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Abstract

This article is focused on the practical purpose, the main objective is to elaborate the step in
building Balanced Scorecard as the strategic implementation tool for the restaurant business and
support by two case studies; KFC Denmark and McDonald’s.Balanced Scorecard is the performance
measurement tool that provides the overall picture for the top administrators, and it can cascade some
KPIs which related to the strategic plan that helps the general managers and staff in each branch of the
restaurant with an appropriated indicator in evaluating performance. The Balanced Scorecard has
extended more perspectives than the traditional financial one that makes it different from previous
performance measurement.However, the Balanced Scorecard needs to be modified during its
formulation in order to fit with each organization.
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Introduction

Restaurant business is one of the most profitable business nowadays. Food and beverage is
a basic need in everyday life that must be fulfilled by everyone. In the United States, for instance, the
National Restaurant Association (NRA)estimated that the restaurant business has seen healthy growth
over the past few decades. As a leading contributor to the global restaurant market, the U.S.
restaurant, food and drink sales have more than doubled since 2000, reaching an all-time high of
approximately 800 billion U.S. dollars in 2017.

Since restaurant business is not only depending on product innovation or service, but a good
management system is also significance. This argument is supported by Marr (2014) that management
can work well when all aspects of a business can be measured. Performance measurement system
should be employed as an important tool by manager to understand the condition of the company.
Among several performance measurement methods that have been recently developed to overcome
the defects inherent in using the traditional performance measurement is Balanced Scorecard, which
includes 4 perspectives for evaluating organizations; financial perspective, customer perspective,
internal process perspective, and learning and growth perspective. In addition, Balanced Scorecard is
also a tool that supports the implementation of the organization’s strategic plan since the objectives
and indicators that appear in Balanced Scorecard must be the ones that are aligned with
the organization’s strategy.

This paper will argue that the successful implementation of the Balanced Scorecard would be
significantly improved organization performance. It is anticipated that a framework to formulate
Balanced Scorecard for restaurant will be elaborated that provides more on practical purpose.
Building on the later point, the key objective of this paper is to describe the key concept of Balanced
Scorecard, overview the process in building Balanced Scorecard in restaurant business, and give some
examples of Balanced Scorecard in several types of restaurant.
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Literature Reviews

Strategic control system

Measuring performance is a very important part of the business operations, especially as
measuring the work linked to the organization's strategic plan will greatly increase the company's
success. According to a 1996 survey by Lingle and Schiermann (1997) percent of measurement-
managed companies had successfully improved their work. Therefore, the organizations needed to
devote time, energy, human resources and financial resources to measure their performance whether
they met their goals in accordance with the established strategies.

Although most organizations had put a lot of effort into their budgets and measurement
system, according to a 2001 survey by the American Institute of Certified Public Accountants and
Lawrence S. Maisel (2001) as cited in Niven, (2002, p 11), it was found in turn: 35% of respondents
from different organization commented on their measurement systems as unsatisfactory or ineffective
enough. This meant that 7 out of 10 agencies or organizations were dissatisfied with the current
measurement system and found that these organizations had found the significant conclusions;
“although measurements are more important nowadays, the monitoring system, including distributing
or disseminating information about current performance, is quite a failure.” In modern times, it has
changed dramatically over the past decade, but the evaluation system remains the same as it has been
in the past, and the basic characteristics of the measurement system mentioned will focus on
measuring specific financial performance while this system is not suitable for the current conditions.
Instead, it is appropriate for past conditions where work to emphasize the view of humans like
machines or focus only on tangible physical performance or productivity. These measurement systems
have several limitations to implement in their current conditions. This has changed dramatically. The
current system focuses on intangible assets or highly abstract things such as personnel knowledge,
customer feelings, or raw material exporters. The company's relationship with raw material exporters,
as well as the culture of initiatives, has become an important factor today.

In addition, the strategic management is a crucial component of businesses. Whether a
company that uses modern or an obsolete technology, the need to implement strategies effectively is
at the heart of the success of all businesses in the globalized world.

Balanced Scorecard and strategic implementation

Balanced Scorecard is an instrument which originally employed as the performance
measurement tool. It is an instrument that connects the measurement system with the strategic plan by
translating the mission and strategy of an organization into a broad collection of action metrics and
indicators (Kaplan & Norton, 1996a, 1996b). The Balanced Scorecard is also an integrated
management system consisting of three components: 1) strategic management system, 2)
communication tool, and 3) measurement system (Niven, 2002, p. 12). As elaborated by Kaplan and
Norton (199643, p. 2) “The Balanced Scorecard translated an organization’s mission and strategy into a
comprehensive set of performance measures that provides a framework for a strategic measurement
and management system.”

In 1999, Fortune Magazine mentioned that 70 percent of chief executive officer (CEO)
failures did not come from the inefficient strategy, but come from the poor execution (Charan &
Colvin, 1999). In addition, research in the area had suggested that there were a number of barriers to
strategy execution including (Niven, 2002, pp. 9-11). 1) visions and strategies were not actionable, 2)
strategies were not linked to department and individuals’ goals, 3) strategies were not linked to long
and short term resource allocation, and 4) feedback was tactical not strategic. In respond to these
barriers, Kaplan and Norton suggested that Balanced Scorecard was the tool that could overcome the
majority of the barriers. Balanced Scorecard, as argued by Kaplan and Norton (1996a), was a system
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that balanced the financial numbers with the drivers of future performance, while also assisting
organization in implementing their differentiating strategies.

The Balanced Scorecard translates the strategic goals of an organization into tangible
objectives and measures. It is an approach for driving organizational improvement toward pre-
selected goals which keep track of progress through carefully selected measures. Organization that
adopts this approach will use the Balanced Scorecard to (Kaplan and Norton, 1996a, pp. 10-19):

1) clarify and gain consensus about vision and strategic direction;

2) communicate strategy throughout the company;

3) align departmental and personal goals to the organization’s vision and strategy;

4) link strategic objectives to long term targets and annual budgets;

5) conduct periodic and systematic strategic reviews;

6) obtain feedback to learn about and improve strategy.

Originally, Kaplan and Norton (1996¢) declared that the Balanced Scorecard was an
instrument that helped administrator to formulate strategy objectivity. Nair (2004:20) also suggested
that, “making strategy work in organizations demands that we take advantage of all the competencies
within the organization and articulate strategy with several perspectives in mind to ensure that balance
is maintained.” Its framework provided administrator with a comprehensive view of an organization
from non-financial perspectives - customer, internal process, and employee learning and growth - as
well as a traditional financial perspective (Kaplan & Norton 1996c¢). The followings are four historical
perspectives:

1) financial (considers how the firm looks to shareholders);

2) customer (considers how the firm looks to customers);

3) internal processes (concerned with what the firm must excel at); and

4) learning and growth (concerned with actions to improve and create value).

After introduction of the Balanced Scorecard in 1992, it has gone through several stages of
development which according to Urrutia and Eriksen (2005, p. 17) had divided the development into
three stages:

First Stage: The Balanced Scorecard was initially intended as a measurement tool, with an
operational and tactical focus. It was a collection of indicators arranged by perspectives. The first
generation of the Balanced Scorecard was primarily aimed at controlling the system for the
administrators with the “red, yellow, green” reporting of the targets achievement. Kaplan and
Norton’s original focus was on the selection and reporting of a limited number of measures in each of
the four perspectives. The original work made no specific observations concerning how the Balanced
Scorecard might improve the organization performance; the implication was that the provision of
accessible relevant measurement data itself will trigger the improvement of the organization
performance.

Second Stage: In the first stage, indicators were identified as the performance measurement
tool which had no relationship with the organization’s strategy. In the second stage, it was discovered
that it was not enough to simply identify indicators, but it was necessary that said indicators were
extracted from the strategic plan in order to identify and explicitly the causal relationships with the
organization’s strategy. As Kaplan & Norton (2004b), suggested that this second stage as an evolution
from an improved measurement system to a core management system. Maintaining the focus that the
Balanced Scorecard was intended to support the management of strategic implementation.

Third Stage: The Balanced Scorecard communicated the organization’s strategic plan via
strategic maps in which the cause-effect relationships between the different strategic objectives could
be visualized. A strategic map could be used to specify the critical elements and their linkages for the
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organization strategy. The strategic map was usually formulated as two-dimensional perspectives of
the Balanced Scorecard objectives or strategies of the organization. Financial objectives being the
final goal were at the top of the strategic map, with the strategic objectives of customer perspective,
internal process, and learning and growth connected by using the arrows indicating the cause-and-
effect analysis.

How to build a Balanced Scorecard to support the strategic implementation?

It is hardly found the textbooks written about the process of Balanced Scorecard in a clear
order. The books in the market as far as the steps of creating a Balanced Scorecard were written, such
as Olve, Roy and Wetter (2000) stated that there are 11 steps to complete the Balanced Scorecard,
including:

Assess the organization

Determine or review of the organization's vision
Determine the evaluation perspectives

Set the overall objectives

Create the strategy map

Determine the Key Performance Indicators (KPIs)

Set the target for each KPI

Create the Balanced Scorecard

Cascade the Balanced Scorecard and KPIs to sub-agencies
10 Formulate the action plans according to the Balanced Scorecard
11. Implement the Balanced Scorecard

©ooNOR~wDE

Step 1: Assess the organization

The goal of this procedure intended to explain the basic characteristics and basic features of
the agency, understand the current situation or position of the agency, which will be linked to the
strategic plan. In case the agencies already have their own strategic plans, the procedure must be
adjusted by starting with step 2.

Organizational assessment is the first step in strategic planning, which is sometimes called the
environmental analysis. To analyze information about the organization's environment, it is necessary
to analyze strengths, weaknesses, opportunities, and threats of the organization. The subject used in
the analysis is SWOT Analysis, which at this stage is an attempt to answer the question "Where are
we now?"

Step 2: Determine or review the organization's vision

Vision refers to a given text or wording based on basic information indicating a goal. The
status of future entities that a person or group of individuals deems attractive (Nanus, 1995. p. 2),
especially the formulation of visions, must be defined based on the organization, from environmental
analysis or SWOT analysis and possibilities, as well as readiness for the potential of the agency. The
characteristics of a good vision are as follows:

1. It must be consistent with reality and be appropriate.

2. It must be a challenge.

3. It can be easily converted into concrete indicators.

Here are some examples of visions:

- Vision of THAI Public Company Limited is “the world's leading airline”.
- Vision of Kasikorn Bank is “strives to be the most stable bank that initiates new things
and does everything possible to be the best service to our customers.”
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However, we often find highly abstract visions; therefore, we need to review our vision by
asking three questions to that vision: (Olve, 2000. p. 56).
1. How challenging is the vision?
2. How much vision can help us in targeting subdivisions and individuals?
3. Do we have a sense that vision is valuable and admired to that vision?

Step 3: Determine the evaluation perspectives
After reviewing the agency's vision and basic characteristics, the next thing to consider is the
determination of the evaluation perspectives. According to the Balanced Scorecard, which Kaplan and
Norton have traditionally defined the important 4 perspectives: financial, customer, internal process,
and learning and growth. (Picture 1)

“To achieve
our vision,
how should
we appear to
our
customer”

Internal Process Perspective

are the 4 major perspectives and the examples of overall objectives.

asset management, and cost reduction, etc.
- Customer objectives may include excellent service and good customer relationships, etc.

Obijectives

KPI

Targets

Initiatives

Financial Perspective
“To succeed Obijectives | KPI | Targets |[Initiatives
financially,
how should
we appear to
our
shareholder”
Customer Perspective
Obiectives | KPI| Targets| Initiatives T “To satisfy our
. shareholders
Vision and customers,
< and P what business
Strategy processes must
] be excel at”
Learning and Growth Perspective
“To achieve Objectives | KPI |Targets | mnitiatives
our vision,
how will we
sustain our
ability to
change and
improve”

Picture 1: Perspective chart of the original Balanced Scorecard based on
the concept of Kaplan and Norton

Step 4: Set the overall objectives
The overall objective is to transform the vision from abstract to more concrete. The following

- Financial objectives may include profit growth, market penetration, adding new customers,
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- Internal process objectives may include management efficiency, purchasing efficiency, and
the creation of new marketing channels over the internet, etc.

- Learning and growth objectives may include employee skills, engagement culture, and the
use of modern technology, etc.

