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ABSTRACT
The objective of this study was to compare personal factors on the development of
professional skills of students in the accounting field of the final year of public
universities in Sakon Nakhon Province from a sample of 349 people. Collected data
used questionnaires via a google form. The statistics used are frequency rate, mean,
percentage, standard deviation, comparison of the difference of personal factors by
t-test and One-way ANOVA, and comparison of the difference of pairs by Scheffe.

The results of the study found that overall, the opinions of the final year accounting
students towards professional skills development were at a high level average with
professional intellectual skills with the highest average, followed by professional
skills in interpersonal and communication. and professional skills in academic
practice and job duties, respectively. Professional skills in self-management have the
lowest average. It was also found that students of different gender had differences in
their opinions on professional skills in academic practice and job duties. Students
with different affiliations had different opinions on professional skills in all areas.

Keywords: Professional Skills; Public Universities in Sakon Nakhon Province
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UnN. @NUAT  UIN.ANAUAT .30260* 06268 .000 .1485 4567
1N3.9dU
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anauns UnN. @NaUAT .20167* 07844 .038 .0088 .3945
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ABSTRACT
The purposes of this research are to explore the importance level of the
marketing mix factor and to study the marketing mix factors that affecting the level

of the perilla frutescens purchasing decision of consumers and tourists in  Chiang Rai

1-2 a Y a Y v
ANZINYINITIANTT UNINYIAYTITVNLbYEIINY

2 Logistics Management, Faculty of Management Science, Chiang Rai Rajabhat University
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Province. The study used the quantitative method which gather the data from a
sample group of 400 people by using a questionnaire was applied as a research
instrument for data collection and then analyzed the data by using frequency,
percentage, mean X and standard deviation (S.D.) Multiple Regression Analysis. The
results show that, the opinion of the sample group towards marketing mix factors —
product, price, place and promotion - of perilla frutescens purchasing is in a high
level. Moreover, the level of the sample group’s opinion towards the level of the
next-time perilla frutescens purchasing has an average of 3.94 which means
consumers are likely to buy perilla frutescens in the future. In addition, the two of
marketing mix factors, product and place, affect the purchase-decision level of the
perilla frutescens. The two variables can predict the level of the perilla purchasing

decision at 42.5 percent.
Keywords: Marketing mix factors; Perilla frutescens
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msuilamemsiiteguawiinatnvans lidneududuiusziandn nald viewdasyite
A

nisfourienidiou Wuwdnsyiviisuduidnuntumeivsslosiuasasman
fivannvans 017 nsalusfulowi 3 Tewd 6 Woave¥a uasuaaiBon Snviedauduundss
INTUAIAYA 9 WInUe qw%ﬁamﬂuﬁ%ﬁﬂqﬂmﬂumﬂmﬁa%mﬂizmﬂma Tnefiflui
wngUgnaanUszann 3,400 13 (wrand Tefiduni, 2555) Ganddeuanunsntnndsenay
onsldvareuszin 019 naiiudalufuasimautuiimisvietiudaniteuly
wandmann udatatuiinsuusglanidouduninfusidnuugeiag wu adady
thifunifieu anfl sieiluduyszneuluieiesdienstigein foldindufiviloddiuiadin
vosnunamiiainegeuIu wasdnduiisdnluasnianiy
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Jagiuimindese Wunddudminidniamezugnaidousnnlasianigluiiui
gLnausiivas Lagginsuslasiey %aﬁé’ﬂwmzﬁuﬁwaﬂ@jﬂ‘ﬁ'mmwamﬁmmmﬂuﬁuﬁmu
Farendernantsly lnsinwnsnsiivgnaulngdadunumsnsmedesfitiuuesdaan
Tifuredaunats mnmsdunsaidesiunui inwasnsdning/linsvienannudn
Yiouanuda fuslnnasdesnstedudulsslaitoudnynrlauasmnagsminonan Sl
Mnnddioulifuslnalnensiaziesiisdatafelathafiolindafusiansldnsniuni
ADIN15VBIRUILNA (A% M waAalsatng,funwel, 20 NUANUS 2564)

TInideldnsenmindedaymaanan 3aldvhnsdnuniadediuuszaumnnisnaindil
wasonisdaduladesddenlueniuiifmindsns lnaidondnwviainiuilaauas
dnvieafiorluandmindessns Wowmndunguidenisdnduasfunitounasiuultudiay
gouaglimuaulanitiou nsfnwedaanduwumditunuesnsuagfussnounisiiesiu
gannnisiansuazaiayadfislitunttouresdmindeseseldy

WUIZAIANITIVY

1. dlefnusyiuaudfyvesiefvdiulssaunianisnainvewdnfausiatou
Tuuueswesfuilnauazinvioadiorlumiuiidmiadese

2. diednuiafudiuUsraumismsnanaiiiinaseszsunsdnaulagonide uves
;:JU%IﬂﬂLLazﬁﬂviauﬁaﬂumeﬁuﬁﬁwfﬂL%emwEJ

NUNIUITIUNTTU/NTOULUIAA

1. wRRRgIRUgILUSEEIININITAAR

ANULWIAAYDY Kotler and Keller (2016) fimsnanisladediuyszauninmisnaia
Iuszneuludae (1) fundndud Ao Auduazuinisiignéidesnislaondndueidnuns
sudeiadudman uardudiaty Sawdnsurisiesaasslondlignd Surediligshaiin
mnaliussulumsudstu (2) susian fe Swuuiigndrseluiielildsundndus viie
oradunueniignnsuiielilasuuseloviannslinansias (3) fMuremissindimineg
yanefls mdweundndasiviauinisliungnd fatasdos
Ailivanuiidseunazsraznadwouiouiu Tnsdesfiansandnguidvuneg videngy
gnénidelas Seilfanunsodminerutesmsivnzauld (@) funsduaiunisnain
vinefs Aanssuniseonuuvdsgslanaznisdoasnsnain ielingugnAinaudesnis
viaiilalfiounnumssinlingugnAninanuidnionnudeludmdn fusi (5) yaains
mneds Masau uluianisassmAnionyaainsmstneusy
W ilelaninsaaiisnuiionelaliiugndnlel (6) funszuiunis fie Aanssuiieites
fU38n1s uazmsUfiRnuiodsuounan it Tnsazfosendoaitugndes :3a57 uas
UszdnSam waz (7) sudnwaznianienm wueis dwedeuiidiauslignadiuidy
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sUsTa wargninduialdainnisunlduins e dasms tavel uargRtiusi 2132l (2551)
ineinslfieSosdlosudnyszaunianinann axdesiinnsuiulgiegiaue Welrmnza
fuaniumsainsdluuiazeanae uasmnzantungugndusasssinnlunuideiasld
Hafodrutszaumanmanana 4 fu lunsienegdssdunsiadulatonifeuresuslnauas
dnvteaiiorluaiuiitonindose ud dadedundndus fusan fudomnanisda
MUY WagAUNTAUASUNITAATA

2. wuaAagnun1sinaulade
nszuaumsinaulatofianududounarUszneulusedadounnuiefidsnsnase

dy

nsndulate Tae Inta Judoema (2563) syirlunisindulede fdadudneg fidhun
Aerdes 019 Yadeniedany Jadennsdninen Jadefudoyatitans uazdadodiu
anunisal Sstladeitmeiiduieatostunssuiunsinduladevesiusin Tneguslaased
fiswazBoavesadosusing o fiseiuly Sedsmalinszuaunsinduladeunnsefulugae
e‘z‘iﬂmsJiJﬂaLLé’aﬂivmuﬂﬁﬁmﬁﬁlﬁa?g@avﬂivﬂaul‘uéhﬂ 5 duneu Funoud 1 FanseNTuAI
soanavsenaiugiiam 4 Guumu‘vl 2 Aemsfiumdoya uarmaden funoudl 3 Ao
Uszifiumaidon fupouil 4 Aen1sdnaulade uagdunoud 5 ﬂawqmﬂﬁumwmmwa
Gamendanisdeuds fuilnaarlddulsraunsaflumsuilae Fudululdfanislduany

Nanela vsemuliianeladls

AUAAFIUUIITY
Jadgaiulszaunianisnainfdnanasyaunisenauladoand

4

auvBIHUTINALAY
Y] ~ & do o
Unviesigdluniunimindese

NanA e (Product)

1A (Price) \
sEAUMIPnaUlatnTLau

ALY (Place)

ANSELESUNTSAANe (Promotion)
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A5ANIUNITIVY
1. Usg¥nsuazngusagne

Uszrnsuasnguinegiidne  do  fuslnaussinrieadiedlulnituiidenia
Feesei Fertfouluwaiuiifurinidee Tnardunsidenngudegislagladldanuiieg
\Ju (Non-probability sampling) dn1sgungusieenslae3suuududsy (Accidental Sampllng)
Bslaimsrudnuusznsiuiuey §isedsldmmuamamnudeiui 95% Aanunaiainden
Liifuseeay 5 AMuialaaingnsvemils eau (Yamane, 1973 819bu 55941 tonena,2543)
é’qﬂ?ummmaaﬂajué”gaemﬁm%’umﬁé’]’aﬁwhﬁ’u 400 AU

2. \nsesilefildlumsidouasannwvasiaiasiie

wesflefllilun1situedstidunuuaauny (Questionnaire) wisoanuiiu 2 dau fio
1) foyadiuynnaveIgRoULUUABUNY Ussnausie e a1y n1sAnw 01 oldiadese
ey wazdidnwazAamiduuuunsaaeusens (Check list) 2) 1nsiaiferdiundn s
(Product) $1A1 (Price) n159ndine (Place) N1sdaasanisnain (Promotion) wagseau
nsdindulatenisouiosuusenilundioly fedidnuamndudoiumnasduseanuen
(Rating scale) 5 5z TngutsAazuuufomniign 110 Ununans to uazdioofian wazuua
ANAZLUY ﬁqﬁmmﬁqm (4.21-5.00) 111 (3.41-4.20) Y1unans (2.61-3.40) Wow (1.81-2.60) waz
Yfoviian (1.00-1.80) (7fun$ Aadang, 2557 : 75)

msmaunmaiesile §Afeliinnmsmaaeumainuiisanss (Validity) wagnns
naeuAANLITeLiU (Reliability) voauuuasUn1y 1A8i3N9INMIMARBUMIALLTIATIAN
AiBeavgdmau 3 i fnsandemedadidviiniiuaenndes I0C  (ndex of  item-
objective congruence) fifnwiniu 0.885 drummnudesiuldainnisiunaaestd (Tryout) fu
nquilalinguinogns uidgudnuuzadiofungudiedisdiuiu 40 ya lneldgns
AduUsyavisieanAseuuIA (Cronbach’s Alpha Coefficient) oejszning 0.867 fis 0.942

3. MsnusIvsIudaya

Tunsifivteya {Adeldudansifiudeyasendu 2 Uszuan el

1) unastoyayend (Secondary Data Source) Wudoyaiiivatesiusuide
miﬁm«mﬂa%’adauﬂizawwmwmmLmﬁm%'mﬁﬂjﬁLﬁ'msﬁaaﬁgﬂmmzuaﬂﬁuﬁLﬁmma 32104
ﬂﬂmmmwamammmaamq g ﬁzjﬂmamamamamﬂ Nil9d0 A9 UNAIN 1NET dUNUN
391715 UATeTAeITe ‘U‘wm']msmms‘mmﬂLmawamawﬂmuua wnaatayaniieay
nA5g WWusiy

2) wnasdayausugil (Primary Data Source) Wiudoyaanguslaauasdnvioadiely
AU mTndeefigoniseuluaiuiidmiagssse siuaw 400 Ay
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4. Mseszvidaya

meideadsiussnanauariinseiteyadonoufinmesiusunsudifaguuazin
wuulassadng Tngldtoyansafindsd 1) adfiTenssamun (Descriptive Statistics) ifuadafild
UsTEERdN v AMAaNTRYBINLR 0819 1TU ArFenay (Percentage) ANladY (Mean) Lay
drudosluunnnsgiu (Standard Deviation: SD) 2) afifieyu1unieaifaensde (Inferential
Statistic) {un13u13snsadfunlddmiunaaeuauufigiu (Hypothesis  Statistics) tilav
ANUFNRUSITIE ekl sUde Ingldnsisieviaunisanaesiuunvans (Multiple
Regression Analysis) fviunsediutiedfayfisedu 0.05

NAN3IY
1. nan1sAn¥IszAuAINaIAyvaIlaTedIulszauntsnanavandniugiuddouly
unspvauilnakaziinvisaueluundwindessey

M15199 1 Anede drudsauunnigiu wazszauanuAnmiuyeInguisegslusundn
(Product)

vdeiiusiiu X SD.  szAuANNAALIY
1. yisouanansathluusenovemsls 3.96 0.592 LAUSIBN
aInvane
2. sdfoudundnfasiidaudmdasunns 4.35 0.651  Liushesniige
3. saTATesTiou 3.71 0.739 LAUSIBN
4. nisfoufiinnsgumsnan (08, GMP uay 4.21 0.675  Liusheuniige
GAP)
5. vssiusiveanitoulinnuagaanlunis 3.81 0.650 WAL
u3laa
6. UssuTvRIN oL LTuary 3.68 0.825 WAUAEUN
7. nideudivinalidondeiivainuans 3.84 0.684 WAL
33 3.94 0.688 WAUAELN

MNP 1 seduanuAaiiuresnguiegslulladediundniaet (Product)
Tunmsamfiazuuuadewintu 3.94 Tasegluszauiiusenn WeinsanludeUssifiusesy
nuiuiifiugiiniiaaie viteudundefausiddaudmislaguinig fenadsa
Aniuegluseu 4.35
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A13199 2 ALede drudeuuuuInsgIu ke sEAuANALILYBINgURIBE1gluALIIAN
(Price)

Wdeiiuszidiu X S.D. igfmﬂm
AL

1. 91mvesdioumngantuamnIn 3.78 0.738 WAUAIELN
2. S1AvesTTiaumInEaNA UYL 4.23 0.899 Lﬁué’wmaﬁqm

3. @3150M858951A LA 3.93 0.690 Wil

4. ithauanasiadaiau 3.85 0.724 WiAI831n

5. masoulisimasiildiBsuuas 3.91 0.708 WILA2831N

6. Migouiisesusivanvanglidende 3.89 0.889 Wil

573 3.93 0.775 Wil

=] [y a =4 1 Y 1 v Y .
1NM15199 2 sRuANUAATIuveIngudiegdludadesusian (Price) luansu
= N v i v & v A a 1Y a 1 i
fnzuuudewinu 3.93 lagegluszauiuniguin Wenarsanludeussiliuseaunuin
1A TTeudnnumuzaniuyinm Sanadoanudadueglussduuiniian (Auade
4.23)

A13°99 3 Anede diudsauuinigiu wasseAuanuAniuveInguiiogtluiutomig
M33nme (Place)

Wdeiivsziiu X S.D. igfuim
AL

1. Tfeumdsldnurisassnauduaz i 3.87 0.664 Wil
il

2. mifeuannsadensesulavld 3.78 0.657 WiAI831n

3. nAsfouansadeldanndunusnsming 3.57 0.879 Wil

4. igeunssmheludiiiaudede 3.96 0.988 WiLA831n

5. mideuiivasimeludurevesin vosi 4.13 0.676 WinAI831n
S¥an

6. ieuausamdeldmuaaudisng o 7 4.03 0.788 WUA2E3N

Wauly 1w NMsesnysuansdue
574 3.92 0.774 Wil
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91nM15197 3 sefuanuAniurengufegslutladefudesmanisiadmine
(Place) lunmsamiizuuundewindu 3.92 Tavegluszduifiufionn iefiansanlude
Ussdusedunuiduiifidiaieganfe vl foudifndmineluunevesinesiisydn
(Aedewiniy 4.13)

M1519% 4 Aede dudenuunnsgu warssdumIuAndiuvenguiiegslufudasy
n13naa (Promotion)

Fdofiuseiiiu X S.D. igfmﬂm
AL
1. 3rfeuiinnsduasumsuediunala wu an 4.02 0.985 WILA2831N
wan wan wau
2. nisfouiinsUssenduiuginude wu ludes 3.70 0.658 Wil
e delnsvid Jusdu
3. Msdntuduivesnideulimniaule 3.95 0.789 Wil
a. ﬁmi?iamiﬁ'aﬁnLﬁ'mﬁ’uwﬁ”aulﬁ@u‘ﬁm 4.05 0.758 Wil
Fustanauuselovi
5. fimsuugthaniseunnninmuie 3.78 0.845 Wil
573 3.90 0.807 WILA2831N

9NAN5199 4 sefuanuAniuvesnguiiegislutiadeduduaiunisnais
(Promotion) lunnsiuiizuuuiadeindu 3.90 lasegluseduiiuseunn WeRasanlute
Ustilumedunuiiuiifeindegaante fnsdearsidossieatunisouliusinnug
fanauszlevt (Andewintu 4.05)

3 [ o/ v

2. nan1sanyrdadwdruussaunisnanaiinanaseaun1sanaulataanvsiauvas
guslnauazinvisaierlulvanundmindesse
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A15199% 5 AdsiazdrudeLuunnigiuvesseiunisdndulagenidouiesuuseniu
Azl (Fudsniw)

v v o a - Y} a &
MUaNUseiiy X S.D. ITAUAIMUARNLIAUY

seaunsinaulagendiewiasulsEnIuasa 3.94 0.598 119Lq
sl

v

21nen997 5 Faudsanulunisideaded fe sedunisdeduledendiewie
Sulsznuaiadely wut ﬂEjiJ@f’JE]EJ"Nﬁﬁ’]LQ%EJ‘?JENE%igf‘Uﬂ’liglj@ﬁuiﬁ]%m’]“ﬁﬁamﬁ@'%JUU’:T%VI’]H
pdaioly wihifu 3.94 wanalddn nduseghaliauAndiuin tasteniteudioulsenu
Tundudely

