre-assessment, the lowest score was
from item 5, Using spreadsheets, which was at Moderate level (x̄ = 2.78, S.D. = 1.06). On the other hand, the
highest scores was from item 10, Ethics, which was at the highest level (x̄ = 4.36, S.D. = 0.81). For the post
assessment, the lowest score was from item 5, Using spreadsheets, which was at Highest level (x̄ = 4.02, S.D. =
0.76). The highest scores was from item 10, Ethics, which was at the highest level (x̄ = 4.47, S.D. = 0.72).
Considering the mean scores of both assessment, the table shows that the scores of the post assessment were
higher than the pre assessment for all items. In post assessment, the scores were at High and Highest levels.
For comparing the mean scores (average of all items) of pre and post assessment, the result of using
dependent pair t-test is shown in Table 2.

Assessment
x̄
SD
t
p-value
Pre-assessment
3.65
0.60
7.235**
.000
Post-assessment
4.26
0.54
Table 2. The test results compare the mean scores (average of all items) before and after teaching
From Table 2, the t-test results of comparing the mean scores before and after teaching shows that the
mean score of the students’ digital literacy after teaching was significantly higher than before teaching (p <
0.001). The result of comparing the mean scores form pre and post-assessments of each item are shown in the
table 3.
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Item
1. Computer usage

2. Internet usage

3. Use for security
4. Using the word
processing program
5. Using spreadsheets
6. Using the
presentation program
7. Using digital media
creation programs
8. Online collaboration
9. Digital use for
security

Assessment

x̄

SD

Pre-assessment

3.78

0.61

Post-assessment

4.20

0.61

Pre-assessment

4.12

0.61

Post-assessment

4.38

0.65

Pre-assessment

3.78

0.71

Post-assessment

4.23

0.62

Pre-assessment

3.17

0.92

Post-assessment

4.16

0.73

Pre-assessment

2.78

1.01

Post-assessment

4.01

0.72

Pre-assessment

3.44

0.82

Post-assessment

4.23

0.63

Pre-assessment

3.02

0.93

Post-assessment

4.19

0.63

Pre-assessment

3.86

0.82

Post-assessment

4.40

0.69

Pre-assessment

3.36

0.92

t
4.781*
*

p-value
.000

2.804*
*

.006

4.502*
*

.000

8.024*
*

.000

9.384*
*

.000

6.725*
*

.000

9.573*
*

.000

4.677*
*

.000

6.290*
*

.000

Post-assessment
4.10
0.67
Pre-assessment
4.36
0.63
1.156
.251
Post-assessment
4.47
0.62
Table 3. The test results compare the mean scores before and after teaching for each item
10. Ethics

The table 3 showed that the mean scores of the students’ digital literacy after teaching were
significantly higher than before teaching (p < 0.001) for all items except the item Ethics. The mean score of the
pre-assessment of Ethics was slightly higher than post-assessment but it was not significant difference (p =
0.251).

4.2 Students’ behaviour/problems during the teaching
From the data collected by observing and taking notes on issues related to student learning behaviour
including problems and limitations in using online learning tools, the results of the data analysis reveals as
follow:
1) Learning behaviour of learners
Students were enthusiastic about learning by participating in every activity that were assigned
responsible. Students could learn the new technology which had been guiding from the instructors quickly.
Student could find the solutions to problems with using online learning tools on their own. And the students also
were able to create quality digital products.
2) Problems and limitations during the teaching
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From the teaching experiment using active learning with online learning tools, we could identify
problems and limitations encountered during the teaching and learning process as follows.
2.1) Problems in using online learning tools
Since Online learning tool was a program that works through Cloud and was always updated, therefore
during use, the screen changed and some functions of some program changed too. These problems caused
students to be confused. In addition, many types of online learning tools were assigned the right to use (for free
or paid). This made students to choose the correct tools for their learning.
2.2) Restrictions on the use of online learning tools
Potential of classrooms. In using active learning with online learning tools, it was necessary to have the
classroom that was equipped with digital technology. It also required an internet signal that supports all the
users. The classroom must have projectors that support the connection with the computer. The smart classroom
was recommended in this teaching and learning style.
Ability of the instructor. Instructors who were able to use online learning tools in their teaching must
be technologically capable, able to use computers and the internet. Moreover, the instructors must have the
knowledge of using various online programs in their teaching.

5. Conclusion
The participants of this study were 87 students in primary education program, Faculty of Education,
Suan Dusit University. The active learning using online learning tools for developing these students’ digital
literacy in this research comprised of 4 components: 1) communication through online channels, 2) teaching,
learning and measurement processes; 3) online collaborations, and 4) online project exhibitions. The result
showed that the activities and the teaching management was able to develop students’ digital literacy. The
scores from the post assessment was significantly higher than the score from the pre-assessment (p < 0.001).
Moreover, the qualitative method of data analysis suggested some aspects of students’ behaviours during
learning using online tools. The students were able to learn new digital technology fast and the experiences from
the class were able to develop their digital literacy. The problems of the teaching using active learning with
online learning tools mostly were not from the students’ behaviours but they were from the classroom facility
such as Wi-Fi signals which was not strong enough for all students. The problems sometimes were from the
online learning tools website improvement such as changing the page styles or changing the functions of the
tools.

6. Discussion and implementation
The results from teaching using instruction activity using online learning tools found that students had
higher digital literacy scores after teaching. This evidence revealed that the instructional activity using online
tools was able to promote digital literacy of undergrad students. This result was consistent with the study of
Saechan [9] and Fu, & Pow [4]. These studies confirmed that the set of web-based collaborative inquiry
learning activities were useful in involving students in Digital Literacy practices and improved student Digital
Literacy levels across a wide variety of indicators. From this evidence, to promote students’ digital literacy, the
instructional activity using online tools form this study may be applied for teaching the other courses in Faculty
of Education.
Although the mean scores of post-assessment from the total of all items was significantly higher than
the mean scores of pre-assessment, for comparing of each item, there was one (out of ten) item, Ethics, that the
mean score of pre and post assessment was not significant difference, The explanation of this situation was that
the mean score of the item Ethics at pre- assessment was already at Highest level (4.36). Although at postassessment the mean score was slightly higher to 4.73, the difference of them was not significant.
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Form the students’ behaviours during learning using the digital tools, there were some aspects
concerning the classroom management for the teaching using active learning with digital learning tools.
1) This teaching approach should be applied to educational institutes those were equipped with
information technology, including computers and internet networks. The classrooms had to be ready to use
internet signals and provide a projector connected to a computer.
2) To adopt this teaching approach, the educational institutes should prepare the instructor to be able to
apply active learning using online learning tools by organizing a workshop on active learning management and
online learning tools that were currently available.
3) To promote digital literacy of students in Faculty of Education, Suan Dusit University, the faculty
should develop a model of teaching and learning grounded by teaching activities developed in this research.
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The Effects of Motivation and Perceived
Value on Tourist Satisfaction and Loyalty:
A Case of Chinese FIT Tourists to Thailand
Yang Mengjiao
Somyot Wattanakamolchai

ABSTRACT
This study aimed to explore the influences of motivation and perceived value on tourist satisfaction and
loyalty. The population were fully independent Chinese tourists traveling to Thailand. Self-administered
questionnaires in Chinese were used to collect data from 400 convenient samples at Don Muang and
Suvarnabhumi Airports. The Index of Item-Objective Congruence (IOC) and Cronbach Alpha Coefficients
were used to assure the questionnaire’s validity and reliability. Multiple regression analyses were employed to
assess the research questions. Most respondents were single female, aged between 21 – 30 years old, holding a
bachelor’s degree and travelling with their families. The analyses showed that motivation and perceived value
could statistically explain 96.3% variance in tourist satisfaction. Both factors had almost equal relative effects
on satisfaction. Motivation, perceived value and satisfaction could statistically explain 71.6% variance in tourist
loyalty with motivation having the highest relative effect (58.84%).

Keywords: Chinese fully independent tourists, tourist motivation, perceived value, tourist satisfaction,
tourist loyalty.

INTRODUCTION
Tourism is the activity of people traveling to and staying in places outside their usual environment for
leisure, business or other purposes for not more than one consecutive year(Arunroong, 2014). Today, tourism is
a major source of income for many countries. It affects the economy of both the source and host countries, in
some cases being of vital importance. Tourism is one of the most exciting and progressive industries in
Thailand. In 2001 Thailand received 10.13 million visitors (Arunroong, 2014). In the early years of the
millennium there was a slow rise followed by a very fast increase in tourist arrivals. In 2016, a total of
32,588,303 tourists arrived during the year, which showed an increase of 2,665,118 tourists (8.91%) when
compared with the previous year. In the 15 years since 2001 we now have seen an increase in arrivals of 222%
to 32.59 million in 2016 (Nittaya and Donyapreuth, 2017).
Thailand surpassed Japan, Philippines, South Korea and many other Asian touristic countries, and
became the most popular destination for Chinese tourists (Wattanakuljarus and Coxhead, 2008). Thailand is
currently focusing on attracting tourists from China’s second-tier cities who have never visited Thailand before.
The China market has been the major driving force for Thailand’s tourism growth in recent years. The Chinese
tourists can be seen at most of Thailand’s major tourist attractions, and the country has implemented Chinese-
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language services at its tourism facilities to expand the Chinese source market (Wattanakuljarus and Coxhead,
2008).
At present, China is the largest tourist source country of Thailand, and the total number of visitor is
increasing year by year. With the rapid development of information technology and the emergence of various
APP related to tourism, the number of Fully Independent Traveler (FIT) is increasing (Lee, 2009). Deeply
understand what factors can impact on loyalty of Chinese Fully Independent Traveler (FIT) in Thailand can
provide guidelines for improving Chinese tourists’ satisfaction and loyalty to Thailand. The research results will
benefit the local government, related tourism authorities and travel operators. It will also help Thailand to
sustain the growth rate of Chinese FIT to Thailand.

Literature Review
Patricia, et al, (2006) reported that tourist satisfaction was as an important determinant of destination
loyalty. The study of Vishal (2015) showed that there was a moderate positive significant relationship between
perception from value and satisfaction and between satisfaction and loyalty. Weisheng, et al, (2016) found a
relationship between destination motivation and loyalty. The affective motivation had a direct influence on
tourist loyalty. They also found that motivation had an indirect influence on tourist loyalty through satisfaction.
Ramseook et al, (2016) found that tourist satisfaction was the most important factors predicting tourist loyalty,
and satisfaction has a positive effect on tourist loyalty.

Tourist Motivation
Motivation has long been a topic of interest to researchers and theorists in the area of leisure and travel
and a number of definitions of tourism motivation have been proposed. Dann (1981) stated that tourist
motivation was “a meaningful state of mind which adequately disposed an actor or a group of actors to travel,
and which was subsequently interpretable by others as a valid explanation for such a decision”. Tourist
motivation, a kind of driving force which drives tourists to meet their different demands, can be considered as
the main reason that tourists conduct tourism activities (Iso-Ahola & Allen, et al., 1982), a subjective factor for
tourism demands and the psychological behavior motivating people to travel, and a series of demands urging
tourists to participate in a particular tourism activity (Pizam, et al., 1978).

Perceived Value
Perceived value is the customer’s overall assessment of the utility of a product or service based on
perceptions of what is received and what is given (Zeithaml, 1988). Perceived value is defined as the utility
individuals derive from tangible products or intangible services; it consists of what benefits individuals get and
what costs they pay (Zeithaml, 1988). Perceived value is a better predictor of repurchase intentions than either
satisfaction or quality (Cronin, Brady, and Hult, 2000). The perceived value is the general evaluation of the
service net value, based on what the customer receives and what he gives in return (Yang & Peterson, 2004).
More specifically, perceived value can be summarized as a trade-off between perceived benefits and perceived
costs. Recent research studies (Philip, 2009) have suggested that perceived values defined several factors that
intervene in the tourist valuation of the tourist experience, these being the quality services, the perception of the
surrounding nature, other guests and tourist resources such as participation, money, time and effort, relying the
value of a tourist trip on the sum of various experiences. With regard to tourism, perceived value is related to the
personal evaluation of travel products, such as price, quality, lived emotions and social factors (Eggert & Ulaga,
2002). A number of tourism studies show that the perceived value of visiting a destination or engaging in a
specific type of travel strongly influences the future intention of travelers to return to the same destination or reengage in a similar travel experience.
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Tourist Satisfaction
The study of customer satisfaction was first applied to the products and the services quality in
manufacturing. With the increasing competition in the tourism market, tourists' satisfaction has begun to attract
the attention of scholars. Satisfaction refers to the extent to which the traveler experiences the satisfaction of
their expectations and needs during the trip. Tourist satisfaction is an emotional "level of pleasure" and an
"overall evaluation" of travel experience, stemming from the satisfaction of different needs in the travel process,
including survival needs, enjoyment needs and development needs. (Tribe & Snaith, 1998). Satisfaction is an
indispensable variable in the empirical research model of the former dependent variables. Oliver (1980) defined
it as "a feeling of joy or disappointment formed by a customer's perceived effect on a product or service
compared to his/her expectations”. The theory of “expectation inconformity” explains how satisfied the
customers feel about the services. Actual performances are beyond their expectation. Oppositely, when the
services actual performances are under their expectation, customers will get dissatisfied. Kolter and Keller
(2006) proposed that “satisfaction was a personal feeling of satisfaction or dissatisfaction resulting from
comparing service performances in relation to his or her expectation.” Consumer satisfaction is critical as it is
believed that satisfaction leads to repeat purchases and favorable word of mouth promotion by clientele.

Tourist Loyalty
The research on the definition of tourist loyalty started in 1950s, mainly referring to the continuous
consumption behavior of consumers in brand decision-making. Some scholars regard customer satisfaction as a
prerequisite for customer loyalty, and customers may become loyal customers after obtaining many consecutive
satisfied consumption experiences (Oliver, 1999). Oliver believed that customer loyalty experienced four stages:
cognitive loyalty, emotional loyalty, intentional loyalty, behavioral loyalty and so on. (Oliver, 1999). Opperman
(1999) argued that re-visit behavior could reflect tourists' positive attitudes towards a tourist destination.
However, Chen & Gursoy (2001) believed that influenced by travel experience and seeking difference
psychologically, it is unlikely that visitors will be able to repeat the travel to the same destination. The
willingness to recommend tourist destinations to their visitors better reflects the loyalty of tourists. Day (1969)
confirmed that there was more to loyalty than just being a consistent buyer of the same brand. Loyalty is now
defined as purchase behavior exhibited over a sustained period and driven by a favorable attitude towards the
goods or services. Oppermann (2000) thought that tourist loyalty should be reflected in positive word-of-mouth
publicity, recommending behavior and other aspects. Based on the above, this study adopts word-of-mouth
marketing and revisit intention to define tourist loyalty.