Step 5: Create the strategic map

When the objective is defined and the dimension is determined successfully, next step is to
create a strategic map which refers to a diagram that illustrates the organization's strategy in the form
of cause and effect relationships. That is, the relationship between the independent variable and the
dependent variable is explained accordingly. In the case of strategic map, it is the same because it is
basically an explanation of the causal and result factors. In the private sector, for instance, the
relationship between cause and effect factors is hypothesized. The strategic map consists of 4
dimensions: 1) Financial Perspective, 2) Customer Perspective, 3) Internal Process Perspective, and 4)
Learning & Growth Perspective. In each perspective, the strategies or objectives are grouped together
and relationships are linked to each strategy or objective.

Step 6: Determine the Key Performance Indicators (KPIs)

There are usually many Key Performance Indicators (KPIs) but in the case of Balanced
Scorecards only the important KPIs are included. According to Kaplan and Norton's opinion, KPIs are
divided into two categories: lagging indicators and leading indicators. Lagging indicators are the
indicators that cannot be used to make change to other indicators. These are usually a group of
indicators used to tell the end result such as cash flow, customer satisfaction, sales, etc. Leading
indicators or indicators that lead to or a group of indicators that are the desired result or indicators that
can predict the desired result such as training rate, computer downtime, space utilization, etc.

The following are the examples of indicators in each perspective:

Financial indicators may include the proportion of capital gains, profit before tax, proportion
of profit to sales, share value, and dividends per share, etc.

Customer indicators may include customer satisfaction, market share, complaints from
customers, re-service rates, sales, and number of new customers, etc.

Internal process indicators may include temporary absentees, defect rates, waiting times, reducing the
number of machine down time, and capacity utilization, etc.

Learning and growth indicators may include resignation rates, job satisfaction index, number
of training hours per employee, violation of ethics and discipline of the organization, and the rate of
participation in the team, etc.

Step 7: Set the target for each KPI

When the indicators are determined successfully, the next step is to set the target by taking the
current value into account. For example, the financial dimension should focus on the objectives of
profit growth. The growth we want to be is probably 15 per cent, which is the target value, compared
to the current value: 8 per cent and other dimensions have the same principles. Targeting should be
defined for all indicators, which an organization usually targets both in the short and long term. This
is to be able to continuously monitor the performance and solve problems in a timely way. For a good
goal, it should be a goal that supports success based on a set of vision and strategy especially the same
direction.

Step 8: Create the Balanced Scorecard

After 7 steps have been taken to determine the indicators, all elements of the Balanced
Scorecard are combined into the Balanced Scorecard of the organization for the executive approval
and presenting to stakeholders as shown in the following table.
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OBJECTIVES
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KEY PERFORMANCE
INDICATORS

TARGETS

INITIATION

CURRENT | INTERVAL | NEXT PROJECTS

Profit

Sale and cost control

FINANCIAL

Customer satisfaction

Increase customer
profitability

CUSTOMER

Customer relationship

Increase call-handling
expertise

Service delivery

INTERNAL
PROCESSES

Innovative culture

Performance
improvement

Competency rate

s
-
=
¢)
o
o
o
O]
Z
Z
o
<
Ll
-

% Profit growth
$ Cash revenue
$ Amount of sale
% Reduced cost

% Customer satisfaction index
% Call abandon rate

$ Revenue per client

$ Acquisition average

# New customers

% Customer retention
Average call-handling time

% Scheduling adherence
Delivery time

% Projects running on time
and on budget

% Employee satisfaction index

# New ideas from

employees

% Efficiency index
% Employee turnover

# Training hours per year

% Standardizing of work

7%
22.101
30.564

8%

75%
16%

300

12

315
70%
315

6%
9min
75%
50%

80

25

75%
9%
15

2%

annually
monthly
3 months
annually

3 months
monthly

monthly

monthly

monthly
annually
monthly

3 months
monthly
monthly
monthly

annually
3 months

3 months
monthly

annually

3 months

12%
24
35.05
6%
80%
10%

350

5

350
80%
350

10%
7min
85%
55%

90

30

85%
5%
18

85%

N/A

Customer
relationship
project

Training in
customer
service

Call handling
improvement

Improve service
delivery process

Recognized of
new innovations

Restructure the
bonus system

Source: Retrieved March 17, 2021, from https://d2myx53yhj7u4b.cloudfront.net/sites/default/files/IC-Restaurant-Balanced-

Scorecard-Example.xlsx

Step 9: Cascade the Balanced Scorecard and KPIs to sub-agencies

Cascading the Balanced Scorecard into sub-agency depends on the organization size. Ifitisa
large entity or company, scorecard consists of 4 dimensions, which converts the Balanced Scorecard
into all the subdivision level. However, if it is a small company, it will be vice versa, where the
company may have only one scorecard, and the sub-level units may only have some important
indicators. Therefore, cascading the Balanced Scorecard into action is a consideration as appropriate
according to the size of the agency.
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Step 10: Formulate the action plans according to the Balanced Scorecard

This is the last step before the Balanced Scorecard implementation created by which we
should have established the implementation process to achieve the organization's total goals in
accordance with the vision set. In the action plan, the person in charge of the operation should be
defined and the report should be scheduled in both the interim and final reports.

Operational planning is usually prepared in the form of a plan chart that determines what we
do, when, in a step-by-step plan to enable scorecards to operate, or may be adapted to develop into a
strategy focus organization. It defines the operation according to the time or the exact date and time of
the operation and what to do, as well as indicates the roles and duties of the executives and operators
in the second order, how each person is responsible according to the action plan, so that the plan can
continue.

Step 11: Implement the Balanced Scorecard

In order to perform organizational evaluations based on Balanced Scorecards, the most
important thing to keep in mind is the consistency of tracking performance in order to achieve an up-
to-date picture of the work. Most often, modern information systems are used to assist in the
operations. In addition to that, the use of Balanced Scorecard should be performed broadly across the
organization, as part of day-to-day tasks. Because operating in such a way will cause the Balanced
Scorecard to become something that personnel must take into account at all times, similar to normal
work that requires regular reporting and impact control. Executives must regularly monitor all
indicators. They should conduct a monthly meeting to review whether the preset assumptions can be
fulfilled accordingly. However, in practice, it is often found that the executives have time constraints,
especially at the top level. They hardly have time to conduct the meeting or follow-up the Balanced
Scorecard action plan. Therefore, the meeting time may need to be adjusted as appropriate. They
might have a regular meeting every 3 months to follow up the target results by using the traffic right
color. For instance, if the indicator is green, it means that the result meets the specified target. If it is
yellow, it means that it is still uncertain whether the target will be achieved or not. Red means that the
indicator does not meet the target. Therefore, the executives need to pay more attention to the
problematic indicators in both red and yellow.

Examples of Balanced Scorecard in restaurant

KFC Denmark (You, 2012)

Background: In 1986, Isken Aps which is a family owned company purchased the franchise
of the Kentucky Fried Chicken (KFC)’s brand. The Isken Aps began with four KFC restaurants in the
Copenhagen area in Denmark. Since then, the gross revenue had increased to 43 million Danish
kronor in 2010 and the annual revenue of the company had consistently grown by 9% every year for
the last ten years.

Balanced Scorecard Evolution Processes: Since KFC Denmark has owned by a family,
most decisions regarding to the company were handled by the top management, with little
decentralization of the authority. Centralized decision-makings included the procurement system, staff
recruitment, the day to day work of the employee, warehouse and inventory system. The
implementation of Balanced Scorecard was also under the top down approach. Each of the four
perspectives was reconsidered for several times. The following were the processes in creating and
implementing Balanced Scorecard at KFC Denmark:

1. Formulating a vision: Several tentatively visions were considered and finally management
decided that “The best fast food chain in Denmark” would be the most suitable one.
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2. Determining the evaluation perspectives: The four Balanced Scorecard basic perspectives
were employed which composed of financial, customer, internal process, learning and growth
perspectives.

3. Setting the overall strategic goals: The strategic goals of KFC Denmark for the
implementation of Balanced Scorecard were decided. They were included opening of new restaurants,
expanding into the new markets and increasing of market share.

4. Building of strategic map: After the process of setting goals and targets for each goal, a
strategic map was formulated as the method for linking the different decisions together. (Picture 2)

Financial

Long term L. —
Sustainable growth ong term Reduce
& Rﬂ. enue growth @ employee
an n\\1h cosis
Pmﬁlabll!h
\ growth *
Customer |
~ |

Increased
Customer recognition
Customer volume

~_ |

Better customer
Service
(CHAMPS)

Increased
sales

A
v volume
'/

_Internal business process Ay —

Optimizing
Work flow

- delivery errors

Reduced Impnn ed
complaints ServV ife
N erurrd /
N \\1519

Learning and growth

Administration
Skilled stafl Z N
Well informed Reduced
stafl employee
Turnover rate

Picture 2: Strategic Map of KFC Denmark

Eliminate

Source: You, Z. 2012: 83
5. Creating the Balanced Scorecard: after strategic map was formulated, several KPIs had

been selected with an appropriated target for each KPI, a Balanced Scorecard was built as the strategic
implementation tool. (Picture 3)
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Financial perspective
Objectives Measures Targets
Revenue growth Weekly/monthly sales |[+10%
Profit growth Weekly/monthly sales [+5%
Small more profitable products |Margin improvement [+0.35%|
Control costs Cost increase +2-3%
Reduce costs Reduced waste N/A
Control costs Salary increase N/A
Sell with more profit Margin/transaction N/A
Reduce emploves costs Revenue/employes  |[N/A
Better predict futwre outcome | Budget deviation N/A
Customer perspective Internal business process perspective
Objectives Measures Targets Objectives Measures Targets
B N very 0
Increased sales Transaction +2% Reduce Delivery errors 0%
\7Ollll]1E unnecessary
. " — i dministrati
Bigger Value/ Transac +2-3% Vision and strategy 2 W_ - Dn_. - o
! i Improved service Complaint rate 0%
purchases ion — -
Redu Ci laint/ 95%
Better customer CHAMPS 75> I scuse P ’
. cnmplamts conversion rate
service score

Learning and growth perspective

Objectives Measures Targets

Improve employee satisfaction |Employee turnover rate |15%<

Well informed employees # employees possing 100%
hygiene course on 1st

Picture 3: Balanced Scorecard for KFC Denmark
Source: You, Z. 2012: 82

McDonald’s (Qian and Chen, 2019; O’Brien, 2014; and Raj and Singh, 2020)

Background: McDonald’s is the world largest fast-food restaurant chain which was founded
in Chicago, USA. Today, it has more than 30,000 restaurants in over 100 countries. 15 to 20 percent
of the restaurants are actually owned by the company, while the rest is in the hands of the franchisees.
In 2017, McDonald’s introduced a strategy named “Velocity Grow Plan” in order to speed up growth
of business value.

Balanced Scorecard Evolution Processes: Since the beginning, McDonald’s has worked
hard to differentiate itself and adjusted to a market that has become increasingly fast-paced (O’Brien,
2014). The strategies of McDonald’s are highly correlated with its values (Raj and Singh, 2020: 258).
McDonald’s vision is supported by five strategies; food quality, reasonable prices, fast service, dining
in clean environment, and convenient location. The successful implementation of Balanced Scorecard
as the measurement tool helps McDonald’s having strong competitive position, as confirmed by
O’Brien (2014) that McDonald’s adaptation of Balanced Scorecard has made it what it is today. The
following were the processes in creating and implementing Balanced Scorecard at McDonald’s:

1. Setting the organization’s vision and strategies: Vision or philosophy of McDonald’s was
focused on being “the best fast-food chain.” The vision was supported by five global strategies,
including food quality, reasonable prices, fast service, dining in clean environment, and a convenient
location. (Raj and Singh, 2020: 263)

2. Determining the evaluation perspectives: The current Balanced Scorecard of McDonald’s
was based on the four original perspectives composed of financial, customer, internal process,
learning and growth perspectives.

3. Setting the overall objectives: in term of the financial perspective, McDonald’s main
revenue came from a corporate-owned restaurant, and franchise royalty fees. For customer
perspective, McDonald’s customers were more emphasis on quality, speed, pricing, and customer
retention. From the internal process perspective, McDonald’s continued to focus on food
differentiation, improved service efficiency, strength relationship with suppliers, and innovations. In
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addition, learning and growth focused on the needs of its employee efficiency and research and
development as top priorities.