A13199 6 Han1sieTendadedinlszaunitsnataiiinaseseaunisindulagenideures
dnvisaignarUssrvuluwaiunimin@isanglagnsinszin1sanaeeidud uhuunvnu
(Multiple Regression Analysis) #2875 Enter

o Unstandardized = Standardized ) Collinearity

Uaduduuszan o - t Sig. o
Coefficients Coefficients Statistics
N19HAA
B SE Beta Tolerance VIF

(ﬂ'ﬂmﬁ') 0.431 0.203 2.121  0.035
HARA N () 0.587  0.039 0.593 15041 0.000  0.966 1.035
35101 (x3) -0.075 0.048 -0.092 -1.550 0.122 0.429 2.332
49IN9NITIN 0.167  0.033 0.203 5.126 0.000  0.959 1.043
MUy (x3)
ANSALESH 0.043 0.046 0.055 0.923 0.357 0.430 2.327

n159819 (x4)

R= 0.656, R = 0.431, Adj.R" = 0.425, F = 71.746, S.E. = 0.72833, P-value = .000

Ne5197 6 nsneaeudeuluves Multiple Regression Analysis Wu11 AaLUTAU
Lifitymn1ag Multicollinearity sewinsiulilesanndn Tolerance Wndauds FAndn 0.1
wazAn VIF yindudsiiAntesndi 10 wansirdudsdaselainnuduiusiu

IngaINNIsNAFaUaNNAgIUNUINTINE nEndua (X;) waTToININITINTINUIY
(x3) TBvswadesziunssnauladeniiou o seduudfanisadd 0.05 Taev 2 Jade
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anunsasuiusutAmLEULUSHasEAUN1SAnaulatenteu Tnsesay 42.5 AetuaNng
neNsalaNIsadeulaeatl

Y =0.431 + 0.587X; + 0.167X;

nauntswudadediunandua (x;) Wuledediinadesziunisdndulade
Nuouaian sesawnlawn Jadeiutemianisinsmmie (3) lnendadesusian (x,)
uaztladuaunisduasunisnain (x,) Wiflnaneszaunisinduladontiiou

aAUsENa

nHansANwIvesuIdenuIdadenundndue wazladeaiutemianisdn
$1vine Tnadeszdunisinauladonieuvesuilnauazdnveniolufmiadese
A0AARBITUNITLYDY UTIA ATLETY (2550) UWag g1 LAIAUTING,59a55A uasgy,Soyudal
Sainadng, uaz NG JUAN (2559) fiszyindadufunaninet uazdadafuromanisdn
Smhefnadensindulatodudussianoims

Usziiuthaulavestiadodundn sueifdnaross funisdaauladoniidou Ae
Fuslaauaztinvissiiorluwnminidssesuiuarlrnnudfyiug admalaguinisves
nisfounniian esmntagtudedna fnniiaueanlssleniuarasmauuesnitousn
nu Usznaufumsiifuslnaansadifsdose Taietu Toilfasmemeesnitoudud
Snundnans o9 videuiinaaludusiinlomi 3 uaglowfn 6 Fadunsnlasiulaidudi
$udusiosanie uarluwlanitouddaswsmeaiianinsndisdosiulsnuziuasvzan
A Wudu (g a9lad wazedsn Jygnde,2559) uan%wmﬁ@u’ﬁmmzﬁﬂviauﬁzrﬂu
wndmiadeanedliauddyiuamninueseido el MIkiumsgIu 08, GAP Vi
GMP Fatlagtiundnsasinddiouiinemheilvludmindsse Hiluzluuuda uasuu
ws3U Tnediiandndsidldsunsuseannsguuds waedsliiunisiusesnasgiu daann
nsaounuazd1 Iy guilnauazinvieadienluwndmindesnedanuinalusin
amaiiandrsainnamizlgnaitieu dadudeliAnausiula fuilnawaginreuiiended
nsudendendnfusiantiioulasgainunsgiuiindafasianifoudu Lésuusznouluns
dinaulatode 017 iwTesmneesditnaunuenIINTOIMILAYEN (08.) 1ATBIVINY GMP
391309 GAP donadosiuiuidoves AR udeanysal uazams (2560) fiszyin

o v a

Auslaaiagdndulatowdnsyiiv dnlianuddyduaunindudiniuinsgiuuasasdud

ynue
Wugeduusn

Tusuaeaman1sIngnLie WU:}"]Q’U'%ImLLaz{IﬂViaﬂLﬁaﬂumm%’aﬁm%ﬁwsJaTﬂa:ﬁ
finmsgonisounnunassiminefinudnasldine Tnstnvesiiorszamnsamienisiouldan
$rurevesnlufmindeselddudinlng Wesniunsveshnduanuiisius

a (%
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ABSTRACT

The purpose of this research is to study satisfaction with cycling activities at
Ban Dan Na Kham Sub-district, Muang District, Uttaradit Province. The key informants
are cyclists riding along Ban Dan Na Kham bicycle routes.

This study reveals that most of the cyclists are men, and have experience in
bicycling at Ban Dan Na Kham bicycle routes more than three trips. The cyclists have
overall satisfaction at a high level, and their satisfaction in each aspect are as follows:
community corporation in tourism management and organization for tourism
management are at a very high level, while value and importance of tourist

attractions and access to tourist attractions and facilities are at high level.
Keywords: cycling activity satisfaction; Baan Dan Na Kham tourism
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ABSTRACT
This research aimed to analyze the effect of essential competencies on successful
practice of accountants in the new normal era. The population were accountants of
limited partnership in Yala province with a total of 4,329, the samples with a total of
121, and response rates as a percentage 33.06. The instrument used was a

questionnaire. The data were analyzed using statistics of multiple regression analysis
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and Pearson’s Product Moment Correlation Coefficient. It was found that the
essential competencies that effect on successful practice.ln addition, essential
competencies, four of dimensions that effect on successful practice are positively
correlated were critical thinking, digital literacy, information literacy, interpersonal
skills.

Keywords: Essential Competencies; Successful Practice; New Normal Era;

Accountants
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aussauiTndulunsufinen
- AUNTAADINNYG

- Glmmmammamqmma LT mmﬁ%%’lu

- mummaamgmiaumm . msﬂﬁﬁamu
¥ o ! v wA 1

- G]’]u%ﬂ?ﬂmﬁ’m’l'ﬁfﬂUWﬁW’N’W'i’lﬁJﬂ'UE‘JJE]'LJE]EJ’N

BIYRAN

- pumsszylenaasanuelviiuesdng

- frusuansalunssuiieduaniunisald
Taiuuueu

AT 1 NFBULULIAALUNITIVY

/auliun1sig
1. UszvInsuaznguiaegng
Uszrnsuaznguiiees (Sample Population) #l#lun1s3ds Ae wifnauliydn
Ufuiaulufamsmsudindndaaudwminmesauniald 91w 4,329 wie laanns
veteyatunsuiaugsAansiilledeuiiuiay 2564  fregneitldlunisiine S1uau
366 W1 AuInvuInveInauietlngldgns (Yamane,1967) fiszdiutioddny .05

2. \n3esileildlunsideuazqunmuaainiasiio
wseseflilun1side Ao wuuaeunu 51 5 neu fe meud 1 deyaluvesneu
WUUABUATY A WA 818 ANAWT SEAUNTSANYY Uszaunisalingu uassuvisnuidnuoe
LUURTI9ABUTI8MT (Check list) neul 2 Feuavialuvesesdng Ao finsvetesdng S1uaunu
anzileu unyransngluesing SuiuyaaInsaunulnd uarssegnainniiuam
fidnuaizuUUATI9E0UTIINS (Check list) moufl 3 seduanssaursudulunsufoRnulu
ganuUn@lyal noudl 4 seduaudifalumsufoRam neudl 3 waznoud 4 Luvasua
Tenwauriluanasidiuyseanaen (Rating Scale) 5 sedu (Likert, 1967) fa seiuAy
Aawiuanniian 10 Utunans ey uastiosiian uaznouil 5 Aeteiausuus
LUUARUAIIINATIAABUAMANATEITE FB ATNITIRTY (Validity) Wazaany
ostu (Retiabitity)ImamimwaaummLﬁmmaLi“]um'imﬂ'mafmLﬁmmwaaﬁam

(Content Validity) #slviglagiyaduiu 3 viw farsanasiaasuilemaulasaiclagly
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é’ﬂjﬁﬂamaamﬂﬁmivmwa%’aﬁwmmaﬁmﬂivmﬁ (item-Objective Congruence Index :
10C) mmmwummmm I0C LLmauﬁuammmUu 1 tufe Tefauugenadasiuiiion
viengAnssuiidesnisin wenaini | L atinnsAumetindnesdlszneu Tneldinasinas
farsanAimiinesAdszney (Factor Loadings) Aosimiuinnin 0.40 (Nunnally &
Bernstein, 1994) FaenAdeiitlen Factor Loadings 5¢%119 0.638-0.913 lag 2) ALTesTY
(Reliability) vasshuusavan Tngldaduusyanduoan (Alpha Coefficient) vasusassnuy
A1 U89ATOUUIA (Cronbach) Feanfildsasunnda 0.70 (Hair, Black, Babin & Anderson,
2010) 13T laAsEWIng 0.794-0.918 ufienuld wissilefinudetufiiiome
wansl3lumnsnsdi 1

A15199 1 wansAUNTIneIRUsENaULaTANENYSYANS LAY

fakus n Factor Cronbach’

Loadings Alpha

AUNISAALTININY (CTT) 121 0.757 - 0.867 0.863

AUANNRAIAINNATIR (DTL) 121 0.638 - 0.843 0.836

AUANNRAIRIETEUINA (ITL) 121 0.715-0.798 0.815

ﬁwummmmsalumsﬁwmémﬁ"ur;:iﬁuasm 121 0.658 - 0.848 0.794

5y2aa (ITS)

AunsseylenaaienuAbiivesdns (OV) 121 0.679 - 0.847 0.806

fupuansalumsiuiiefuaeunsaidly 121 0731 - 0913 0.813

WUuDU (DAR)

audnsalunsuf iR (SIP) 121 0.889 - 0.903 0.918

3. nMsnusIusudaya
A3deiiusiusiudeyalaglduuvasuany inudeyauuulgugiinenisds

Y
I~ o

BUUA UM lUTEAIT 1L 366 AUU MAINNAILUUABUNNY 3 UMY bAsUAUIIUIU

A £

73 atu 39ldinisianusazdsnuvasuauatulndlifuianisidefiladefiu wdsan
3 dUa lesuAudiuiu 59 atu 5w 132 adu lnsuuuasuniugniediasAsuiudnuIy
121 athu Aadudesay 33.06 Welsufuswiuwuuasuauiiddludssegns aenadasiu
Aaker, Kumar & Day (2001) lanaueinnsaiuuuasuaiunesisnsineunausenates

$ppaz 20 Fanenususule
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4. MFAATILNTRYA
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NTIATNANLAANBELTINY (Multivariate Regression Analysis)
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Anausvvasunmdulngidumends e1gsening 30-45 U Fuliemaudaay
finsfnwseduy3yaes Saounmausa sweldindeseifiousewing 10,001 - 15,000 U
wazUszaunsaimsviautiosndt 5 ¥ dmsunslinneianduiusvesanssaugaisniuly
nsuftRnutueadisalumsuiRo wandilummed 2 ddl

o a ¢ v o & Ao & a wa o o &
M99 2 LLﬁﬂQﬂqi']LﬂiqgﬂaWaNWUSmaqaﬂiiﬂugmﬁnLUU‘IUﬂ’]5U§]U@ﬂqUﬂUﬂqq§JﬁqLif\]ﬂLu

MsujuRNu

Aas c1T DTL TL TS Qv DAR SIP
ﬁnLaﬁa X 3.849 3.742 3.881 3.741 3.849 3.867 3.855
ﬁ?ﬂ’J’]iJLﬁENL‘UU 0.549 0.573 0.560 0.676 0.604 0.624 0.717
11M5514 (S.D)
PIUNITAATINING  1.000
(CTT)
fueueaIndMe 0468 1.000
favia (DTL)
fuenuaaIng 0547 0801  1.000
ansaune (ITL)
frupuawnsaly 0576 0.658 0814  1.000
Meviausmiugeu
2819%5yaaa (ITS)
sumsseglena 0523 0416 0736 0753 1.000
aanuAn by
83ANS (OVI)
fueruasely 0583 0668 0797 0811 0789 1.000
nssudlenu
aounsaliill
wuuoU (DAR)
adnsalunis 0620 0783 0779 0793 0507 0709  1.000

a wa

UuReu (SIP)

dudrgmeedafiszau .01
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MRS 2 uansmanITieTzdmduUsyansanduiusanssougiisndulunis
UfuReuiuanudnsalunisujifeu wuin Aranduiuseysening 0.468 - 0.814
finansznuidsuinedadifuddymeadnfissdu .01 usnani lEnegeu Multicollinearity
Taglden VIF swudnen VIF vesfudsdase fo aussouzdsnfulunmsufoaoudadaus
2.413 -5.790 Fafieniesnin 10 uansiduUsdaseinansenuivuluseiuiilddelmindam
Multicollinearity (Black, 2006) anxnsailuldinseinisanaeenvinaila

M15°991 3 LaRINISVAEBUNANSEUYDIRIAUTENavaussau T Tulunm U dRnuy
A salunisuf iRy

fuusny (nudnsalunsufuRnu (SIP)

parUsznavaussauzNandulunis

Uit B Std. t p-value
Error

PUNITAALTININY (CTT) 0.119 0.060 1.966 0.052
fupLRaIniNavia (DTL) 0128 0057 2258 0026
funnuaanansaume (TL) 0245 0090 2719 0008
éﬁummmmadumﬁﬁmuﬁmﬁ’w}fﬁlu 0.632 0.085 7434 0.000
9g19v1yaa1a (ITS)
aunsszylomaaienueliiuesdins -0.086 0065  -1333  0.185
(ov)
fruaNNansalunssulledvaniumsal  -0.072 0.061 -1.176 0.242

ilaluiuou (DAR)
R=0918 R =0844 AdjR =0.835 SEest=040587

p<.10, p<.05, p<.01 Anuiidudrfgynseaia

91NN 3 MTURTIAINANTENUTEMINRsAUTENeUYRsaNsTaur TN Tuluns
UfTRnuiuaudnsalunisujifnuvesfanismaiudiudiin lnensiesizinisanaey
Wmmwu%umau (Stepwise  Regression) wud1 aussaugfisndulunisufifarud
4 peUszneuiifinanszuiuanuddalunsufiRnu fe dumsaadednng (CTT) fu
ANURANAIVNGFRVA (DTL) AuANaaIn3ansauna (ITL) uagiuanuaunsalun1svinay
SwifuiBustnavgeann (TS) Insaidsaoswesduussavdandiuiusnvau denafeiosay
80.44 (R* = 0.844) eehsfifodfymsadfnsedu 05 Tannuaaandeusinsgiuluns
wensal (S.E.est) = 0.40587 uarArduuszAnivesnaneinsaiuiuussdnaisdosas 80.35
(Adj R = 0.835)
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M15°991 4 Uansn1snedaUNanseuYesaussaus T dulunsufiRnuiuanudnsa

Tun1sufumau
aussougAsudulunmsufofu fuusny (nudnsalunsufuRnu (SIP)
B Std. Error t p-value
aussouATudulunmsufoRau 0.907 0.039 2349 0000

(CNP)
R=0907 R =0823 AdjR =0821 SEest= 042290

p<.10, p<.05, p<.01 Aruddeddgynsada

919197 4 MIlATzinansznusEninaussourisdulumsufiRnuiy
audufalunisufifnuvesiansiiafududife  Tnsaridansvesdulszans
avduiud dawade¥orar 82.30 (R* = 0.823) agafivdAyn19adffisedu.05 fauaain
\dousnmsnennsal (S.Eest) = 0.42290 wagAnduUsravsvesnisnensaiuiuussdsmati
Yovay 82.10 (Adj R’ = 0.821)

aAuseNa

MIinTeiansEnusEnivanssausisudufuanuduialunisufuRaunes
wifnaudyTlugaanuundlyel wuin aussousdidndulunmsuftRnuiinansznuidauiniy
AudslumsuuiRnuaenndesiunuideass Chung & Lo (2007) s3yin aussauziiu
vinwe Anudiazanuansaiyanamsiidorhauildfuseumnelidnsa lnoaussousd
Fudulunmsufifeuis 6 esduszneu wuihdl 4 esduszneviifinansznusenuduivly
nsuURnuegaildudAyneadia e Arunsiadiddning (CTT) AunnuaaInInIewmIva
(DTL) shupmaandansauma (ITL) wagduauanunsalunsyiausuiugBusgiemsy
2819 (ITS) wagnuiidl 2 ssduszneuiliinansznuderudifalunmsufoRaude fums
szylenaairsnuailiiuesdng (OVI) uagfunuamnsalunissuiiefuaniunisalillsl
uiuou (DAR) TnefieasiBenusnduusiazosdussnaudsil