Conceptual Framework
Figure 1: A Proposed Research Model

Tourist Motivation

H3
H1
Tourist Satisfaction
H2
H4

Perceived Value

Hypotheses
Tourist Motivation and Tourist Satisfaction
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H10: Chinese Fully Independence Tourists’ motivation does not positively influence their satisfaction with
Thailand.
H1a: Chinese Fully Independence Tourists’ motivation does positively influence their satisfaction with
Thailand.
Perceived Value and Tourist Satisfaction
H20: Chinese Fully Independence Tourists’ Perceived value does not positively influence their satisfaction with
Thailand
H2a: Chinese Fully Independence Tourists’ Perceived value does positively influence their satisfaction with
Thailand
Tourist Motivation and Tourist Loyalty
H30: Chinese Fully Independence Tourists’ motivation does not positively influence their loyalty to Thailand
H3a: Chinese Fully Independence Tourists’ motivation does positively influence their loyalty to Thailand
Perceived Value and Tourist Loyalty
H40: Chinese Fully Independence Tourists’ Perceived value does not positively influence their loyalty to
Thailand
H4a: Chinese Fully Independence Tourists’ Perceived value does positively influence their loyalty to Thailand
Tourist Satisfaction and Tourist Loyalty
H50: Chinese Fully Independence Tourists’ satisfaction does not positively influence their loyalty to Thailand
H5a: Chinese Fully Independence Tourists’ satisfaction does positively influence their loyalty to Thailand

Method
This study was a quantitative research. The population was Chinese Fully Independent Travelers (FIT)
and the convenient samples of 400 were surveyed at Suvarnabhumi and Don Muang Airports using selfadministered questionnaires in Chinese. The researcher determined the 400 sample size by applying the equation
proposed by Yamane (1967) method of calculation for the suitable and reliable sample size with the specific
confidence level of 95% and precision levels = 0.05 which give a suitable sample size for this study. The
questionnaires passed validity and reliability criteria based on Index of Item-Objective Congruence (IOC) and
Cronbach Alpha Coefficients criteria. Multiple regression analyses were employed to test the hypotheses.
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Findings
Item

Frequency

Gender

male
174
female
226
Age
20 years old or younger
39
21-30 years old
269
31-40 years old
52
More than 40 years old
40
Education level
High School / Vocational
98
School
Bachelor’s Degree
175
Master degree
95
Doctoral Degree
32
Work/employment Government officer
29
status
State enterprise
30
Employees of private
63
enterprises
Students
172
Freelance and entrepreneurs
20
Unemployed
48
Retired
28
Others
10
Marital statues
Married
133
Single
254
Divorced
13
Who do you come
Alone
30
with while traveling Friends
88
in Thailand?
Family
208
Workmate
74
What’s your
25,000 Baht or lower
32
monthly income?
25,001 to 50,000 Baht
216
50,001 to 100,000 Baht
113
More than 100,000 Baht
39
What’s the purpose Business
61
for your visit to
Visit Friends and Relatives
191
Thailand?
Vacation
110
Medical reasons
38
How many times
First time
190
have you been to
More than once
210
Thailand?
Table 1. Summaries of Demographic Characteristics

Percent
43.5
56.5
9.8
67.3
13.0
10.0
24.5
43.8
23.8
8.0
7.3
7.5
15.8
43.0
5.0
12.0
7.0
2.5
33.3
63.5
3.3
7.5
22.0
52.0
18.5
8.0
54.0
28.3
9.8
15.3
47.8
27.5
9.5
47.5
52.5

The demographic data showed that most respondents (210, 52.5%) traveled to Thailand more than once
with the majority (226, 56.5%) being female, aged between 21-30 years old (269, 67.3%), single (254, 63.5%),
and holding at least a bachelor’s degree (175, 43.8%). The majority had a monthly income between 25,001 to
50,000 baht (216, 54%) and came with their families (208, 52%). Visiting friends and relatives (191, 47.8%)
was the most popular reason of their trip and most of them (85, 21.3%) strongly liked travelling.
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B
.196
.495
.419

(Constant)
Tourist Motivation
Perceived Value

S.D.
.126
.049
.058

Beta
.506
.363

t
1.549
10.057
7.209

p
.122
.000
.000

Tolerance

VIF

.304
.304

3.288
3.288

a. Dependent Variable: Tourist Satisfaction
r2 = 0.964, adj. r2 = 0.963, F = 450.603, p = 0.000, Durbin Watson = 2.131, * p<.01

Table 2: Summary of Hypothesis 1 and Hypothesis 2
The Durbin Watson between 1.5 – 2.5, Tolerance > 0.1 and VIF < 10 (Hair, et al, 2006; Vanichbuncha,
2011) confirmed that the variables in the model were independent and both independent variables had no
multicollinearity. The model showed that Chinese fully independent tourists’ motivation and perceived value
were statistically significant predictors of satisfaction (adj. r2 = 0.963, F = 450.603, p = 0.000). It can be said
that the Chinese fully independent tourists’ motivation and perceived value could explain 69.3% variance in
their satisfaction with Thailand. Both tourist motivation and perceived value had statistically effect on
satisfaction with Thailand (t = 10.057, p = 0.000 and t = 7.209, p = 0.000 respectively). The predicted equation
was “Tourist satisfaction = 0.196NS + 0.495* (Tourists motivation) + 0.419* (Perceived value), NS = Not
Significant, * = Significant”. This meant that for an increase in one unit of tourist motivation and perceived
value, there would be an increase of 0.495 point and 0.419 point respectively in tourist satisfaction.

B
1.079
.729
.262
.248

(Constant)
Tourist Motivation
Perceived Value
Tourist Satisfaction

S.D.
.111
.048
.054
.044

Beta
.818
.249
.272

t
9.722
15.098
4.841
5.639

p
.000
.000
.000
.000

Tolerance

VIF

.242
.269
.306

4.126
3.719
3.270

a. Dependent Variable: Tourist loyalty
r2 = 0.718, adj. r2 = 0.716, F = 336.786, p = 0.000, Durbin Watson = 2.330, * p<.01

Table 3: Summary of Hypothesis 3, Hypothesis 4 and Hypothesis 5
The Durbin Watson between 1.5 – 2.5, Tolerance > 0.1 and VIF < 10 (Hair, et al, 2006; Vanichbuncha,
2011) confirmed that the variables in the model were independent and both independent variables had no
multicollinearity. The model showed that Chinese fully independent tourists’ motivation, perceived value and
tourist satisfaction were statistically significant predictors of loyalty (adj. r2 = 0.716, F = 336.786, p = 0.000). It
can be said that the Chinese fully independent tourists’ motivation, perceived value and tourist satisfaction could
explain 71.6% variance in their loyalty to Thailand. All independent variables had statistically effect on loyalty
to Thailand (t = 15.098, p = 0.000, t = 4.841, p = 0.000 and t = 5.639, p = 0.000 respectively). The predicted
equation was “Tourist loyalty = 1.079NS + 0.729* (Tourists motivation) + 0.262* (Perceived value) + 0.248
(Tourists satisfaction), NS = Not Significant, * = Significant”. This meant that for an increase in one unit of
tourist motivation, perceived value and tourist satisfaction, there would be an increase of 0.729 point, 0.262
point and 0.248 point respectively in tourist loyalty.

Conclusion and Discussion
This study evaluated the determinants of Chinese FIT tourists’ loyalty to Thailand including
motivation, perceived value, and satisfaction, and loyalty and investigated in Fully Independent Travelers. The
results showed that the tourist motivation of Chinese FIT can significantly influence tourist satisfaction. This
was aligned with the study by Lee (2009). The study by Chang et al. (2006) also supported the relationship
between tourists’ shopping motivation and tourists’ satisfaction. This study also found that the perceived value
of Chinese FIT significantly influenced tourist satisfaction which was in line with amny previous studies such as
Pandža Bajs (2013). She found that tourists’ perceived value directly affected their satisfaction, while
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satisfaction had a direct impact on their future behavioral intentions towards the destination. The positive effect
of perceived value on satisfaction was also supported by Chen (2008). The tourist value that Chinese tourist
could perceive in Thailand would enable them to enjoy the entire vacation in Thailand.
In addition, the results also showed that tourist motivation, perceived value and satisfaction of Chinese
FIT could significantly influence towards tourist loyalty in Thailand. This was confirmed by Chen (2008) who
found that tourist’s motivation provided by tourism destination could produce repeat visits, which could result in
tourist loyalty. Tourists could be attracted by the same motivations for repeating visits in Thailand. This made
them stay loyal to the destination. Seeking for new things was one of the significant motivations of modern
people. People like to explore experiences they could not find in their daily lives, which could be challenging,
exotic, calm and quiet places. Novelty at destinations in Thailand offered an excitement to tourists seeking new
things and one visit was not always enough for them. Thus, they would need to come back to explore more.
Chen and Tsai, (2007) found that the perceived value had a positive effect on the loyalty of tourists. Another
study carried in China on Mainland Chinese outbound tourists also revealed that destination loyalty was
positively and strongly affected by perceived value (Yang, Liu, Jing, & Li, 2014). The perceived value that
Thailand could provide to Chinese tourists would attract them to revisit Thailand and led to being loyal.
Weisheng and Shiheng (2016) reported that the social bonding and satisfaction significantly predicted film
tourists’ loyalty.

Suggestions
Due to the growing number of Chinese outbound tourists and lavish expenditures during their trips, a
better understanding of Chinese FIT tourists’ satisfaction and loyalty was critical for the Thailand Government,
the Thailand Tourism Organizations and tourism operators. The present study could contribute to the body of
knowledge of Chinese FIT tourists in Thailand and provided insightful implications for the Thailand tourism
industry. In order to attract and increase the number of tourists visiting, the coordinators of the tourism industry
must consider the satisfaction of the Chinese tourists taking advantage of their products and services. The
Thailand tourism industry must understand and satisfy the demands of Chinese tourists. For example,
establishing regular satisfaction surveys at the airport or popular tourist sites can be conducted for Chinese
tourists. Once they were satisfied, they were more likely to revisit and chose Thailand as their destination.
Tourism marketers should develop various actions to promote the strengths of Thai tourist destinations to
motivate Chinese FIT tourists to travel to Thailand. In addition, tourism related organizations should seek to
add more values to all tourist-related activities. The more value the Chinese FIT tourists could perceive, the
more likely they would revisit or recommend others to travel to Thailand. To attain Chinese tourist loyalty
towards Thailand, coordinators of the tourism industry should provide tourist with joyful feelings and fantastic
tourism experience.

Limitations
Although the findings of this study contributed to the understanding of the determinants of Chinese
tourists’ satisfaction and loyalty in Thailand, some limitations in this study should still be noted. First,
researcher conducted a convenience sampling method; therefore, the results might not be construed as
representative of all parts of Chinese FIT tourists. Future studies might attempt to collect data from
systematically random samples with more diverse profiles of Chinese tourists to generalize the results of their
studies. Second, only structured questions were employed in this study. In order to better understand Chinese
tourists’ deeper personal experience towards Thailand, future studies could employ mixed methods to
investigate the subtle shade of tourists’ perceptions. Finally, the current study only focused on the variables of
motivation, perceived value and satisfaction. For a more comprehensive views of determinants of tourist loyalty,
variables such as place attachment, perceived risk, or personal involvement should be taken into consideration in
future research.
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The Study of 4Ps and Service Quality on
Customer Satisfaction of NIKE in
Cangzhou ,China
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ABSTRACT
In the 21st century, with the advent of the national fitness era, the sports industry is developing rapidly.
Nike accounts for about 60% of the market.This study selected Nike as the research object, and the research
aimed to understand the impact of 4p factors and service quality factors on Nike customer satisfaction, and tried
to make some suggestions for Nike. This paper uses quantitative methods for research. In the form of a
questionnaire, Nike's stores were selected for research in the Cangzhou area of China. The researchers collected
400 valid questionnaires. And linear regression analysis by spss concluded that 4p and quality of service have a
significant impact on customer satisfaction. Finally, through the conclusion of the research, the author puts
forward several suggestions for Nike: 1. The product is more fashionable 2. Reduce the price 3. Increase the
promotion activity 4. The staff is more polite and master more relevant knowledge. Nike's customer satisfaction
can be improved by implementing the above recommendations.

Keywords: 4Ps, service quality, customer satisfaction

1. INTRODUCTION
Sports brand is closely related to sports and its characteristics. Its connotation is mainly reflected in the
spirit and concept of sports, that is, the vitality, dynamic and passion contained in sports, as well as the fair
competition and self-reflection embodied. The spirit of transcending self and realizing oneself. People continue
to pursue “faster, higher, stronger” in sports competitions, surpassing human limits and getting spiritual
satisfaction (Wikipedia, 2018). In the 21st century, the trend of global economic development has brought a
major impetus to world trade. The allocation and utilization of world resources are more reasonable, and the
economic development of countries with interests has benefited. The interdependence of countries around the
world has further deepened. Economic globalization has brought profound impact to China's sports brands. In
the 21st century, with the national fitness era, the sports industry is developing at a rapid pace, and the
development speed is no less than the Internet industry（zhangzheng，2017）.The trend toward people's
health-conscious lifestyles has led to more people participating in sports and outdoor activities to promote
healthy lifestyles and reduce health risks (Stamatakis & Chaudhury, 2008).Since the beginning of China's sports
1
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industry in the early 1980s, after more than 30 years of development, China's sports industry has developed
greatly, and a number of outstanding brands have emerged. These brands are in research and development,
design, procurement, production, and supply chain. And marketing has a certain degree of competitiveness. In
2013, the added value of China's sports industry production reached 208.7 billion yuan, a year-on-year increase
of 7.8%. The industry growth rate slowed down gradually; the proportion of GDP was 0.367%, which was
basically the same as that of the same period of last year. The total amount of industry imports and exports was
18.662 billion US dollars. The surplus was 16.677 billion US dollars, of which, the import value was 843
million US dollars, an increase of 8.48%; the import and export volume was 17.520 billion US dollars, an
increase of 4.97%(Data from the National Bureau of Statistics).
1.2Research objectives
1.To study the 4ps factors on Nike in Cang zhou , China.
2.To study the service quality factors on Nike in Cang zhou , China.
3.To study the Customer satisfaction factors on Nike in Cang zhou , China.
4.Analyze Nike's customer satisfaction with 4PS factors and quality of service factors.

1.3 Research questions
1. What factors affect Nike for customer satisfaction?
2. How does Nike improve customer satisfaction?
3. What are the benefits of improving customer satisfaction for Nike?

1.4 Significance of the research
Nike is recognized as the No. 1 sports brand in the world. It has only become a world-largest and
highest-selling sports brand in the world, and it is the so-called world number one. The main purpose of this
paper is to understand how to improve customer satisfaction by studying the factors affecting Nike's customer
satisfaction. Improve customer satisfaction and benefit the company's bottom line.
Although China's local well-known brands Anta, Li Ning, etc. are actively developing, they can only
kill in the low-end and high-end markets of China, and also gain a part of the market share. In the fierce market
competition, compared with foreign brands such as Nike, its brand competitiveness is low. Through the research
in this article, we can provide opinions for local sports brands in China. And the international success giants that
have passed through have been researched and come to a place worth learning. Better improve the customer
satisfaction of Chinese local sports brands.

2. LITERATURE REVIEW
2.1 Theory and research
Service quality
Quality is one of the things that consumers look for in an offer, which service happens to be one
(Solomon 2009). Quality can also be defined as the totality of features and characteristics of a product or
services that bear on its ability to satisfy stated or implied needs (Kotler et al., 2002). It is evident that quality is
also related to the value of an offer, which could evoke satisfaction or dissatisfaction on the part of the
user.Service quality in the management and marketing literature is the extent to which customers' perceptions of
service meet and/or exceed their expectations for example as defined by Zeithaml et al. (1990), cited in Bowen
& David, 2005 ) Thus service quality can intend to be the way in which customers are served in an organization
which could be good or poor. Parasuraman defines service quality as “the differences between customer
expectations and perceptions of service” (Parasuraman, 1988). They argued that measuring service quality as the
difference between perceived and expected service was a valid way and could make management to identify
gaps to what they offer as services.
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Customer satisfaction
Customer satisfaction has been one of the top tools for a successful business. Customer satisfaction is
defined as an overall evaluation based on the total purchase and consumption experience with the good or
service over time (Fornell, Johnson, Anderson, Cha & Bryant 1996). With marketing, customer satisfaction also
comes along with it which means it ascertains the expectation of the customer on how the goods and services are
being facilitated by the companies. Actionable information on how to make customers further satisfied is
therefore, a crucial outcome (Oliver 1999.)
At a glance, customer satisfaction is a crucial component of a business strategy as well as customer
retention and product repurchase. To maximize the customer satisfaction companies should sell ideas and
methods after the completion with all the necessary documents. As for example, customers will buy a car after
taking a closer look at it such as how is the engine, what is its model, how many kilometers it has been traveling,
and is there any cracks or not. Therefore, they do not feel disappointed after purchasing it. Otherwise, if the
company uses only their sell and build method customers might expect that the car is exactly the same as what
they see in the pictures or during the exhibition and later on the company might receive complaint if anything is
wrong. Customer satisfaction is a barometer that predicts the future customer behavior (Hill, Roche & Allen
2007.)