4. Creating of the strategic map: after the process of setting the overall objectives for each
perspectives, a strategic map was formulated as the method for linking the four perspectives together.
(Picture 4)

Profitability Sales

Fin
anc
ial

Increase share
-holder value Increase profit Cost leadership Increase revenue

Cus
tom
er
pers
pect
ive

/0\

\ /

Number of
new customers Customer retention Speed

Inte
rnal
pers
pect
ive

Food Improve service pplier Innovation
differentiation efficiency

Lea
rnin

and
gro
wth

Training and
Knowl Research and
development owledgebase development

Picture 4: Strategic Map of McDonald’s
Source: O’Brien, T. (2014)

5. Creating of Balanced Scorecard: after strategic map was formulated, several KPI had
been selected with an appropriated target for each KPI, a Balanced Scorecard was built as the strategic
implementation tool. (Table 2)
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Table 2: Balanced Scorecard for McDonald’s
Strategy Objectives Measure Target Initiatives
Financial | Improve return to % return on investment | Increase 2% N/A
shareholder
Increase Profit % increase of sale profit | Increase 3% N/A
Cost leadership % decrease of supply Decrease 1% N/A
cost
Increase Revenue %sales growth rate Increase 2% N/A
Customer | Customer Demands Number of suggestions | 100% respond More variety of food
rate
Increase new Number of new Increase 3% Increase
Customer customers campaigning project
Customer retention % of customer retained | 80% retention Create customer
relation system
Expand Customer Market share 50% market Identify performance
based share attended through feedback.
Internal Create new product Time taken to develop Launch one Product development
Process new product product per
quarter
Improve Services % Decrease customer’s | Decrease 10% Launch automatic
efficiency average waiting time order machine
Supplier relationship Number of meeting Monthly Monthly meeting
with supplier with suppliers
Improve quality of Food standard index 100%standard Food standard
food meeting monitoring
Technology Product development Time taken to Extend the research
innovation develop new units
product
Learning | Training Staff % of employee 100% of Provide training
and complete training employee course at
Growth program McDonald’s
University
Knowledge Staff Number of Increase 10% Provide reward
improvements created system
by staff

Research and
Development

Store cleanliness and
hygiene

Number of
complaints

Create new standard
for each branch

Source: Qian and Chen, 2019: 205
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Conclusion

Balanced Scorecard has been established since the 1990s, as a result of research by two
scholars, Professor Robert S. Kaplan and Dr. David P. Norton. Nowadays, this tool has become a
popular tool. Balanced Scorecard includes 4 important perspectives for evaluating organizations:
financial perspective, customer perspective, internal process perspective, and learning and growth
perspective. In addition, Balanced Scorecard is a tool that supports the implementation of the
organization's strategic plan so the objectives and indicators in the Balanced Scorecard must be
aligned with the organization's strategy.

This article is focused on the practical purpose, the main objective is to elaborate the steps in
building Balanced Scorecard which include the organization’s assessment, determination or review of
the organization’s vision, determination of evaluation perspectives, setting the overall objectives,
creation of the strategy map, determination of key performance indicators (KPIs), setting target for
each KPIs, creation of the Balanced Scorecard, cascading the Balanced Scorecard and KPIs to sub-
agencies, formulation of the action plans according to the Balanced Scorecard, and implementation of
the Balanced Scorecard.

From the two case studies, KFC Denmark and McDonald’s, it is clearly found the importance
of both the general operation and strategic implementation using the Balanced Scorecard concept. The
Balanced Scorecard is the performance measurement tool that provides the overall picture for top
administrators, and it can cascade some KPIs that helps the general managers and staff in each branch
with an appropriated indicator in evaluating performance. The Balanced Scorecard has extended more
perspectives than the traditional financial one that makes it different from previous performance
measurement. However, in formulating the Balanced Scorecard, there are some modification among
each organization. For instance, the vision of KFC Denmark was reconsidered and decided by the
management, but vision of McDonald’s was employed for some times, and it focused more on five
supporting strategies. Also, the strategic map of McDonald’s is more advance, it is divided into two
strategic themes, profitability and sales which have their own set of objectives and indicators.
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Abstract

This research is focused on the driveing factors, which influenced decision-making in the
selection of purchasing lipstick among consumers aged 18-50 years In the Bangkok area.
The objective of this research was to study the personal factors of consumers purchasing lipstick in
Bangkok and to examine the several marketing factors behind it, which stimulate consumer’s decision
to purchase lipstick in Bangkok areas. This research applied the quantitative research methods by
using questionnaires as the main tool to collect data from a sample of consumers, who have bought
lipstick and lived or stayed , or worked in this particular area. Consequently, the sample composed of
400 people with both male and female aged between 18 to 50 years. The statistics used for data
analysis were percentage, mean, standard deviation, Independent Sample t-test, One-Way ANOVA,
and Multiple Regression Analysis by applying stepwise independent variable selection method.
(Stepwise Regression)

The results were illustrated that personal factors classified by gender, occupation, education,
the average salary wear generally different, which affect the decision to purchase lipstick in Bangkok.
Conversely, personal factors classified by different ages apparently affected the decision to buy
lipstick in Bangkok were not apparently different. Based on the collected data, it demonstrated
statistically at level 0.05 together with the marketing factors including promotion, marketing, and
product, which performed its powerful influence over the customer’s decision to buy the product.
Moreover, the prices or distribution factors were no influence on the decision making. This is due to
the fact that the consumer concentrated more on the beautiful packaging and variety of products as
well as the promotion, advertising, or public relations through the online platform or on broadcasting
through television, radio, magazine, or the advertisements, which were displayed on various
billboards without paying much attention to product prices or distribution channels.

Keywords: Lipstick, The Combination of Marketing Factors, Purchasing Decision

Introduction

Making up is what always come along with women for centuries. It has been innovated for
5,000 years. It started from Ancient Egypt which was believed that was the origin of making up.
Then, it passed to Ancient Greek, the Middle ages, the 16th century until now. In the beginning,
natural materials were used in making up (Nanthaviroj, 2017). Later, artificial products from different
chemicals were invented. The purposes of making up were to reflect on the ideologies and social
beliefs each time. Also, making up represented the social status and classes and up-to-date beauty
trends (Nanthaviroj, 2017). In modern society, it becomes typical that women wear make-up in daily
life to enhance their personality and beauty. Therefore, beauty-related and cosmetic businesses
continuously expand (Nanthaviroj, 2017). The research from the Center for Economic and Business
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Forecasting, UTCC rank the outstanding business in 2020. It shows that the beauty-related business is
in the first on the list for 6 years while the cosmetic and skincare businesses are ranked in the second
(Bangkokbiz, 2016).

There are 762 factories in the Thai cosmetic industry. Five hundred twenty of them are small
enterprises, 220 are medium enterprises and the other 22 are large enterprises (Color Cosmestics,
2017). According to the Euromonitor report, the Thai color cosmetic is the biggest market of ASEAN.
In 2015, there are 4.4% growth rate with a market value of 19,052 million dollars, which was divided
into 10,598 million baht for facial cosmetics, 5.049 million baht for lip cosmetics, 3.185 million baht
for eye cosmetics and 220 million baht for nail cosmetics(Think Trade Think DITP, 2017) Recently,
many more international cosmetic brands have invested in Thailand. Korean, Japanese, or even
American and European cosmetic businesses tend to look for new markets after the domestic cosmetic
market deteriorates due to the decelerating economy. Moreover, entering the Thai cosmetic market
and establishing the manufacturing bases here can be an opening door for the ASEAN market.
Furthermore, the Chinese cosmetic businesses also break into the market, focusing mainly on
the lower market. Meanwhile, Thai cosmetic has invested in the neighbouring country industry easier.
The Thai beauty market is interesting and has full potential for drastic growth with the current market
value is 57,000 million baht, which expanded 3.8% from 2013 to 2016. Facial products have driven
the highest growth rate of the market. Currently, face care and make-up products own more than half
of the market proportion. Regarding make-up products, the regular basis make-up, such as eyebrow
pencils, foundation, and lipstick, is the main products that forward the growth. The turnovers grow to
74% from current customers and 4% from the new customers. The target groups mostly are the urban
people who want to increase their confidences (Kantar Worldpanel, 2018). In addition, lipstick is one
of the products that is capable to grow due to the high demand in the market.

Lip care cosmetics, or lipsticks, have a dramatic growth rate every year. Lipstick markets are
divided into 3 levels: the upper level, the middle level, and the lower market. In the middle market,
lipsticks are sold in supermarkets and convenience stores, consisting of a 50% market share of the
overall lipstick market. The lower-level market, concerned lipsticks which are sold in up-country
general shops, and the upper-level markets are containing 30%. At the same time, 20% of the market
share of lipsticks are sold through the cosmetic section at the department stores. The net value of
the whole lipstick market is approximately 400 million baht at the present. (Bangkokbiz, 2020)

Nowadays, lipsticks are considered the important basic need of modern women. In 2015,
there were high competitions in the cosmetic business after the opening of the ASEAN Economic
Community (AEC). It is expected that the total market value will double in 2020. Especially,
the export sector can expand to more than 200 billion baht. As a result, the famous international
cosmetic brands gradually and increasingly break into the cosmetic market in Thailand.

Therefore, the researchers are interested to study the relevant factors that influence
the customers’ decision to buy lipsticks in the Bangkok area and in order to acknowledge the
purchasing factors for lipstick and also at the end, the researchers intend to collect the result to adjust
and develop the products to help the entrepreneur to create the lipstick product that can response to
customer need benefit the other work in the future.

Literature review

The research explores both primary and secondary sources in order to establish the profound
knowledge to study in this thematic area as followed.
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Lipstick

Lipstick is one of the cosmetic products, which composed of pigments, oils, beeswax and
moisturizing ingredients in order to fulfill the color, and shield on the lips. There are many different
colors and styles of lipstick. Generally, it is more famous among female customers, but male can also
use it. The invention of lipstick has a history drawback to the Middle Ages. Ancestors of Thai people
who lived in other provinces are often called lipstick as “Rut” (Wikipedia, 2019).

There is the progressive development of lipstick over the past to the present and during the
modern times it provides a smoother texture. The ingredients are extracted from animal’s oil (rather
than synthetic ones). Further, there is an attempt to formulate the process in making lipstick, making
its texture is smother as well as staying last longer than the one before. The ancient lipsticks lack the
softness and smoothness to apply, so it requires a using of lip brush. While nowadays, new
technologies and textures make it become easier for the users to apply.

It makes the customer feels more comfortable because of the gentle nourishment texture and
it is more convenient to apply on the lops. Coloring is easier than in the past because ingredient, made
from wax in the lipstick, is designed to melt when it touches the lips. Consequently, the lipstick
spreads more easily throughout the lips. The product also included an ingredient like moisturisers,
making lips look naturally juicy (Postjung, 2020). Moreover, the business platform for the lipstick
market is expanding and growing consistently. Nowadays, lipsticks are considered the important
prerequisite 5 basic needs of modern women. Referring to the consumer behavior survey found that
on average, a woman has 3-5 lipsticks, or a maximum of 200 due to the fact that women’s make-up
trends have changed rapidly. The influence of the beauty blogger, who produce the contect of online
make-up teaching and tutorials, can perform a significant a role in women’s lives, and make them
more enjoyable with make-up materials.

Concepts and theories of the marketing mix

Philip Kotler (1999) mentioned that 4P Marketing are combined in operation state involving
manufacturing, pricing, distribution, logistics and sales in order to meet customer needs as much as
possible by dividing them as followed:;

1) Product is the characteristics that affect the purchasing behavior of consumers that means
in terms of newness and quality of the product. It should offer an easy option so consumers who do
not want to find new products in consideration product style. It can shape the consumer’s purchasing
process, and the label shown also explains the consumer in considering the product.

2) Price can affect consumers’ buying behavior. Entrepreneur have to concern about the
price in order to reduce the cost of the consumer and also makes a purchasing decision. Price must
determine the cost of production, competitive price therefore businesses need to choose appropriate
strategies for pricing their products and services.

3) Distribution channels (Place) should reach target customers to meet the needs of
customers. Marketing strategies for preparing products to ready for sale and also affects the setting of
marketing factor such as pricing, advertising, distribution of products from manufacturers to
consumers.

4) Promotion focuses on creating a good and satisfying experience for customers such as
advertising and public relations. This will lead to the impression of consumers. It is expected to
influence people, feelings, beliefs to create attitudes and buying behavior also communication which
take the consideration the suitability to achieve the goals set

From the theories of the marketing mix mentioned above, it can be concluded that the
marketing mix is a marketing tool which the manufacturer will use this tool to meet the customer
needs and attempt to create satisfaction for customers. The marketing mix is divided into 4 groups: 1)
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Products by the manufacturer to generate a product / service which interest and attract customers, and
make a difference and crate the product development 2) Price, this is what the consumer pays to the
manufacturer to get products / services, so the price should be appropriate for the target product /
service group. It must consider cost and competition. 3) distribution, it starts from logistics,
warehousing, storage and distribution to the consumer market and 4) marketing promotion is to
promote advertising in order to create a positive attitude towards customers towards products /
services is an important tool for customers’ purchasing decisions by the study of the four marketing
mix aspects of the study of factors influencing lipstick purchasing decisions in the region Bangkok is
as follows

1) Products is including

- Nice packaging
- Product development
- Product variety
- Good quality
2) Priceisincluding
- There are variety of the product price
- The lipstick priced is reasonable to buy
- Clarity of the price on product display
- Prices for the products sold are international standard prices.
3) Distribution channels (Place) is including
- Able to buy and easy to find in many channels such as shops or online etc.
- Product display within the store is divided into clear categories, easy to find and can
response to customer
- The place of sale has a wide variety of products that are sufficient to meet the needs.
- Distribution locations are good trust and good reputation.