1 aumsamdadning  (CTD) Wuanuauisavesyanalunislidaiudnnie
nszuINNsAReg I liwgnatun1Tmslyn fadrduanudrdyvesdaym waznis
WAdgwmetadnedssd  dannsimnuaiuisaiazdaslinisiiasizd nnsdaasizd
nMsUszidiu uazmsaguiitedmuauuamislunmsudletgmldogiamngan (Dwyer, Hogan
& Stewart, 2014)

2. fueuRaIniNIeRdvia (OTL) Wuanuaiusevesuaaalunisinnaluladln
uldlunszuaunsie fetlagtunsduiugsisvesesdnsinmsuiuiudsusuuuudy
Advta emuiviudeanunisailan waziitenumienitlunisudsiu lasidudade
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dlunsialenalinisiauinaiudnse Jose, 2016) wazanuauisnaaining
AfalunaautAfidnduvesyanaiiothulflunisvinen UIsc, 2014)

3. fuanuaaingansauna (L) Wuaus anudilaluansaumnaainunastoya
#a TaeArdafennugndoslunmsufiinungszifou wazngmnefiisades lasiagdu
lasunisgensuitanuaanimsasaunaiauaiog1aunaselunisyiiny (Klusek &
Bornstein, 2006) dsluaniunisaivesmsunsszuiadelsalifalalsn 2019 nsdedeya
asaumaiusruveelaiivualng anuausaluduisdeusidunnduluewan

4. funruanansalunsihausniugdueswigaain (TS) iWuanuamnsalu
nsaf1ausseInelunisdeans msaawanszmusud nslildedn uazamsoaiuny
orsuninuasldodamngay fanrmaunsaluduiddvinateussansnnlunanuves
uPa1nshueaAns (Syahrudin, 2018)

5. sunisszylenaasisnaeliiuesdns  (OVI) WWuauanunsalunisimssi
Uszifiuuazazylonaiiiniuresssin egdlsfiniu udasyanadesordoaiuiias
Usvaunsaifiieadesgs (Arentz, Sautet, & Storr, 2013) Famsifsturesanumsaiveants
uwniszurnidelsaladalalsun 2019 Wunsifntuausnnnauluaniunisaifann
AANNTaT LLazé’qmgﬂmmhmmmmmé’mﬁlujﬁmaGiammﬁﬂﬁﬂumsﬂﬁﬂ’amu

6. fummanunsalunsiuilefuaniunisalitliuiuey (OAR) Wumnuawnsaly
msduilefuanunsaifilidaauuazerariligsiainanudemels dsluaniunisaives
msundszuraidelsalafalalsn 2019 Wudisafenduinifuluaulisiglasuiiody
aoumsniild JegnuesinlilinansenusernudiSalunisufoRam inszursaniunisal
gnsianssulle warorandeaguldlidndinansenunadszaniamnnsvhaunssela (AlLSwidi,
2015)

YoLaunuy
1. daauasuzdmsunisiinan1siveluly
Poraustuzdmsunsimansiaululy fie 1) ssrnslanseuinuazTinudfy
fumsiwawaussauefisludmsutndad 2) ssdnsanunsatuansidelummuaulouns
deoiluumslunsimunaussougiisndureaintad 3) ssdnailuiluuuimislunis
atuayuliyaansousuiivanssous way 4) dndyfianldduiuims  Tunsusady
ANNENINTA LaztiuuANg AsasnsansaNssaus i udy
2. Yorausuusdmiunmsinideadedely
Forauonurdmiunmsinitenduiely fio 1) nsdiufudsiiiernismageu
ansENULazNansEnuiitoaudtlunsUfUReu Wy mvaainnisiiuesun wag
mnufamaInsosuuinnge 2) Anvinguiegsduilileintad viednwidndyTlu
04AN5§3098UY 019 UIIMddn 3) nsAnuilagnisiinuadiuusunindeou 81
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Abstrack

The purposes of this research were to study the opinions on the marketing
mix and purchasing decision of smartphone and to examine the influence of
marketing mix on smartphone purchase decisions of working-age consumers in
Mueang District, Uttaradit Province. A questionnaire was used to collect the data on
working-age consumers in Mueang District, Uttaradit Province. The 399 samples were
calculated by using Yamane formula. Data was analyzed to investigate on the
percentage, mean, standard deviation and multiple regression analysis. The results
showed that the opinions on the marketing mix were at a high level in every aspect
and the overall average was at a high level. To consideration of each aspect, the
results indicated that product had the highest value of mean score. Then, marketing
promotion, place and price were respectively followed on the value of mean score.
Moreover, consumer opinions on the purchase decision of smartphone, overall, was
at a high level. The findings were indicated that post-purchase behavior was at the
highest level of mean score, then followed by alternative evaluation and perception
respectively. Finally, testing hypothesis, product, price, place and promotion had an
impact on the purchase decision of working-age consumers in Mueang District,

Uttaradit Province, at .05 level of significant.

Keyword : Marketing mix; Purchase Decision; Smartphone; Impact
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Tugaiagtuiidnstauimanaluladodnenaia dawadessharadunig
Ansiodoans mIudedumenisnaiaiisuuss wainssunazamfosnsveuilan nelda
msuszgndldinaluladnianisiearsuaznisnainuesgsna Jsildesmianisdeansnans
SULUU LU @ity Suwmedidn Bid (m1dm uaela wagwd fisdy, 2556 : 1) audliiy
(Smartphone) naneifugunsaifiaudlyauulaniifuvesiaies insediavnsdudives
aunimlnlugadis 96.2% vosUszyinsvilan Ussinalnefiadinislidumesidnlnesiueg
Jududl 7 wdilefiarsanandiavduiuinluenisldumesidasiuannlnundugadu
Susuanvedlan ogf 5.28 Wil susufunilevedlanogsTaUTuA (Kemp, 2020) Foyans
14 1CT vosdszrvululsemelne U wa. 2564 (nsuna 4) 9ann1sd1sianiaiseudssan
22.6 SunFeu wuin fnsidensodumeside 20.1 &
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ASIS0U (88.7%) uwaz Nlnsdnwniens 21.9 a1uaTIoU (96.7%) TasUszannisly
Imﬁ’wﬁﬁaﬁammﬁqm Ao ausnlnu (93%) @inauadfuind, 2564) azmulaintoya
MnmMsdrravesszansiantulssansiulsenadululufiamafionty Suandfiduin
aunsnlvuiitadeddglunisaniiugin

International Data Corporation #38 IDC @nnUuiduszaulaniUames1ee1u
Worldwide Quarterly Mobile Phone Tracker SeUn #siu80A8au1 Ny AaAaN15™
Trlu 2563 valan wdadueenaguLss IAT1ERgoAUITLATULITNVDILAAZLUTUA NINTI
soavpa ML DTusnlantuegl 1,370.8 duiedes Inaidnaaiiflangeandud
1 wegadeiiesfeaunsninudyeifinimald Samsung 295.7 EuiAies sesasuliun
Huawel 240.6 &1ule3es vaiz#l Apple ANNNBEURU 3 oeffl 191 dMuiATeq uenNd Sany
Sninlumanausvlnuiunusuddyrasunsosdinudaddds 54 % msne $vs Huawe
Xiaomi Lenovo Oppo Vivo TCL (ndifimiBes, 2020) arnanniznsudstudisuussaunin
Tunnuusuddndudodldnagnidiutssaumianisnatn 1y Xiaomi THudelawn
goulat vie dolavandu 9 lunsadwusudlinanedufivensu dwu Samsung Tneii
fsusioonumeliiAnnsniidefionagnsmstmandust Wihidlaialadvesgiuslanus
azauusaznisldnunagnsuasinasianuddglunisiden Influencer uay Celebrity 1y
FunuvssLususlunsiengnAuazifineanne gavihe Apple nsastsmmandunanlnd
a1 event a3 Apple TuAstndess q lunsesnnandasiniousnisiml 4 sanundnde
AnTuainnisii Apple  UnUannuduvesdudiuazuinisitazilag Mlinaudos
Jumuinis Msasnnutmadlnaasiwemdeaneiuiie Apple Store NagNSITNI3
RERTORER Apple ﬁ?mziﬂﬁ&y’aﬁmmﬁuuﬁl,lfda a9t Apple FuAensandesEassen
Imalaiéiy’ﬁmwﬁuﬁwﬁiﬂé’fjLLﬁzjm’%a%Mﬁmiamwm LL@'%L‘f]umsé’?ﬁﬂmiﬁqqlﬂLaaﬁﬂﬁtﬁm
AwEnynadeineesiiianlauusus Apple

INNAYNTAIUUTZAUNNNIIAAIAVBY Samsung WUTINALNTIIAT HANS st
F9INNNIFINTINUIY WAZNITANATUNITAANA ﬁﬁaé’ﬂé’agﬁamiﬁﬂﬁﬂﬁa fuuansin na
qwa‘a"mﬂizawwmsmmmﬁma@iamaﬁ@ﬁu%@ﬁmm (Putra, 2020) @unsnlviu Apple 14 na
grinismarninadennfnssunistouas nsldamivlruuiu Ssnagnsaruussanmng
NM15RAR USENaUMIY ATUNARAY AIUTIAT ATUTDINIIAITIATINLIY ATUNTNU AU
NTUNAUDAIUANYAUZNIBAIN LAZATUNTZUIUNITUINNS ﬁmmé’uﬂ’uﬁ‘ﬁ’quﬁﬂﬁmmi%a
waznstdaunsnlny @3uns gumednes. 2560) dusunaineeulatvasauisvliy wuil
Hadvdrudszaumenisnanariinadonisinauladoausnivuriunaneeulayd  ned
sedunsindulaadslussfuanlndidsadunndiu Toun dundadue Fusia du
F09n19N153AT MUY waZFUNISEUASUNIINIIAAIN (855AAY TUNTUE. 2562) Fadu
Uszaumsmsnmalagsafinnuduiusiuanufionelalunisgoaun sl uguimss
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anvivulneialy Ssuuvunseenuuuiianssu fanududrtuduitdedlsidusing q Tu
aunsnlniy Asuasu wennilSsdinislawannudess 4 umsiageliiuilnaundeld way
minguslaaiianufianelalumudssdnsammsldnuiunndnualuagauanuauaigey
danasiongAnssunisseriudiuaud Suuduilddeundaitedudniuduy duiunisads
arufianelaliiAnuaguslnalduinvinlsdendsnadengfnssunisteldifiuduld (Sade
SITUOUINIA, 2563)

MniinarandsfulanaiuinginUszaunianimatn Usenause wandue 5107
991194119390 91IMUE Lagn1sduasuniIsnatnddnsnaseniiuiianelauaznisdndu
Tugevestiuilnm deidunagsiiddyrossia dafusznevssinauninlivludmingnsing
UszgnAdiulszaunanisnainuiuinn1suageudnine augdideaulafinyinanssnuves
dudsraunsnanaiatenisdnduladeaun minuvesuilaaterolunsineios
Frfngnsdnd Wumsjsinuidiuszaunnanisnaindifianinarenisdnduladoauniv
Iwyasuslnadeihaulundineiiles Jamingasang

TUTTAIANTIY

1. ifieofnwianuAaiuresiuilaasediulszaumnanimainuagmsiadulate
aunsniny vewduslaaievihnuluedneiiedaingnsang

2. iR Bnswadiulszarmsnisnanafunisiaduladeaunsnlnuvesguilan
Tovhnulundinedledmingnsand

NUNIUITIUNTTY

nsfnwnansgnuvesdulszaunanisaatatenisinduladoauninlnuves
fuilantoinay luweduneiflesdmingnsind  AazfidoldfnunuiAnuaznguii
Aendeatunuidesd

1. WuIAALAZNgEEIUUTEHNNINITAAIN

1.1 AnuvEnglaradAusznoauredIuysEaunIenITnang
Kotler (2003) na1791 dautszaumianisnann waneds yaveaadosiionig

9 Mam3nann Jegsiatun e ufoAnnslildauinguszasdnianisnaialunais
Wvaneaenadesiu Lamb, Hair and McDanial (2000) fina1al341 Junsihnagnd
Aefunisudndast Yeam1enisiadiming n1sdaaiunisnain wazn1simuaIIANLT
Usvaufuduniadion Savhiulasignsemne WeneliAnnisudsuuasiunguidmane
wagyiTliAnaufianeladafuas fuaosie udluyuuewes Thomas wag David (2012)
nduseaindumsruulagionzegsbeiulsidfymeldnsmunuvesgsiafiansold
Tun1sviliiinnufeenis (Demand) waglasuussloviainnisuyesdu (Competitive
Advantage) Fuusmanildun nandast (Product) doeme (Place) nnsdaasun1snatn
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(Promotion) uaz31A7 (Price) Tnsiauusivaniagiloadusznoudesiiannsatiuniingei
iWeusulimnzaufuamanansavesssia nanlasnmsmud drulszaunisnisnain
vi3e 4 Ps fio idosdiolumanaununismanadenisinesidaudseauia 4 6 uaznagns
msean 4 Ps filulufiemaieaduasilfgsfivanansadidsnnudesnisveagndn waz
ussadnguszasAanansaante (Ineduwes, 2562)

daudszaunianisnann (Marketing Mix) #sai5en31 4 Ps 1 Judagenng
MsmanAfigsRvanIsanIuAy Uiudsuuladldmuanumsnganiuaniunsel (Perreault,
Cannon & McCarthy, 2019) Usznausig ndnsua (Product) 51a1 (Price) N153AI1%U"8
(Place) wagnisdaBunismann (Promotion) igsAasasldsiufuiioussainguszasdms
N13Ma1m (Armstrong & Kotler. 2017) @anAdodnuLuiAnvad Kotler (2000) na1291 dul
Uszaunenismann fo iusuuuuiugudmiugsialaeduiingnsuet 511 aowd uas
Msduadunisue (M3efiiendn 4 Ps)  Ingdruuszanmsnismaingniivusliiduye
\3esdlennanisnaniigsiald eustaingUszasdnisnismaralunaaidivang (Kotler,
2000) wazliiunne1991NKIARYBY Hunt, Mello and Deitz (2018) nd1791 diuszaumnia
nsnaa mnede iedesilonmainiigsiade ddiloliussg Tagusrasdnisnainlunain

a v

Wiy Usenausisfanssunnedenigsiadesldinansequalasaludua usnis wse

a £

AuAn Fefieiduniesdionisnaiaiigsfiafedddiielivssginguszasdnisnainly

a v

nauitihvang Usznauseiansaumnesisiigsiafeddiftonsedunnudomnistodud uins
yieAuAn (Hunt, Mello & Deitz, 2018) Tneflasdusznaudsil

1) WaAnsawei (Product) vanefa Asflauevielaegsia Wloauessnudniunie
ANUABINITVRIgNAIARALTsNela (Kotler, Keller, Hoon Ang, Tiong Tan & Meng
Leong, 2018) wandausiiauevietiu aunsaudsesndu 2 Usziam liud dudiidsam
wazdufilaiddin Insauantindndueivszneuse Usslovd auaim sUsdnuas
vssafudt wusuduanlududdnungeine q fanunsdudalddelssamdudanai fe
sU 5@ ndy Fes dda naonuANANTATaNNsaauBInNLFeINSIU Y WARAuAT Ten
AUAT USAS ALAR d0 U 09RNNS W3eUAAR (A3I5500 WE3TMU,ANT w3 shl, Udlen 13umn
wag I3vinin oIV IUUN. 2563)

2) 39 (Price) v garmdnfusilugusiiudadudsiviosne dmiuns
I¢nBeunadsiifinaan (Perreault, Cannon & McCarthy. 2019 : 653) Tngfninyadiu
tnmsnaelnnamingdt fe arwaunsavewdniaeimidunisuaniudeuiunaniosidu
A 1@ wandaans 1 Alansu Fefamauargaaitudsuulasmudadofunaiuas
anuil ilesnaveskAnfasiunfiarasiouguasdgUuiunagduyueie q Feudieag
WagusaiinsasuuUadls iwmmaﬁwﬁ'ﬁmsme"ﬁaua&gmaamL:]m
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Tusnsifeuanuiidmsnfnedduuemanuiivasdunurmaudussoging fafudads
unauagsuaaifidudAlrsaiinnuuandnai Gnia ju3ema. 2563 : 153)

3) ¥em1en139ndmie (Place #Se Distribution) wunede lATeaseves
Yosmsdsusznausmeantulariansa Miflewndoudnendn it wazuinisanesdnisly
fanann anduiiiwdndusioongnatalmnefife an1tunisnain druAanssuazidu
Aanssuivaglunisnszatefdudi Ussnouse msvuds n3ndsdud waznaiuinm
AUAAIAST N5TRsINeTsUsEneUse 2 du et (@3990 WE330,ANT 1a35h, Udlen
TRun wag Iseiad owdvv U, 2563)

3.1) 499M190157871A (Marketing channel) Nquv8989AN571%28
\ndeuiendnisivieuininiensliviensuilae neguilaanieniegsia F9e19edl
nangdunouLardeserdeninusauilesnnnalsusen (Armstrong & Kotler, 2017)
Usenauniean1iuAunaani1sA1d9 (Intermediaries-wholesalers) §3nd1vine
(Distributors) uazgA1Uan (Retailers) fiadeuneg (Hunt, Mello & Deitz, 2018) luszuy
Yownadadmingdsusznaume fuan aunans fuslaa vieflinsemanmnssudenaasly
484019939 (Direct channel) MNKHER (Producer) TUdaguslaa (Consumer) wiogldns
gna1nssy (Industrial user) wazld¥ean19deu (ndirect Channel) 31nKKE#R (Producer)
H1uAuNane (Middleman)  lugsgfuslaa (Consumer) v3agldn1egnavngsy (Industrial
user)