Marketing Mix(4Ps)
The marketing mix (also known as the 4 Ps) is a foundation model in marketing. The marketing mix
has been defined as the "set of marketing tools that the firm uses to pursue its marketing objectives in the
target". Thus the marketing mix refers to four broad levels of marketing decision, namely: product, price,
promotion, and place. Marketing practice has been occurring for millennia, but marketing theory emerged in the
early twentieth century. The contemporary marketing mix, or the 4 Ps, which has become the dominant
framework for marketing management decisions, was first published in 1960. In services marketing, an
extended marketing mix is used, typically comprising 7 Ps, made up of the original 4 Ps extended by process,
people, and physical evidence. Occasionally service marketers will refer to 8 Ps, comprising these 7 Ps plus
performance. The origins of the 4 Ps can be traced to the late 1940s. The first known mention of a mix has been
attributed to a Professor of Marketing at Harvard University, Prof. James Culliton. In 1948, Culliton published
an article entitled, The Management of Marketing Costs in which Culliton describes marketers as 'mixers of
ingredients'. Some years later, Culliton's colleague, Professor Neil Borden, published a retrospective article
detailing the early history of the marketing mix in which he claims that he was inspired by Culliton's idea of
'mixers', and credits himself with popularizing the concept of the 'marketing mix'. According to Borden's
account, he used the term, 'marketing mix' consistently from the late 1940s. For instance, he is known to have
used the term 'marketing mix' in his presidential address given to the American Marketing Association in 1953.
2.2 Framework

Figures 1 framework
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2.3 Research hypothesis
H1: Product has an effect on the Customer Satisfaction of NIKE.
H2 : Price has an effect on the Customer Satisfaction of NIKE.
H3: Place has an effect on the Customer Satisfaction of NIKE.
H4: Promotion has an effect on the Customer Satisfaction of NIKE.
H5: Reliability has an effect on the Customer Satisfaction of NIKE.
H6: Assurance has an effect on the Customer Satisfaction of NIKE.
H7: Tangibles has an effect on the Customer Satisfaction of NIKE.
H8: Empathy has an effect on the Customer Satisfaction of NIKE.
H9: Responsiveness has an effect on the Customer Satisfaction of NIKE.
3. Methods
3.1 Research Framework
Quantitive Research collets data via polls, questionnaires and survey and analysis
the data from statistical, mathematical and numerical view. It emphasizes measure the
data in an objective way.

3.2 Research Instrumentation
According to the research framework, the research is mainly concentrated in 7 parts:
Part 1 Demographics: will be measured by gender, age, education, etc.
Level, occupation and income.
Part 2 Marketing Mix (4ps): price,product,promotion,place
Part 3 Service quality:Reliability ,Responsiveness, Security, Empathy, Tangible
Part4 :Customer Satisfaction：Measure customer satisfaction from overall, expectations, variances, repurchase,
recommendations, and more.
3.3.Population
The target population of this study was the person who bought Nike in Ganzhou.According to large
database data of Chinese business researchThe Institute, the resident population of the city at the end of 2017 is
7743,000.
3.4 Sample
Yamane (1973) had recommended the formula to calculate the random sample size
as below:
n=N/(1+Ne²)
n= Numbers of Sample
N= Population of Sample
e= Probability of error, that is 5% (At 95% confidence level)
According to this formula, the sample size of this research’s calculation process as
follow:
N= Proportion of population in this study who live in CangZhou about 7743,000.
e= 5% (At 95% confidence level)
n=7743000/(1+7743000*0.0025）≈399.99
So the sample will be 400.
3.5 Data collection
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In order to understand the customer satisfaction of Nike in Chenzhou area. The target population for
this study was the purchaser of Nike. The reason why we chose Ganzhou is because the Nike store in
Zhangzhou is much worse than some developed cities. This study is intended to select people who buy goods at
Nike stores, and some known Nike consumers. The method is to conduct a questionnaire survey on randomly
selected customers. The main survey locations are Nike stores and online shop customers. A paper or QR code
survey conducted by scanning at the time of the survey.
3.6 Data Analysis
Descriptive statistics
It provides a brief summary of the sample to explain its basic characteristics.
Data in the study, such as frequency and percentage. In this study we will use it
Measure the demographic questionnaire.
Inferential statistics
It will use inferential statistics to test the hypothesis
Analysis, it can test whether there are product factors, customer perceived value factors, service quality factors,
brand image factors and discount promotion factors are positively correlated with Nike customer satisfaction.
4. Results
4.1 Reliability Test
According to the research of the Nunnally & Berstein (1994), it’s considered to be reliable and
acceptable if the scores of Cronbach’s alpha were greater than 0.7, and the result of reliability test as below:
Variable
Product
Place
Price
Promotion
Reliability
Assurance
Tangibles
Empathy
Responsiveness
Customer Satisfaction

No. of item
3
3
3
3
3
3
3
3
3
3
Table 1 Reliability Test

Cronbach’s Alpha
0.860
0.861
0.847
0.856
0.865
0.875
0.865
0.859
0.842
0.866

As the table 4.1 showed, the reliability test of the questionnaire, all the number of Cronbach’s Alpha is
greater than 0.7, so the result is believed.
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4.2 Demographic Results
Demographic

Frequency

Percentage

Gender
Male
Female

179
221

44.8%
55.3%

Age
18-30
31-40
41-50
51 or above

45.5%
13.0%
25.8%
13.5%

182
52
103
63

Education level
High school or lower
College diploma
Bachelor
Master and above

156
160
48
46

marital status
Single (never married)
Married, or in a domestic
partnership
Widowed
Divorced
Separated

39%
40%
9.5%
11.5%

97
242

24.3%
60.5%
3.8%
7.0%
4.5%

15
28
18
Table 2 : Demographic Results

This study was designed to examine whether there is a correlation between the 4p factor of Nike, the
quality of service factor and customer satisfaction. 400 valid questionnaires were selected for analysis. The
majority of customers are from the group 18-30 years old (45 %), Married, or in a domestic partnership (60.5%),
education level of College diploma degree (40%).
4.3 Hypothesis Testing
Model

B

Std. Error

Beta

t

Sig.

1.368

.172

(Constant)

.227

.166

Product

.215

.044

.218

4.903

.000

Place

.164

.042

.177

3.933

.000

Price

.299

.040

.297

7.502

.000

Promotion

.245

.043

.251

5.712

.000

Table 3 : Coefficients of 4Ps
The result revealed that the Product (p-value=0.000), Place (p-value=0.000), Price (p-value=0.000) and
Promotion (p-value=0.000) were related to the Customer satisfaction, because the p-value of these four
independent variables were all less than 0.05. So the hypothesis 1, hypothesis 2, hypothesis 3 and hypothesis 4
were accepted.
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Model
Reliability
Assurance
Tangible
Empathy
Responsiveness
Reliability

B
Std. Error
Beta
.156
.036
.175
.324
.038
.385
.129
.040
.125
.201
.042
.191
.108
.041
.113
.156
.036
.175
Table 4 : Coefficients of Service Quality

t
4.275
8.602
3.217
4.776
2.626
4.275

Sig.
.000
.000
.001
.000
.009
.000

The result revealed that the Reliability (p-value=0.000), Assurance (p-value=0.000), Tangible (pvalue=0.001), Empathy (p-value=0.000),and Responsiveness (p-value=0.009) were related to the Customer
satisfaction, because the p-value of these six independent variables were all less than 0.05. So the hypothesis 5,
hypothesis 6, hypothesis 7, hypothesis 8, hypothesis 9 were accepted.

4.4 Hypothesis summary
The result of H1 ( Product has an effect on the Customer Satisfaction of NIKE.) is supported.
The result of H2 (Price has an effect on the Customer Satisfaction of NIKE.) is supported.
The result of H3 (Place has an effect on the Customer Satisfaction of NIKE.) is supported.
The result of H4 (Promotion has an effect on the Customer Satisfaction of NIKE.) is supported.
The result of H5 (Reliability has an effect on the Customer Satisfaction of NIKE.) is supported.
The result of H6 (Assurance has an effect on the Customer Satisfaction of NIKE.) is supported.
The result of H7 (Tangibles has an effect on the Customer Satisfaction of NIKE.) is supported.
The result of H8 (Empathy has an effect on the Customer Satisfaction of NIKE.) is supported.
The result of H9 (Responsiveness has an effect on the Customer Satisfaction of NIKE.) is supported.

5 Conclusion And Discussion
This research studied the effects of 4Ps and Service Quality on Customer Satisfaction of Nike in Cang
Zhou, China. Based on the result of 400 questionnaires from the customers of Nike , female customers’ number
is more than male customers’ number.Most of those customers are from the group 18-30 years old (46%),
Married, or in a domestic partnership(60.5%),College diploma degree(40%).Nike should focus on how to keep
those most customers with these characteristic and how to attract those customers without these characteristic.
Based on the result about the product questions, the agreement level of “I think the pet clothing is
fashion.” (mean = 3.61), it is the lowest recognition among the three questions about the product.Nike should
pay more attention to the design of clothing, and designers strive to develop. Make Nike's clothes more
fashionable.
Based on the result about the place questions, the agreement level of “Nike's shop is very
conspicuous.” (mean = 3.52), it is the lowest recognition among the three questions about the place. Nike should
increase billboards through the location of the storefront, increasing the size and lighting of the store brand.
Based on the result about the price questions, the agreement level of “I think the price of the goods is
very reasonable..” (mean = 3.60), it is the lowest recognition among the three questions about the price.Nike
should lower the price appropriately.
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Based on the result about the promotion questions, the agreement level of “There are often promotions”
(mean = 3.53), it is the lowest recognition among the three questions about the promotion. Nike should increase
the frequency of promotions.
Based on the result about the reliability questions, the agreement level of “Staff are very polite to
customers” (mean = 3.39), it is the lowest recognition among the three questions about the reliability.Nike
should pay more attention to the courtesy of employees. Employees focus on language and courtesy to
customers.
Based on the result about the assurance questions, the agreement level of “The clerk will ask me about
my needs.” (mean = 3.50), it is the lowest recognition among the three questions about the assurance.Employees
need to communicate with customers to understand customer needs.
Based on the result about the tangible questions, the agreement level of “I think the store is very clean
and tidy.” (mean = 3.49), it is the lowest recognition among the three questions about the tangible. Nike should
pay attention to the hygiene of the store and clean it.
Based on the result about the empathy questions, the agreement level of “I think the advice given by
the clerk is very valuable.” (mean = 3.55), it is the lowest recognition among the three questions about the
empathy.Nike employees should give advice as carefully as possible.
Based on the result about the responsiveness questions, the agreement level of “The question asked the
clerk can give a quick reply.” (mean = 3.50), it is the lowest recognition among the three questions about the
responsiveness. Nike employees should be more proficient in explaining the business and be able to answer
questions quickly.
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Research on the Service Quality Affecting
Customer Satisfaction of Haidilao Catering
Brand in China
Liu Yuying
1. INTRODUCTION AND PROBLEM STATEMENT
With the development of social economy, the living standards are constantly improving, and people's
needs are getting higher and higher. They began to value the experience of high quality consumer experience
and high quality service levels. Afterwards China's service industry has developed rapidly, its proportion in the
social economy has continuously increased, and the overall share of the social economy has continued to
increase. Among them, the catering industry has become the main force in this industry. For most people, the
significance of food is no longer just to solve the problem of hungry, they value the taste, value the service
experience, and the concept of consumption has gradually formed.
In last year, in the process of showing new changes in the national economic structure and promoting
high-quality economic development, the contribution rate of catering consumption to economic growth
continued to increase. With the increase of the people's income and the expansion of the middle income group,
the consumption structure of the catering industry has rapidly developed into a variety, specialization.
According to the survey data of ” China Catering Industry Annual Report” in 2018 (China Hotel
Association,2018), in the past year, the national catering revenue was 396. 44 billion(RMB), a year-on-year
increase of 10. 7% , higher than the growth rate of total retail sales with consumer goods in the same period.
According to the forecast show of “ China's catering industry development prospects and investment forecast
analysis report for 2018-2023” issued by QianZhan Industry Research Institute (QianZhan Industry Research
Institute,2018), the catering annual earnings is expected to exceed five trillion(RMB) in the next five years.
Haidilao is a large and direct scale catering brand hot pot store. From the earliest street small stores to
veritable “hot pot king“. It took 24 years to stand out in the 600,000 hot pot restaurants in China. Haidilao has
become the fastest growing Chinese catering brand in China with a growth rate of 36.2%.In 2016, the total
amount of revenue in Haidilao was 7.808 billion(RMB), with a profit of 978 million(RMB). The total amount of
revenue in 2017 was 10.637 billion(RMB)and the profit was 1.194 billion(RMB). But, the 2016 and 2017 net
profit ratio data were 12.52% and 11.22%,a decrease of one percentage point in 2017.In 2016, the restaurant's
table turnover rate of Haidilao was 4.9 times per day, year-on-year decrease 0.1 times/day. In 2017, newly
opened restaurant's average table turnover rate was 4.2 times per day, year-on-year decrease 0.6 times/day.
（QianZhan Industry Research Institute,2018）A Chinese scholar take restaurant environment, food problems,
employee service attitudes and internal manage as a research. It believes these points of problems in Haidilao
result in enterprise no longer be trusted by customer and lower revenue.（Dai Zhuoling，2019）For a
restaurant, the service quality is fundamental to the restaurant. The service quality determines the satisfaction of
customers. The satisfaction of customers affects the decision-making of customers' re-consumption and the
source of potential customers, which determines the long-term sustainable development of the restaurant. This
thesis investigating customer expectations and feelings by Haidilao restaurant customer. Research the
relationship between service quality and customer satisfaction
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1.2 RESEARCH OBJECTIVES
Objectives of this study are as follows:
1. To study the service quality of Haidilao restaurant.
2. To study of Haidilao's customer satisfaction.
3. To examine the service quality affects on customer Satisfaction of Haidilao restaurant.
1.3 RESEARCH QUESTIONS
The research questions of this study are as follows:
1. What is the level of the Haidilao restaurant service quality?
2. What is the level of the Haidilao restaurant customer satisfaction?
3. What is the level of service quality affects on customer satisfaction of Haidilao restaurant?
1. 4 SIGNIFICANCE OF THE RESEARCH
Service quality has always been the core of service management and service marketing, and it is also
the most important driving force for enterprises to improve market competitiveness, affecting customer
satisfaction and customer loyalty. In recent years, the service industry has increasingly focused on improving
service quality. And customer satisfaction is an important factor in winning customers in fierce competition.
This thesis reviews the theoretical research on service quality and customer satisfaction, and determines the
relevant research scope and definition of this thesis. Combine theoretical models to study the relationship
between service quality and customer satisfaction. From the perspective of practical application, the selected
industries and catering brand in this thesis are representative. The relevant research conclusions of this thesis
can promote the service level of the catering industry and promote the development of catering brand and
industries. Therefore, this thesis has practical significance.