4) Promotion:

- There is a suitable sales promotion, such as a special price reduction, giveaway or
limited-edition product distribution

- Salesman can answer any questions and give advice about lipstick.

- Salesman to give advice on products at the point of sale

- The product sets are available on the festival and also the save cost set for attracting the
customer

Concepts and theories about purchasing decisions

Chuchai Smithkai (2013) mentioned that consumption can be considered a human activity
which is the action on a daily life basis from the first day until the last day of life and it occurs 24
hours a day. The meaning of consumer behavior refers to the actions of individuals in relation to the
selection, purchase, use, and disposal of the rest of the goods or services in order to meet their needs
and desires (Solomon, 2009). These behaviors can be described in more information as the following;
making a choice which is the behavior and psychological processes of the consumer in making a
decision to purchase a product or service covering behaviors ranging from recognizing the need for
searching information, evaluating options and making purchasing decisions, the operation to acquire
the goods or services the consumer wants.

Belch and George (2015, p. 67) explained about purchasing decisions; consumers will stop to
search for and evaluating brand choices. A purchasing decision is made after the option evaluation
process. Consumers may have a purchase intention or there is a bias in choosing certain brands. The
purchase intent is typically due to matching the purchase incentive to the details or nature of the brand
considered. It may consist of the steps mentioned above includes building attitude and information
gathering. Making is different from the actual purchase when consumers choose the brand, they still
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have to decide. There may be additional decisions such as when they will to buy, and where they will
buy, as well as how much money will be spent. There is usually a delay between the actual purchase
decision especially for complex or high-value purchases, such as cars, personal computers, and long-
lived items.

Kingkarn Phutiphat (2014) mentioned that the buyer’s response (Buyrr’s Response) or the
consumer or the buyer’s purchasing decision.

1) Product Choice is the type of product that consumers need to buy.

2) Brand Choice is a selection of brands that consumers will buy.

3) Dealer Choice is a decision on which vendors to buy.

4) Purchase Time Selection (Purchase Timing) Consumers choose the time to purchase
products such as morning, daytime or evening time.

5) Purchasing quantity (Purchase Amount) is a decision that How much or how much to
buy? Which may be viewed from discounts or freebies, etc.

Research objectives

1) To study the personal factors which affect the purchasing decision of lipstick among
consumers aged 18-50 years in Bangkok.

2) To examine the factors of marketing mix influencing factors regarding purchasing
decision on lipsticks among consumers aged 18-50 years in Bangkok

Research methodology

Population and sample

In this research, the population are both female and male consumers and aged between 18-50
years old who used to buy lipstick in Bangkok. Due to the fact that the exactly number of consumers
who have bought lipstick in Bangkok cannot be found. The researcher then calculated the sample size
by using the Cochran formula (Cochran, 1977) at a 95% confidence level and an error that would
occur 0.05%.
Formula:

P+[1-P]xZ?
n=-———m—m——
d?

n = sample size

P = the proportion of the population determined by the researcher to be random Assign it
to be equal to 0.5.

d = tolerance allowed at 95% confidence level. equal to 0.05

Z = level of confidence set by the researcher

In terms of Z, Z obtained from the open statistical table was found to be 1.96 at a 95%
confidence level (o0 = 0.05).

Put the number in the formula

_0.5+[1-0.5]%(1.96)%
o (0.05)2

n = 384.16 samples ~ 400 examples

Therefore, this study Therefore, a total of 400 samples were collected.
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Research instruments

The construction of the tools used in this research created a questionnaire in order to obtain a
complete and quality tool. The researcher has created the instruments in a sequence of steps as
followed.

1) The researcher studies through the concepts and theories by reviewing through related
documents and previous research in order to define goals and guide in or der to provide theoretical
framework and questionnaire.

2) the research forms a draft of the questionnaire by studying related documents as well as
former research to create appropriate messages covering the factors that influence lipstick purchase
decision in Bangkok.

3) The researcher presented the questionnaire, which created and presented to the advisor for
independent study together with consulting with content validity from 3 experts. This questionnaire
was equal to 0.98, which passed the IOC criteria from 0.50 - 1.00 of the 10C (Thippayapornkul,
2016). Therefore, this questionnaire was consistent with the researcher’s objectives. After that,
consider checking and asking for suggestions for improvement.

4) The questionnaire was revised and improved according to the expert’s recommendation,
including the questionnaire returned to the independent study advisor to consider its suitability once
again.

5) A questionnaire was used to try out on a population of 30 non-sample groups
(Thippayapornkul, 2016) to examine the use of questions usability and the data obtained to determine
the confidence and the reliability of the questionnaire by means of Dronbach’s alpha coefficient
method. The confidence value of the questionnaire should be at least 0.75 (Raksa, 2015), which has a
confidence value of 0.83.

6) The questionnaire that was validated and verified for confidence was collected to collect
400 samples for further analysis of the data

Data collection

1) Primary Data (Primary Data) is a study of the data which obtained from the research
survey. The questionnaire was used as a tool to collect data from a sample group of 400 samples from
the Bangkok area (inner area), middle class Bangkok and the outer part of Bangkok by bringing a
total of 3 groups then bring them to draw a lot the area for each group. After that, making the random
for 3 area from inner area of Bangkok, 3 middle class Bangkok and 3 outer part of Bangkok. The
researcher used a multi-step sampling method with Stratified Sampling by divided into the selected
area according to the location around Bangkok composed of 3 different groups (Office of Strategy and
Evaluation Bangkok, 2014) are including the inner Bangkok, Middle Bangkok area and outer
Bangkok. Due to the fact that the number to study each area group has 134 samples, it cannot be
distributed evenly to all 3 districts, thus setting a rule for this draw that in each area of any draw in the
first time total of 44 samples were studied. After that the 2nd and the 3rd time of draw study a total of
45 samples. The researcher fielded in data collection at cosmetic stores in department stores and in
general cosmetic shops as shown in Table 1. Moreover, the researcher choose respondent to do the
survey by asking the question that have you ever buy the lipstick? and also the question that are you
study or working in Bangkok area?. For this research, there are two distinguished assumptions;
namely, different personal factors influence on different lipstick purchasing decision and marketing
mix factors (4Ps) influence lipstick buying decisions in Bangkok area. The hypothesis is in the
following; different personal factors influence on different lipstick purchasing decision and marketing
mix factors (4Ps) influence lipstick buying decisions in Bangkok area
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Table 1: shows the number of random samples in each area.

Area group area sample Total
Inner area Bangkok  Ratchathewi 44 134
Chatuchak 45
Din Daeng 45
Middle class Rat Burana 44 134
Bangkok
Phra Khanong 45
Khanna Yao 45
Outer area Bangkok  Laksi 44 134
Don Mueang 45
Minburi 45

2) For the secondary data, it can be obtained from various data sources and referenced from
textbooks, documents, theoretical articles, theses, essays, as well as Internet sources and in the part of
government, etc.

Data analysis

The descriptive statistics used statistical values, mean, percentage, and standard deviation.

Inferential statistics were used statistical independent sample t-test, one-way ANOVA
analysis and a correlation test between the variables. It is using statistical analysis MRA (Multiple
regression analysis) analysis by stepwise regression method.

Results of research and discussion

Part 1 General information of the respondents. The analysis results showed that most of the
respondents’ personal characteristics were female, 79.3%, age 26-34, 42.5%, occupation of private
company staff 45.5%, bachelor’s degree education 69.8%, average monthly income of more than
30,000 baht, 28.5%.

Part 2 Marketing Mix Factors that Influence Lipstick Buying Decisions can be summarized as
shown in Table 1.

Table 1: Level of opinion on marketing mix factors influencing lipstick purchasing decision among
consumers aged 18-50 years. In Bangkok, in general, all factors

. . opinion level
Marketing mix factor - SD. sult
1. Product factor 4.46 0.68 maximum
2. price factor 4.56 0.67 maximum
3. Distribution channel factor 4.56 0.60 maximum
4. promotion factor 4.44 0.66 maximum
total 451 0.65 maximum

From Table 1, it was found that the respondents had opinions on the marketing mix factors
affecting the lipstick purchasing decision of consumers aged 18-50 years in Bangkok Opinion was at
the highest level (x =4.51, S.D. = 0.650). When considering the factors on each factor, the opinion
was found at the highest level in all aspects. Due to the fact that the questionnaire found that the
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reliability analysis is 0.89, this means that this questionnaire is in the high accuracy level after
checking the validity of tool with complexly two process.

Part 3 Classified by gender, the results of comparative data analysis by using statistics for
analyzing one-way variance, One-way ANOVA found that different genders affect the lipstick buying
decision of consumers aged 18-50 years in Bangkok Overall, the different which is consistent with the
hypothesis set. When considered individually set, there was a statistically significant difference at the
0.05 level.

Classified by age, the results of comparative data analysis by using one-way ANOVA
analysis of variance statistics, it found that the age difference was different. It affects the lipstick
buying decision of consumers aged 18-50 years in Bangkok. Overall there was no different which is
inconsistent with the assumptions set . When considered individually set, there was a statistically
significant difference at the 0.05 level.

Classified by occupation Comparative data analysis results by using statistics and analysis of
one-way variance, One-way ANOVA, it found that different occupations. It affects lipstick purchase
decision of consumers. Overall, the different which is consistent with the hypothesis set. When
considered individually set, there was a statistically significant difference at the 0.05 level.

Classified by education Comparative data analysis results by using one-way ANOVA analysis
of variance statistics, it was found that different education. It affects the lipstick buying decision of
consumers in Bangkok. Overall the different which is consistent with the hypothesis set. When
considered individually set, there was a statistically significant difference at the 0.05 level.

Classified by average monthly income Comparative data analysis results by using the One-
way ANOVA analysis of variance statistics, it was found that the different mean monthly income was
different. It affects the lipstick buying decision of consumers. Overall the different which is consistent
with the hypothesis set. When considered individually set, there was a statistically significant
difference at the 0.05 level.

1. Marketing Mix Factors can be influenced the Lipstick Purchasing Decision of Consumers
18-50 Years Old in Bangkok.

The hypothesis testing was to test whether the marketing mix factors influencing the lipstick
purchasing decision of 18-50-year-old consumers in Bangkok. In the analysis of multiple regression
to determine that the perform a stepwise multiple regression analysis, the details of the analysis results
are shown in Table 2.

Table 2: it shows regression analysis results between marketing mix factor predictors and purchasing
decisions affecting lipstick purchasing decisions (n = 400).

Variables entering the Regression coefficient t Sig
equation B SEb L]
(Constant) 1.006 0.242 4.412 0.000*
Promotion factor 0.417 0.054 0.365 7.791 0.000*
Distribution 0.356 0.057 0.306 6.421 0.000*
Product factor 0.284 0.048 0.048 5.870 0.000*
Price 0.147 0.055 0.140 2.693 0.007*

R Square = 0.545 Adjusted R Square = 0.297 Std. Error of the Estimate = 0.464
F =83.957 p=0.000*
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From Table 2, it found that the marketing mix factors had a statistically significant effect on
lipstick purchasing decisions at the 0.05 level of importance as follows: Promotion, marketing and
product

Analysis results had multiple correlation coefficient (Multiple R) of 0.545, decision
coefficient (R Square) of 0.297, adjusted decision coefficient (Adjusted R Square) of 0.297, and
standard error in decision making (Standard Error) equal to 0.464

It Show that the marketing mix factor in promotion, marketing and product can predict
29.70% lipstick purchasing decision. In terms of marketing promotion and product aspect, there was a
statistically significant change in the dependent variable at the level of 0.05.