3.2) MINTENLMEUAT viTe  nsatiuayunsnszaefiuAgnaia
(Physical distribution or Market logistics) {Jun1s3aunu NMsUJURMLLNY wazn1saIuaY
mMandeuefdud Uins wasdeyaiifertosnnuvainsanludunasnsuilan iite
AOUAUDIANUABINITVRIINAT Tngglaniananauunume ils (Armstrong & Kotler. 2017)
mimzmﬂﬁ’;ﬁuﬁﬂﬁﬁﬂﬁmﬁﬁaﬁ nnsauds (Transportation)  AstAUSAwIAUAT (Storage)
WaEN1IAGIAUAT (Warehousing) La¥NNISUSUISTAUAIALUED (Inventory Management)
(F3a9904 135010, A0S w330, Uedlen 3ua wazdsyinnd oydvyuum, 2563)

4) n3daa3unisnaia (Promotion) Uszneufieianssuiiieatesiunis
Aoansnmamansdtos uazgilagndlitondniust (Hunt, Mello & Deitz, 2018) saufady
naudstmasuararsanuiidefounndnsaeiiude msduaiunsmaindszneudie

v 6

i3nsflefiddnfie nslawan nsUssnduiug  ansvelaendneueie warnisduasy
nswe TnediseasiBendedl @3assa @isnd, @03 w@3ined, Uden Tuan uasdsead
DUIYVIUUY, 2563)

4.1) Mslawan (Advertising) [unisi@uetnansreansisuvulag L

Tdyana lnadumsiiaustnaisuaznisdaaduduiuasusnis vsearunlaeifosd
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n13918RulaegUfuATI8N"5 (Sponsor) (Kotler, Keller, Hoon Ang, Tiong Tan & Meng
Leong, 2018) 19U N1SlalWa@UAINTIUINIS muﬁaimq nsvied vidsdefiud dneans =a

4.2) n15Usey1duius (Public Relations: PR) @u1sauuaiu
2 &nwaiz Ao n13WiT7 (Publicity) Wunsdeasifeafiuasdnig nansoel vioaudndill
fostedulaensdlasdgududmens wlunfoftieuasdesiinmedotuundemary
iiegslalimeunsynnanslyt wu msliinieafundndas nnsdaussyuveduanun uagnns
Ussrnduiug WunhilunmsuimsianaitesiuaiuasUssduvisunfyuey vesyaaale
yanavilsvionsdng ednimafingsuid wazuivslusunsuiteUssiiuanudnlae uazns
gouTuNYUTU (Belch & Belch, 2015)

a.3) msvelagldniinaiuwie (Personal Selling) n1sdeansuuvaDs
yesenimdnauneuazgndi iiegdlaligndiinnisinaulede suudadunisad
ANuFITUsSUAUgnAT (Hunt, Mello & Deitz, 2018)

4.49) n3daaunisuy (Sales Promotion) Wunguuesedosiionts
doanslaglininnuneiionsyduliAnnistendnsiast (Hunt, Mello & Deitz, 2018) 1fu
nagnsnsnaaifiegslasserduunznszfunistedudmieuinis viaianswasulaan
@jmiﬁulé’ AANTTUANATUNITUIY 10U N15aA wan Lan waw (Human3 qule uwazane, 2560)

druUszaun1an1snann (Marketing Mix) wiadend aps Juiadesiionisnain
fssialfifeussginguszasdnisnisnatn Usenoude wandust (Product) 5101 (Price)
M3dndming (Place) waznisduaiunisnain (Promotion) fssAaseslisaniu ileussq

(%

Toguszasinianisnataildlyudnisvig udsaiunisinsedeans n1sasianisiuiness
AUAMTBUINNT N13ATNANNFUTUTTURA N1sasAUANARBLUTUA 189 dduUseaunig
msnaadusulsiiddynelinismunuuesgsia lnegsiaassedldsauiu weldnssquli

AiNANABINITVBIEUTLAA

2. wwRaLaznguEfngiunsaaaulade
nsandula (Decision  Making) unefis nsrulIuNITiUNISI@annsEyinddle

= v

dmilsnnnmadensdng 4 Aifey Feffuslaatnazdosdndulalumadonsna 9 vesduduas
uinsegiaue lnefifuslanazidendudvieuinsmudeyauazdedidnvesaniunisel
msinduladadunszusunsiiddyuazegneludslevesuilan (Fenmuidia, 2560) uaz
mssnauladomneds nssurunmsmadentanadenuilainvats 9 madeniildfiansan
wioUszfiuegaiuds iunsliussginguszasd uasidmunevesesdnis (winda, 2563)
nszuaunmsindulavesfuslnadeudyaSuduluauieiauainedenilldldaududs
ansofinnsaundutuneulszneude nisueufiudlam nisuaromanely nisuaremn

meguan nsUszllumaden nisdedula  Quawen, 2563) agunszuiunislunisandula
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YoIUTINAYTENOUMIY AINABINITLATUNIINTEAUNTENITTUSTIAIILAB IN1INITUAIN
Joya N13Usziliunauieon nsdnaulauasnginssuvdinisteuminefugluiessusse,
2563)

wAnssuguilaafidnuazidunszuiunisiideddinaazaumensiy dade
avlunazarsuenitlinannut avdudsiifiidninadonszuiunisdndulavessuilaa
(Consumer  Decision-Marketing ~ Process) singsAauazinnisnaiafiansaniednsnani
nanszvustalte dufufesinnsaiduilaaiinsruiunisnmsdnaulatessndls madndula
GT?aLLaswqaﬂsimmwé’ﬁﬂﬁ%a awulFesednauin nszuaunisteriu Susureunistotss
warfinansenundaniste gsnauazdnnsnaiadsmsiiuluiinszuaunisnisinaulate
sravun lalluatunounisindulatowindu mszduilaaldiuduneuss 4 5 Sunoulunis
Fonnass wilunstefiduiatnsuseditu fuslareraasdnduneuusduld wWu Sosndily
BoUsedn fagnruanudeinmsvesnuuasingiuneunsinauladonud Inetaduneu
nsAundeyakarnisuseiliunanisdentd nszuiunisandulaveduilaa (Consumer
Decision-Marketing Process) @sUsznause 5 tumeu fall (unan3 aoln wasans, 2560)

1. M33U309AUABINTT (Need Recognition) nsruIunsanaulaveulan
fﬂvLﬁmuma‘uﬂﬂaiaﬂmmmmaqmi Tneffdetuarisumsemiindsdamvionudndy uas
AusaINTTii mm%mumsﬂivmumﬂaqﬂsvmumﬂuwumumawma iy Aawii Log
wisziufigunamesunaisifunsinsedu  vieenaduanudesnisiitinein dsnsedu
meuen Mnnselinszmiinfennudosnisfngnn wu mslavanens Wewiueiayinla
AARDEINI TUUTENIU wazihluganudesnistes v eiiuanfuseniu duneutl tnms
panamsvITeguslaaitadum amudesmavieliymilintu aunafivinliAndu way
lalsiuslnalutonansasivis 1 ldegsls (Kotler & Armstrong, 2011)

2. m3fumteya (Search) ofuslanldnszmindsnnudesnisuda aisy
Fum3snisitagiinlianudosnisdandnldfuannamela msdumenanssdindu  Tae
dyvmnaeganng mnusnssfuvesuilaatuidvinags unsindnsusifinwelaog
Ind ﬂmmuLﬂulﬂimwuﬂmawaamm meﬂiuummUﬂﬂﬂﬂmaf\wmﬂﬁummmam
yiFesfunsdumdeyaiiisitostunnudosmstu nsfiyanassimsdumdayainniios
diesle Tusgiutiadonarsusens Ao Sruruvesteyafiasmld arumels Arurnms
Fum uazkafifndulunendsnnlailddinsdumdoya duilnroraldudeyainannvany
undsfieiy agatu unasteyadiuynna (Personal Sources) uldun asauai Lilou
ety Auddn sifeuvastoyannanisi (Commercial Sources) Wu  dolamwan wifnau
e Auled funudmie vssydud nsdasansdudningiu visunaseyaaisisue
(Public ~ Sources) 1u domavu lutuiitnnisnainazdedlideyafsafuaudiisaiy
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wan st ievhliuslnadadulatedudn guoasBoaundsdoya n1stefilumamsuas
Laiunenis

3. MaUssdiunamaden (Evaluation of Alternatives) ndsaindunausesnis
Aumdoyauds fuslaadewinisussifiunamadensie q Mduldlddeurinnisdnduls
TuduifuslnedesimunnasinmsfinsaniiaglddmivnsUssiiug Fanmsinsfiasa
Hudesveammraiiuoniiu Wy auaw 1 Wudu wiedudesesanumeladiuyana
U Ferdoswowmsdudn uuu vied Wusu dnnsmanndndusesdfensussiiunaniaden
vie BnsifuilnaUszananadoya Lwa’l,ﬁlmmsmmuaaﬂwamq qiﬁnmwwﬂﬁumums
Uiumuwamuaaﬂmawuﬂm ilddosie wasiiitosdunoudos  uiimanedunauly
nszuruMTUTTfiune uvnadamadenildinatsuuy avduguilnadesfiansandon
ymadeniinelifnaumelanndign nanlasagy msahaaisilunsyadidsiddgyde fos
yhlvigninilsveundiazidle fesand Jo wmana dnwaziide auveusin 4 titeviligndn
SAnteanuentald aarisle Wisualiowluaunrseuasuferiunsesdniduiues waz
yinadsiinadesilmAnanuaantosidlild

4. msdnAulado (Purchase) luturesnsUssifiunatiu fuilanazdiduite
wazfmuaeuRtlafiazie laevhluudnsindulatovesiuilnnazdonsiduiiinuiosiu
vounfign wiforniatladvaesiladodununansenin anuddlafiasdesunsdaaulade
Hasuusniferimuafiannaudy q Jadefiaesine Jadeientuanunisaiiilaldaeanian
nou ;:iU%Iﬂﬂam%ﬁmummmﬁu’ﬂaﬁag%@lmEJ51@5@%]%5’8@'1& 7 1wy gldiimants siand
aants wazusglovidveandndnsifiaiands egrelsAniy mgnsaliliaiavisens
Wasuudasaudalalunisdold wwu insughaniaudas qudsduenaansian inszariu
AruvpULarATRilaTazdetiy lulddsmadensidendeesauiviuanely

5. anﬂiiumawéj\‘imﬁ%@ (Post purchase Behavior) mu“ua\‘iﬁqiﬁﬁ]ﬁaﬁﬂmﬁ
naraldléiateduidendnsusignieluud visndendnsusiluudfuilnaenaazwela
vielifenelafild dstimuainf@ossnelaviolifawslatunsdody sgiianuduius
sEninANUAIn T usaaUSsusunsSustwseAnSanuewaninm awansud
Usgansamanindieaaniald fuslanfaglifianels usmanuinfuiiuszansamminiy
auaands Juilaafaznela drdesnisiiianuidnuseivledesdivssdniaingenin
AnuAAnda YaainesEninsanumanistuuszansamdannuinls anulifanelaves
;ﬁu’%‘lmﬁ%émn%uwau aviuanddiifiuin ndnoueasdyailudein saudiiy
anunsovhldvindu egieasldfemela vluanuisnelsvesgnéndaduFesiidndy A
fiawelavesgniniudunguadidey TunsasmudiniussureliiAadlsnngnd uasdu
mMafuRgguaiangnaluszezen Qﬂéﬁﬁﬁmmﬁawa%ﬁa3%@&45@17&4%5%@@5@5145’1
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ludnuwauendlvaudu 9 Su§ wwlianvaulansdumvessudsiogasazaulanislavanves
Audatiogasmey Iuisdendniagivilndu 4 angsiaununeg

v v v o o - o v s a & = o &
m'ﬁ'ﬁugﬁamwmaami %ﬂqiﬂummaga%ﬁﬂwmuwwma nsRnaulate = WERNTINNILNAINTIVD

Al 1 Tumeunssindulagevesiiuilna
17 : Kerin & Hartley. (2019, p.128)

asu msfnwnszviumsdnaulatelunngy Tnn1smannaunsAuMILLINTg
dedreliduilnaiuudagdululy Tnsnszurunisinaulatovesite Usznouludae
5 tunou suldun nanszuindsnnudesnts nisfumdeya nisdsedunaniaden
nssinaulade LLazwqaﬂiimmwﬁqmi%a andiuldnszuiumsteu Sududeunisde
Pauagiinansgnundaniste ssfauazinnsnaiadsmsiiuluinszuaunismsdndulade
nnduneu lilduatuneunisdadulateuiniu Tnssuduluddanszdunisnisaain
Usnaudie 4Ps Tdun Product Price Place ua Promotion fiTlugnssadulado

3. MUATENgIda AN TaULUYIAANIIIRY
woRnssugusinalusesdAguindmiugsia wislddayanginssuduslaaly

Y
v = 1

MNSIURLNINITNAN wazAaufidfydmsutnnisnain Afe HulnAiin1smauauess
ANUNNINNIINTTNAIAAS 9 oE1alsTigsRvenathuldld 9aBudufife wuudansds
nszduLarNINOUALDIIBINgAnTINAUTIAA (Stimulus-Response  Model) wuusiansil
wansliffiuis Ansedunianisnatnuazdnsedudu q (Stimul) fidrangnaesd Black
box) iemuiniinAnvesiie uazneliinnisnouauas (Responses) sodansdutiu 4
Fedanszdumanisnatn Usznaudnenagms aPs Léun Product Price Place wag Promotion
NaM STk uNEuduIdnsEduMIn e eduYsTaNNIsNIRATIR 130 4Ps Tnasio
miﬁm?ﬂu%asuaqﬂuﬁm (Cadogan, Boso, Story, & Adeola, 2016; 9353ALAY TUNTUIUE,
2562) Yadeitnelmannsiadulanisteiifafevarsussiiu wilunsideadll Yraneas
nsgfunImInanesuedvswaiiirenisiadulatolnefiseandendsil
namevesinsUszna wud dadelunsdeasnsnlnuveamjuanilulszina
1u3By Wianuddalunisnanagndnisiusaimuinnitdudu o (Cadogan, Boso, Story,
& Adeola. 2016) walussunnainidiowwndas Ussinadulaii@omszuanadiuindiuls
savia Wud 5701 wAAT0eT Fosmnentsdasmitng uaznsANLESNNIIaRNTBd ARy RanS
faduladoaunsvlniu (Putra, 2020) dwmfulsemalnenisindulageainlnusunan
ooulat mnmaiudeyaddomnivivuiumamesulaflulssmelng nan1sidewui daw
Uszaunnansnaniinadentsinduladoaunsulvuii unaineeulatlulszmnelng Tned
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szdumsindulawdslussduinnlndifsstunndiu fefundadust a1 deam1anisdn
MUY WAEATALASUNIINTHAN (BITALAY JUNTUIUE, 2562) dnsuUseenshu
NTUNNUYIUAT NANITITENUT ‘wqaﬂﬁu%yauasdauﬂisaumqmsmam Tagsauualdl
auduiuifuanufonelalunstoaunsninuvesfuslnalunsummuuns Adugui
WAl SsUuuuniseenuuuiimesny fenuduefuiuiidetietdusing q as
A3y nenanigeiinislavanmudosns q ludsiagaliguilnadnaulade (B3ady 533y
DUINIA, 2563) dr1unan1TIever1dmindnanisideliunndreiuluwndmingvys
NaMTITENUT sEsuAMUARuREIRUdILUSTaNTINMSRandalun s eau Sululy
A segluszdvann Wefinnsanidusiesu wui dudszaumsnsnaialuusassiuog
Tuddusnuiu Tnsaunsaidesnnuinlumdeslased fe  Fundnduet drusian
ATUNITINTINUIY LATATUNITAELEINNITAAIAN (1ANT AWTBY, AUNITIOL WauLElDY Lag
T8 WAINDIAIY, 2562)

INATNUNIUITTUNTIUI AU AEH?