2 CONCEPTUAL FRAMEWORK
According to the service quality gap analysis model proposed by Parasuraman and Zeithaml and Berry
in 1985, oral spreading, individual need and previous experience formed service expectation.
According to the SERVQUAL service quality evaluation method proposed by A. Parasuraman and
Zeithaml and Berry on the basis of the service quality gap model in 1988, the five factors were formed in terms
of reliability, responsiveness, empathy, assurance and tangibles formed perceived Service and service
expectation.

Service Quality
-Reliability
- Responsiveness

Customer Satisfaction

-Empathy
-Assurance
-Tangible
Fig. 1 Conceptual Framework

376

ICMSIT 2019: 6th International Conference on Management Science, Innovation, and Technology 2019
Faculty of Management Science, Suan Sunandha Rajabhat University (http://www.icmsit.ssru.ac.th)
2.2 RESEARCH HYPOTHESES

1. The reliability has an positive impact on customer satisfaction.
2. The responsiveness has an positive impact on customer satisfaction.
3. The assurance has an positive impact on customer satisfaction.
4. The empathy has an positive impact on customer satisfaction.
5. The tangible has an positive impact on customer satisfaction.
3. RESEARCH DESIGN
This thesis mainly studies and analyzes the service quality of Haidilao, and uses Statistical Product and
Service Solutions(SPSS) software as a research tool, adopt quantitative analysis method. The purpose is to find
problems in the service quality, emphasis indicate on the service quality that affects customer satisfaction. From
the perspective of problems, the impact of the service quality on customer satisfaction is discussed. Then
analyze the service quality affects on customer satisfaction.
This study explores the service quality and customer satisfaction of Haidilao from the perspective of
Haidilao customers. Therefore, the consumer population of Haidilao became the main body of this study. The
sample was sampled at Yantai Haidilao.
This thesis quantifies specific dimensions and variables into measurable questionnaire options, neaten
questionnaires, and collects data by means of questionnaires. This thesis using entity questionnaires to publishes
questionnaires. A random sample survey was used. The entity questionnaire was conducted by the investigator
to the Haidilao get on interception investigation.
According formula of Cochran（W.G.1953）, the population of sample size:

n=

P(1－P)Z2

d2
n= Size of sampling population.
p= Proportion of population that the researcher require.
z= Confidence of the researcher to defined the level of statistical significance.
d= Proportion of error that is allowed.
So, the sample size for the study has been calculated according to the recommendation as follow:
n = 0.5(1－0.5)(1.96) 2
(0.05) 2
Approximate = 400
Therefore, the sample size should be at least 400 respondents.

3.1 QUESTIONNAIRE DESIGN
Part 1: Basic personal information of the customer
This part of the content is mainly to collect the basic demographic characteristics of the surveyed
customers for simple descriptive analysis. Including gender, age, education level, occupation, personal monthly
income, consumption frequency, and reasons for consumption.
Part 2: Service quality for Haidilao
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This part is to obtain the practical service perceived of the respondents to haidilao. Based on the service
quality scale, establish five standards: very agree, agree, general, disagree, and very disagree. In this way, we
can understand the customer's appraise of the service level after consumption in Haidilao.
Part 3: Customer Satisfaction for Haidilao
The content of this part of the questionnaire is intended to obtain the satisfaction of the respondents to
the restaurant in Haidilao. The Likert scale is used to measure how satisfied the respondent is with each option.
In the above three parts, the subject uses the Likert scale to quantify the subjective attitude, which is
convenient for in-depth statistics and analysis. At the same time, fully reflect the true feelings of consumers. In
the design of these three parts: 5 means "very agree", 4 means "agree", 3 means "general", 2 means "disagree",
and 1 means "very disagree".

3.2 DATA COLLECTION
This thesis quantifies specific dimensions and variables into measurable questionnaire options, neaten
questionnaires, and collects data by means of questionnaires. This thesis uses the entity questionnaire to
distribute the questionnaire. The time of distribute is January-February,2019. The scope is four Haidilao
restaurants in Yantai, and average of 100 questionnaires to per restaurant, total 400. Investigators used a random
sample mode to conduct an interception survey of consumers in the Haidilao restaurant.
The random sampling method is low in cost and simple in operation. Entity questionnaires can be
communication, enable respondents to fill out questionnaires more accurately and reduce invalid questionnaires.
Such forms can avoid situations where the sample deviates from the population.

3.3 DATA ANALYSIS
This thesis uses the quantitative research method for data processing and analysis, mainly using the
analysis software: SPSS software. Empirical analysis methods include descriptive statistical analysis and
analysis of variance.

Descriptive statistical analysis
Descriptive statistics are direct descriptions, mainly reflecting the frequency distribution and mean of
the original data. The frequency distribution shows the grouping and distribution of the original data in the form
of a statistical table or a statistical graph. It is usually described according to two dimensionality of quantity and
category. Mean analysis can describe the concentration degree of raw data.
Linear regression analysis
Predict or estimate the dependent variable by the optimal combination of multiple independent
variables. Through the integration and analysis of several independent variables, we can find whether there is a
significant difference between the service quality and customer satisfaction. forms can avoid situations where
the sample deviates from the population.
Mean Interval
The criteria used to determine a mean range are as follows:
Strongly agree

= 4.21～5.00

Agree

= 3.41～4.20
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Neutral

= 2.61～3.40

Disagree

= 1.81～2.60

Strongly disagree

= 1.00～1.80

4. DATE ANALYSIS
In January-February 2019,investigator collected 400 questionnaires in Yantai Haidilao Restaurant.
Which show the respondents are female at 70% and male at 28.5%.Which show the age of respondents in 18-30
years old range is 55.7%,this age range is the highest in this study, the second highest age range is 31-45 years
old which occupy 23.6% of total respondents,46-65 years old and under 18 year old are 2.7% and 16.5%
respectively. The results showed the number of teachers/professors was 25 (6.2%), the number of business man
was 19 (4.7%), the government officer was 4 (1.0%), the employees were 150 (36.9%), and the students were
185 (45.6). ), there are 17 people (4.2%)engage in other professions. In terms of education level, the data shows
that more than half of the respondents are Undergraduate, accounting for 53.0%.There were 8.6% respondents
with secondary education，33.0% is senior high school and 3.9% masters and above. Which shows because of
the large proportion is students in the respondents，the income level in the range of below 2000 RMB per
month is the highest range in this study (42.4%). 2001-3000 RMB is 11.3%,3001-5000 RMB is 29.6%，50018000 RMB is 12.1% and above 8000 RMB us 3.2%.The result indicated that almost half of the respondents'
income is in the under 2000 RMB range. In this survey, 26.6% consumers were first time consumption in
Haidilao. There were 49.3% who consumed 2-3 times, and 22.7% who consumed more than 3 times.

4.1 THE AVERAGE VALUE(MEAN)
This part was used the software of SPSS to calculate the standard deviation and mean of each options.
Tangible

Mean

S.D.

The location of the restaurant has a good environment.
The restaurant is clean and tidy.
The restaurant’s facilities are modern and visually appealing.
The staff looked neat and appropriately dressed.
Reliability

3.49
3.09
3.41
3.64
Mean

0.742
0.845
0.812
0.776
S.D.

3.19
3.81
4.15
3.25

0.882
0.878
0.728
0.757

Mean

S.D.

4.08

0.725

Level of
agreement
Agree

3.26

0.862

Neutral

4.41

0.627

Strongly agree

4.13
Mean

0.733
S.D.

3.50
3.68
3.43

1.024
0.849
0.876

Agree
Level of
agreement
Agree
Agree
Agree

The restaurant is worthy trust of customer.
The restaurant fulfills its commitment to customers.
The restaurant's service staff can care and help for the customer.
Restaurant service staff can give accurate and professional answers to
customer questions.
Responsiveness
Restaurant service staff timely know customer's needs and provide
services.
The restaurant service staff clearly informs the customers of the restaurant's
hot products and special offers.
Restaurant service staff treat customers with positive attitudes and are not
perfunctory.
Restaurant service staff can provide services to customers at any time.
Assurance
Restaurant foods safety.
Restaurant service staff can trust.
Customers feel relieved when they consume.
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Neutral
Agree
Agree
Level of
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Neutral
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The services provided of service staff can be supported by the restaurant.
Empathy

3.87
Mean

0.812
S.D.

3.26
2.99
4.86
3.94

0.743
1.014
0.352
0.676

The restaurant values the interests of its customers.
The restaurant is reasonably priced.
Restaurant opening hours are convenient for customers.
Restaurant service staff understand the various needs of customers.
Table 4.1 Mean and S.D.

Agree
Level of
agreement
Neutral
Neutral
Strongly agree
Agree

4.2 MULTIPLE LINEAR REGRESSION ANALYSIS
The impact of the variables was verified by multiple regression analysis. In following, we use multiple
linear regression analysis to inspect the impact of entire model variables.

Model

R

1

.737a

Model Summary b
R2
After adjustment
R2
.543
.537

Error in standard
estimate
.37800

a. Forecast Variable：（Constants）, Empathy, Assurance, Reliability, Tangible, Responsiveness
b. Dependent variable：Satisfaction

ANOVA a
Model
1

Regression
Residual
Error
Amount

Quadratic
Sum
66.967
56.296

Degrees of
freedom
5
394

123.262

399

Mean
square
13.393
.143

F

Sig.

93.737

.000b

a. Forecast Variable：（Constants）, Empathy, Assurance, Reliability, Tangible, Responsiveness
b. Dependent variable：Satisfaction

Coefficient a
Model
1

B
（Constants）

.457

Standard
Error
.150

Tangible
Reliability
Responsiveness
Assurance
Empathy

.226
.148
.226
.111
.185

.043
.038
.038
.038
.044

a. Dependent variable：Satisfaction
The equation of multiple linear regressions as below:

Y=β0+β1X1+β2X2+……βpXp
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Beta

.218
.164
.265
.119
.197

t

Sig.

3.035

.003

5.235
3.901
5.876
2.964
4.235

.000
.000
.000
.003
.000
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This study takes customer satisfaction as dependent variable, and take tangible(X1) ,reliability(X2) ,
responsiveness(X3), assurance(X4) and empathy (X5) as independent variable, so customer satisfaction is Y.
The relationship between them is as follows:
Y=0.457+0.226X1+0.148X2+0.226X3+0.111X4+0.185X5

5. CONCLUSION

Demographic
Which show the respondents are female at 70% and male at 28.5%.Which show the age of respondents
in 18-30 years old range is 55.7%,this age range is the highest in this study, the second highest age range is 3145 years old which occupy 23.6% of total respondents,46-65 years old and under 18 year old are 2.7% and 16.5%
respectively. The results showed the number of teachers/professors was 25 (6.2%), the number of business man
was 19 (4.7%), the government officer was 4 (1.0%), the employees were 150 (36.9%), and the students were
185 (45.6). ), there are 17 people (4.2%)engage in other professions. In terms of education level, the data shows
that more than half of the respondents are Undergraduate, accounting for 53.0%.There were 8.6% respondents
with secondary education，33.0% is senior high school and 3.9% masters and above. Which shows because of
the large proportion is students in the respondents，the income level in the range of below 2000 RMB per
month is the highest range in this study (42.4%). 2001-3000 RMB is 11.3%,3001-5000 RMB is 29.6%，50018000 RMB is 12.1% and above 8000 RMB us 3.2%.The result indicated that almost half of the respondents'
income is in the under 2000 RMB range. In this survey, 26.6% consumers were first time consumption in
Haidilao. There were 49.3% who consumed 2-3 times, and 22.7% who consumed more than 3 times.

The level of agreement on service quality
Based on the observation of Table 4.1. The researcher found that the consumer's attitude toward
tangible of clean and tidy was neutral level, other three option was agree level.
Based on the observation of Table 4.1. The researcher found that the consumer's attitude toward worthy
trust in reliability was neutral level. And attitude toward give accurate professional answers of customer
questions was also neutral level, under reliability mean.
Based on the observation of Table 4.1. The researcher found that the consumer's attitude toward
responsiveness of "restaurant service staff clearly informs the customers of the restaurant's hot products and
special offers" was neutral level. And attitude toward "restaurant service staff treat customers not perfunctory"
was strongly agree level.
Based on the observation of Table 4.1. The researcher found that the consumer's attitude toward
assurance was agree level.
Based on the observation of Table 4.1. The researcher found that the consumer's attitude toward
reasonable priced by empathy was neutral level. And attitude toward "opening hours are convenient for
customers" was strongly agree level.

5.1 DISCUSSION
Through the review of relevant literature, there has been no consistent conclusion on the relationship
between service quality and customer satisfaction. The divergences between scholars are mainly reflected in the
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service quality and customer satisfaction who is the antecedent variable. According to the relationship between
the two, the following two concepts are divided:
1. Contrast hypotheses 1.Mcdougall and Naser et al scholar put forward employees responsibility has a
significant affect on customer satisfaction. It is basically consistent with the reliability in this thesis.
(Mcdougall,1996 and Naser,2003 et al)
2. Contrast hypotheses 3.Swan regard most important gist as consumers estimate for product when
consumer make judgment of consumption memory. In the product, some attributes are especially important for
the customer's judgment. If these factors not well embody, the dissatisfaction of the customers will be generate.
Swan et al scholars put forward between customer satisfaction and quality of the product is inseparable. It is
basically consistent with the assurance in this thesis. (Swan et al,1976)
3. Contrast hypotheses 4.In 2007“empirical research relationship between service quality, customer
satisfaction and customer loyalty”, su ruhua put forward price and emotional factors are influence customer
satisfaction in research model.（Su Ruhua，2007）But, maddox et al scholars put forward satisfaction will be
affected by emotion factors, but will not result in unsatisfactory emotions generate. （Maddox et al，1981）
4. Contrast hypotheses 5.Levesque et al scholars studied the influence factors of customer satisfaction,
it pointed out service characteristics can greatly affect customer satisfaction. It is basically consistent with some
measurement project of tangible in this thesis.(Levesque et al,2000)

5.2 IMPLICATION BUSINESS
With the economy rapid progress, the promote of living levels and the unceasing enlarge of market
demand, such huge demand attracted more and more catering operators to invest in it. At the same time,
consumers more and more attach importance to service experience. Due to the biggish gap between customer
expectation and customer perception, result in consumer dissatisfied with the service industry unceasing
accumulation. Improvement the service quality of enterprise and improving customer satisfaction have become
at present key point. Based on the results of the above data analysis, restaurants should improve the following
points.
1. Based data obtained, The researcher found that the consumer's attitude toward tangible of clean and
tidy was neutral level, the mean below the other three options in tangible. Haidilao should improve the
sanitation of the restaurant, make customers feel comfort when dining and consumption.
2. In the process of consumption, consumers are under way real-time assess. Any fault will affect the
consumer's consumption experience and lower customer satisfaction. The researcher found that the consumer's
attitude toward worthy trust in reliability was neutral level. And attitude toward give accurate professional
answers of customer questions was also neutral level, under reliability mean. Haidilao should improve the
professional level of service personnel, accurately answer consumer questions and eliminate customers doubts
when consume. Make the customers trust restaurant and reassure consumption.
3. The researcher found that the consumer's attitude toward responsiveness of "restaurant service staff
clearly informs the customers of the restaurant's hot products and special offers" was neutral level, below
responsiveness average. So, strengthen propagandize, about discounts and activity for Haidilao. Let customers
know more about the restaurant, set customers mind at rest and comfortable consumption.
4. According to the data obtained from the questionnaire survey, the researcher found that the
consumer's attitude toward reasonable priced was neutral level, mean below the average of this questionnaire.
Respondents' opinions with reasonably priced is tend to uncertain. Therefore, the author suggest the price should
reasonable in order to lay a solid foundation for customers to consumption

.