The overall decision to buy lipstick in Bangkok

=1.006 + 0.417 (marketing promotion factor) + 0.284 (product factor) + 0.147 (pricing facor)

From the equation, it shows that marketing promotion factors influencing the lipstick
purchasing decision of consumers aged 18-50 years in Bangkok, this can be mentioned that 1 unit
increase in marketing promotion factor can be increase purchasing decision by 0.417 units and other
factors are stable

Product factor is the factor influencing the lipstick purchasing decision of consumers aged 18-
50 years in Bangkok, this can be mentioned that 1 unit of product factor increases purchasing
decisions by 0.284 units and other factors are stable

Product factor is one of the persuasive driven-factors on lipstick purchasing decision of
consumers aged 18-50 years in Bangkok area. This means that one unit of product factor increases
will affect customer purchasing decisions by 0.284 units while other factors are stable

Price factor is the factor influencing the lipstick purchasing decision of consumers aged 18-
50. in Bangkok area, this means that one unit of product factor increases will affect customer
purchasing decisions by 0.147 units while other factors are stable

Discussion

1) Personal factors which affect Lipstick Buying Decisions of consumers 18-50 Years Old in
Bangkok Area can be classified by gender, age, education level, occupation and income. It was found
that the personal factors classified by age were different which affect the decision to buy lipstick in
Bangkok. Overall, there was no different but personal factors classified by gender, occupation,
education level and different income affect the decision to buy lipstick in Bangkok. Overall different
with statistical significance at the 0.05, which is consistent with Piyamaporn Chuaychuu (2016), the
researcher who studied the factors influencing online social shopping decisions found that
demographic factors such as gender, age, education level, occupation, income, had no different effect
on making online shopping decisions. As for the factors of marketing mix such as personnel and
product quality price aspect, marketing promotion Image of products and stores and store information,
product information and service process. Every factor can influence online shopping decisions.

2) Marketing Mix Factors can be influenced the Lipstick Purchase Decision of Consumers
18-50 Years Old in Bangkok Metropolitan Region. Summarized as follows.

The analysis of the predictive relationship of marketing mix factors with lipstick purchasing
decisions in Bangkok. It found that the factors of marketing mix were promotion marketing and
product. It is a factor influencing lipstick purchasing decision in Bangkok with a statistically
significant level of 0.05, it was able to predict the purchasing decision of 29.70% of consumers.
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Conclusion

Discussion of the findings of the research on factors that influence lipstick purchasing
decision of consumers aged 18-50 years in Bangkok are as the following;

1) Opinion on marketing mix factors Influencing the lipstick purchasing decision of
consumers aged 18-50 years in Bangkok, it found that consumers focus on the overall and individual
factors; Products, price, distribution and promotion are in the highest level. It is same as Dien Li
(2017), mentioned that factors affecting the purchasing behavior of women in Bangkok, it found that
their opinions on the four marketing mix factors for purchasing cosmetics. It consists of product,
price, distribution channel and marketing promotion, the overall level is the most important.
Marketing mix factors and product factor contains the quality of the product, brand credibility,
reputation of brand and product features (scents, colors, prices) are including the affordable prices and
convenient payment methods. (Cash and credit card) and the distribution channel is decorating the
store to be beautiful

2) The results of the study of marketing mix factors influencing lipstick purchasing decision
among consumers aged 18-50 years in Bangkok area. Marketing and product promotion factors
influenced lipstick purchasing decisions of consumers aged 18-50 years in Bangkok.

2.1) From the results of the study, product factor can influence lipstick purchasing
decision of consumers aged 18-50 years in Bangkok. This is because each brand of lipstick product
develops the better packaging. There are always developing new products to meet the needs of
consumers including a variety of products. This is same as research of of Dien Li (2017), who studied
research on Factors affecting the behavior of choosing to buy cosmetics of women in Bangkok, which
found in the issue of marketing mix factors. Product factor had a statistically significant influence on
buying behavior of cosmetics due to product quality, brand credibility, reputation and product features
(scents, colors, prices) are including affordable prices and convenient payment methods. (Cash and
credit card)

2.2) From the study of factors, price factor found that there was no influence on the
lipstick purchasing decision of the consumers aged 18-50 years in Bangkok. Consumer need to
purchase products directly from the qualification of the product which can be able to meet the needs
of suitable usage. No matter how high the retail price is, it does not affect consumers’ purchasing
decisions. It means that customers are not focus on the price of the product. They would be focus on
the quantity and quality

Therefore, this assumption is inconsistent with the stated objectives. As it is same as
Punnyanuch Laomipol’s studied (2016), the factors affecting the decision to buy cosmetic products
that help skin whitening were found that the marketing promotion factors the reputation factor and the
physical appearance of the product distribution factor and the quality factor and product variety. There
was a statistically significant effect on the decision to buy cosmetic products in whitening category at
0.05, while the price factor and packaging details did not affect the decision to buy cosmetic products
in whitening category

2.3) From the results of the study, distribution factor found that there was no influence on
the lipstick purchasing decision of consumers aged 18-50 years in Bangkok. Due to the fact that the
lipstick distribution channels such as stores, department store and online channels can meet the needs
of consumers easily and conveniently. Moreover, it is easily to make the purchasing

Therefore, this assumption is inconsistent with the stated objectives. It is same as the
studied of Aksika Nantaviroj (2017), factors influencing the decision to purchase 3CE cosmetics
brand of women who living in Bangkok and perimeter which found that the price product features,
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packaging branding factors, product model factor, distribution factor and also promotion factors are
not influence on the decision to buy 3CE cosmetics brand of women living in Bangkok and perimeter

2.4) According to the results of the study of the marketing mix factors in marketing
promotion, it found that influencing the lipstick purchasing decision of the consumers aged 18-50
years in Bangkok. there are many ways to promote marketing to increase sales through online
advertising, public relations. Promoting on television, radio, magazine, or in the billboards can be
known and to be able to reach the group of consumers more conveniently and faster. Therefore,
making this assumption consistent with the stated objectives. The result is the same as research of
Thanwa Theerathammathada (2015), the factors influencing the counter-brand purchasing decision of
facial skincare products among consumers living in Bangkok, it found that the factors influencing the
purchasing decision of Counter Brand facial care products of consumers who live in Bangkok. The
factors consist of 4 factors: 1) promotion factors, 2) brand and product quality factors, 3) travel
convenience and reliable research and 4). The price of the product. Almost all factors were positively
related to purchasing decisions for Counter Brand facial care products, excepting for the price factor
of the product which had a negative correlation to purchasing decision for Counter Brand products.
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Abstract:

The information transmission method of traditional outdoor paper advertising has long been
unable to meet the needs of modern people for emotional resonance in advertising with the diversified
development of information technology. In the current era of big explosion of self-media, multimedia,
and technological interactive media, the single form of traditional outdoor paper billboards is
gradually declining, and outdoor environmental media that emphasizes consumer emotional
interaction experience has emerged as the times require. In order to effectively play the role of
environmental media advertising, it is necessary to innovate the advertising form, and the premise of
the innovation of advertising content and form is to consider the emotional experience and
psychological resonance of consumers. This topic uses comprehensive research methods such as
observation, literature analysis, and exploratory research to interpret and study the current status of
outdoor media advertising and introduce the design psychology theory of American cognitive
psychologist Donald Norman, Columbia Business School professor Schmidt Bird’s experience
classification methodology, and the "father of interaction design" Alan Cooper’s theory of the essence
of interaction design. This article discusses how to apply these theories to the innovative forms of
outdoor environmental media advertising. This article focuses on the four aspects of consumer
sensory experience, emotional experience, thinking experience and interactive action experience to
discuss the form innovation and scenario of outdoor environmental media advertising. Innovation,
content innovation and interactive innovation. The outdoor environment media and the advertising
information ontology are combined in these four innovative ways of expression, so that consumers
and advertising audiences can effectively associate and interact, so as to achieve a deeper consumer
heart and a disruptive experience for advertising content effect. The innovative research conclusions
of these four aspects provide theoretical guidance and method reference for advertisers to invest and
try new media, and to promote the better development of the advertising industry.

Key words: Environmental media outdoor advertising, Emotional experience, Interactive experience

Introduction:

With the advent of the era of self-media, multimedia, and interactive experience, in
the communication system of the modern technology society, the relationship between consumers and
the media has undergone tremendous changes. Consumers who used to be in a passive position of
receiving information, now their needs have become | want to get a certain amount of initiative and
control. This change is of great significance. It directly detonated people's doubts about traditional
paper-based media advertising. (Yang, 2011) Emotional experience refers to the psychological
feelings and emotional feedback of the individual audience. It is the beautiful feeling produced in
the individual's consciousness when the emotion, physical strength, intelligence and spirit reach a
certain level. And the "emotional experience" of this personality varies from person to person, from
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time to time, from place to place, and has great subjective differences. Therefore, under the vision of
"emotional experience", the traditionally divided advertising masses will no longer exist, and
traditional media advertising relies on the influential communication objects-"mass" will be
subdivided into “minority”, or even in the process of releasing individual subjective feelings, it
becomes fragmented. The fragmentation of the audience has made traditional media advertising lose
its "bulls-eye." as while. Against the background of this problem, the influence of traditional outdoor
advertising has been declining, and "environmental media" that emphasizes consumer interactive
experience have emerged. The so-called "environmental media”, literally translates as "environmental
media”. From a conceptual point of view, "environmental media" emphasizes the relationship
between advertising and the "environment", and its creative forms are mostly based on the specific
communication environment of advertising information and make full use of the elements in the space
and environment to achieve unique visual effects and communication. (Shneiderman et al., 2017)
Environmental media advertising is different from traditional outdoor advertising preaching appeals.
Environmental media advertising is based on an open media environment, emphasizing the integration
of the physical attributes of the media and the natural attributes of the environment into the
advertising creativity, and paying more attention to the participation of the audience Interactive and
emotional experience. Therefore, the research object of this article is outdoor environmental media
advertising. The article starts with studying the status quo of outdoor environmental media advertising
and introduces the design psychology theory of American cognitive psychologist Donald Norman and
the experience classification of scholar Schmidt Bird Methodology, and the "father of interaction
design" Alan Cooper's theory of the essence of interaction design. Trying to guide the changes in the
innovative forms of environmental media advertising through these theoretical reviews, so that
environmental media advertising can penetrate consumers' hearts and generate more emotional
resonance. The purpose of this paper is to analyze and discuss the changes in outdoor environmental
media advertising models under the emotional experience of "people-oriented”, the creative
characteristics of environmental media advertising design, and the ways of media utilization, and to
exploratorily put forward relevant environmental media advertising innovative form design strategies,
this strategy It is executable and can create emotional experiential advertisements with more
dissemination effect. Specifically, the approach is to organically combine the information carriers-
environmental media and advertising information ontology, as well as the emotional and
psychological needs of the public, and explain how environmental media advertising should
coordinate with the consumer market, with the beauty of the city, and with the psychological
acceptance of consumers., The relationship with cultural inheritance. Through the emotional
connection and interaction with the audience, the audience can have more in-depth contact with
advertising and a subversive experience. The focus of this design strategy lies in the three aspects of
the choice and utilization of environmental media, innovative visual expression techniques, and the
way the audience’s emotional experience is output. The dominant position among these three
strategies is consumer emotional experience psychology. Advertising innovation should not only
consider the characteristics of environmental media, but also the emotional experience of consumers.
In the following, the author discusses the innovative ways of studying outdoor environmental media
advertising from several basic forms of consumer emotional experience.