Y

JeULWIAANg U LazUITeMAITY

Avueanugulun e “d@wdseniensaainiisninasenisdndulageauisvlnuves

1%

Huslnadevihauluundineliioadmingnsing” LaenseukuIAnNITITe AanInamuas

Y

daulszaun19n1Inan
PTUNAR T S,
F1U51A7 msmfmsl,wa
AUYBININTINTIVUNY asninlviy
AUNTALESUNITNAN

AT 2 NFBULULIAAIUNITIVY

BAnliun133de

1. Usgynsuazngudiegng

Uszrnsiildlunisinuideaded Ao Uszrrsuilulufeviauiiondeegluien
gnailosdmingasing $1udu 151,035 au Toya ol Weausuiay 2560 (F1inauadi
Jimingnsdngd,  2560) MuuavwIangudiegslagldnisgasdiuiuves nlseauiu
(Yamane, 1970) Ingld@manandaudi 0.05 leingusieg1aduau 399 Ay

desndagtuiisznslutevhaunneuiiaunsnlnuiiamsadeudedumnesidn
Tunsdudiegaddldisnmsdudegrsuuuldndnanuiiazidu (Probability sampling) fag
Fsdusogisuuumatedu wiseeniduamusivainaung vt/ Saazviing
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Auswsdeyalaglindnanuniasdu munvvasvanudilddawseulithluifudeyaain
nauieeailelldnsuduiu 399 fegs

2. 1nseslafildlumsidouazannwvasiniasile

winaflefldlumafudoyaluamifoadsd Ao uuuasuniu (Questionnaire) Tag
wltuuuaouniadu 3 meu il

pouil 1 wuuaeuaudeyasnuUssrnsmans 1éun e ong sefunsAng endn
wazsels anvasuuvasuauiuwuuidennou (Check-List)

poudl 2 wuugeuaIAEITUdLUsTaRLIImsRanalunsiaauladenTodunsnin
uvasfuilantesiiauluiundinediosdaningnsing deiiianun 4 druldun d1u
NAMAUY ATUTIAT ATUTDININITIATINUIY WAZATUNITAILATUNITNAA ANWUY
wuugeuanuilunuunnsd@uUszifiual (Rating Scale) InsuwussgauaudrAgeoonidu
5 55AU

noufl 3 wuuasunaieafunsdaduledoauivinuvesiuslaateriaulun
Sunedioadavingnfing demun 5 d1u léun n1ssuifennudesnisudonissuitaym
QREGIVALEHE msUszifiunaniadenteuniste msindulade WAENOANTIUNIENAINTT
FodnuazuuuaeuadunuuinasauUsfiue (Rating Scale) TnauusszauANdIALY
ponilu 5 szAu

Tupeauil 2 way 3 MrUANMITIUNTIRAL LU ﬁwialﬂﬁ(uiyw A3dya1n, 2553)

o

SEAUAZLUY 4 UUIAIINIT AIUEN

agluszauLIN

sERUATLUY 1 vianeaud anudfyeglusedutiesiian

seRUAzIUY 2 mneanud AnudAyegluseduiley

seAuAzIUY 3 mneanud AnudAyegluszAuliuna
Aty

) i Y a

seAuAzLUL 5 MneaNdn Anuddyegluseiuunniign

enaelamMurumneilunshlanILLNeARALUTNAINBU A9

Y
a

(Utyan FSEzen, 2553)

AaAdaus 1.00 - 1.80 vansaud teeiian
AnaapRaus 1.81 - 2.60 MneANIn Tow
ARAERILA 2.61 — 3.40 MNEAMNI UTunans
AaRpRIs 3.41 — 4.20 MNEALI 1N
ARRaus 4.21 - 5.00 vaneAN Iniian
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M3a¥1ATATINFEUANANIATENIaNTITE

Anzfitenumussanssuiiieates afsuuvasunuadusisliiduluam
fnquszasdniside nefinnsanisenugndesuazasufurenien sufenmnifldudni
LuvasunuRTU Saussefidvg WensaUsuiufiansananuiiesmss (Validity) ves
LuUABUAIL A 10C thiuvasunuiiunsufuuFngidsanglunaassld (Try Out)
funguidanuadengusnetnauslalinguiens $1uru 30 ya dudumsiesziman
Fortu (Reliability) YoInUUAs IR B Il sEAVS kAT (Alpha Coefficient) ¥84A5®
4U1A (Cronbach, 1974) FalgAmnundesiusisatiuwiiu 951

3. nsnusIuTtoys

Auzfidesdunafiviunudeya Tngldnafusifoudmay - nanau 2564
diothanasgimutusou il

1. Yoyaugund (Primary Data) lévinisifusiusindeyannussmsuinly lude
yhauiendeglulunsineiiiesdiningnsingd Tnglduuuaeuniudiuau 399 yn dads
wuvasualusyanaiidungusiedna Ssmaiurusmedeludeailife 1wy Facebook
Line derihulmdealifevesfuilaaievineu waslivieinidelunmsitusiusindeya lned
AauAnnsed lawn Jagiudsenevandineyls Idaunsmlnunield wazinendeludinedios
gasAndlinselyl

2. YoyanRundl (Secondary Data) Aaug3delavivAnwinaynisiiusiusiudeyaain

NMUITNNYITET LBNEITIVINTG 215817 nilsdefiun Felluiuazdoyaiineunsnig
Buwedidn

4. mM3nszidaya

AMERITEATINABUAINYNADIRALAINANYTUVRIUULABUAYN TuAintaya
UszananasmensldlusunsudiiogunspeuiiunesimszinuingUszeasd uavauufigiu
ffuald IneldadRidamssauifonsiuadiu $ovay Anedsuazarudssuuinnsgu
dmSunIsnadeUaNRgIUMENTIATIERANARABELTINY (Multiple regression analysis)
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dmdunansideiiauslasuvadu 2 dw liun semsieneideyaiiluuazaiiy
Anwtusioduyszaumanisnatauaznisdnauladoansnlnuvesngudiogns uasnanis
ydeUANIAgIY KTl

1. wamsinsgsideyaialluazanudaifiudediuuszanunian1snaiauagnis
sinauladoaunsvinuvoandusegng fadl

nam AT zsiteyarluvesnouwuuasunui dnilvgidunamediuou 209

AU(52.4%) WAZINAENTIUIY 190 AU (47.60%) Ho1geesening 24-32 U d1uiu 154 au
(38.60%) S0sa3AogAiTeny 33-41 T $1u9u 119 (29.80%) wargifieny 15-23 U d1udu
53 AU (13.30%) 52AUNITANEIUSINTINUIU 174 Al (3.60%) T9989U1AD  SEAU
auUIyy/Ua. 91Ul 95 AU (23.80%) warseauliseudnuineulale/Uiy.31uIu 78 AU
(19.50%) er@nndnauuignensu $1uu 114 au (28.60%) sedasunfe WulniSew/
UNAN®T 37U 99 AU (24.80%) waze1¥NAIYI/UsENaUTINAEAIUAT T1UIU 86 AU
(21.60%) #i1eldogsening 10,001-20,000 UM 1L 171 AU (42.90%) T098911AB
fl5191@@n91 10,000 UM $1UAU 110 AU (27.60%) wazs1els 20,001-30,000 U $1UIY
70 AU (17.50%)

namngideyanuAnfiutediulszaumsntsnatauazsinaulatoaunin
Tl vesfuslaniovhauluesunedlodimingnsindsoaziondauandlunised 1 uay
P157971 2
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A5 1 AledguwardiudonuuiingiudUTEaunan1snaie

A UUIZaNINITAAIN X S.D. wlawa
fuNAnAI 3.98 0.818 1N
1. AN NYBINARA N LANIRTIU SUBNYaIIUEE y

. s 4.27  0.779 RV

UL
2. mdnwal Taides veansAudn 3.92  0.839 110
3. mﬁmmmiﬁ@ﬁﬁ@mmmﬁmm NUNIU 3.89  0.838 110
4. wummestdanuldunu 3.84  0.824 11N
5. pauaudRnsUszaaana sy Anugdeya

NIULAAIADAN 397 08l =
A1UF1A" 3.83 0.871 Wl
1. 1PN ZANTUAMNTNEUAT 3.89  0.908 110
2. ehgeinwuedesdimiuanga 3.73 0843 10
3. T1AgUNIalsiewItvITANTUAMA TN 3.82  0.853 10
4. dsnevangseauliiden 3.82  0.829 1N
5. @11150N0UT1SLHIUTRSIATARLA 3.88  0.922 170
AUYDINNIN1TININUNY 3.86 0.853 11N
1. mieldine 3.94  0.855 1A
2. figuddndmheuazguduinisivi 3.83  0.837 1N
3. guddadmineuazuimstinsnnussiviuadie 380 0.874 N
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A5 1 Anedswardiudonuuinnigiudnlssaun1anisnaie (ve)

AUUTEAUNIINITAAIN X S.D. wlawna

H1UYDINIIN1TININNLUNY (fD)
4. gzamntunisidunsidlduinig 381  0.864 110
5. fpamedndnuinentueaulal 393  0.837 1N
funsdeEsuNIsRaIn 391 0.817 ETaT)
1. fimsudnsandalusunsuvieuenndiadusing 9 4.00 0.792 1N
2. fimsdaluslududuan 3.85  0.809 11N
3. in1ssuuseiudum 3.98  0.830 1A
4. Insuangunsadiatu 1w yils AN UADS 3.86  0.847 1A
5. finslewanuszrduiusludosig 388  0.811 110

33U 3.89 0.840 un

1AM597 1 AnuAaLiiusediulszaunamsnaneglusgduannndiu lng
ﬁﬁwmﬁamwawaﬂimzﬁumn (X=3.89, 5.D.=0.840) W{iofi915an91881u WUl $1u
Namﬁm%ﬁﬁhm?{aqdqﬂ (X=3.98, S.D.=0.818) 5898911AD AUNTAUESUN1THANN (X=3.91,
$.D.=0.817) ANUFDINIINITIATINUNY (X=3.86, S.D.=0.853) kazmA1u51A1 (X=3.83,
5.0.20.871) mudeu TneseaziBunurazausel

undadast Wefiansuudarusziiu wuin aannvesndndasiliuinsgiu
gﬂa"ﬂwajﬁuaﬁaﬁmﬂmm fiAiadvgaan (X=4.27, $.0.=0.779) s89a%nfe AuaNTAnIs
Uszuiana A11L57 Augdona n1suanaaenn (X=3.97, $.0.=0.811) wazn1manvel
Fodus voemsdud (X=3.92, 5.0.=0.839) Auad1su

fusian WefinsanudarUssifiu wuin emangaufuaunmaudiiidiade
g9gm (X=3.89,5.0.=0.908) 504aeu1f0 Haut1seuinsAsAnla (X=3.88, S.D.=0.922) uag

q

1Y (% =]

sAguasaliderituanzauiuamn niusIinateseaulviden (X=3.82, S.D.=0.853,
X=3.82, S.D.= 0.829) My&a6U
Fruteaninsdnsivineg efinnsanudazyseifiu wuin amfliam%alﬁdflp
ﬁﬁi%ﬁ%gﬂﬂ@@ (X=3.94, S.D.=0.855) 599891178 H¥0In199ns1uuresaulall (X=3.93,
5.0.=0.837) uariiguddndmmhefuguduinmsiivig (X=3.83, $.0.=0.837) muansi
Funsdaasunisnann Weinnsanudazusyifiu wud Snnsuimsingalusunsy

visouannaladusing 9 1l denadueasan (X=4.00, S.0.=0.792) sotasunAe dn133useiu
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AuAn (X=3.98, 5.D.=0.830) wazilnslawanussandusiusludosis 9 (X=3.88, S.D0.=0.811)
ANUAU

] ] N ] =i v a &
A1919N 2 mLaaeLLazmul:uENLuummgmmmmwmaﬂ%aamﬁﬂu

nsdnauladosn iy X S.D. wUawa

aumsiuitym 3.79  0.929 Fal)

1. Foauninlrluitedosnisldany 396  0.937 1N

2. Hoanilvumeaudndugdouldudl 371 0.925 taly

3. oanivinunneiuyanaduliudgidsenndentld 371 0924 1N

fumMsAundaya 3.77 0.826 11N

1. dau%@ﬁm%m‘muaaumumﬂﬂuslﬂé’ﬁaaegLaua 387 0.781 11N

2. AeudodnsvlvudTauaraeUn AN NUKSe 369  0.833 11N
Sudndisveg

3. foudeawndvilnumdoyaanuvasing Wy Sumeiidn 376 0.850 Ty
nwans Wusu

4. reudomnsvlnuldaeuaieafuUssaumsallunis 376 0.841 11N
nsidendeauninliluaniuiinede

fun1sUsziliunaniaden 3.80 0.829 11N

1. maanegUnssfiasnsLas A miRYesasn Sy 3.87 0.785 N
Tinasenisinauladeau iy

2. Fodumazanuidefovemususiarudnidn 372  0.818 1A
smheauninlniuiinasensinavlade

3. saaaunNsue Wy nsalustuduansien vas dua 3.80 0.850 1N
sensinauladoaunsvivy

4. msneseldsmnvesauinlnuiinasonsindulate 381 0.863 11N
gusniiu

Frunsindulede 3.79 0.820 N

1. fnduladoaunsvinuaniudnfiannsaludeldayen 3.88  0.831 1N

i eglndyuvy vioegluasswaudndififiense
NEIND 18
2. fndulageaunivinuaindudiawnsediseiuldnats 370 0.810 11N
WU ENAUITNTTNTLRUVDIVNULUY TI5EHIUTRT
WS Heuthssiumedud wiededieEuan
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A1379% 2 Adswazdiulsauuninguvensindulageaunsinu (se)

nsinavladeau iy X  SD. wlawa
wgAnssuAEWIN1Te 3.82 0.819 11N
1. flennuitewelasiodunsvlvuiivinugold 3.86 0.832 11N
2. luswAnanduindoaundvlnuitupudnads 3.82  0.831 11N
3. azuuzihliiounienulndildeauninli 3.82  0.803 11N
4. svuuzihliifounderulnddlidoaninliuandudy 379 0812 11N
394 3.79 0.845 4un

s 2 edauiiuresduilnarenisindulatoan i Ten eyl
seeUNn (X=3.79, 5.D.=0.845) ilefiansaunsnediiu wuin ﬁquaﬂﬁumwé’ams%aﬁ
ﬁWLaﬁagﬂqﬂ (X=3.82, S.D.=0.819) 5998911A® A1uN15USELIUNANILEDN (X=3.80,
S.D.=0.829) LLa3éhum3%’U§'ﬁfymﬁ’uéﬁuﬂﬁ§fm8ulﬁa (X=3.79, S.D.=0.929, X=3.79,
5.0.20.820) mudsu Tneseazidonusazamusel

sun1ssuiiymlnesiueglussdiuun (X=3.79, 5.0.=0.929) Wlefiansanusiay
Useiiiu WU deaninlnuitedesnisldeu ﬁﬁ%a?{aqnqm (X=3.96, S.D.=0.937) 5998911
0 %aau’1s“mIWuLWiwzﬂuaiaulwigﬁami%’i;uﬁ (X=3.71, 5.D.=0.925) Lavdoaunsninumng e
Lﬁuqﬁﬂaﬁuiﬁ?LLé’aQﬁﬁnaaﬂﬂ%aNﬂ% (X=3.71, 5.D.=0.924) mua1au

sunsdumdeyalassimegluseduann (X=3.77, 5.0.=0.826) ilefiorsuusiaz
UsZLhn WU ﬁau%@ﬁm%ﬂﬂuaaummmﬂﬂuiﬂé’ﬁaa%iLama (X=3.87, S.D.=0.781) 5898941
0 dau%aam%mmumﬁagamﬂLma'wm 9 1y dumesiin dngans (X=3.76, 5.D.=0.850)
wazneudeaunsvlnulddevanuieafulssaunisallumsidendeauslnuaniuiinede
AUAIAU

AuMsUsEunanudeniaesidegluseduiin (X=3.80,5.D.=0.829) dleRansan
wAarUsELAY WU mmamgﬂmﬁmmmLLazQam’1wﬁﬁmaaam%mIWuﬁwaeiamsé’m%u%
Soaun sy ﬁﬁWLaﬁaqaqm (X=3.87, 5.D.=0.785) 58984117 N15VUABbASIANAVBIEUSN
Tufnasensindulade (X=3.81, 5.D0.20.863) warn sauasunisue wu nsilusluduan
511 %89 fvadensdnaulageaunsmlng (X=3.80, S.D.=0.850) AL
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éhumaé’m?ﬁu%%@l@aﬁamagﬂuszﬁumﬂ (X=3.79, 5.D.=0.820) WioRa15LAAY
Usifiu wuth dnaulateaunivinuainiudilansaluteldasaan wu eglndyumu vie
oglursassndudnfiifiensnifivane va9 (X=3.88, 5.0.=0.831) wazdnduladoausn
uanfumiiaunsatrsziuldvaedsmunzausudisnstiseiiuvesiny Wy $1seaiu
Unsiashn Houtiseuneiiud vietedeiiuan (X=3.70, S.D.=0.810) AUAHU

Funginssuniendinistelassiuegluseduinn (X=3.82, 5.0.=0.819) ilefiansun
wiazdszifiu wuin dmnufiweledeauninlvuiidely (X=3.86, 5.0.=0.832) se3awAe
Tusunanzndusndoansvlnuiduiudnads (X=3.82, 5.0.20.831) uavazuuzihliifiow
viseaulndnlrdoaunsnlny (X=3.82, 5.0.=0.803) Audsu

2. HANINAFDUANNAFIY
HANTIATIZLAENNTAT AN TN N TAHANTENUVBIE LU TTAUNINITAGA
son1sdndulatoantsnlnuvesfuilanferinu luwnsnneiflosfiniagnsing
Usgnausie wandue 51A7 Y8an19n139nd e wagn1sdaasunisnain laeldns
‘iLﬂmsﬁmimaaawu@muw%umau (Stepwise Multiple Regression Analysis) \enaaou
auuAgIuNite “dulsranmenaraadiidvinadenisinaulatoansnlruresuilaa
Forhauluendunedisadimingnsing”

AN5199 3 waRIANEUUSEANSANAUNUSSEUINNAIUUTTANNIINITRAAT UM SPnaUlaTe

gl
fruys panse 510 %0INNTT N3 nsanaula
MUY AdLET o
N139810
NaRS U 1.00
31A1 0.53** 1.00
YOINNNITINTINUY 0.36** 0.47%* 1.00
NISELATUNITNATN 0.34%* 0.36** 0.44%* 1.00
ﬂ?iﬁﬂaﬂﬁ]‘%@ 0.42** 0.53** 0.56** 0.45** 1.00
X 3.98 3.83 3.86 3.91 3.79
S

.D. 0.82 0.87 0.85 0.81 0.84
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NANT197 3 uandliiiuimansenuvesdiulszaumnansnatasensindula
pausvivly vesguslanisinnu luedunelesdmingnsing danuduiusiuegns