382

ICMSIT 2019: 6th International Conference on Management Science, Innovation, and Technology 2019
Faculty of Management Science, Suan Sunandha Rajabhat University (http://www.icmsit.ssru.ac.th)

REFERENCE
Cronin JJ, Taylor S.A(1994).SERVPERF Versus SERVQUAL. Reconciling Percormance Based and
Perceptions. Minus-Expectations Measurement of Srvice Quality. Journal of Marketing.58(9),125-131.
Cheng Lijuan and WangJing(2013).Different Effects of Perceived Quality on Customer Satisfaction and
Customer Retention, Empirical Study Based on Haidilao Restaurant. Industrial Engineering.(05)125132
China Hotel Association(2018).China Catering Industry Annual Report. WWW.chinahotel.org.cn
Dai Zhuoling(2019).Social Research Responsibility of Haidilao Foods Enterprise. Modern Business Trade
Industry.6,pp.63-65.
Fan Xiuchang and Du Jiangang(2006).The Influence of Five Dimensions of Service Quality on Service
Satisfaction and Service Loyalty. Management time(06)111-118,173.
Gronoroos, C.(1990)."Relationship Approach to Marketing in Service Contexts: The Marketing and
Organizational Interface", Journal of Business Research,Vol.20 No.1,pp.3-11.
Gronroos,C.(2003).A Service Quality Model and its Marketing Implications. European Journal of
Marketing,Vol:18(4),pp.36-44.
Hu Mingzheng(2015).Research on the Effect of Consumption Convenience on Consumers Perceived Service
Quality and Customer Satisfaction. Shandong University Master thesis.
Maddox，R.N(1981).Two-Factor Theory and Consumer Satisfaction：Replication and Extension. Journal of
Consumer Research,pp.97-102.
Parasuraman A,Zeithaml V.A and Berry(1985).A Conceptual Model of Service Quality and Implications for
Future Research. Journal of Marketing Volume 49,Iss 4,pp.41-50.
Parasuraman A,Zeithaml V.A and Berry(1988).A Multivariate Customer-Aware Service Quality Measurement
Method.
Parasuraman A,Zeithaml V.A and Berry(1991).Ressessment of SERVQUAL Scale. Journal of
Retailing.Vol.67,Iss,4,pp.6-9.
Parasuraman A(2002).Service Quality and Productivity:A Synergistic Perspective Managing Service
Quality.12(1),pp.6-9.
QianZhan Industry Research Institute(2018).China's Catering Industry Development Prospects and Investment
Forecast Analysis Report for 2018-2023.WWW.qianzhan.com.
Swan, J.E and Combs, L.J(1976)."Product Performance and Consumer Satisfaction: A New Concept", Journal
of Marketing,pp.25-33.
Su Ruhua （ 2007).Empirical Research Relationship Between Service Quality, Customer

Satisfaction and

Customer Loyalty. Beijing Technology and Business University.
Salniza Bt Md Salleh(2012.).Factors Affecting Customer Satisfaction of Mobile Service in Yemen. American
Journal of Economics p-ISSN:2166-4951.
Taylor.S.A & BAKER.T.L(1994).An Assessment of the Relationship between Service Quality and Customer
Satisfaction in the Formation of Consumers Purchase Intentions. Journal of Retailing,164-178.
Tse.D.K and Wilton,P.C(1998)."Model of Consumer Satisfaction Formation: an extension". Journal of
Marketing Research.Vol.25 No.2,pp.204-212.
Wang Hao(2015).Structure and Evaluation of Customer Satisfaction Model in Characteristic Catering Industry.
Shandong University Master thesis.
Yang Wenchao(2013).Research on Service Quality,Customer Satisfaction and Customer Loyalty. Economy
Form.(11)124-129.
Zhu Aimin,Huang Jianan and Yu Lijing(2013).Customer Satisfaction Evaluation of Service Quality under
Service-oriented Manufacturing Model. Journal of Shenyang University of Technology(Social
sciences).

383

ICMSIT 2019: 6th International Conference on Management Science, Innovation, and Technology 2019
Faculty of Management Science, Suan Sunandha Rajabhat University (http://www.icmsit.ssru.ac.th)

The effects of marketing mix
(7Ps) and Brand Image on
Haagen-Daze Ice Cream Shop’s
Customer Satisfaction in Shanghai, China
Lifei Peng
Dr. Jaratchwahn Jantarat

ABSTRACT
The research studied the effects of marketing mix (7Ps) on Haagen-Daze ice cream shop’s customer
satisfaction in Shanghai, China. And researcher distributed the questionnaires in front of Haagen-Daze in
Shanghai. This study applied non-probability sampling method, the researcher chose to conduct convenience
sampling on customers who experienced the Haagen-Dazs in Shanghai, China, and collect 400 sample size. The
hypothesis testing results showed that product, place, physical evidence, and brand image have significant effect
on customer satisfaction of Haagen-Daze Chinese customers in Shanghai, China, at a 5% level of significance.

INTRODUCTION AND PROBLEM STATEMENT
China's food and beverage industry market is developing rapidly and the market scale is expanding
(Chen and Peng, 2014). As an important branch of the food and beverage industry, the ice cream industry is also
undergoing important changes (Young and SooCheong, 2008). With the explosive growth of wealth, people's
consumption habits will inevitably undergo tremendous changes (Andaleeb and Conway, 2006). In China, ice
cream has also evolved from a food that was originally consumed by children in the hot summer season to a
snack food that people consume today in their daily lives.
Haagen-Dazs has turned out to be one of the most successful global food and beverage brands in
China. Haagen-Dazs was expected to fail as people ate fruit for dessert and considered dairy products foreign.
As a well-known brand of ice cream in the food industry, Haagen-Dazs' position in the Chinese market cannot
be underestimated. There are many foreign-funded enterprises in the Chinese market that want to conquer
domestic high-end consumers and seize the domestic high-end market, but few companies have achieved
success like Haagen-Dazs. Haagen-Daze needs not only to retain its current Chinese customers but also to
expand Chinese customer’s base significantly and it is possible only when target Chinese customer is fully
satisfied from company on some parameters.
In the fierce competition among the ice cream market, according to the desire of consumer changing
constantly, how Haagen-Daze in China can satisfy and retain their customers. The current intention of study is
how Haagen-Daze in China to influence the customer satisfaction through marketing mix and brand image in
the field of ice cream industry.
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SIGNIFICANCE OF THE RESEARCH
In today’s competitive marketplace, food and beverage customers have a plethora of brand choices. In
order to survive in this environment, marketing manager need to practice a strong customer-driven orientation
and satisfy customer’s needs more effectively than the competition. Customers often make eating decisions by
simultaneously evaluating several criteria. For example, customers might consider food quality, price,
promotions, and recommendations, among other benefits desired. Thus, the central questions for marketing
managers are: what are the needs of their targeted consumers and what are the major attributes that influence
their eating choice? It is critical that managers understand customer preferences so that they can integrate these
demands into their product and service attributes to gain a competitive edge. Unfortunately, a high percentage of
company in food and beverage industry fail because their management does not understand, appreciate, adapt to,
or expect changing market trends. So this study can help managers of Haagen-Daze to understand Chinese
customer’s preferences and demand to gain a competitive edge and high profit as well.
The other benefits of this study are to understand the customer’s satisfaction through of Haagen-Daze
in Shanghai, China. The Haagen-Daze of China can use the information from this study to improve its market to
complete with competitors, and to understand the main problems related to customer satisfaction. According to
this research, the business owner can decide which market strategy they need to maintain or not to maintain that
to increase Chinese customers’ satisfaction.

RESEARCH OBJECTIVE
1.
2.
3.
4.

To study the importance of marketing mix (7Ps) strategies of Haagen-Daze on Chinese customer in
Shanghai, China.
To study the importance of brand image strategies of Haagen-Daze on Chinese customer in Shanghai,
China.
To study the effects of marketing mix (7Ps) on Haagen-Daze ice cream shop’s customer satisfaction in
Shanghai, China
To study the effects of brand image on Haagen-Daze ice cream shop’s customer satisfaction in Shanghai,
China

LITERATURE REVIEW
According to Booms and Bitner (1981) describe that marketing management is the concept of the
marketing mix. The marketing mix is not a theory of management that has been derived from scientific analysis,
but a conceptual framework which highlights the principal decisions that marketing manager’s make in
configuring their offerings to suit customers’ needs. The tools can be used to develop both long term strategies
and short term tactical programs.
Starcevic (2015) described brand image as the perceptions and beliefs held by consumers about the
brand. In today’s dense marketplace, consumers often decide to purchase brands based on their image or
identity. The identity of a brand is central to the brand’s strategic vision since it embodies the basic
characteristics that will sustain it over time; just as a person’s identity provides direction, purpose and meaning
(Twede, 2016). Thus, a brand’s identity is the sum of unique associations that consumers have when confronted
with the brand (Twede, 2016). Corporate image in the service marketing literature was early identified as an
important factor in the overall evaluation of the service and the company (Pride, et al 2018). Corporate image is
a filter which influences the perception of the operation of the company.
Consumer behavior entails "all activities associated with the purchase, use and disposal of goods and
services, including the consumer's emotional, mental and behavioral responses that precede or follow these
activities" (Kardes et al., 2011). The term, consumer can refer to individual consumers as well as organizational
consumers, and more specifically, "an end user, and not necessarily a purchaser, in the distribution chain of a
good or service."
Abril, et al., (2009) suggest that “customer satisfaction can be defined as the overall evaluation of the
service performances or utilization.” According to Bloemer, and Schroder, (2002) satisfaction can be associated
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with feelings of acceptance, relief, excitement and delight. Bateson and Hoffman, (2011) define customer
satisfaction as the level of a person’s felt state resulting from comparing a product’s perceived performance or
outcome in violation to his/her own expectations. The efficient satisfaction of customer needs is the ultimate test
of a business enterprise’s success and focus of business activity should be to serve customer needs and wants
more efficiently than competitors.
Kazemi et al (2013) found that a significant relationship between brand image, customer loyalty and
word of mouth advertising considering mediating role of customer satisfaction and brand commitment. Cengiz
and Yayla (2007) found that marketing mix components, namely price, product, promotion and place via
foregoing five factors: word of mouth, customer loyalty, customer expectation, perceived quality and perceived
value have effect on customer satisfaction with different impacts significantly. Jan et al (2013) revealed that
marketing mix has a significant positive impact on customer satisfaction.
Yi-M et al. (2014) suggest that the product, price, location, advertisement positively affect consumers’
satisfaction to visit a green restaurant. Additionally, the results found personal values and brand image have
significant influence on the satisfaction toward green restaurants. Ahsan et al. (2014) got results show that five
out of various factors have the greater effect on customer satisfaction which are food quality & taste,
cleanliness, physical environment, staff cooperation and suitable environment for family gathering.
Haruna (2015) found that product, process and physical evidence were significantly related to customer
satisfaction while price, promotion, place and people are not significantly related. It was also found that process
is the most influential driver while price is the least influential. Finally, the study recommends that management
should improve the marketing mix elements by applying the right mix to attract and retain customers. And
Abulfazl et al., (2017) got results that indicate that marketing mix has a significant positive effect on customer
loyalty through customer satisfaction both directly and indirectly.
HYPOTHESIS
Hypothesis: Product, place, promotion, price, people, process, physical evidence, brand image have
significant effect on customer satisfaction of Haagen-Daze Chinese customers in Shanghai, China.

CONCEPTUAL FRAMEWORK

Marketing Mix 7Ps








Product
Place
Promotion
Price
People
Process
Physical evidence

Customer Satisfaction
of Haagen-Daze
Chinese customers in
Shanghai, China

Brand Image

RESEARCH METHODOLOGY
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In this study, the appropriated type of this study was conducted in term of descriptive research which
refers to describe answer to specify research problems in detail. Besides, this research also uses the techniques
of survey by distributing the questionnaires as gathering the primary data.
In this study, the total population is the all the customers in age between 10 to 60 years old who had
experience of eating at Haagen-Dazs in Shanghai China. However, the total amount of population is unknown
for researcher. For the sample size, the author selected 400 samples for analysis overall result of this research
study.
The researcher use 5 points Likert-scale to evaluate marketing mix 7ps, brand image toward customer
satisfaction. The respondents will range of 1 to 5 (strongly disagree to strongly agree). The questions measure
about marketing mix 7ps, brand image, and customer satisfaction by using five-points Likert scale which ranges
from“1” means most disagree until “5” means most agree.

DATA ANALYSIS
After collecting all of the necessary data, they were analyzed and summarized in a readable and easily
interpretable from using the Analysis Program. The calculation of the average, frequency distribution, and the
percentage distribution is the most common form of summarizing data. And regression analysis is applied for
hypothesis data.

RELIABILITY ANALYSIS OF RESEARCH INSTRUMENT
The reliability of the questionnaire was examined. The reliability test for this research is process.
All variables
Product
Promotion
Place
Price
Process
People
Physical Evidence
Brand Image
Customer Satisfaction

Cronbach’s Alpha
0.815
0.879
0.809
0.797
0.853
0.826
0.832
0.770
0.707
Table 1 Reliability test of Cranbach’s Alpha Coefficient

According for the result of reliability in the of table 1 that the result, with 9 variables consist of
product, price, place, promotion, people, process, place, physical evidence, brand image, and customer
satisfaction of this research, the all alphas are higher 0.7 therefore, alpha values are significant consequence.

DESCRIPTIVE ANALYSIS
Demographic variable
Gender
Age
Education Level
Work situation
Marital status
How often you usually eat ice-cream?
Where do you get information of the Haagen-Daze ice
cream restaurant?

Item
Female
21-30
Bachelor Degree
Students
Single
1 time per month
From advertisements in
TV
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Frequency
299
236
253
137
198
111
190

Percentage
74.8
59.0
63.3
34.3
49.5
27.8
47.5
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Frequently
190
Do you consider yourself health conscious？
Who do you go with for eating Haagen-Daze usually?
Friends
248
How much you spend for eating Haagen-Daze usually?
Lower than 50RMB
152
Table 2: Summary the Highest Percentage of Each Variable of Demographic Factor

47.5
62.0
38.0

The descriptive analysis on the demographic profile of the sample revealed that customers in age
between 10 to 60 years old who had experience of eating at Haagen-Dazs in Shanghai China who are at majority
age of 21-30 year old and with education level of bachelor degree, and main work situation is students. The
marital status for target customers are single. Most of customers eat ice-cream 1 time per month and they get
information of Haagen-Daze ice cream restaurant from advertisements in TV, and they frequently consider their
health conscious. The target customers go for eating Haagen-Daze usually with friends, and they spend for
eating Haagen-Daze usually lower than 50RMB.

MULTIPLE REGRESSION ANALYSIS.
B
Std. Error
Beta
t
Sig.
(Constant)
.849
.122
6.977
.000
product
.130
.058
.203
2.241
.026
promotion
.036
.049
.051
.738
.461
price
-.061
.050
-.085 -1.206
.228
place
.137
.034
.239
3.983
.000
process
.067
.045
.097
1.498
.135
people
.014
.054
.017
.253
.800
Physical evidence
.204
.039
.299
5.230
.000
a. Dependent Variable: customer satisfaction
r = .719, adj. r2 =.517, F = 59.833, p = 0.000
Table 3: Linear Regression of Marketing Mix towards Customer Satisfaction
From table 3, the p-value of product, place, and physical evidence is lower than 0.05, which is
significant for the hypothesis. Its means that product, place, physical evidence significantly impact HaagenDaze ice cream shop’s customer satisfaction in Shanghai, China.