Contents:

1. Environmental media advertising innovation based on sensory experience
Donald Norman regards user experience as the core. His point is that in order for a design
to be affirmed and loved by users, it must deeply understand the inner feelings of consumers, so that
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users can choose and experience products with a good mood. Consumers' experience first comes from
the senses. From the perspective of human senses, they have at least five senses: sight, hearing, touch,
taste and smell, and even the "sixth sense" proposed by some psychologists, so called new sense.
These senses can create a sensory experience for consumers, but traditional media advertisements
mostly use pictures, text, music, sound and other elements to stimulate consumers’ vision and hearing
to create a sensory experience. It is difficult to stimulate consumers’ other tactile sensations. The
senses of taste and smell. If environmental media advertising wants to get closer to the hearts of
consumers, it must make breakthroughs in form, stimulate more consumers' senses, and create a richer
sensory experience. (Ray, 2014) What kind of advertising can create sensory appeal? How to innovate
the form of environmental media advertising? It is the question we mainly think about and discuss.
For consumers, a novel form of advertising that contrasts strongly with the surrounding environment
can certainly create a sensory experience. The development of high-tech technology has provided a
broad space for the expression of environmental media advertising. We can cleverly combine
photoelectric art, innovate media images, and stimulate consumers' vision. We can also make full use
of the combination of biotechnology and the surrounding environment, aiming at consumers' multiple
sensory forms (touch and smell), creating advertising works that are not only tangible and colorful,
but also sound and taste, giving consumers a brand-new experience of composite sense. The
innovation of environmental media advertising forms can be carried out on two levels. The first level
is the innovation in the use of media, such as creating new media forms, exploring new media spaces,
or creating new uses of traditional media. Discovering new, unique, and effective new advertising
carriers, or discovering new applications of traditional carriers, is tantamount to opening up new space
and channels for dissemination, and its impact is significant. In reality, it can be as small as a straw
for drinking beverages, as large as the design and transformation of a certain building, to the
possibility of discovering new media forms. The second level is the innovation in the expression of
advertising works in specific media, such as creative expression in outdoor billboards, waiting halls,
bus bodies and other media. It mainly refers to the creativity of advertising works. As long as you can
find the most suitable form of expression from the characteristics of the product or brand itself, as
long as it is the first time for the audience to receive experience, you will receive a good
communication effect. For example: Coca-Cola Company in a certain subway station, from time to
time puts out smelly and sound 3D holographic projection advertisements, using electronic induction
technology and innovative forms of projection advertisements based on 3D holographic projection
technology, the purpose is to stop consumption The user just simply sees the shape of the Coca-Cola
external bottle, and more is to allow consumers to truly feel the taste of Coca-Cola and stimulate the
sense of coolness through 3D holographic projection and scent distribution, which stimulates
consumers' taste buds and senses. Consumers can't wait to buy a glass of Coke to drink (Picture 1).
Another example: Japan’s third-largest advertising group Asahi Co. (ADK) planned for IKEA’s
“Home furnishing liner” event. A train passing through Kobe’s city center and IKEA Harbor’s
artificial island store was transformed. Both inside and outside have been packaged and arranged in
different styles. Through the direct effect display and the personal experience of the majority of
passengers, everyone directly feels the charm of IKEA furnishing "turning the home from a place to
sleep into a space full of inspiration™. This unique experiential advertising campaign has created an
extraordinary word-of-mouth communication effect, which fully enables consumers to experience the
tactile sensory experience. (Picture 2) The above two advertisements have changed the traditional
media world, and at the same time innovated the form of advertising expression, breaking through the
traditional outdoor advertising form.
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Picture 1: The Coca-Cola Company's 3D Holographic Projection Advertising

Source: https://www.digital-xp.com/list/index?scene=128

Picture 2: IKEA Special Train Experience Advertising

Source: https://fashion.ifeng.com/777/200806/0608_ 1740 586191_1.shtml

2. Environmental media advertising scene innovation based on emotional experience

Scholar Dr. Bernd H. Schmitt pointed out in his book "Experiential Marketing" and
Experiential Marketing stands in the sense of consumers, five aspects: Feel, Think, Act, and Relate,
redefine, and design the way of thinking in marketing. (Schmitt, 2010) This way of thinking breaks
through the traditional assumption of "rational consumers” and believes that consumers are both
rational and emotional when they consume. Consumers' experience before, during and after
consumption is the study of consumer behavior and enterprises. The key to brand management.
Among these five aspects, emotion has always been an important element in the appeal of publicity.
There are more positive in their emotional experience, such as happiness, joy, hope, satisfaction,
romance, etc.; there are also more negative, such as anger, rage, frustration, fear, embarrassment, etc.
As an advertisement creator, you should carefully explore the emotional response patterns of
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consumers, understand which stimulus factors can inspire some of their specific emotions, and strive
to create positive emotional experiences for them, avoid and remove their negative feelings, so as to
guide consumers to the advertising product or brand creates a good impression and forms a preference
attitude. In traditional media advertisements based on emotional appeal, we often see children,
beauties, small animals and beautiful scenery, because these can arouse the positive emotions of the
audience and make people have a pleasant and beautiful experience. For environmental media
advertising, we can not only consider innovations in this area, but also combine the characteristics of
environmental media to carry out scene innovation from the perspective of the relationship between
advertising and the surrounding environment. Compared with traditional media, environmental media
emphasizes the relationship between advertising and the "environment". Its advertising innovation can
start from the specific dissemination environment of advertising information, make full use of the
elements in the space and environment, and combine the inner feelings and emotions of consumers to
create a unique emotional experience. For example: On Valentine's Day, a French razor company
designed a billboard with a very emotional experience. The creative design is a huge floor-to-ceiling
billboard with a man on it, and only the beard part of the man’s mouth is shown. The highlight of the
design is that every beard is a rose. Passers-by saw this advertisement and they all had an interactive
experience. Under the atmosphere of Valentine's Day at this time, every passer-by had a very good
emotional experience process at the moment of pulling out the roses (Picture 3). Another example: A
public welfare advertisement in China posted images of children in need on glass doors and used
people's "push” or "pull" actions when opening the door to imply "Are you going to pull him over or
do you want to He pushes it out, so that people’s emotions change due to their different behaviors of
“pushing” or “pulling”. This kind of emotional experience advertisement can be deeply rooted in
people's hearts (See Picture 4). Because consumers' emotions are most intense in the consumption
process. Consumers will have strong emotions in the process of contacting and interacting with
products, and this emotion will continue to develop over time. In traditional advertising media,
through the description of a certain lifestyle, consumers can imagine a certain consumption scene
through associations, so as to anticipate (or experience) the feeling, but the effect is often not good.
Environmental media fully utilizes the spatial advantages of environmental media to create a more
profound emotional experience for consumers by creating appropriate consumption scenarios and
emotional connections. Another example is the advertisement of Yamaha motorcycles. When the
advertisement is placed in front of the cart, consumers are like manipulating Yamaha when shopping
in the supermarket (Picture 5). The three ad cases appealed all use the characteristics of environmental
media to create a certain emotional consumption scene, allowing consumers to experience a beautiful
emotional feeling during the consumption process.

Picture 3: A French company designed a billboard with a very emotional experience on
Valentine's Day

Source: https://www.youtube.com/watch?v=Y Txxny5N70Q
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Picture 4: Pay attention to children's public welfare emotional experience advertising

Source: The picture comes from the book of emotional experience

Picture 5: Yamaha Motorcycle Emotional Experience Advertising

Source: The picture comes from the book of emotional experience
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3. Innovation of environmental media advertising content based on the form of
thinking experience
"Theory of Creative Thinking" is a philosophical work edited by Wang Tiancheng. This
book mainly discusses the basic theories of creative thinking, focusing on the essence of the creative
thinking thought of German classical philosophers, and introduces some important viewpoints of
scholars before and after German classical philosophy (Saffer, 2010). The author drew reasonable
conclusions from a critical examination of German classical philosophy. The author focuses on the
imagination in creative thinking, the will in creative thinking, the intuition in creative thinking and the
process of creative thinking, which is a useful attempt to study the laws and internal mechanisms of
creative thinking. The thinking experience in the creative thinking theory refers to the experience of
people creatively acquiring knowledge and solving a certain problem through the use of their own
intelligence. There are usually two ways of thinking experience, that is, convergent thinking
experience and divergent thinking experience. Convergent thinking experience refers to the
experience process in which consumers gradually concentrate their thoughts until they find a solution
to a problem. In traditional media advertising, consumers are often encouraged to analyze, reason,
think and draw conclusions by setting issues and providing certain product information. The divergent
thinking experience is an experience process of broadening one's thinking and brainstorming. In
traditional media advertisements, novel and interesting things are often used to stimulate the
imagination of consumers and generate rich associations. In environmental media advertising
innovation, advertising content can be fully integrated into environmental media, and the form of
environmental media advertising can be used to trigger consumers' thinking about advertising content.
(Norman, 2017) The thinking process is also a series of activities for consumers to penetrate the brain
and psychology of advertising. Through such a series of thinking and psychological activities,
advertisements can penetrate into consumers' hearts and increase the memory of advertisements in
users' minds. For example, in a blood donation public interest advertisement in Singapore, the
advertiser designed a multimedia advertising induction light box in the bus shelter. The copywriting
was "In the rainy season, it becomes more and more ischemic.” The subtlety is that it uses faded
pigments, because it is an induction light box, it will change according to temperature and humidity.
So, after the rain you will find that the red on these ads’ fades, as if blood is dripping down. When
people see this advertising light box, they force the audience to think about it (See Figure 6). For
another example, a public welfare advertisement for the Anti-Drug Association in Singapore was
designed to innovate from the design. A billboard was designed as the door of the prison on one side
and the door of a warm home on the other side. The billboard is hollowed out in the middle, and the
front and back sides of the billboard are echoed by the design of the shelter billboard, inspiring
consumers to think from both sides: whether it is a person in prison or his relatives who are suffering
from the price of mental lack of prison (See Figure 7). It should be noted that the audience of
environmental media has great fluidity, and the time for the audience to contact and pay attention to
the media is very short, even "at a glance." In view of the characteristics of environmental media, if its
advertisement creation wants to fully expose the advertisement information within the acceptable
range of consumers in the shortest time, and encourage consumers to think creatively, it is necessary
to fully consider the audience’s perception of advertisement information in different environments.
Reading time and concentration should minimize the obstacles to the environmental media and the
audience, such as observation angle, observation distance, observing visual obstacles, and clear and
complete communication content, etc., in order to create a good contact state and achieve advertising
information It’s easy to recognize and understand. Only in this way can we achieve the innovation of
environmental media advertising content in the form of thinking experience.
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Picture 6: Multimedia advertising induction light box for public blood donation
in Singapore bus shelter

Source: http://blog.sina.com.cn/s/blog_5225e95a01009izc.html

Picture 7: Singapore Anti-Drug Association Public Welfare Lightbox Advertisement

Source: http://blog.sina.com.cn/s/blog_5225e95a01009izc.html

4. Interactive innovation of environmental media advertising based on the form of
mobile experience
In the field of interaction design and user experience, Alan Cooper, who is known as the
"father of interaction design”. "The Essence of Interaction Design" by Alan Cooper himself is an
introductory book for learning and researching interaction design. Systematic research focuses on the
humanization and usability of product design. It discusses the connection between human and
technology and proposes interaction design as the basic concept of "people-oriented”. The interaction
in interaction design is derived from the English "Interaction” and "Interactive”, indicating the
interaction and influence between the two. From a design perspective, interaction can be considered
as a process of behavioral information exchange and interactive perception between product users and
products. (Cooper, 2015) The basic characteristics of interaction are: two or more participating
objects; interactive behavior of mutual perception between objects accompanied by information
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exchange. Interactive behavior refers to the action behavior between the user and the product. In
modern life and work, people interact with products everywhere. With the development of
information technology and the continuous improvement of people's proficiency in using these
technologies, the field of interaction design has to master more and more advanced technologies and
interaction philosophy. The interaction between people and products is defined as people understand
and experience product design from the way they use them. (Preece, Yvonne, & Helen, 2014) It
includes perceptions, actions, emotions, cognition, and manifestations. New products are constantly
emerging, functions are increasing, user experience is becoming more and more complex, users'
cognition of inherent products is becoming more and more outdated, and people's cognition of new
interactive behaviors is becoming more and more profound. However, the application of interactive
experience in multimedia advertising is also increasing. Because the mobile interactive experience is
the experience formed by consumers after a certain experience, this experience is related to their
body, or their lifestyle, or the experience they get after contact with people, etc. Traditional media
advertisements often describe a model’s physical experience in the process of using a certain product,
or describe a model’s activities, interests, and opinions to express a certain lifestyle, allowing
consumers to learn a certain way through observing models After the action can bring some kind of
experience they expect. This kind of experience lacks interaction and makes it difficult to impress
consumers. Environmental media is a very interactive media form. We can use this kind of
interactivity to innovate advertising activities, let consumers participate in advertising activities, and
deepen consumers' impression of advertising information. In specific operations, environmental media
advertisement creators must provide consumers with appropriate experience environments and
facilities to stimulate consumer participation and enable consumers to obtain a positive mobile
interactive experience through interaction with advertisements. For example, in the downtown square
of Stockholm, Sweden, DDB did an outdoor environmental media advertising campaign for
McDonald's with coupon interactive games. Users don’t need to download the app; they only need to
connect their mobile phone to the game website specially designed by McDonald’s. The system will
ask the user to allow the background to capture the user’s geographic location information, and then
enter the user’s nickname, so that the current user will be displayed on the big screen, so that the user
is ready, followed by a game similar to table tennis, the user only needs to hold on for 30 seconds to
get a McDonald’s coupon. Users can claim prizes nearby with coupons sent to their mobile phones.
DDB has done an outdoor game for McDonald's before. For similar games in the same place, users
can grab the jumping pictures with their mobile phones and get prizes. This kind of novel interactive
outdoor advertising has aroused great interest of consumers and has produced a super interactive
effect between the advertisement and the audience. At the same time, it also stimulates the desire to
consume. Such interactive game advertisements not only achieve the purpose of advertising sales but
also give users a good emotional experience (See Figure 8). Another example: an interactive
advertisement of the International Foundation for the Protection of Animals, "Animal Catcher". The
advertisement was posted on Wangfujing Pedestrian Street in Beijing. When the iron-toothed trap was
placed on the Wangfujing Pedestrian Street, everyone was attracted. Some people want to try to step
on it, some people squat down to read the text on the folder carefully, and even take a picture. (Yu,
2016) “It’s very dangerous to trap animals here. Wouldn’t it be crueler if you put them on the road
where animals that are about to become extinct?” The advertisement stimulates people’s participation
through physical facilities and implements empathy to “think you are an animal” to reveal wild
animals. Every day, if you want to prevent illegal hunting and killing of wild animals, please work
with IFAW (See Figure 9). The success of this kind of interactive advertising creation mainly depends
on whether the design of the media itself can stimulate the interest of consumers and whether
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consumers can participate in a natural and relaxed state. Another point is how easy it is to participate
and whether There is good emotional resonance in the process of participating in the interaction. Only
when consumers are willing to actively participate can it be possible to achieve the purpose of
advertising.