TodAgneadnnsedu 0.01 lnedrmdulseansanduiusogsening 0.34 - 0.56 AuUsnd

ArduUsyansanduiusgenga Ae Yoameni1sindinuie lasliaanuduiusanduius

| v

WU 0.56 589891178 1A LANANUFURUSANFUNUSIVINAU 0.53 A1SALESUNISAATA

U w &

HA1ANUdUNUSANAUNUSVINAU 0.45 kay HANNMY JArANUFUNUSANFURUSIYINAU 0.42

€

pmid Y

AUAIAU

HAN1TIATIEILALNTAS NENNITNYINITUNANTEN UV INUTLAUN1INITAAN
son1ssnaulatoautsnlnuvesfuilanferiau lulwnsrnediosfiningnsing
UsEnNouale NANANI S1A1 989N19N15TATIUUNY Lagn1sduasunisnatn taaldnis
‘5Lﬂiﬂzﬁmmmﬂaﬂwuﬂmwu%umau (Stepwise Multiple Regression Analysis) WaN1s
1ATIERFIINTIT 4-6

MA15199 4 L@neAn Tolerance wag VIF 98965

fuus Tolerance VIF
HEARN ST 0.68 1.48
31A1 0.61 1.65
YOINWNTIATINUNY 0.67 1.47
NISALATUNITHAN 0.75 1.32

51971 4 wansliifiuinfudsnennseliian Tolerance 985134 0.61-0.75 Uay
AN VIF flenszaning 1.32-1.65 Fawa 2 euanslifiuinfuusnennsalivuniwse lupsed
Lifidmiduusiuduiusfu Mutticolineartty)  iulunudonnasdesfuveanisldadn
aszinsanaosiifinuaai Tolerance GowlAnannnin 0.10 dwsudi VIF deastiosnin

10 (Vanichbuncha, 2007 : 84)
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A157197 5 Lan9dnsNasEMIsdlIuUsTaunanIsnananun1senaulateaunsninu
IngthUadeyndadnluaunis (Stepwise)

Unstandardized  Standardized

AuUTEaN19InNITNAIN Coefficients Coefficients t Sig.
B SE Beta
(Constant) 36.210  2.109 17.170  0.000*
F9INNITIAIINUNY 0.832 0.119 0.319 6.995 0.000*
31A7 0.658 0.122 0.261 5.398 0.000%
NTALETUNTRATA 0.479 0.113 0.184 4.256 0.000*
NARnA U 0.272 0.125 0.099 2.176 0.030%

R=.666, Adjust R’ = .444, SE,., = 5.363, F=78.702
* ffudndaymneadifisesu 0.05

INAITIN 5 WU @IUUSLEAUNINITAANNNG 4 AU 7D WARNUS S1A1 TDININIT

v o 1

Fnsamine uagnsdaadunisaann dermalunisiueranisdnauladoaunsnlnures
fuslnaforinuluansinadosmingasfndsufumiiiy 0.444 mneda nisdadulade
ANAINBNTNAVINERNTUY 51A7 YBINNITIAT MUY LazN1TduasunITnaIniesay
44.40  pgeivddynisaddiisedu 005 fiwdedndevar 55.6 Ananiadedu 4
sz Avsanduiusaninty 0.666 (R=0.666) vufie HansENUvesdIUYTEAINNS
nsmanesenmsdindulatedamuduiusiuroudiegs Aaueaiaadouninsgiulunig
NYINTOLYAY 5.363 (SEest = 5.363) A1 Sig nNAILUT < 0.05 waneii drudszauniy

nseatafunisinaulagatinuduiusfududunss

[

aAuTena

dmFuaudaiiiureanguiiegisisifudiulsaunieinisnainuagnis
snaulatomnsnlruresiuilaatovnulumnsuineidiodmiagasing wui duvszay
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wAnAtusiiiAeAugean Sesasnfe MumsdLESIIIaTIn fMuTesIssindimine uaz
Frusian i 4 faudstiasnsatilugnmanevaussaudesmsvesdiuslag dsaanndasiy
L2AAYEY Thomas uay David (2012) Auesindmuszaunianismataidunisyiufurosi
wsfiddyneldnismuauvesgsia fianmnseldlumsiilfiAneudesns fudsvari
Leun nansdne 90am19n159nTImUIe N15ELETINIIAAIA KaTN1IANUATIAILALAILUS
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Abstract

By exploring the current situation of college students' comprehensive ability and
studying their current comprehensive ability needs, this study carefully analyzed how to
improve the comprehensive ability of college students. In addition, the paper
summarized the influence of college comprehensive ability training courses on
undergraduates' comprehensive ability training, and puts forward reasonable opinions
and suggestions on curriculum implementation. Intentions by colleges and universities,
the joint efforts of teachers and students, the undergraduates truly accepted and
participated in the training program, get exercise, improve the comprehensive quality of
undergraduates, ultimately to improve the undergraduates to improve comprehensive
ability, to lay a solid foundation for employment competitiveness, so as to eventually

be able to contribute strength for social development and progress.

Keywords: Comprehensive ability; Comprehensive ability training course; Course

management

Introduction

In recent years, under the general attention of all parties, the consciousness of
college students to improve their own comprehensive ability is obviously strengthened.
Under the guidance of the social environment and the government, colleges and
universities pay more and more attention to the cultivation of the comprehensive ability
of college students. In order to better cultivate the comprehensive ability of college
students, many measures have been taken. For example, colleges and universities
vigorously organize and carry out various kinds of activities and competitions for college
students to cultivate their innovative thinking and practical operation ability. Set up

special comprehensive ability training courses; Colleges and universities strengthen

' Master of Business Administration student, School of Management, Shinawatra University

#*% Doctor of Philosophy in Management, School of Management, Shinawatra University
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school-local and school-enterprise cooperation, build platforms to cultivate
comprehensive skills and qualities of college students, and provide good conditions for
college students to improve their own abilities

Under the efforts of all parties, the comprehensive ability of college students
has been improved, and their employment views are more diversified and pragmatic,
but at present, the overall level of college students' comprehensive ability is still low.

For students themselves, most of the time, they do not know what ability they
should improve to meet various needs, and many students do not have appropriate
learning channels, so they cannot accurately improve their comprehensive ability.

As for colleges and universities, students' feedback shows that there are many
problems in the curriculum: (1) laying too much emphasis on theoretical teaching, not
paying attention to the rational arrangement of theoretical and practical teaching; (2)
Some simple professional courses occupy too many hours; (3) It does not take
employment as the goal and sets a narrow range. China's educational model is still too
traditional and closed, the phenomenon of academic education rather than ability
training, more exam-oriented education rather than personality training is still quite
serious (Yu lJian an, Wang Man, & Chen Jiancheng, 2016). The course focuses on
theoretical research, not closely related to practical operation, and some content is still
many years ago, relatively old. Therefore, students still need to retrain their
employment skills after learning, and what is taught in schools cannot be directly
applied to existing jobs.

For enterprises, college students are high-quality human resources. Enterprises
actively seek cooperation with colleges and universities to provide internship, training
and employment platforms for college students. However, in the face of practical
benefits and practical effects, few enterprises can cultivate college students for a long
time and attentively.

All these result in the lack of awareness and low level of college students in the
face of the needs of comprehensive ability. Therefore, in order to meet the demands of
the rapid development of society, with social development necessary comprehensive
ability of the demand for talents in colleges and universities focus, clear it with the gap
between the current college students' comprehensive ability, colleges and universities
need to further strengthen the attention to cultivate college students' comprehensive

ability, and improper way of education reform to adjust to campus.
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Research Objectives

The purpose of this special study is developed from the perspective that it is
urgent for college students to cultivate comprehensive ability to cope with the current
study and life as well as the work after graduation. The comprehensive ability training
course can improve students' abilities in various aspects, and finally achieve the effect
of improving students' comprehensive ability. The overall goal of this study is to explore
the effect of comprehensive ability training courses on the improvement of college

students' comprehensive ability. The specific objectives of this study are as follows:

® Understand the current situation of comprehensive ability of Chinese

college students and what comprehensive ability they need most.

® [xplore what methods can be used to improve students' comprehensive
ability.

® Determine the impact of comprehensive ability course management on
the improvement of students' comprehensive ability, and how the
practical training course management of comprehensive ability can
improve students' comprehensive ability.

Literature reviews

Zhang Mingquan, (2018) discussed the importance of computer professional
practical courses to the cultivation of college students' comprehensive ability and the
way to implement practical courses in his research of "Practical Courses boost the
cultivation of College students' comprehensive ability". With the development of
science and technology, colleges and universities are increasingly aware of the
importance of cultivating college students' comprehensive ability. Enterprises give
priority to comprehensive ability in recruiting college graduates, which also accelerates
the reform of college education and teaching. Laying emphasis on practice and laying a
solid foundation have become the necessary way for higher education to cultivate high-
quality students, and multi-level teaching reform has been put on the daily schedule of
colleges and universities. After research until the conclusion: optimize and improve the
practice training system, strengthen the construction of comprehensive, design, self-
centered practice. Reasonably increase the proportion of practice courses, practice to
promote ability. Reasonable selection of practical course teaching content. Promote

practice courses at different levels and teach students according to their aptitude. In
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order to achieve the purpose of promoting the comprehensive ability of college
students through practical courses.

For instance, Huang Xiaoyan, Zhang Li and Lu Jifu, (2014) conducted the
research of "Practice Research on the Construction of Off-campus practice Teaching Base
and the Cultivation of College Students' comprehensive ability", and discussed that the
construction of off-campus practice teaching base is an important content of college
education reform, which is conducive to the cultivation of compound talents. It is
beneficial to improve the comprehensive quality of college students. Through
strengthening the construction of off-campus practice and teaching bases, constructing a
scientific training system for creative talents, and taking effective measures such as
scientific research and training of creative and creative projects, it plays a positive role in
promoting the cultivation of college students' comprehensive abilities such as practical
and innovative ability, professional ability and employment competitiveness. This paper
makes a deep practical research on the construction of off-campus practice teaching
base and the cultivation of comprehensive ability of college students in a university in
Guangzhou which the author belongs to, and obtains good results in practice. Moreover,
Zhou Jianlan and Liu Lu, (2015) conducted a research on "Influencing factors and
Analysis of comprehensive Ability Cultivation of College students'. Starting from the
study of the relationship between the influencing factors of college students'
comprehensive ability cultivation, the DEMATEL method is used to analyze the
relationship between the influencing factors, and analyze the influence degree,
influence degree, centrality and cause degree of the internal and external influencing
factors of college students' comprehensive ability cultivation. This paper finds out the
key factors affecting the cultivation of college students' comprehensive ability, and puts
forward that colleges and universities should fully consider the improvement of external
conditions and internal conditions, and comprehensively improve the comprehensive
ability of college students. In additions, Zhang Wen-jing, (2016) has carried on the study
of "college students' comprehensive ability cultivation path analysis", starting from the
significance of improving college students' comprehensive ability, discusses the effective
ways to improve college students' comprehensive ability need to strengthen the new
student’s education time and intensity, reasonable arrangement of the teaching content
based on training target, the integrated use of various teaching methods and means.
And put forward measures to ensure the improvement of college students'
comprehensive ability, need to reform the way of course assessment and do a good job

in service guarantee.
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Then, Yu lJian an, Wang Man, and Chen Jiancheng, (2016) "The Cultivation of
College Students' Comprehensive Ability: A Study from the Perspective of Assessment."
Taking management courses (Management, Corporate Governance) as the practice, the
case study assessment framework of "novelty in content, preparation and Presentation
performance" was studied by using the form of question-paper survey. The investigation
objects are 175 students from 7 undergraduate classes of management courses in Beijing
Forestry University. The case study assessment system of "content novelty, literature
completeness and Presentation performance” is adopted in the teaching process. The
conclusion is that the standardized assessment structure forms a rigid constraint
mechanism to improve students' learning motivation. It is beneficial for students to give
full play to their autonomy and potential in each link. Finally, Ren Yucheng, Gu Tiantian
and Li Junfeng, (2021) conducted the research of "Exploration, Practice and Thinking on
undergraduates' Comprehensive Ability Cultivation by College Students' Innovation and
Entrepreneurship Training Program”, and found the main problems existing in college
students' innovation and entrepreneurship training program and carefully analyzed the
causes. In addition, it summarizes the experience of undergraduate innovation and
entrepreneurship training programs in cultivating undergraduates' comprehensive ability,
and puts forward reasonable opinions and suggestions. Through the joint efforts of
colleges and universities, teachers and students, the goal of improving college students'
innovative and entrepreneurial thinking and ability is realized, so that the

comprehensive quality and ability of undergraduates can be further improved.

Research Methodology

1. Population and samples

This study is a quantitative research design. The researcher defined the
population as college students in Taiyuan city, Shanxi Province, China. | collected the
data of 96 students in Taiyuan Institute of Technology, Taiyuan City, Shanxi Province.
Students are in their junior and senior years. The sampling method of random sampling

is used to select samples.

2. Data collection and Sampling method

Data collection process including validity questionnaire, questionnaire test and
the questionnaire survey procedure, specific summarized as follows: according to the
paper reviews problems to sort out in the first place, and consult relevant experts

question the validity of the questionnaire, after sorting out the appropriate
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questionnaire, in advance to the school to make an appointment time and place of
questionnaire survey, to ensure that the valid data allowed by school, Specialized
research is conducted after the school receives the request. According to the
appointment time, the selected students will be invited to conduct a questionnaire
survey. After the students fill in the questionnaire, the number of valid questionnaires
will be determined and further analyzed.

Sampling method: select random sampling. Random sampling is widely used in
social investigation and social research, which can objectively measure the reliability of
inferential values by means of probability, so that such inferences can be established on
the basis of science. Because juniors and seniors have different demands for
comprehensive ability, senior students need to consider the application of
comprehensive ability in employment more, so the sample range is targeted at juniors

and seniors, and the total random sample is 96 students.

3. Questionnaire development

In order to achieve the purpose of this study, it is necessary to conduct a closed
(structured) questionnaire interview among a certain number of college students, and
then input, organize and analyze the survey data by computer, and obtain the research
results. In this study, quantitative research can collect a large amount of data, and the
results obtained by analysis are more real and effective.

The comprehensive ability questionnaire of college students was developed in
this study. The questions used in the questionnaire were designed based on the
literature review, objectives and research questions. The questionnaire includes the
current situation of college students' comprehensive ability, their comprehensive ability
needs, how to improve comprehensive ability, and the impact of comprehensive ability

training courses. The questionnaire uses the Checklist Type table to measure data.
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Components Indicators Source
learning ability
_ . practical ability ,
Comprehensive ability : : — He Genhai
innovation ability
needs of college students (2008)

employability

entrepreneurial ability

How to improve

comprehensive ability

Reasonable arrangement

of teaching content

Reform course assessment

method

Zhang Wenjing
(2016)

strengthen the
construction of off-campus
practice and teaching
bases

Huang Xiaoyan, Zhang Li
and Lu Jifu, (2014)

strengthen ideological and
political work and quality-

oriented education

Chen Guozhi
(2007)

Influence of
comprehensive ability

practice curriculum

Improve college students'

innovative thinking

Ren Yucheng Gu Tiantian
& Li Junfeng,(2021)

beneficial to the
development of students'

autonomy and potential

Yu Jian an, Wang Man&
Chen Jiancheng,(2016)
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Table 1 Questionnaire survey question sources (continue)

Components Indicators Source
Influence of ) ) )
. . Improve professional Huang Xiaoyan, Zhang Li
comprehensive ability N )
ability & Lu Jifu, (2014)

practice curriculum

4. Validity and Reliability

Before the questions entered into the formal questionnaire survey, relevant
teachers and experts of the school conducted validity test. For the 10C, | choose to
consult the director of engineering training Center and network Center of Taiyuan
Institute of Technology about whether the setting of questionnaire questions is
reasonable and effective. For reliability test, the constructs were in the range from
0.83 - 0.93.

5. Data analysis
After students fill in the questionnaire, screening is conducted to determine the
number of valid questionnaires, and the data of valid questionnaires are imported into

SPSS to control the variables, and further analysis, statistics, and conclusions are drawn.

Results

Analysis of demographic characteristics of respondents and comprehensive
ability needs of interviewees

The results were found as follows. The grade of the respondents is analyzed.
Most of the interviewees are junior students, 63 of them, accounting for 65.6%. Then,
senior students are in the minority, there are 33 students, accounting for 34.4%.
Engineering students account for the majority of interviewees, 42 in total, accounting for
43.8%. Then, science students were slightly less, 35 students, accounting for 36.5%. Last
but not least, there were 19 liberal arts students, accounting for 19.8%. the reasons why
the interviewees need to cultivate comprehensive ability are analyzed. Among the
interviewees, 48 people, accounting for 50%, think that comprehensive ability is needed
because of employment requirements. Then, because the self-requirements are slightly
less, there are 36 people, accounting for 37.5%. Finally, because the school requires the
least, there are 12 students, accounting for 125%. It is the analysis of the

comprehensive ability needs of the interviewees in school life. Most interviewees think
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that they need learning ability in school life, accounting for 30.2% of the total
interviewees. Secondly, 18.8% of respondents think that logical thinking ability is
needed. Fewer people, 17.4 percent of the total respondents, think time management
skills are needed. Even fewer, 13.5%, said they needed the ability to work in a team.
Those who think practical skills are needed account for 10.4% of the total respondents.
Those who think organizing ability, communication ability and innovation ability are
needed in school life are the least, accounting for 4.2%, 3.1% and 2.4% of the total
respondents respectively. Finally, it is the comprehensive ability demand analysis of
interviewees in employment. The majority of interviewees think that learning ability is
needed in employment, accounting for 24.7% of the total interviewees. Secondly, there
are more people who think teamwork is needed, accounting for 18.4% of all
respondents. Fewer people, 16.0% of the total respondents, think innovation is needed.
Those who think communication ability and practical ability are needed in employment
account for 14.2% and 14.2% respectively. Finally, those who think time management
ability is needed in employment account for 12.5%.