B
(Constant)
Brand image
a. Dependent Variable: customer satisfaction
r = .645, adj. r2 =.416, F = 283.139, p = 0.000

1.277
.423

Std. Error
.096
.025

Beta
.645

t
13.243
16.827

Sig.
.000
.000

Table 4: Linear Regression of Brand Image towards Customer Satisfaction
The result from the p-value of hypothesis equals 0.000, which is less than 0.05, the null hypothesis can
be rejected at a 5% level of significance. Therefore researcher can accept and conclude that brand image has
significant effect on customer satisfaction of Haagen-Daze Chinese customers in Shanghai, China.

DISCUSSION
The researcher got the result that product, place, physical evidence, and brand image can influence
customer satisfaction in Haagen-Daze in China. Previous study also get similar results. Saeed et al., 2001
showed that clean products motivate customers to be loyal and satisfied of a particular product, and therefore
with the company. Thorsten and Alexander (1997) found Customer satisfaction with the product and services of
company as the strategic factor for competitive advantage. Distribution channels (place) are very important for
customer satisfaction and retention as it is the vehicle that connects the products and services from the producer
to the customers (Saeed et al., 2001). Andaleeb and Conway (2006) get results that physical environment and
program excellent have major romantic relationship toward customer satisfaction within fast food industry
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associated with chosen human population. Eva, et.al (2009) find that brand image has a strong influence to
customer satisfaction. When a consumer feels good about the relationship and appreciates the product or brand,
a high level of commitment and satisfaction results (Anderson and Sullivan 1993; Mittal and Kamakura 2001).
Eva, et.al (2009) find that brand image has a strong influence to customer satisfaction. When a consumer feels
good about the relationship and appreciates the product or brand, a high level of commitment and satisfaction
results (Anderson and Sullivan 1993; Mittal and Kamakura 2001).
RECOMMENDATIONS
This study tested the predictors towards customer satisfaction in Haagen-Daze in China. The results
show that Haagen-Daze owners should focus more on these four factors of product, place, physical evidence,
and brand image if they think customer satisfaction as part of their marketing strategy yet among all these four
variables. Mangers should make the ice-cream delicious and offer to customers with a variety of menu items and
also provide more choice in the menu of ice cream. Physical evidence includes all the tangible things inside the
ice cream restaurants. To improve the physical evidence, restaurants have to spend a heavy amount on the
interior designing; cartons, floor and accessories etc, but these expenditures are investment in their nature. The
amount spend will increase the assets and also attract customers towards the ice cream restaurants. When
Haagen-Daze launch its ice cream restaurant, managers should consider the location which is favorable in the
shopping mall, near subways, closer to home, etc. to attract and convenient more Chinese customers.
Ice cream is a very dynamic industry, which is growing every day. Haagen Dazs is at the moment the
global branding leader in this field, but no one is certain that they can be always in this branding position. In
order to develop branding internationally, Haagen Dazs has to focus more in the exclusive Haagen Dazs shops,
who are expressing the brand icon in the Chinese market. Haagen Dazs can train their franchisers, or establish
Franchise supervisor managers and trainers. Personal relationship and selling must also be more developed in
this sector of exclusive shops to keep the international brand image of Haagen Dazs.

LIMITATIONS
Limitation in sampling procedure, the data only collected in Shanghai China, and the samples
customers in Shanghai China. Thus, the findings may not represent consumers in other countries since the size
of customers are very large the life-style factors might be different. The limitation of using different languages
in the research instruments, which is developed in English and later on, was translated into Chinese. Therefore,
there might be discrepancy between English and Chinese, which can affect the accuracy of the results. However,
researcher has reduced this translation discrepancy by conducting back translation to verify the face validity of
the research. Future studies should look further in studying other factors such as perceived value, word of
mouth, motivation and other industries at other countries.
The lack of precise and updated information on consuming ice cream restaurants in Shanghai China
made it difficult for author to access such restaurants. Shanghai is a border location, it has special political and
geographical status which makes it difficult to conduct such researches and to gather needed data.

Recommendations for Future Study
To explain customer satisfaction in a better way, it is important to look at additional factors or seek
better measures of the constructs (Divide the dimension or variables of construct into all possible elements). The
value of adjusted R square indicates that there is limitation and need of more in depth study in this field. As,
apart from these variables discussed in this study there are some other variables also which affects customer
satisfaction.
Future researchers are recommended to study the status of marketing mix in consumer in next year’s
and compare their findings with this research and then investigate about the reasons of improving or worsening
the situation. Since the author has simply studied the status of marketing mix and brand image in customers’
perspective, future authors are recommended to study the status of marketing mix in other cooperatives
including manufacturing ones.
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Since the author has simply studied the status of marketing mix and brand image in customers’
perspective, future authors are recommended to study it in managers’ perspective and compare the ideas of both
groups.
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Export of Thai fruits: Situation, Trend,
Opportunities and
Market Readiness in Vietnam
Bussarin Jeenkerdsup
Worakanya Siripidej
ABSTRACT
Thailand is a country where lands and weather are suitable for producing many kinds of tropical fruits.
Fruit seasons are various depending on area circumstances in each region. Consequently, Thailand has plenty of
fruits rotating to world markets all year round. Each year the exportation of edible fruits and nuts in accordance
with Harmonized Code 08 (Harmonized Code 08: Edible fruits and nuts, HS Code 08) in January – July 2018 was
as high as 1,235,436 tons, accounting for 1,714.34 million US dollars in 2018. And the biggest market of Thai
export is Vietnam according to Harmonized Code 08 in term of value and volume. (Office of Agricultural and
Industrial Trade and Business Development, Department of International Trade Promotion, 2018) Though
Vietnam is a big fruit production hub in the world and important competitor of Thailand in fruit exportation, it is
a big fruit importer at the same time. The trend to export fruit continually to rise because Thai fruits are popular
among consumers in Vietnam due to their favorable tastes, good quality and long storage (National Bureau of
Agricultural Commodity and Food Standards, 2006). This article aims to help Thai exporters in order to gain
information of current situation in Thailand and exportation to Vietnam. Moreover, Thai exporters can forecast
trends and see the opportunities and also estimate their abilities and improve their competencies to compete in
Vietnam market.
Keywords: Export of Thai fruits, situation, trend, opportunity, Vietnam market.
Situation of fruit export in Thailand
Thai fruits are one of the products acceptable across the world. Major export markets include China,
Vietnam, and Hong Kong respectively. China is regarded a big export market that generates huge revenues to
Thailand. The situation showed that export during June 2018 expanded by 8.2 percent, rising continually
accounting for 21,780 million US dollars. The export still had a good sign of expansion in major markets such as
United States of America, Japan, and China. Moreover, high potential markets especially India and CLMV
countries uninterruptedly grew and expanded, in particular the export of commodity and agro-industry products
that expanded by 4.5 percent. The products with good expansion were rice, vegetables, fresh fruits, frozen fresh
fruits, canned and processed fruits, frozen and processed chicken. The export of commodity and agro-industry
products that expanded by 4.5 percent (YoY) and the export product having a good sign of expansion was rice,
expanded by 5.6 percent based on price factors (expansion could be seen in Indonesia, US, Philippines, South
Africa, and Angola markets but market shrinkage was seen in Benin and Malaysia). Vegetables, fresh fruits,
frozen fruits, canned and processed fruits rebounded to expand by 8.6 percent (expansion could be found in China,
Vietnam, Hong Kong, South Korea, and Taiwan while market shrinkage was seen in US and Japan). Frozen and
processed chicken expanded by 5.9 percent (expansion was seen in almost all market such as Japan, US,
Netherland, Laos, and Singapore, a little shrinkage could be seen in South Korea and Germany). Sugar rebounded
to expand by 9.6 percent (High expansion happened in Myanmar, Indonesia, and South Korea markets and
shrinkage was seen in Taiwan, China, Japan, and Cambodia markets). Major agricultural commodity that shrank
by 10.6 percent was rubber due to its price but the export quantity was still expanded. (Trade Policy and Strategy
Office, Ministry of Finance, 2018)
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In this regard, Thai fresh vegetables and fruits have potential in being one of the products accepted
globally with various major export markets such as China, Vietnam, and Hong Kong respectively. China is a big
export market that generates huge revenue to Thailand. Although China is an important export market of Thailand,
the quantity of fruits that Thailand exported to the CLMV countries (China, Lao People’s Democratic Republic,
Myanmar, and Vietnam) has grown and expanded continually, especially in Vietnam where export volume and
value increased from chilled and frozen fruits as well as dried fruits in 2016, accounting for 511.93 million US
dollars, increased by 69.1 percent compared to the same period in the previous year by 28.54 percent. In 2017,
the export value was 1,036.35 million US dollars, increased by 104.29 percent compared to the same period in
the previous year by 40.97 percent. In January 2018, the export value of fresh fruits, chilled and frozen as well as
dried fruits was as high as 84.98 million US dollars, increased by 23.3 percent compared to the same period in the
previous year by 46.35 percent. (Office of Agricultural and Industrial Business Development, Department of
International Trade, 2011)
Table 1: Statistics of Thailand vegetable and fruit export to Vietnam 2016 – 2018
Statistics of Thailand vegetables and fruits export to Vietnam
Year

Value : MUSD

Rate of expansion %

Ratio %

2016 (Jan.- Dec.)

511.93

69.1

28.54

2017 (Jan.- Dec.)

1036.35

104.29

40.97

2018 (Jan.)

84.98

23.3

46.35

The earlier mentioned information indicates that a trend to export vegetables and fruits of Thailand to
Vietnam seems to be increasing yearly. The analysis of casual factor affecting the rise in vegetable and fruit export
shows that Vietnam has a privilege from a deal on streamlined joint border checkpoint that China made with
countries having border areas adjacent to each other. (Department of Asian Affairs, Ministry of Foreign Affairs,
2017) The policy gives rise to Vietnam to be able to export more vegetables and fruits to China. Besides, the other
factor expected to be the cause that continually boosts a higher volume of vegetables and fruits from Thailand to
Vietnam is the network of Thailand’s retail giant such as Big C and Metro. Meanwhile, from 2015 onwards,
Vietnam made adjustment of reduction of import tax, almost 100 percent, for general products from Thailand
including vegetables, fruits, and confectionery (Business Information Center, Department of International
Economic Affairs, Ministry of Foreign Affairs, 2017). There was a general expectation that the trend of Thailand
export in 2018 would expand well and increasingly disperse as exporters had positive opinion and confidence
that export had potential to grow which reflected by export business index that was greater than 50 levels in all
indicators (export value index, new orders index by value, and employee value index). Besides, world economics
that outstandingly expanded in all regions helped support Thailand export to expand as targeted. Economy in the
US, Eurozone countries having good expansion, in particular employment, played an important role in stimulating
spending tremendously. China and Japan economy had growth potential and Thailand would have benefits from
being a supply chain of products in the group of technology, electronic and automobile. With reference to Thailand
export having characteristics of dispersion in new markets increasingly, it could help reduce risks and effect from
trading uncertainty of the great power countries. Moreover, a situation of Thai baht that gradually weakened gave
a good opportunity to exporters to accelerate exportation and generate higher revenue based on Thai baht value.
Situation of fruit market in Vietnam
Vietnam is a country having great potential of agriculture since its geography and weather support the
growing of numerous economic crops. Meanwhile, the government has policies to support agricultural sector
seriously and continually. In this regard, Vietnam can move forward to become one of the largest producers and
exporter agricultural products in the world. Based on the statistics of Department of Vietnam Customs, in May
2017, the export value of Vietnam fruits was worth 275.34 million US dollars, increasing by 42.8 percent
compared to the same period in 2016 that fruit exportation in Vietnam expected to be greater. (Office of
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International Trade Promotion, Hanoi, 2017) Major fruit export markets of Vietnam include China, United States
of America, Japan, South Korea, and Netherlands. Thailand is considered the first largest export market of
Vietnam in ASEAN. However, during the past several years Vietnam had to import large quantities of fruits from
abroad to facilitate the needs of domestic consumers. Vietnamese people consume imported vegetables and fruits
4 million US dollars per day that divided into the consumption of vegetables and fruits from Thailand and China,
averagely 2.5 million US dollars per day, from Thailand averagely 1.8 million US dollars per day. Most of the
imported vegetables and fruits from Thailand and China are cultivated in Vietnam as well. Fruits imported from
Thailand are mango, rambutan, dragon fruit, jackfruit, durian, and longan. Most of the imported fruits are available
in markets for high- income consumers as their prices are 2-3 times higher than Vietnamese fruits. Most imported
fruits are also available in local markets everywhere, not only in supermarkets but also wholesale and retail
markets in small communities. (Information Center, Department of Public Relations, Department of Export
Promotion, Ministry of Commerce, 2019) Thailand is a source that Vietnam imports the largest number of fruits
in May 2017. The value of fruit import from Thailand was 286.86 million US dollars, increasing by 143.31 percent
compared to the same period in 2016.
Table 2: Table of Vietnam’s import market for fruits in the first 5 month of 2017
Unit: million US dollars

Jan – May 2016

Country
Thailand
China
USA
Myanmar
Australia

117.9
64.46
23.98
10.83
13.11

Jan – May 2017
286.86
79.5
28.32
10.83
16.15

Growth rate (%)
143.31
23.33
18.10
54.48
23.19

(Office of International Trade Promotion, Hanoi, 2017)