Picture 8: Outdoor environment media advertising for McDonald's coupon interactive game

Source: https://kknews.cc/finance/e808v4.html
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Picture 9: The interactive advertisement "Catching Animals" of the International
Foundation for the Protection of Animals

Source: The picture comes from the interactive design book

Conclusion:

From the above discussion, we can see that with the rapid development of informatization
today, environmental media has penetrated into our lives, and environmental media advertising has
begun to be widely used in outdoor spaces, bringing many changes to the form of outdoor advertising.
If you want environmental media advertising to enter or penetrate the hearts of the public, consumers’
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sense, emotion, thinking, and action interaction experience cannot be separated. Emotion and thinking
experience are based on sensory experience, and emotional experience and thinking experience are
also intermingled with each other. The interactive experience of action is often accompanied by
emotional experience and thinking experience. (Kotler,2015) Advertising innovation based on
consumer emotional experience needs to consider the various emotional experience psychology of
consumers and create targeted creation according to the purpose of advertising communication to
achieve a good communication effect. In addition to appealing to the four aspects of advertising
innovation based on the "people-oriented" emotional experience needs, the author believes that
environmental media advertising, in addition to focusing on the creativity of the advertising work
itself and the emotional experience of consumers, combines the concept of creative marketing
activities with outdoor environmental media advertising. Combine organically for promotion. The
specific suggestions are: (1) Establish an incentive mechanism. The incentive mechanism must be
able to form sufficient material or mental stimulation for the target consumers. (2) Innovative ways of
participation. Participation methods should focus on modernity, entertainment and interaction, etc., to
enhance the desire of target consumers to participate. (3) The availability of rewards. The complexity
of the target consumers' reward pathways is inversely proportional to their enthusiasm for
participation, so a feasible participation path must be designed. Because the concept of creative
marketing activities is also set based on understanding the emotional needs of consumers, as long as it
is advertising, it must be matched by marketing. It is foreseeable that environmental media advertising
will be a typical representative of innovative forms of outdoor advertising, and environmental media
advertising will be increasingly valued by advertisers and advertising companies. However, it is
necessary to be sober that not all brands and products are suitable for environmental media
advertising. Only those environmental media advertisements that are reasonable, appropriate and
cleverly selected, and can be perfectly integrated with the advertising theme and creativity, can finally
realize the environment and advertising. Perfect combination of spreading effect.
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Abstract

This research aimed to pinpoint and analyze the coffee product consuming behavior and sales
promotion affecting the buying decision of consumers of fresh coffee products in convenience stores.
The results demonstrate that most male consumers bought hot coffee, while females preferred iced
coffee. Younger people tended to buy iced coffee, while people aged more than 40 years preferred hot
coffee. Regarding the impact of sales promotion on customer buying intention, the membership
benefit was the most influential factor, followed by discount coupon, point accumulation, price
reduction, limited-time offer, and “buy X get Y free” offer. Additionally, the research indicates that
there were statistically significant differences in mean score of importance of price reduction and
limited time offer between genders; statistically significant differences in mean score of importance of
point accumulation, discount coupon, and limited-time offer between different education levels; and
statistically significant differences in price reduction among age groups. Meanwhile, respondents’
monthly income showed no significant differences in any sales promotion tool.

Keywords: Sales promotion, Purchasing decisions, Convenience store, Fresh coffee

Introduction

Social constraints, norms, and cultural changes in Thai society nowadays affect people’s
lifestyles in various ways. The influence of Western culture contributed significantly to the country’s
cultural changes and subsequently its citizens’ consuming behavior, especially in urban areas. The
trend of coffee product consumption in Bangkok city is increasing continually. It can be easily seen
from the luxurious international brands to the tiny sidewalk coffee stalls that spread throughout the
entire Bangkok area. According to Euromonitor, the market value of coffee shop consumption
reached 21,220 million baht in 2017, representing a growth of 10% from the previous year (Kasikorn
Research Center, 2018). The opportunity for business expansion is still high since the average coffee
consumption rate of Thai consumers is 300 cups per year, which is lower than that of consumers in
developed countries. Also, the government support and subsidiary encourage the business growth
continuously. (Sriwong, 2020)

The number of convenience stores in Thailand increased rapidly from 2015 to 2018, with
more than 15,000 convenience stores nationwide as of 2018 (Tunpaiboon, 2019). The Thai population
has embraced modern retail formats, which has created sufficient demand for retailers to enhance their
growth. The new convenience store format evolved from the traditional mom-and-pop shop to a one-
stop service. Evidently, convenience stores provide a wide range of products and services, offering
consumer products, delivery services, banking agencies, and coffee and bakery shops. In this retail
format, 7-Eleven is one of the most successful retail businesses in Thailand, with more than 12,000
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shops spreading throughout every province. Coffee outlets in convenience stores may be seen as
a new business model in Thailand. As mentioned above, the rapid growth of coffee shops in Thailand
has prompted businesses to invest in many kinds of the retail industry. Jitpleecheep and Hick (2019)
report that 8,025 coffee shops operated in Thailand in 2018, demonstrating a 4.6% growth from the
previous year. Coffee shops can be seen as a potential market in this period. There are many coffee
shop brands in Thailand, such as Kudson Bakery & Coffee, Tesco Coffee, Arigato, Lawson Café, and
Bow Café. Kudson Bakery & Coffee plays a market leader in this business. However, due to the new
business model, the success of coffee and bakery store in the convenience store is still questionable.
Despite the enormous potential for development that this business has, the rate of new store expansion
is still limited. Marketers adopt several marketing techniques to create brand awareness, increase
revenue, and create consumer demand by using promotional tools. Sales promotion has been widely
used to create customer demand within a short period. It is interesting to examine the kinds of sales
promotions that significantly affect coffee shops in the convenience store.

Research Objectives

This research aims to explore the coffee product consuming behavior and how sales
promotion influences consumers’ buying decisions regarding fresh coffee products in convenience
stores.

Literature Review

1. Seven Ps of service marketing mix

Researchers and practitioners have widely accepted the concept of the marketing mix
since the 1960s. In the service industry, which includes coffee shops, the most common marketing
mix elements can be seen as the Four Ps and Seven Ps marketing mix. Service marketing mix
components include product, price, place, promotion, people, process, and physical evidence
(MccCarthy, 1978; Booms & Bitner, 1981).

1.1 Product refers to both tangible and intangible products, including all of the features
and benefits that customers will be able to acquire by purchasing a company’s goods or services.

1.2 Price refers to the cost that consumers pay for a product or service.

1.3 Place or distribution channel refers to the place where products and services should
be seen, made, sold, and/or distributed.

1.4 Promotion refers to the components of marketing communications that encourage
increased customer awareness, create interest, and generate sales. Promotion tools can be used in
many contexts based on the objectives of the company in question. Some examples of promotion tools
include advertising, personal selling, sales promotion, and public relations.

1.5 People refers to the staff who get involved and interact with the customers.

1.6 Process refers to the activity of standard operations that the business has designed to
deliver the service to the customer.

1.7 Physical evidence refers to all physical components that customers can perceive
during the service.

2. Sales promotion

Sales promotion is a crucial key element of promotion strategy. Kotler and Armstrong
(2017) describe sales promotion as a short-term incentives strategy whose purpose is to boost the
purchase or sale of products or services. Sales promaotions are widely used in every aspect of business,
including manufacturers, distributors, and retailers. Brattberg and Briesch (2012). present price
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discount as an example of a commonly used promotion tool. The average of sales promotion tools
accounts for 60% of all marketing budgets (Kantar Retail, 2012).

Consumer sale promotion techniques applied in the retail business are as follows:

Free samples — The most effective but most expensive technique. Samples are normally
used for the purpose of introducing new products.

Coupons — Designed to save customers money when purchasing specific products that
appear on coupons.

Rebates or cash refunds — An offer for a cash return on the purchase of a consumer good
or service.

Cents-off deals or price packs — Offer many kinds of reduced-price strategies. Customers
are offered lower prices on products, or two products for the price of one.

Premiums — Prizes, gifts, or other special offers received when a consumer purchases a
product in specific promotional campaign.

Point-of-purchase (POP) promotions — Marketing material or advertising placed near
products. POP displays are generally located at the checkout counter or where purchase decisions are
made.

Contests, sweepstakes, and games — Challenges or competitions that offer consumers the
chance to win a prize within the stated timeframe.

In the convenience store setting, it is evidently common for companies to use only some
sales promotion tools, such as coupons, cents-off deals, price packs, premiums, or POP promaotions.

3. Related research

In Jindawong’s (2015) exploration of consumer selection regarding coffee products, the
author found significant differences in the choice of coffee and drinks between different age and
gender groups. Conversely, Suvarnaphaet and Suvarnaphaet (2018) found no difference between
males and females regarding their types of coffee purchase. However, their results indicated that the
service’s marketing mix factors had an impact on customers’ buying decisions.

In Kamsod and Aditto’s (2016) study of fresh coffee consumption behavior among
university students, the authors found no statistically significant difference between undergraduate
and master students’ buying behavior. Besides, the most important sales promotion strategies for
encouraging customer buying intention have been found to be special events, loyalty programs, and
premiums.

Methodology

1.1 The population studied in this research was consumers living in Bangkok who bought
fresh coffee products in Kudson stores at least once per week. However, the exact size of this
population is unknown.

1.2 The sample size was calculated using Taro Yamane Equation (Yamane, 1973) to
determine the confidence level of 95% and the proportion of tolerances that could be equal to 0.05,
representing a total of approximately 400 samples (according to the Official Statistics Registration
System, the population of Bangkok province in 2018 was 5,666,264).

1.3 Random sampling s defined randomly by a variety of selection techniques by the
probability determination multi-step method to represent Bangkok’s large and complex population.
Samples were selected from six districts, namely Phra Nakhon, Bang Rak, Chatuchak, Bang Kapi,
Thon Buri, and Phasi Charoen. Moreover, the researcher increased the number of expected
observations equal to 10%, to avoid insufficient samples due to missing data. The total number of
observations from all six districts was 440.
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1.4 Different types of statistical tools were used in this study to compare the importance of
sales promotion techniques on customers’ buying decisions. One-way ANOVA and independent
sample T-tests were used to analyze the data by comparing mean differences in each variable.

Results

Demographic Profiles

The questionnaire was originally distributed to 440 respondents, and the final valid data used
for further analysis comprised 399. Considering demographic profiles, the frequencies of populations,
including gender, age, income, education, and income, are presented in Table 1. Most respondents
were female (236, 59.1%) compared to male (163, 40.9%).

Regarding the age groups, 190 respondents (47.6%) were aged 21-30 years. The next most
populous group was respondents aged more than 40 years, of which there were 84 (21.1%). There
were 73 respondents (18.3%) who were aged 31-40 years, while 52 (13.0%) were aged less than 21
years.

More than half of the sample (207 respondents, 51.9%) had attained a bachelor’s degree or
higher. The remainder of the sample (192 respondents, 48.1%) had finished high school or lower.

Considering income level, 150 respondents (37.6%) earned 10,001-19,999 baht/month.
Meanwhile, the lowest number of respondents (104, 26.8%) had an income of less than 10,001
bath/month.