Analysis of comprehensive ability training of interviewees

The data analysis is based on whether the interviewees have attended the
practical training courses of comprehensive ability in school. There are 59 interviewees
who have attended the courses, accounting for 61.5% of the total interviewees. The
number of people who did not attend the course was smaller, there were 37 people,
accounting for 38.5% of the total respondents. For respondents by comparing himself
with the students, to attend the training course whether improve comprehensive
abilities after data analysis, the majority of respondents think attending courses after
ability improved, there are 72 people, accounting for 75% of the total respondents, a
few people don't think ability to ascend, have 24 people, accounting for 25% of the
total respondents. Participated in the practical training courses ability to improve the
cross tabulation on whether the ability has been improved after attending the course is
whether to the student in the school participated in the comprehensive ability training
course rather than think in after the ability is there a cross tabulation analysis,
respondents participated in the comprehensive ability training courses with a total of 59
people, among them 55 people think that there is to ascend, comprehensive ability ,
accounting for 93.2%, only four people don't think comprehensive ability to ascend,
accounting for 6.8%. There are 37 respondents who have not participated in the

practical training course of comprehensive ability. Among them, 17 people believe that
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their ability has been improved after attending the course by comparing themselves
with their surrounding classmates, accounting for 45.9%. And another 20 people believe
that their comprehensive ability has not been improved after attending the course,
accounting for 54.1%. The time invested in the cultivation of comprehensive ability of
respondents is analyzed. There are 53 respondents who choose not to invest too much
time, accounting for 55.2% of the total respondents. Fewer people choose to invest a
lot of time, 26 people, accounting for 27.1% of the total respondents. The fewest
people chose to invest a small amount of time, 17 people, or 17.7% of the total
respondents. the data analysis of which methods were selected to improve the
comprehensive ability of respondents. Among the respondents, 41 chose to participate
in on-campus training, accounting for 42.7% of the total respondents. Fewer people
chose to participate in social practice, 26 people, accounting for 27.1% of the total
respondents. Even fewer people chose the Internet, 22 of them, accounting for 22.9
percent of the total respondents. 7 people, accounting for 7.3% of the total
respondents, chose to refer to relevant books. In terms of the abilities that the
interviewees think can be improved by the practical training of comprehensive ability,
the most respondents think that the innovative ability and practical ability can be
improved, accounting for 21.5% of the total interviewees. Secondly, there are more
people who believe that they can improve teamwork ability, accounting for 15.6% of all
respondents. Fewer people think they can improve their time management ability and
learning ability, accounting for 14.9% and 14.6% of the total respondents respectively.
Fewer people, 6.9%, said they could improve their communication skills. Finally, the
least people, 2.8% and 2.4%, said they could improve their logical thinking and
organizational skills, respectively.

For the data analysis of the shortcomings of the current curriculum setting in
colleges and universities, the respondents who think the curriculum setting is out of
step with the market demand are the most, accounting for 31.6% of the total
respondents. The majority of respondents, 22.6%, think that the teaching content is
outdated and the updating speed is slow. Fewer people, accounting for 15.6% of the
total respondents, thought that the proportion of curriculum was out of proportion and
could not form an organic whole. 15.3% of the respondents thought that the course
assessment method was rigid and it was difficult to detect the real level of students.
Even fewer, 12.2% of the total respondents, thought the courses lacked features and
could not attract students' interest. Those who think the quality of teaching materials
used in the course is not high are the least, accounting for 2.8% of the total
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respondents. Lastly, to analyze how the school should improve students'
comprehensive ability, the majority of respondents, 30.6%, think schools should arrange
teaching content reasonably. Fewer respondents, 29.2%, think schools should reform
the way they assess the curriculum. Fewer, 28.8% of the total respondents, said schools
should strengthen practical teaching. Finally, those who think schools should strengthen

ideological education are the least, accounting for 11.5% of the total respondents.

Discussions

The purpose of this research is to explore the main abilities that Chinese college
students need in their school life and employment, so as to lay a good foundation for
the subsequent improvement of ability by taking appropriate measures.

In order to adapt to the changes in the international situation and the needs of
their own social and economic development, many countries have clearly proposed
that talents in the 21st century should have such abilities, that is, knowledge,
occupation, adaptability, pioneering ability and creative consciousness. According to a
survey conducted by the U.S. department of labor, the criteria for talents in the 21st
century are :(1) the ability to process information; (2) the ability to deal with
interpersonal relationships; (3) the ability to look at things systematically; (4) the ability
to deal with the relationship between good people and resources; and (5) the ability to
use technology. (Hu Yingjiao, 2011)

He Genhai (2008) conducted a study on "Five Abilities that Colleges and
universities should Focus on cultivating college students". Zhou Jianlan and Liu Lu
(2015) put forward in "Factors Influencing the Cultivation of Comprehensive Ability of
College Students and Analysis" that the cultivation of college students' ability mainly
focuses on five aspects, including innovation ability, practical ability, cooperation ability,
self-study ability and expression ability. The questionnaire questions are mainly set
based on these two theories, and other different ability requirements are added
according to the actual teaching experience. The respondents were asked to choose
according to their needs in study and employment.

The results show that the most needed abilities of students are learning ability,
logical thinking ability, time management ability, teamwork ability and practical ability.
Fewer people think that organizing ability, communication ability and innovation ability
are needed in school life, so they do not discuss. The most needed skills in
employment are learning ability, teamwork ability, innovation ability, practical ability,

communication ability and time management ability. Those who did not choose
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organizational and logical thinking skills. To sum up, students' most needed abilities in
study, life and employment are mainly leamning ability, teamwork ability, time
management ability and practical ability. And a small amount of logical thinking and
innovation.

The learning ability of college students is mainly self-learning ability. They need
to have good self-learning habits in daily study and employment and apply the
knowledge they have learned into practice. The independent learning ability of college
students is not only conducive to the initiative of college students to control their own
learning activities, but also conducive to stimulate their subjective initiative and
innovative spirit. (Pi Liansheng, 1966)

College students need teamwork skills. In today's environment of accelerated
work pace and refined division of labor, individuals are required to have the ability to
cooperate with others in addition to the necessary self-competence. (Zheng Zhegjiong,
2014) Currently, college students know the significance of teamwork for individuals and
collectivity, but they are not good at teamwork habit and ability. Attaching importance
to the cultivation of teamwork ability can cultivate the character of learning from each
other, the spirit of unity and dedication, interpersonal skills and modesty and studious
style.

College students need teamwork skills. In today's environment of accelerated
work pace and refined division of labor, individuals are required to have the ability to
cooperate with others in addition to the necessary self-competence. (Zheng Zhegjiong,
2014) Currently, college students know the significance of teamwork for individuals and
collectivity, but they are not good at teamwork habit and ability. Attaching importance
to the cultivation of teamwork ability can cultivate the character of learning from each
other, the spirit of unity and dedication, interpersonal skills and modesty and studious
style.

College students need practical ability. At present, Chinese higher education
emphasizes cognition over practice and knowledge over ability, which leads to the weak
practical ability of college students and the lack of job competitiveness. As a result,
college students urgently need to improve their professional practical ability. (Fang
Xuhua, 2014) By improving practical ability and solving practical problems, students'
practical application ability and practical ability can be improved and their good thinking
ability can be cultivated.
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College students need good logical thinking ability, which can help them better
master other professional knowledge. | am good at thinking and have strong ability to
analyze and solve problems. When facing problems, | can easily find the key to
problems and put forward solutions. | should be able to adapt to the society and
environment quickly.

Finally, college students need strong innovation ability, the market economy is
in urgent need of innovative talents, many employers attach great importance to the
innovation ability of students. Innovation ability is very important for personal
development, it can improve the ability to adapt to the society and the ability to make
a living, enhance personal confidence, so that individuals have a longer-term

development.

Recommendations

Recommendations for further research fall into three broad categories:
recommendations from data, study design, and recommendations from gaps found in
literature reviews.

First of all, due to the epidemic situation, students of the university can only be
selected for investigation and research due to geographical limitations. In order to avoid
mass gathering, a small number of research samples are selected for this study, and
there may be some research bias. Future studies can promote the findings of this paper
by empirically testing the impact of college students' demands and courses in different
regions and schools under the background of large samples.

Secondly, the combination of qualitative research and quantitative research can
be selected in the research design. In this study, only college students are selected as
samples for quantitative research. In future research, college teachers or representatives
of long-term cooperative campus recruitment enterprises can be interviewed. Further
research on market demand and curriculum itself can promote the further development
of this study and enrich the research direction.

Finally, | suggest that future research should find the gap with previous research.
For example, with the development of society and economy, the types of
comprehensive ability required by college students are constantly changing, so research

projects need to be enriched and developed.
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Abstract

Research objectives were to explore the industry competition environment
that Shanxi Securities Company (SSC) faced in developing brokerage business.
Defined the Company’s competitive advantages marketing strategy by TOWS Matrix.
Result found: marketing status: Product and Quotation Strategy; Customer
Relationship Management Strategy; Marketing Channel Strategy. The Problems
Existing in the Marketing: Vague Product Positioning; Low Customer Willingness to
Pay; Low Brand Awareness; Customers were not satisfied with service staffs. The
Analysis on the Causes of the Marketing Problems in the Brokerage Business: Lack of
Scientific Product Analysis System; Single Product Quotation; High-level Neglect of

Online Channel Construction.
Keywords: Marketing Strategy; Brokerage Business

Introduction

Shanxi Securities Company (SSC) is the well-established securities company
in China. It was established in 1988, and grew gradually with China’s domestic
securities market in its early stage. In 2015, its operating income reached 3.84 billion
Yuan and its net profit was 1.44 billion Yuan. However, in 2020, its operating income
and net profit dropped to 3.34 billion Yuan and 730 million Yuan, respectively. In
the meanwhile, China is opening its financial market to the world. Foreign financial
service companies, such as UBS Securities, JP Morgan Securities (China) and Nomura
Oriental International Securities, have opened their offices in China (Chen Bo: 2018,
Chen Jingni: 2020; Li Yaodong: 2020). With their advanced technology, management
style and high-quality financial service, foreign securities companies also brought

fierce competition with SSC (Feng Minghua, Hu Xiangbin, Xiong Shuang, et al: 2018).

" Master student of Business Administrative (International Program)

228 Lecturer, School of Management, Shinawatra University, Thailand.
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In this context, this research focused on the marketing strategy of SSC’s brokerage
business, summarized the deficiencies of SSC’s brokerage business development,
and put forward suggestions for SSC to improve its brokerage business marketing
strategy based on the company’s development strategy and changes in the

securities industry environment.

Statement of Problems

The brokerage business of a securities company referred to the business in
which a securities company accepted the entrustment of clients and trades
securities on behalf of clients according to their requirements. With the information
of Securities trading in China, major securities dealers also mainly rely on
information systems to help customers complete securities trading (Ma Guangti,
2006), but the process of securities trading was rather straightforward and the
requirements for information systems were not high. There was no significant
difference in the quality of the economic services provided by many securities
companies, which leaded customers to choose securities companies with low
commission ratio. Since 2001, SSC has launched a price war in the brokerage
business. By 2011, the brokerage business of securities companies had become
overly competitive, and the low commission ratio began to affect the normal
development of the securities industry (Zhang Zhe, 2011). However, from 2011 to
2020, the average commission rate of Chinese securities companies further
decreased from 0.64%o to 0.3%o, further impacting the profitability of securities

companies.

Research Objectives

The Specific Objectives of this Study were as Follows: (1) to understand the
macro environment and industry competition environment that SSC faces in
developing brokerage business, (2) to Define the internal resources of SSC, and
point out the advantages and disadvantages of SSC. Define the Company’s
competitive advantages and areas for improvement, (3) to put forward feasible

brokerage business marketing strategy for SSC.

108



UA 1 alUR 1 Uns1AU - DnuBU 2565 |
Vol.1 No.1 January - June 2022

Scope of the Study

The research contents and survey samples involved in the research scope
were summarized as follows: Scope of Contents: This paper only studies the
relevant content of SSC s brokerage business marketing in China, including the
macro environment of brokerage business and the competitive environment of the
industry are limited in mainland China. Finally, the brokerage business marketing

strategy proposed in this paper mainly serves SSC.

Population and Samples: This paper conducts a questionnaire surveyed on SSC’s
brokerage customers, and evaluates the product problems, pricing problems and
promotion problems in the brokerage business from the perspective of customers,
so as to better understand the deficiencies of SSC’s brokerage business marketing.
A questionnaire survey is conducted on 400 existing customers (Yamane formula).
Qualification of sampling is selected by stratified sampling which based on
customers’ investment account balance. When selecting customer samples, this
paper adopts stratified sampling. According to the classification of customer
account capital, 100 customers of SSC with less than 100,000 Yuan, between
100,000 Yuan and 1 million Yuan and more than 1 million Yuan will be selected
each. Online questionnaire but specific only customers of SSC. The result from the
IOC test for this quantitative research method was 0.85, it is more than 0.7. Thus
the all designed questions of this quantitative method are acceptable, the content
validity can be guarantee, too. Cronbach’s Alpha value was 0.944 which was high
reliability, and it was considered that the questionnaire was above 0.80 or even

greater than 0.90, the questionnaire can be considered to have excellent reliability.
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Results
The Existing Marketing Strategy of SSC's Brokerage Business.

As a virtual service, factors such as product quality and pricing, but also
paid special attention to customer experience. This article discusses the marketing
status of SSC s brokerage business from the following aspects.

Product and Quotation Strategy. The brokerage business of SSC can be
simply divided into online products and offline products. Offline products refer to
customers who need to go to SSC 's business outlets to handle business. The initial
commission rate for customers who open an account in the offline business
department is usually between 0.2%o0 and 3%o, which varies greatly. Customers
could negotiate the price with the account manager to reduce the commission rate
to less than 0.5%o. In addition, offline clients would receive more attention from
account managers and could obtain more diverse brokerage services. For online
products, in order to attract online customers from across the country, Shanxi
Securities Co., Ltd. often directly agreed to a lower rate of brokerage commission,
usually 0.3%o. SSC was not very enthusiastic about online customer service, and
online customers have ever used the APP to conduct business in a self-service
manner.

Customer Relationship Management Strategy. At the moment, SSC has
formed a set of new customer development procedures and a relatively complete
system. This article briefly introduces the main sales process of SSC. The first stage
of mining requirements mainly included collecting customer information, mining
customer needs, and establishing customer relationships. The second stage
identified customer needs, classifies customer needs, analyzes whether customer
needs were rigid or potential needs, and adopts different customer relationship
maintenance methods on this basis. The third stage was to sign a contract, requiring
sales staff to provide customers with account opening suggestions based on their
actual needs, risk appetite, asset status, etc., and to offer customers a quote. Then
the two parties confirm the specific terms, and after reaching an agreement, the
contract was officially signed and sealed. The fourth stage was after-sales service.
After-sales service mainly requires sales staff to regularly take follow-up calls,
evaluation forms and other methods to return visits to understand the degree of
customer satisfaction with brokerage services and to further develop new customer

needs.
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Marketing Channel Strategy. SSC's marketing channels are relatively
simple, mainly through Baidu search and Sina Weibo to attract traffic. As a local
securities company, Shanxi Securities Co., Ltd. had relatively weak financial strength,
and its willingness to use funds for advertising and marketing was not strong. At
present, Shanxi Securities Co. had adopted relatively conservative marketing
measures. Word-of-mouth communication was another marketing channel of SSC.
Less than 10% of SSC's customers came from word-of-mouth marketing. However,
these customers were more loyal and willing to pay. They were an extremely
important source of high-quality customers.

Analysis of questionnaire data:

In recent years, the brokerage business of SSC had been stagnant, and the
proportion of brokerage business in total revenue had continued to decline, which
also shown that the company's brokerage business had relatively low market
competitiveness in the industry. We take SSC's brokerage business clients as the
research object, and through questionnaire surveys and combining with SSC's
internal data, we analyze the problems and causes of SSC's brokerage business
marketing.

Questionnaire: Purpose of the Survey:

The demographic characteristics of the sample. In terms of gender
distribution, 64.5% of the users participating in the survey were male, which
indicates that male users had a stronger preference for securities investment, and
male customers account for a higher proportion. In terms of age distribution, the
group between 31 and 60 years old was the main group of users of Shanxi
Securities Companies, accounting for 84.1% in this survey. In fact, securities
investment had certain requirements for individual assets and physical conditions.
People between 31 and 60 years old have certain assets that could be used for
securities investment, and at the same time have good intelligence and cognitive
ability to deal with the fluctuations of the complicated securities market, which
made this part of the age group become the main group of the brokerage business
of SSC. In terms of education level, those with junior college or undergraduate
degree account for 53.4%, and those with graduate degree or above account for
24.2%, showing the characteristics of high education among users of SSC. In terms
of monthly income, users with a monthly income of 5,000 Yuan or less accounted
for only 16.1%. Most users had a relatively high-income level, which was related to

the capital threshold of securities investment. In general, it could be found that the

112



UA 1 alUR 1 Uns1AU - DnuBU 2565 |
Vol.1 No.1 January - June 2022

users of SSC's brokerage business had shown the characteristics of masculinity, high
education and high income. Analysis of user consumption characteristics: The
frequency of use of customer service of SSC by most users was relatively low.
47.4% of users used the service less than once a month, indicating low frequency
of use. This shown that users only choose to use SSC supporting customer services
when they had special needs, less brokerage business supporting services as an
important auxiliary tool for their securities investment. Only 7.5% of customers
chosen to use the client business of SSC every week. The mobile application
provided by the company had a number of functions such as market information
push, customer asset statistics, and speculation hot spot analysis and so on, which
could provide dynamic securities investment suggestions for customers. Customers
need to log in the application every day for interaction. However, the number of
customers who frequently used these customer services was relatively small. In
addition, 28.6% of customers choose to use customer service once a month. Stock
and futures brokerage business and research business were favored by customers,
with approval rates of 42.0% and 36.9% respectively. The stock and futures
brokerage business was mainly to push relevant advice, facilitate the trading of
customers. The research business was the in-depth research of SSC's analysts on
listed companies, including financial status analysis, core competitiveness analysis
and so on, which had a good reference value for long-term investment customers.
The proportion of fund business and financial derivatives business was 16.5% and
4.7% respectively, and the recognition degree of these two businesses was low. In
fact, the customer was engaged in the financial derivatives, had higher technical
threshold, also need to account manager for the product had high familiarity with
risk and trading rules, SSC in the aspects of talent reserve was relatively weak,
financial derivatives trading for the customer service ability was relatively poor,
number of customers more normal.