According to the new approach to trade statistics (New Menucom), Vietnam imported fresh fruits from
Thailand around 351,000 tons or 94 percent of the quantity of all kinds of fruit import from Thailand. Other than
these, there were dried and frozen fruits more than 22,120 tons. The fresh fruit that Vietnam most likely imports
from Thailand is longan, followed by durian, mangosteen, mango, and rambutan respectively.
In January 2018, Department of Vietnam Customs reported the situation of Vietnam fruit market that the
import volume in January 2018 worth more than 167 million US dollars, increasing by 70 percent compared to
the same period of the previous year, averagely 5.4 million US dollars per day. This situation happened because
at the beginning of January 2018 the Tet festival took place and a lot of people bought fruits to offer worship.
Though fruits imported from Thailand had higher prices than local fruits, Vietnamese people though they were
better in terms of quality and taste. For example, Vietnam langsat is smaller than Thai langsat as its seed is so big
that its fresh remains so little and sour. Thai langsat is sweeter and consumers prefer to buy it though its price is
3 times higher, accounting for 50,000 dong or almost 80 baht per kilogram. Vietnamese consumers prefer to buy
mangosteen imported from Thailand by buying them the whole container or crate as a gift for their relatives and
friends. In addition, the other reason Vietnamese consumers do not commonly eat their local fruits because fruit
farming in Vietnam depends heavily on pesticides. Therefore, at present Thailand is the largest vegetable and fruit
exporter to Vietnam.
Vietnam has a chance to be a hub of ASEAN in fruit processing due to their various capacities. Currently,
Vietnam becomes a target market promoted to be a distribution center of Thai agricultural products especially
fruits. Possibility shows that Vietnam will become a hub of fruit processing for sale in world markets after a group
of investors from the east region of Thailand prepares for joint investment with their alliance in Vietnam for the
construction project of 10,000 tons freezer room for fruits. This project will be located in Ho Chi Minh City for
being a hub of gathering all fresh fruits from Thailand, Cambodia, and Vietnam before processing to be frozen
fruits and exporting to world markets accordingly.
Trend of Thai fruit export to Vietnam
Currently Thailand vegetable and fruit export to Vietnam market expands greater continually. Ministry
of Agriculture and Rural Development Vietnam reported the import figures of 2017 that found that importation
from Thailand increased since Ministry of Commerce pushed Vietnam forward to cancel the ban on the import of
the four Thai fruits as mango, longan, lychee, and rambutan until Thailand can export all vegetables and fruits to
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Vietnam again. In the meantime, the exportation must require a phytosanitary certificate issued by Thai agencies,
and fruit specimens must be submitted to Department of Plant Varieties under Ministry of Agriculture and Rural
Development Vietnam to make an analysis to apply for a phytosanitary before exporting to Vietnam. It is expected
that Vietnam will import more vegetables and fruits in the future to facilitate their domestic needs and re-exports
to other countries by taking Thai fruits to be selected and labeled their own brands to export to China accordingly.
Processed fruit business in Vietnam is broadly open. Investors can invest in Vietnam as being the owner of the
business or a joint venture. However, fruit processing factories are in need of materials with good quality of
production, but with the benefits from joining ASEAN Economic Community (AEC), the movement of goods
and raw materials between Thailand and Vietnam is free from import duty including the import of good quality
fresh fruits from Thailand to be processed in Vietnam. It is noticeable that in 2017 the import value of Thai fruits
to Vietnam was as high as 286.86 million US dollars, increasing by 143.31 percent compared to the same period
in 2016. It reflects that there are higher demands in Thai fresh fruits in Vietnam market and at the same time
transportation of fresh fruits from Thailand to Vietnam is more convenient.
Opportunities of Thai entrepreneurs to enter Vietnam fruit market
Though Vietnam is a country having potential to export fruits, methods of storage and processing after
harvesting are the weak point of their agricultural production and the main reason for the country’s largest product
items are exported as materials or primary processed products. Meanwhile, fruits from China are not reliable for
hygiene standards as large quantities of vegetables and fruits from China enter to Vietnam through border areas
without certifying safety and hygiene practices, which can do harm to consumers. Consequently, Ministry of
Agriculture and Rural Development Vietnam has strict control for the import of vegetables and fruits from China.
In this regard, the quantity of Thai fruits increases, especially in Hanoi where the market value is greater than
hundred thousand millions baht. The market increasingly grows if fruits are with good quality and free from
pesticide residues. While Vietnamese consumers are worried with pesticide residues found in fruits imported from
China and trust in Thai products more, it is a good sign showing that fruits from Thailand have a good chance in
Vietnam as they are more reliable in safety from hazardous chemicals and pesticide residues than fruits from
China. Moreover, the quality of fruits imported from Thailand is better than Vietnam fruits.
Besides, Ministry of Agriculture and Rural Development Vietnam issued the regulation on technical
standards for import agricultural products that came into force in 2011 to reduce worry about pesticide residues
in vegetables and fruits imported from abroad. The related agencies in Vietnam such as Ministry of Public Health
and Ministry of Science and Technology specify technical standards complied with international criteria.
Previously, Vietnam had only the regulation that control algae, weeds and insects in agricultural products imported
from abroad to prevent harm to local plants but no good regulation for examining chemical residues hazardous to
consumer was available. The enforcement of this regulation covers the strict examining of all kinds of vegetables
and fruits imported via air, sea, and land shipment through all checkpoints with the purpose to mainly control the
import of vegetables and fruits from China.
The situation of fruits in the east region of Thailand showed that there was a decrease in quantity in 2017.
Productivity of mangosteen decreased the most by 65.34 percent, followed by that of longan by 27 percent,
rambutan by 8.94 percent, and durian by 8.31 percent due to climate variability starting by the end of 2017 to the
beginning of 2018. Daily climate variability had effect on fruit trees; fruits dropped causing damage, fruit trees
could not adjust their conditions, and durian faced the epidemic of Phytophthora palmivora. Climate variability
causing damages to products, regulations of import, cost of transportation, and consumer behaviors are all factors
affecting fruit import in Vietnam. Therefore, when the

quantity becomes smaller, the price will

be better. This is such a good opportunity for entrepreneurs.
From the information, it can be noticeable that Thai fruits gain popularity from Vietnamese consumers
throughout the previous years. This is partly due to the taste and good quality including methods of import and
distribution that are reliable and checked out the sources of products and safety in fruits from Thailand. Organic
fruits, in particular, have a chance to be exported to Vietnam more as Vietnamese people care about their health,
they gain more earnings and need good quality products.
Readiness preparation of Thai entrepreneurs
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Thailand is a country that depends on export as major mechanism to drive economy. As a result, export
has overall effect on the country’s economy unavoidably. Therefore, business conducting should take into account
appropriateness of development strategy of countries living by export. Similar to fruit export to Vietnam, Thai
entrepreneurs need to prepare their readiness before exporting to Vietnam so that operation can be run smoothly.
There are many points that entrepreneurs need to make consideration; logistics and transport. The two points
taken into account with regard to transport of goods between Thailand and Vietnam include type of transport and
cost of transport. Generally, transport of goods to Vietnam typically relies on the following routes and types:
Table shows types of goods, transport, and distribution center
Type of goods
Agricultural products and agricultural
raw materials such as rubber, animal
feed, and molasses.
Goods and raw materials for light
industry such as plastic beads and
sarong.

Types of transport
Sea: Saigon port (Ho Chi
Minh)

Construction goods such as steel, metal,
and cement.

Sea: Saigon port (Ho Chi
Minh) and Hai Phong port

Sea : Saigon and Hai Phong
ports

Land: route R9

Vehicles and accessories, motorcycle
and parts.

Consumer products such as sugar, beer,
energy drinks, electrical appliances,
convenience food, daily use products
such as soap and shampoo
Other goods such as gasoline and
lubricant oil.

Sea: Saigon port (Ho Chi
Minh) and Hai Phong port
Land: route R9
Land: via Laos, route R9, R12,
R8.

Land: route R9

Distribution centers
Industrial zones, industrial
estates in the southern part, Ho
Chi Minh City and Can Tho.
Industrial zones in the north and
south of the country, Hanoi, Hai
Phong, Ho Chi Minh City, and
Dong Nai.
Industrial zones in the north:
Hanoi and Hai Fang, the central
part: Danang, Quang Tri, Quang
Ngai, Hue, and Quang Nam, the
south: Ho Chi Minh city, Dong
Nai.
Distribution of goods to
suppliers in big cities and
important cities.
Lao Bao, Quang Tri, Danang,
Vinh, Hanoi, Ho Chi Minh city,
Can Tho, Dong Nai, Ba RiaVung Tau.
Distribution of goods to other
cities
North: Hanai, Vinh
Central part: Quang Tri, Hue,
Danang

(Royal Thai Consulate-General, Hochiminh City, Vietnam, 2017)
Expenses related to transport
Table shows the cost of expenses in goods transport
List
Condition of expenses
Invoice fee
Depend on types of goods
Container service charge
Depend on types of goods
Shipping fee
Depend on types of goods, shipping company, and distance of transport
Insurance
Depend on shipping company and types of goods
Overhead cost.
Depend on each case, contract, types of service or industry
(Office of International Trade Promotion, Hanoi, 2018)
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Transport can be done in 3 methods; land, sea, and air shipment. Maritime logistic in Vietnam is very
outstanding as Vietnam geography occupies sea boundary as long as 3,444 kilometers marking the highlight of
the low cost of transport. Since Tan Thuan EPZ is located near a port, the cost of transport is saved more (The
cost to transport a 40-foot container from Tan Thuan EPZ to VICT port is around 60 million US dollars per
container, lower than the cost of transport from industrial zones nearby VICT port. The other one costs 100 million
US dollars per container, nearby Phu My Hung’s New City Center, new residential areas of Ho Chi Minh City
filled with all facilities). Tan Thuan EPZ is considered a special economic zone located in environment and
atmosphere suitable for investors. Moreover, 2 storage warehouses are available. The first one is used to store
goods for shipping further to Ben Nghe port and the second one is use to be a cargo loading station to Tan Son
Nhat international airport in Ho Chi Minh City where readiness of public utilities and professional management
are available.
Distribution channels of goods and finding trade partners in Vietnam are important issues that exporters
must take into consideration so that their business in Vietnam can be successful as planned. In order to conduct a
business with Vietnam, exports can directly export on their own by having a branch office in Vietnam or indirectly
export through agents or importers who can understand types of transport and types of goods. Once goods enter
to Vietnam, the distribution channels are as follow:

Exporter

Local
importers/distributors/traders/retailers.

Agents

Wholesalers

Primitive retailers (Fresh
markets, small stores)

Hyper/Super market

(Office of International Trade Promotion, Hanoi, 2018)
From the mentioned diagram, distribution channels can be divided into 3 channels as
Channel 1- exporters-importers → distributors /manufacturers → Hyper/Super market
Channel 2- exporters → importers/distributors/manufacturers → wholesalers-retail stores
Channel 3-exporters → local agents-importers/distributors/manufacturers → wholesalers → retail stores.
For those entrepreneurs who are interested in finding trade partners in Vietnam, the easiest way to enter
Vietnam market is export. If entrepreneurs are interested in a joint venture or doing a business, they probably start
from studying information and make a trip to see business circumstances at a real scene by making contact with
international trade promotion agencies in Hanoi or Ho Chi Minh city to participate in an exhibition that regularly
takes place in different months. Participating in exhibitions enables goods of exporters become widely known
among customers and those who are interested to be import agents in Vietnam. Since Vietnam is a one-party
socialist republic and has just opened its country recently; therefore, characteristics of its market and people are
quite different from other liberal countries. While Vietnam is a long-shaped country, characteristics of market can
be outstandingly divided into 3 groups as the north market, the central market, and the south market. Ho Chi Minh
city, the trade center of the country, is located in the south. The ideas related to trading and marketing is open
more broadly than the north market where conservative characteristics can be seen. People in the central market
are stingier and prefer to use durable goods. With regard to travelling for making contact with importers in
Vietnam, it is absolutely necessary, no matter they come to participate in an exhibition or with other purposes.
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The other important thing is once goods entering to Vietnam market, Thai exporters should collaborate with
importers in doing market expansion and goods distribution. All successful Thai goods in Vietnam that can be
sold across the country definitely come from the collaboration between manufacturers and Thai exporters to do
market expansion.

Suggestions
As the global economy greatly expand, it has a good impact on the expansion of Thailand export as
planned. However, Thailand has to face some fluctuation from international trade measures from economic super
power countries. But the situation of Thai baht that starts to become weak gives positive results to exporters.
Therefore, exportation should be driven more to generate higher revenue from this effect. Thai exporters need to
follow up economic situation, manufacturing that meets market demands, and fruit export to neighboring countries
so as to employ for adjusting strategic plans for moving forward long-term export and risk management to
facilitate fluctuation from currency exchange rate and trade circumstances that can be changed at all times. With
regard to agricultural sector of Vietnam, it is facing severe competition from Asian nations when entering ASEAN
Economic Community or AEC. Vietnamese agricultural products like vegetables and fruits are affected when
vegetables and fruits from ASEAN countries are imported through the benefit of import tax-free which came into
force on 1 January 2016. Consequently, Thai government should have a policy to support an agricultural sector
seriously. For example, accelerating a training program for Thai farmers to have growing skills in horticultural
crops with correct procedures starting from land preparation, soil preparation, cultivation, nourishment without
chemicals, harvesting, packaging, and continuity of agricultural reform to increase agricultural productivity of the
country, including uplifting quality of production to be equal to other countries and preparing readiness to
confront severe competition in the future.
Ministry of Agriculture and Rural Development Vietnam issued technical standards on agricultural
product import, which came into force in 2011 to reduce worrying about pesticide residues in vegetables and fruits
imported from abroad. Related agencies in Vietnam such as Ministry of Public Health and Ministry of Science
and Technology specify technical standards in accordance with international criteria by enforcing this regulation
to strictly control and check all kinds of vegetable and fruit entering Vietnam through sea, air, and land shipment
at all check points. This regulation aims to control mainly the import of vegetables and fruits from China. Though
its target is to control vegetables and fruits imported from China, the effect will have on the import of Thai fruits
as well. Therefore, related agencies should follow up rules and regulations for importation to take into account
the implementation to facilitate the import to meet such rules and regulations without any excuse of barriers to
import and should make public relations to manufacturers and exporters to know the movement for adjusting
themselves to blend with such situations. The transport of fresh fruits from Thailand to Vietnam is more
convenient. Other than air shipment, Route R12 (Bangkok- Nakhon Phanom-Thakhek (Laos)- Na Phao
(Vietnam)-Cha Lo-Vinh-Hanoi) is a popular land route due to its shorter distance and cheaper cost of transport;
the total distance is 1,383 kilometers taking 30 hours from Bangkok to Hanoi; it can lower the cost of transport to
entrepreneurs.
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ABSTRACT
The real estate industry has become the pillar industry of China in the 21st century. At present, China's
real estate industry is in an era from disorderly competition to orderly competition, and is undergoing a process
of " reshuffle" . Some internal structure and development strategy changes of the enterprise lead to the rise of
dissatisfaction of some employees HAILI Real Estate is one of them.The aim of this research is to test whether
there is positive relationship between incentive system and employee job satisfactions of the HAILI in
China.This paper investigates and analyzes through questionnaires and using regression analysis.The results of
the study are consistent with the above information in the literature review, that is, the commission reward,
health insurance, and living allowance in the incentive policy playing an important role in improving employee
satisfaction. Academic training has no relationship with job satisfaction.
Keywords: employee incentive system; employee job satisfaction; regression analysis; the Haili garden
real estate company in China

INTRODUCTION AND BACKGROUND OF THE STUDY
The real estate industry has become the pillar industry of China in the 21st century.At present, China's
real estate industry is in an era from disorderly competition to orderly competition, and is undergoing a process
of "reshuffle". With the continuous introduction of relevant national macro-control policies, the market
competition is gradually intensified, and talents in real estate enterprises frequently change jobs among
enterprises, or even choose to give up or leave the real estate industry(Yuan, 2017). Their flow showed a
disordered state, and they became employees of the real estate industry. The management is deeply constrained
by the backward management mode and imperfect enterprise incentive mechanism.Among them, the lack of
effective incentive is the key factor affecting the stability of employees in the real estate industry, and salary
incentive has become the main reason for frequent job-hopping of employees.
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JOB SATISFACTION IN CHINA

2016 survey on people's job satisfaction in
some countries
100%
80%
60%
40%
20%
0%

Figure 1 2016 survey on people's job satisfaction showed countries
(Source from Chinese Real Estate Times)
Figure 1 shows that in 2016, Chinese people's job satisfaction was only 49%, ranking second from the
bottom in the world.According to the data, only 61 percent of employees in China thought their salaries were
reasonable in 2016, while 60 percent of those who thought they were reasonable were satisfied with their
jobs.While 63 per cent of Chinese employees believe they are doing what they do best, more than 78 per cent of
professionals and just 57 per cent of manufacturing workers believe they are doing what they do best.(Xia
tingting, 2016).Zhang jianguo, head of the collective contract department of the all-china federation of trade
unions, once said that the proportion of China's residents' labor remuneration in GDP continued to decline after
peaking at 56.5% in 1983, and had dropped to 36.7% in 2005.From 1978 to 2005, by contrast, the return on
capital as a share of GDP rose by 20 percentage points.(Xia tingting, 2016)China recorded a twelve fold
increase in real GDP from the start of its economic reform in 1978 to 2005. This remarkable growth has been
attributed, in part, to labor market institutions that help maintain extremely low labor costs. The absence of
independent unions, a history of little or no employment protection and weak labor standards all provide
something resembling at-will employment. In addition, China has a legally segregated labor market with its
rural migrant workers (floaters) accounting for as much as a third of the urban labor force but explicitly treated
as secondary workers in the city. Many reports show that these secondary Chinese workers have harsh
conditions with low or no job security, long hours without overtime pay and with the loss of social benefits that
were tied to their original location. Indeed, the United Nations (2005, p. 3) has noted "with deep concern the
defector discrimination against internal migrants in the fields of employment, social security, health service,
housing and education that indirectly results from the restrictive household registration system (HUKOU) which
continues to be in place despite official announcements regarding reforms."
JOB SATISFACTION IN REAL ESTATE IN CHINA
According to figure 2 of the survey data of (China real estate, 2017), 81% of employees in real estate
enterprises are in the relatively satisfied range, down 8 percentage points from the previous year, and 19% are in
the unsatisfied range. Among them, the check rate of 6 points of satisfaction is the highest, accounting for 33%,
followed by 7 points of satisfaction, accounting for 25%.It can be seen that the overall performance of employee
satisfaction is still relatively good, but the high score section is lower than that of last year. It can be seen that
under the background of the regulation and control of the real estate market, some internal structure and
development strategy changes of the enterprise lead to the rise of dissatisfaction of some employees.
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Figure 2 2017 China real estate employee satisfaction survey results report
(Source from Chinese Real Estate Times, 2017)
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As can be seen from figure 3, the income of employees in real estate enterprises is basically
satisfactory, and most of them have a salary score between 5 and 7.
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Figure 3 Salary satisfaction of real estate employees
(Source from Chinese Real Estate Times, 2017)
From Figure 3 shows that the satisfaction of employees in China's real estate industry on the proportion
of their work pay and salary is only 3.48%.
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Figure 4 In 2015, real estate employees' satisfaction with the internal work environment was investigated in
China(Source from Chinese Real Estate Times)
From Figure 4 shows that among the six indicators of work pressure, personal opportunity and
remuneration, the satisfaction of employees in the real estate industry is the lowest.

Figure 5 The unstable factors of China's real estate industry in 2015
(Source from Chinese Real Estate Times)
According to figure 5, above 80% of the employees satisfaction in the real estate industry is directly
caused by salary, because the vast majority of real estate enterprises do not buy social insurance for their
employees and pay housing fund, especially the project sales and planning personnel whose job mobility is
much higher than the average level of the society can hardly enjoy the benefits provided by the company.It can
be learned that employees working in the real estate industry are very dissatisfied with their salaries.
In addition, the lack of room for personal development is the main reason for the loss of employees in real estate
enterprises. Figure 6 and figure 7 tell us, as a rapid development of the industry in the past, have been high staff
turnover rate of real estate industry, real estate industry in the overall situation is relatively bad 2010 even talent
turnover rate reached 60%, most of the staff leaving voluntarily, and development to the industry is relatively
stable in 2015, the real estate industry overall staff turnover rate is 17.5%.
The turnover rate of chinese real estate talents
in 2010
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Figure 6 and 7 The turnover rate of Chinese real estate employees in 2010 and 2015
(Source from China Real Estate Database)
From Figure 6 and 7 shows that the real estate industry talent turnover rate is high, also reflected in the
shorter turnover cycle of employees. Generally speaking, professionals in the real estate industry change jobs
once every three years on average, while professionals in large real estate enterprises change jobs more
frequently due to their strong competitive advantages in the talent market, with an average of once every two
years. Although from a macro point of view, talent flow can spread good and rich industry experience, thus
driving the development of the whole industry, but from the perspective of a single enterprise, employee
satisfaction damages the enterprise, talent flow will reveal the internal trade secrets of the company and cause
some losses to the standardized management of the company. Therefore, the establishment of effective incentive
mechanism to retain talents and fully stimulate the potential of existing employees play a decisive role in the
development and growth of real estate companies.
Established for 5 years the turnover rate of Haili
garden real estate development co., LTD.

5% of job
stratificatio
n
The rate of employment

The rate of turnover

Figure 8 Established for 5 years the turnover rate of Haili garden real estate development co., LTD.
( Source from Haili garden real estate development co., LTD. Human resource management database) HAILI
Garden real estate development co., ltd. is a real estate company founded in 2001.It is a small and medium-sized
enterprise and has about 150 employees. Although the company has made great achievements in the real estate
market, It can be obtained from the data in Figure 8, it is also hard to escape the problem of employee turnover,
which has reached more than 95% since its establishment five years ago. And the reason for leaving the job,
mostly because of dissatisfaction with the salary. This paper studies whether the factors in the incentive system
can affect the job satisfaction of HAILI real estate company employees, so as to solve the serious loss of
employees in HAILI real estate company.
RESEARCH QUESTIONS

(1)
(2)
(3)
(4)

How salary has impact on job satisfaction of HAILI company in China?
How health insurance has impact on job satisfaction of HAILI company in China?
How living allowance has impact on job satisfaction of HAILI company in China?
How job training has impact on job satisfaction of HAILI company in China?

SCOPE OF THE STUDY
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The questionnaire was sent to 150 employees of the company through email. In order to improve the
authenticity of the questionnaire, the questionnaires were submitted anonymously. This paper will collect and
fill out the questionnaire through email.
HAILI garden had about 158 employees, with an average age of 34. It has 50 middle and senior
professional and technical personnel, and 61% of the employees have college degree or above, and 8 of them are
shareholders of the company.This survey takes employees at all levels of HAILI garden as the survey subject,
adopts the questionnaire survey method, implements the strict anonymous answer system, and tries to enable
respondents to answer questions according to their real feelings and thinking. Therefore 150 questionnaires were
distributed, except eight of the shareholders.
CONCEPTUAL FRAMEWORK
Proposed Conceptual Model of the study is shown below:
Salary
Job Satisfaction

Health insurance
Job training

Living allowance

Research Hypotheses
H1:Salary has an impact on Job Satisfaction.
H2:Health insurance positive impact on job satisfaction.
H3:Job training positive impact on job satisfaction.
H4:Living allowance positive impact on job satisfaction.
Research Design
The total number of HAILI real estate company is 158, of which 8 are shareholders of the company,
this study facts on the employee’s satisfaction, so the population and sample of HAILI real estate company are
150 excluded leaders, which to ensure that every employee can express their opinions.
Research Tools
The research model involves four potential variables:salary, health insurance, job training, living
allowance,and job satisfaction. Each potential variable corresponds to 2-3 measurement variables. Each item
was measured by 5-point Liker scale. The subjects chose 1-5 degrees according to their actual level. Cognition,
in turn, indicates the extent of the agreement. The table 1 is a reference for problem setting.

Category
Demographic
characteristics

Incentive system

Previous research
Age, Gender, education,
Income
Salary
Health insurance
Job training
Living allowance

Scale format Number of questions

Samuel A(2015)

4

(Bonner, 2008),
5-point
(Michelle T and Erin H,Likert
2017).

3
3
3
3
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Table 1

Job Satisfaction

Job Satisfaction

Michelle T., & Erin H(2017),
Mrayyan MT(2009).
5-point
Likert

Total

4

20

Research instrument

Data collection
The questionnaire was sent to 150 employees of the company through email. In order to improve the
authenticity of the questionnaire, the questionnaires were submitted anonymously.This study will send a
questionnaire to the 150 target respondents by e-mail(2967043011@qq.com), and after the questionnaire is sent
out for one week, 150 respondents have already received the e-mail. The method is to send the questionnaire to
the email address (2967043011@qq.com). After 150 questionnaires were collected, 150 questionnaires were
downloaded together and preliminary data was compiled .
Research results
Reliability Statistics
The coefficient alpha (or Cronbach’s alpha) is used to assess the internal consistency of the item.If the
alpha value is .70 or higher, the instrument is considered reliable.(Statistics Solutions, 2019)
Table 2 Reliability Statistics
Reliability Statistics

Salary
Health insurance
Job training
Living allowance
Job Satisfaction

Cronbach's Alpha
.712
.714
.864
.805
.753

Cronbach's Alpha Based on
Standardized Items
N
.714
150
.712
150
.865
150
.806
150
.753
150

The results of Table 2 show that each Cronbach's Alpha values of the variables are higher than .70,
which means this date is reliability.
Regression analysis
Model Summary
R
R Square
Adjusted R Square
Std. Error of the Estimate
.783
.613
.602
.37090
Independent variable, Health, Commission, Living, Academic
Dependent variables: job satisfaction
Table 3 the regression model is presented in the general profile
In table 3, R Square is .613, which indicates that the data is highly correlated.At the same time, the
optimal degree of the fitting of the model is 783, which also shows that there is a highly significant linear
relationship between the dependent variable and the independent variable.

The result of Regression analysis
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Unstandardized Coefficients
Model
B
Std. Error
1
(Constant)
.237
.185
Salary
.231
.059
Living
.166
.065
Job training
-.036
.079
Health
.365
.079
Dependent Variable: Job Sanctification
*=p<.1, **=p<.05,***=p<.001

Standardized
Coefficients
Beta
.254
.227
-.049
.460

t
1.286
3.895
2.557
-.454
4.623

Sig.
.200
.000***
.012**
.651
.000***

Table 4 The result of Regression analysis
Table 4 shows the results of the regression analysis. We can find that the final four satisfaction factors
have entered the regression equation through regression test. They are commission reward, health insurance,
academic training, and living allowance. The standard regression coefficients are respectively .254, .227, -.049,
and .460. At the same time, the Sig. values of commission reward and health insurance are less than .001, and
the Sig. values of living allowance are less than .05. This indicates that there is a significant causal relationship
between the three factors of the four satisfaction factors and satisfaction. This also partially validates some of
the research hypotheses before this article. There is a causal relationship between the total job satisfaction of
HAILI real estate employees and the salary(p=.000***< .001), living allowance(p=.012**< .05), and health
insurance(p=.000***< .001) and these independent variables are positively correlated with job
satisfaction.There is no causal relationship between job training(p=.651) and job satisfaction.
So we can confirm the following assumptions proposed in this article:
H1:Salary has an impact on Job Satisfaction.
H2:Health insurance positive impact on job satisfaction.
H4:Living allowance positive impact on job satisfaction.
Summary of Hypothesis Testing Result
Hypothesis

Item

Result

H1

Salary has an impact to Job Satisfaction.

Accepted

H2

Health insurance positive impact on job satisfaction.

Accepted

H3

Job training positive impact on job satisfaction.

Rejected

H4

Living allowance is related to Job Satisfaction.

Accepted

Table 5：Summary of Hypothesis Testing Result
Conclusion
This paper takes the staff of HAILI Real Estate Company as the research object, collects data through
questionnaires, and analyzes the collected data with SPSS25.0 statistical software, and finds job satisfaction and
Commission reward, Health insurance, Academic training, and The relationship of Living allowance mainly
draws the following conclusions:
1.Through descriptive statistical analysis, we found that in HAILI company the maximum level of
education is 93, accounting for 57.1% is master degree and bachelor degree is almost half of it, 42, accounting
for 25.8%. The number of people in High School and doctor degree is relatively small, 4 and 11, respectively,
accounting for 2.4% and 6.7%. The monthly income is mostly at lower RMB3000. Between the range of RMB
3001 and RMB 7000, 51 (31.3%) and 68 (41.7%), respectively, and the distribution of employees' age and
gender are relatively average, about 47.33% of participants were men and 52.67% were female Among them,
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19-20 years old is 52, or 34.67%; 21-30 years old is 34 or 22.67%; 31-40 years old is 33, or 22%. 41-50 years
old is 23, or 15.33%; and 51-55 years old is 8, or 5.33%.
2.Through regression analysis, it was found that the three satisfaction factors, Salary, Health insurance,
and Living allowance, finally entered the regression equation through regression test. Their three Sig.(p) values
are .000, .000, and .012, respectively, verifying the research hypotheses H1, H2, and H4 in this study, while the
Sig.(p) value of job training is .651, so this article does not match H3. .

Discussion
Based on the hypothesis testing results, H3(β=-.049, Sig. =..651)was rejected. Moreover, based on the
testing results, H1(β=.254, Sig=.000***), H2(β=.460, Sig.=.000***), and H4 (β=.227, Sig.=.012**), were
accepted.All the hypotheses results summary in Table 5.
Salary
In the question about compensation, employees score very low on two of them. question 6(I think there
have good chances of getting a commission)and question 7( I don’t think it is difficult to get a good commission
in the company), Their average values are 2.95 and 2.86, respectively. Through the analysis of HAILI, the
reason for the low average scores of questions 6 and 7 is that the company's commission for orders is personal
rather than group, the competition is very motivating and the company must require employees to complete
tasks within the specified time. If the time is specified, the commission cannot be obtained.
Researched how important different incentives are for employees(Towers Perrin 2003 and Kauhanen 2009) .
Salary was ranked to be the most important. After that list contains mainly non-financial incentives such as the
permanence of employment, possibility to arrange working times, feedback and career opportunities. Different
financial incentives were at the end of list. However, employees find financial incentives to be somewhat or
quite important to them(Kauhanen LTT Research Inc,2009), there is a significant and positive correlation
between job satisfaction and the job satisfaction.Because the greatest level of laborers’ performance happens
when they feel their attempt is remunerated and repaid totally.
Health insurance
Often when mentioned employees directly, which incentives they find the most attractive and
important, monetary incentives are not at the beginning of the list (Kalleberg 1977 and Towers Perrin 2003 and
Kauhanen LTT Research Inc. 2009). To research (Kalleberg, 1977) health insurance has the greatest effect on
employees' job satisfaction, and has a significant relationship. There is a significant relationship between job
insurance and job satisfaction. In the result of this study shows that the questions about the health insurance,
question 9(If I am injured at work, the company will have a good compensation) and question 10(Every year,
the company will have a free physical examination, which are very low in the Mean, 2.72 and 2.71
respectively.The reason is that HAIL company who feels that they are just a real estate company and don't need
to spend too much money on employee health insurance.
Living allowance
Likewise, among the components which affect employees job satisfaction, living allowance is the most
critical perspective.Living allowance is characterized as the development of various procedures which express
and control people behavior to accomplish some particular objectives (Baron Bryne Nyler and Branscombe,
2006). Subsequently, understanding its significance is exceptionally fundamental for all associations’
supervisors, which can improve employee satisfaction.
Some other successful components on employees’ performance incorporate work conditions, the the major
difficulties were caused by taxation, the lack of information about the local salary and cost-of-living level,
currency rate fluctuations, social security and pension issues, as well as spouse-related issues. These empirical
findings considering the major difficulties supported the picture given in the literature. The level of satisfaction
with the compensation was clearly higher than could be expected on the basis of earlier research findings.This
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idea comprises of various procedures which influence employees’ behavior to accomplish some clear objectives
(Baron, 2006).
Combined with the questions on living allowance, question 14, question 15, and question 16, the average values
are very low, 2.86, 2.48, and 2.56, respectively, because HAILI does not feel that they should be responsible for
the lives of employees. HAILI's employees are mostly sales people. They spend a lot of telephone and
transportation expenses during their work. From the employee's point of view, these expenses are generated
because of work, so they will pay for living expenses. The subsidy is so dissatisfied.
Job training
A research was purpose to examine whether or not there was a relationship between satisfaction with
job training and overall job satisfaction(Ellinger and Keller, 2003) in this study also examined three factors that
may affect satisfaction with job training: methodology, type of training, and amount of time spent in training,
which found a high correlation between job training satisfaction and overall job satisfaction among employees
in customer contact positions(Tansky and Cohen, 2001).
But in the study of HAILI company, the job training is not linked to job satisfaction because, as a sales in a real
estate company they do not need company-scheduled sales training to give them the skills to sell real estate. And
in China, as long as there is a house for sale, there will always be customers waiting in line to buy, there is no
possibility of selling real estate.
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