The Problems Existing in the Marketing of the Brokerage Business of
Shanxi Securities Companies.

Vague Product Positioning. From the perspective of product system, SSC
could provide customers with services such as information push, basic investment
risk analysis, and securities transaction business through mobile application, Internet
and telephone. After 2018, mobile applications had also begun to integrate
functions such as fund purchases, investment portfolios, and smart stock selection,
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and provide more diversified customer services, indicating the ambition of Shanxi
Securities to develop into a comprehensive securities company. However, the
products provided by SSC to consumers are different from ordinary Internet
companies. Most Internet companies only need to provide their customers with a
few standardized products. Although the product development cost was high, the
marginal cost of the product was very low. For example, Tencent’s Glory of Kings
game, Tencent did not need to provide customized game versions to different
consumers, but only needs to provide all consumers with the same version of the
game product. However, SSC needs to provide different investment and risk
management solutions to different customers, which would make the marginal cost
of SSC's products significantly higher. However, until 2020, SSC’s brokerage business
revenue was still developing slowly, and the proportion of brokerage business in
the company’s total revenue had been declining year by year, making it difficult to
support a complex and diversified product system. SSC was not active in product
positioning and product quality improvement of the brokerage business. It mainly
provided customers with basic customer services, and customers' evaluations of its
products were relatively average. Due to its own cost control and technical
constraints, SSC did not provide the market with high-quality services beyond its
competitors.

Low Customer Willingness to Pay. It could be found that 23.9% of
customers would not purchase the value-added services of SSC. These customers
were only willing to enjoy the free services of SSC's brokerage business. In addition,
customers who spent less than RMB 50 per year account for 37.6% of the main
population. The proportion of people spending between RMB 50 and RMB 500 was
28.6%. In addition, 9% of people spent between 500 Yuan and 2,000 Yuan. This
shows that most users invested less in other aspects besides securities trading
commissions. Generally speaking, if the number of users of a securities company
was extremely large, even if the consumption amount of a single user was small,
the enterprise could achieve a high level of operating income through the large
user scale. For example, China's Oriental Fortune Securities Co., Ltd. relied on its
huge user scale to achieve more than 30% growth in its brokerage business for
many years. However, for SSC, providing users with value-added customer services
was not only standard products, but also required a large number of excellent
customer managers or securities analysts to respond to the diverse needs of users.
The marginal cost of the value-added services of the brokerage business was
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relatively high. If the customer's willingness to pay was too low, the company
would suffer long-term losses. In the customer structure of SSC, more than 90% of
customers spend less than 500 Yuan a year, and customers had low willingness to
pay. It was difficult for SSC to achieve rapid growth in revenue and profits through
value-added brokerage services.

Low Brand Awareness. Baidu search was an important channel for people
to obtain securities services. Searching for keywords such as "account opening’,
"securities trading" and "low commission" on Baidu, the name of SSC could not be
found in the Baidu search results on the first 10 pages, but securities companies
such as Oriental Fortune could be found. It shows that SSC's reputation on the
Internet was low, and most netizens did not pay attention to the brand of SSC. In
the questionnaire survey of the channels through which customers understand the
brand of SSC, It could be found that only 13.8% of users were Shanxi Securities
companies that they learned through Baidu search, while 36.0% of users were
Shanxi Securities companies that they learned through Weibo and WeChat. As of
June 2021, the number of Internet users in China had exceeded 1 billion. In this
survey, only 50.2% of users learned about the brand of SSC through Internet
channels, which proves that SSC’s brand communication on the Internet was
insufficient and was not recognized by the public.

Customers were not satisfied with service staff. Among the items in the
customer satisfaction survey, the weighted score of the customer's professional
satisfaction with the customer manager was 3.69 points, which was the lowest
score  among the customer manager evaluation questions, which fully
demonstrated the lack of professionalism of the customer manager of SSC. In fact,
the source of SSC's customers was relatively diverse, including introductions from
old customers and customers from online channels. During the consultation
process, the customer would ask the customer manager some questions. If the
customer manager did not understand the customer's problem, or could not give a
general problem-solving direction, it would leave the customer with an
unprofessional impression. The customer manager’s weighted satisfaction score for
the degree of participation in investment consulting projects was only 3.73 points,
indicating that after the account was successfully opened, the customer manager
rarely continued to participate in subsequent customer investment services. Among

the questions evaluated by securities analysts, the feedback efficiency of securities
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analysts in question 7 received the lowest score of 3.73. It reflected that the
company's securities analysts could not provide timely and effective feedback for
the problems arising in the consultation. In the interview and research of the
securities analysts in SSC, the author found that the securities analysts with a
seniority of 3 to 5 years had the highest efficiency of reply, and both work
enthusiasm and professional level were obviously higher than those of other age
groups. On the other hand, junior securities analyzed with less than three years of
working experience and senior securities analysts with more than five years of
working experience had a relatively long recovery period. To sum up, through the
customer satisfaction survey, it could be found that the problems of SSC's service
marketing mainly focus on the lack of professional and technical capabilities of
customer managers and the low efficiency of feedback from securities analysts to
customer problems. In order to improve the service quality of SSC and enhance its
competitiveness in the market, it is necessary to fully consider the concerns and
pain points of customers when formulating service marketing strategies, and
eliminate the negative impressions and troubles caused by bad service experience
to customers.

The Analysis on the Causes of the Marketing Problems in the
Brokerage Business of Shanxi Securities Companies.

Lack of Scientific Product Analysis System. Since 2016, the income level
of SSC's brokerage business had begun to stagnate. The net income of brokerage
business continued to decline from 2016 to 2018, and the company's senior
management ignored the improvement of brokerage product quality and the
improvement of supporting services to a certain extent. Moreover, the commission
ratio had no price advantage, and it relied more on old customers to contribute to
the company's operating income from the brokerage business. In this regard, SSC
must recognize its own shortcomings, adjust the company's product system in a
timely manner through customer feedback, develop its own product features, and
achieve misaligned competition with competitors.

Single Product Quotation. As mentioned above, SSC had adopted a more
flexible pricing method for offline customers. However, this flexible pricing method
of SSC was unreasonable. In order to obtain more commission profits, they agreed
to a higher commission rate for offline customers, but gave online customers a

lower commission rate of 0.3%o. If they discover this unreasonable quotation
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method of SSC afterwards, they would inevitably produce dissatisfaction, which
would affect the relationship between the company and its customers.

High-level Neglect of Online Channel Construction. Marketing channels
were an integral part of the marketing system. As a traditional marketing channel,
banks also acted as the primary channel for the brokerage business marketing of
Shanxi securities companies. At present, due to the development of the Internet,
many business customers could directly handle the business online, resulting in the
gradual decrease of bank customers handling business at bank outlets. Relying only
on banks as a channel to carry out the marketing of securities brokerage business
could no longer satisfy the increasingly fierce competition in the industry. Only by
establishing diversified marketing channels could the sustainable and effective
development of SSC been realized.

Environmental Analysis of Shanxi Securities Brokerage Business:
Marketing strategy analysis required companies to clarify the changes in the
external environment, and on the premise of complying with the guidance of
government policies and the trend of social and economic development, the
company's brokerage business marketing strategy could be implemented.

This section mainly uses the PEST method to analyze the macro
environment of SSC's brokerage business, which laid the foundation for the
following research.

Macro Environment Analysis. If a company wanted to obtain excess
profits, it needed to choose industries with excess profits. The macro environment
had a great influence on its development.

Political and Legal Environment (P). The Chinese government had shown
a positive attitude towards the development of brokerage business by securities
companies and supports the expansion of brokerage business scale through the
Internet. In March 2020, the Chinese government promulgated the revised
"Securities Law of the People's Republic of China", which greatly reduced the
restrictions on securities companies.

Economic Environment (E). In terms of customers' economic capabilities,
Shi Jingquan (2019) had conducted statistics on the asset status of China's A-share
stock accounts, and the research found that the average asset volume of investors'
stock accounts is 547,000 Yuan. It shown that the asset scale of Chinese securities

investors was also continuing to rise. From the perspective of the economic
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environment, the number of Chinese securities investors and the scale of their
assets were rising rapidly, and SSC was still facing a good economic environment in
developing its brokerage business.

Social and Cultural Environment (S). With the development of the times,
more and more people had begun to recognize securities investment. Liu Jingyi and
others (2019) conducted a questionnaire survey on individual investors. The study
found that after China entered the WTO, along with the rapid development of
China's economy, China's financial securities trading industry had also become more
prosperous, and the social culture's recognition of securities trading had also
become higher and higher. The public's recognition of securities trading, especially
stock trading, and there was a significant negative correlation between new stock
investment behavior and its portfolio risk (Zhou Xuanbo, 2019).

Technical Environment (T). The vast majority of domestic investors mainly
conduct securities transactions through computers and were also accustomed to
obtaining online information through the Internet. Convenient and efficient
information technology provided new space and methods for the brokerage
business of securities companies, as well as opportunities for securities companies
to establish competitive advantages. This clarifies the direction for SSC to provide
customer services through the Internet.

Through the analysis of the PEST method, it was considered that the
development of the brokerage business of SSC is facing an excellent policy
environment and economic environment, and a good social and cultural
environment and technical environment. Generally speaking, the macro
environment of brokerage business was very good, and securities companies need
to actively promote brokerage business.

SWOT Analysis. Through the above analysis of the macro-environment,
industry competition and internal environment analysis of SSC's brokerage business,
we could draw out the opportunities, threats, advantages and disadvantages of its
brokerage business.

Opportunities. Through the analysis of the external macro environment, it
could be found that the macro environment that SSC faced in developing its
brokerage business was relatively superior. First of all, the national policy strongly
supports the Internet-based development of the securities brokerage business.
Secondly, the population of Chinese securities investors and the scale of investor
accounts had shown a trend of accelerated growth. Thirdly, China's domestic
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concept of securities investment was becoming more and more open, and a large
number of individuals and investment institutions were also actively participating in
securities transactions. Fourthly, the development of mobile Internet technology,
artificial intelligence, big data analysis and other technologies had provided great
convenience for customer service.

Threats. The continued decline in the brokerage business commission ratio
was an important threat to the continued development of the brokerage business.
The research shown that the development of brokerage business had an excellent
macro environment, but the development of brokerage business of SSC was very
slow. The main reason was that competition in the same industry was too fierce,
and the commission ratio was declining year by year. Although the number of
investors was increasing, the company's brokerage business income was still
declining. The rapid development of Internet brokerages was another major threat
to SSC. They rely on big data technology and artificial intelligence (Al) technology to
realize intelligence, robot-advisor and other functions at low cost, which were
extremely serious threats to traditional securities companies.

Strengths. Firstly, the advantages of state-owned assets background. SSC,
with a background of state-owned assets, attaches great importance to customer
compliance transactions, and could give these customers more rules and guidance
to improve the security of short-term transactions for large customers. Secondly,
the advantages of Shanxi's local brands. SSC had a relatively high social reputation
and a good brand image in the development of more than 30 years in North China.
Local consumers had high trust in SSC. Thirdly, offline customer service advantages.
SSC has a securities company that attaches great importance to customer service.
They had ever established many business outlets in North China, and recruited a
large number of highly educated personnel as grassroots employees, which greatly
improved the basic service level of the brokerage business and gave offline
customers a better experience.

Weaknesses. Insufficient ability to promote new markets. SSC was a large
local securities company with more than 40% of its revenue derived from Shanxi
Province. As a result, SSC was bound to be greatly hindered when it promoted its
brokerage business to the whole country. The business characteristics were not
clear enough. SSC mainly provided customers with basic services, and the problem

of homogeneity of products with other securities companies was more serious. It
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was difficult to compete with leading securities companies, which was also an
important reason why SSC's economic income was difficult to grow rapidly. The
technical strength was relatively weak. China's securities brokerage business was
rapidly Internet-based, and it had become a general trend to provide customers
with various supporting services through the Internet. However, SSC did not have its
own technology financial company until 2020, and it lacked talent accumulation in
technology and other aspects.

Conclusion

This chapter focused on the analysis of the macro environment, industry
competition and internal environment of SSC's brokerage business. It pointed out
that the brokerage business is facing a very good macro environment, and there
was still a lot of room for development in general. In terms of industry competition,
SSC’s brokerage business faced extremely severe inter-industry competition, and
price competition had led to very difficult brokerage business revenue and profit
growth. SSC's state-owned assets background, brand image, and service capabilities
had obvious advantages in Shanxi Province and even North China. However, the
advantages in other regions outside of North China were not significant, and the
business characteristics of enterprises were not obvious, SSC had difficulties in
developing brokerage business in areas outside of North China, and it also faced
more difficulties in promoting brokerage business through the Internet. How to use
its strengths and avoid weaknesses to choose its own marketing strategy was a key
factor in the development of SSC's brokerage business. The development of
information technology provides service supported for low-cost customers.

As TOWN Matrix: SO -growth strategy : 1. Give full play to the influence of
the background of state-owned assets and tap the needs of mid-to-high-end
customers, and seize opportunities for market demand growth in the brokerage
business. 2. Take advantage of customer service and other advantages to deepen
the creation of high-quality brokerage products, and promote enterprises to
become bigger and stronger. WO-Twisting Strategy : 1. Make full use of the
company's good external social relations to change the company's disadvantages
such as imperfect marketing system. 2. Take advantage of the opportunity of
market growth, increase product and technology research and development, and
eliminate product and technology disadvantages. Threats . 1. The commission

ratio continued to decline, and it was difficult to support the expansion of
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brokerage business revenue and profits. 2. The rapid rise of new Internet brokers
and intensified industry competition. ST-diversification strategy: Consider taking
advantage of the company's brand and service advantages to actively develop self-
operated business and investment banking business, and increase the company's
strength through other businesses. WT-austerity strategy: The Company’s own
disadvantages and threats would affect the company's development. Reduce the
company's business scale and create new profit growth points. SO-growth strategy.
The growth strategy was that companies should seize external opportunities and
gave full play to their own advantages in order to obtain rapid growth in corporate
revenue and profits. For SSC, the potential market demand for brokerage business
was great, and the state also supports the development of Internet brokerage
business. SSC could take advantage of its own state-owned enterprise background
advantages and brand advantages in North China, increase resource input, rapidly
expand its brokerage business marketing efforts in North China, and rapidly expand
its scale. WO-reversal strategy: The reversal strategy referred to the use of external
opportunities to promote the transformation of the company's internal
disadvantages. For SSC, with the support of industrial policies and the market, it
was necessary to introduce talents, carried out internal management system
reform, product innovation, etc.,, to change the company's insufficient marketing
capabilities and lack of product characteristics. So as to realize the stable
development of brokerage business. ST-Diversification strategy: The diversification
strategy referred to taking advantage of the enterprise and reducing the impact of
external threats on the development of the enterprise. SSC itself was implementing
a diversification strategy and has multiple business segments. Therefore, SSC had
no need to implement a diversification strategy. =~ WT-austerity strategy: The
austerity strategy referred to avoiding external unfavorable factors, and focusing on
improving the internal disadvantages of the company, and doing a good job of
active defense. When the company's products lacked characteristics, and there
were problems of lack of talents and insufficient marketing capabilities in internal
management, the company could first improve the company's governance level,
maintain the existing business scale, consolidate the foundation, and improve
operating efficiency. In general, the brokerage business of SSC faced an excellent
external environment. If measured able to be taken to enhance the

competitiveness of products and reduced price competition in the brokerage
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business, it would be able to greatly promote the growth of SSC's brokerage
business. Therefore, in the first stage of enterprise development goals, the reversal
strategy should be the main focus. The external environment could be used to
gradually change the company's disadvantages such as lack of characteristics and
weak marketing capabilities. After the product quality had been improved and
recognized by customers in Shanxi Province, the growth strategy would be
implemented to expand the scale of corporate brokerage business. In the analysis
of the industry competition environment, it could be found that SSC had a big gap
compared with the leading companies, and it was difficult to directly compete with
the leading companies in terms of enterprise scale and technical level. Therefore,
SSC should emphasize differentiation and obtain high competitiveness in market
seements through special products. If SSC replicated its operating experience in
Shanxi Province into its national brokerage business operations, it would promote
the company’s marketing capabilities and brand recognition in the short term,
making the company’s conditions for implementing differentiated competition

more mature.
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