Table 1: Demographic profiles of respondents

312Ta?:§tjer:?i2 Tilcfs Number of respondents Percentage (%)
Gender Male 163 40.9
Female 236 59.1
Total 399 100.0
Age 21 or under 52 13.0
22-30 190 47.6
31-40 73 18.3
41 or above 84 21.1
Total 677 100
Education Below bachelor’s 192 48.1
degree
Bachelor’s degree or 207 51.9
above
Total 399 100.0
Income per month | Less than10,001 baht 107 26.8
10,001 — 19,999 baht 150 37.6
More than 20,000 baht 142 35.6
Total 399 100.0

Table 2 demonstrates that most customers preferred iced coffee, namely 227 out of the 399
people (56.9%). More than half of the respondents bought fresh coffee in convenience stores at least
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three times per week. Most respondents (173, 43.4%) had a budget for fresh coffee of approximately
51-100 baht. 7-Eleven stores are the most preferred place to buy fresh coffee in the convenience store
format, accounting for more than 70% of consumers’ use of all brands.

Table 2: Fresh coffee consumption behavior

Consumer Number of Percentage (%)

behavior respondents

Types of coffee | Hot 96 24.1
Iced 227 56.9
Frappe 76 19.0
Total 399 100.0

Frequency Less than 1 time per week 96 241
1-2 times per week 92 23.1
More than 3 times per week 211 52.8
Total 399 100.0

Budget Less than 50 Baht 156 39.1
51-100 Baht 173 43.4
More than 100 Baht 70 175
Total 399 100.0

Location 7-Eleven 286 71.7
Family Mart 49 12.3
Lawson108 23 5.8
Tesco Lotus Express 17 4.3
CJ Supermarket 24 6.0
Total 399 100.0

In general, most retail businesses use a point-of-sale (POS) system to collect data related to
customer information and shopping behavior. The staff is required to record consumers’ age and
gender before finishing each transaction, after which the resultant data are used to create a suitable
marketing campaign. Therefore, this research focused only on age and gender, and coffee
consumption behavior.

Table 3 shows the percentage of age and gender and types of coffee consumption, frequency,
budget, and location of purchase. Overall, most male consumers bought hot coffee, while females
bought iced coffee more than hot or frappe coffee. Frappe coffee proved to be the least favorite option
compared to the others.

In terms of age, most respondents aged below 40 years preferred to buy iced coffee over other
types of products, whereas the most favored coffee drink for older adult consumers (41 years or
above) was hot coffee.
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Table 3: Gender, age, and coffee consumption behavior

Gender Hot Iced Frappe Total

Male 73 64 26 163
44.8% 39.3% 16.0% 100%

Female 23 163 50 236
9.7% 69.1% 21.2% 100%
Age Hot Iced Frappe Total

Below 21 years 6 29 17 52
11.5% 55.8% 32.7% 100%

21-30 years 10 136 44 190
5.3% 71.6% 23.2% 100%

31-40 years 25 41 7 73
34.2% 56.2% 9.6% 100%

41 years or above 55 21 8 84
65.5% 25.0% 9.5% 100%

The consumer importance level toward sales promotion techniques was reported in this
research. The data were analyzed in terms of importance level by categorizing different factors within
the following five levels:

Average score of 1.00 - 1.49: not important.
Average score of 1.59 - 2.49: slightly important
Average score of 2.50 - 3.49: moderately important
Average score of 3.50 - 4.49: very important
Average score of 4.50 - 5.00: extremely important

The results presented in Table 4 indicate that respondents rated all sales promotion techniques
as very important influential factors on their buying intention. The average score ranged from 3.85—
4.16. The most important factor of sale promotion techniques used in convenience store coffee shops
was membership benefit, followed by discount coupon, point accumulation, price reduction, limited-
time offer, and “buy X get Y free” offer, respectively.

Table 4: The consumer importance level toward sales promotion techniques

Variable Importance score Importance level
Mean SD
Price reduction 3.95 0.70 very important
Buy X get Y free 3.85 0.72 very important
Point-accumulation 4.02 0.76 very important
Discount coupon 4.01 0.74 very important
Limited-time offer 3.86 0.72 very important
Membership 4.16 0.69 very important
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To ascertain whether certain groups of respondents differ in terms of the importance score
assigned to each type of sales promotion, the respondents were divided into groups according to their
gender and level of education. Independent samples t-test was applied to determine the differences in
the mean of importance score between the respondents regarding their gender and educational level.
The results indicate statistical differences in the mean of importance score between male and female
consumers in the categories of price reduction and limited-time offer. The data demonstrate that males
scored higher than females in both categories. Regarding education level, there were statistical
differences in the mean of importance score between those who had attained a bachelor’s degree or
higher and those who had not. Point accumulation, limited-time offer, and membership program
significantly impacted customer buying decisions in different education levels. More information is
provided in Table 5.

Table 5: Results of the hypothesis testing of sales promotion techniques on different genders and
education levels

Dependent variable Gender Mean SD t value Sig.

Price reduction Male 3.99 0.75 2.545 0.01
Female 3.91 0.65

Buy X get Y free Male 3.89 0.73 1.475 0.14
Female 381 0.71

Point accumulation Male 4.10 0.69 0.670 0.50
Female 3.93 0.81

Discount coupon Male 4.10 0.62 1.337 0.18
Female 3.92 0.83

Limited-time offer Male 3.95 0.70 2.258 0.02
Female 3.77 0.73

Membership Male 4.17 0.67 -.044 0.66
Female 4.14 0.72

Dependent variable Education level Mean SD t value Sig.

Price reduction Below bachelor’s degree 4.00 0.75 1.148 0.25
Bachelor’s degree or above 3.91 0.65

Buy X get Y free Below bachelor’s degree 3.89 0.73 1.023 0.30
Bachelor’s degree or above 3.81 0.71

Point accumulation Below bachelor’s degree 4.10 0.69 2.200 0.03
Bachelor’s degree or above 3.93 0.81

Discount coupon Below bachelor’s degree 411 0.63 2.466 0.01
Bachelor’s degree or above 3.92 0.83

Limited-time offer Below bachelor’s degree 3.95 0.70 2.257 0.01
Bachelor’s degree or above 3.77 0.73

Membership Below bachelor’s degree 4.17 0.67 0.458 0.64
Bachelor’s degree or above 4.14 0.72
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Regarding respondents’ age differences, the respondents were divided into four groups: less
than 21 years old, 21-30 years, 31-40 years, and above 40 years. Using the One-Way ANOVA
method for investigating the significance of mean value differences, statistically significant
differences in price reduction were revealed among the different age groups (F value 4.011, p-value =
0.01). One-Way ANOVA was also applied for investigating the differences between three groups of
respondents based on their income level (less than 10,001 baht, 10,001-20,000, and more than 20,000
baht per month). The results presented in Table 6 show that there was no statistically significant
difference between groups of respondents regarding their income level on any sales promotion
strategy.

Table 6: Results of hypothesis testing of sales promotion techniques on age and income differences

Dependent variable Age Mean SD F value Sig
Price reduction Less than 21 years 4.06 0.66 4.011 0.01
21-30 years 3.83 0.78
31-40 years 4.05 0.56
41 years or above 4.08 0.58
Buy ... get ... free Less than 21 years 3.97 0.73 1.356 0.26
21-30 years 3.80 0.72
31-40 years 3.94 0.66
41 years or above 3.80 0.76
Point accumulation Less than 21 years 4.14 0.70 0.919 0.43
21-30 years 3.99 0.85
31-40 years 4.06 0.60
41 years or above 3.94 0.71
Discount coupon Less than 21 years 4.09 0.65 0.290 0.83
21-30 years 4.01 0.77
31-40 years 4.02 0.741.163
41 years or above 3.96 0.750.856
Limited-time offer Less than 21 years 3.85 0.86 2.244 0.08
21-30 years 3.83 0.75
31-40 years 3.75 0.64
41 years or above 4.03 0.62
Membership Less than 21 years 4.26 0.76 1.786 0.14
21-30 years 419 0.68
31-40 years 4.15 0.70
41 years or above 4.01 0.68
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Table 6: Results of hypothesis testing of sales promotion techniques on age and income differences

(Cont.)

Dependent variable Monthly income Mean SD F value Sig

Price reduction < 10,001 baht/month 3.90 0.79 2.415 0.09
10,001 - 20,000 baht/month 3.89 0.72
> 20,000 baht/month 4.05 0.59

Buy ... get ... free < 10,001 baht/month 3.90 0.72 1.274 0.28
10,001 - 20,000 baht/month 3.7 0.77
> 20,000 baht/month 3.89 0.66

Point accumulation < 10,001 baht/month 4.07 0.82 0.694 0.50
10,001 - 20,000 baht/month 3.96 0.74
> 20,000 baht/month 4.03 0.73

Discount coupon < 10,001 baht/month 4.07 0.73 0.562 0.57
10,001 - 20,000 baht/month 3.97 0.78
> 20,000 baht/month 4.0 0.72

Limited-time offer < 10,001 baht/month 3.88 0.79 1.085 0.34
10,001 - 20,000 baht/month 3.7 0.71
> 20,000 baht/month 3.91 0.69

Membership < 10,001 baht/month 4.22 0.72 0.774 0.46
10,001 - 20,000 baht/month 411 0.70
> 20,000 baht/month 4.16 0.67

Discussion

According to the research findings, more than half of the respondents bought iced coffee. It
can be assumed that coffee may be a beverage used for energy and refreshment due to the hot climate
characteristic of Thailand. However, male and older adult customers largely tended to buy hot coffee.
It is possible that adult consumers focus more on the aroma and taste of coffee. The results of this
research were consistent with those of Kamsod and Aditto (2016) in demonstrating that the most
important sales promotion tool that impacted customers’ buying intention was the membership
program. The research findings also revealed that price reduction and limited-time offers had a larger
impact on male customers than female. It is possible that male consumers tend to be allured by quick
and easy promotion strategies. If it is not complicated to understand and does not take too much time
to produce the benefit, male customers will buy it more easily than females.

Education level played a crucial role in this research. The result demonstrated that consumers
who had attained a higher education level gave lower importance scores to point accumulation,
discount coupons, and limited-time offers. It can be considered that these consumers do not pay
attention to sales promotions that take time to reap the rewards or are related to a rigid timeframe.
Unlike the other group, they may consider it fun and challenging to spend more time in securing
rewards or other benefits.

Regarding age differences, adult consumers paid more attention to price reduction than
younger consumers (except for those aged less than 21 years). Post-hoc testing revealed statistical
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differences between respondents aged 41 years or above and those aged 21-30 years regarding price
reduction. It can be assumed that adult consumers pay more attention to price discounts due to the
underlying concern of other monthly expenses. If it is cheaper than other brands, the buying decision
can be made.

The direction for future research into coffee shops in convenience stores can be to explore the
customer’s needs and expectations in traditional coffee shops compared to coffee shops located in
convenience stores. This would benefit academics and marketing personnel by improving the current
understanding of customers’ needs and expectations in different styles and formats of coffee outlets.

Conclusion

At present, Thailand’s coffee shop industry has a bright future due to several internal and
external factors. The business environment encourages the growth of these businesses; since the
average coffee consumption rate among Thai people remains low, it can be assumed that Thailand is a
potential market for the coffee business. Within the specific context of coffee shops in convenience
stores, it would be beneficial for the firms if the shop owners or marketers were to gain a thorough,
comprehensive understanding of customer behavior, increasing sales volume, and expanding new
stores continuously. The convenience store format is designed to enable customers to grab and go,
meaning that they spend less time in coffee shops situated within this environment than traditional
coffee shop venues. Therefore, it is necessary to analyze and implement a suitable marketing strategy
for this specific type of coffee shop. If successful, it could attract customers who want something
quick and easy. Finally, this would be an effective way to encourage customers’ repurchase intention
and cultivate brand loyalty.
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Abstract

This research aimed to investigate the service marketing mix factors that influence consumers'
decision in choosing a buffet restaurant in Siam Square Community Mall in Bangkok. A purposive
sampling method was used to select the questionnaire with 400 samples used to select the buffet
restaurant in Siam Square Community Mall in Bangkok. The data were analyzed in terms of
percentages, mean and standard deviation, including multiple regression. The result showed that most
respondents were female (66.5%), 20-30 years old (50.3%), single (83.5%), with bachelor's degree or
equivalent (62.4%), student (54.3%), and monthly income of THB 20,000-30,000. (28.8%). The most
popular meal that respondents selected was Yakiniku or Barbeque (31.1%), they went three times per
month (69.3%), went on Saturday (45.4%), went at 16:01-18:00 (34.5%), went with friends (59.5%),
the average price was less than 399 THB. (58.8%), the reason to choose the buffet restaurant because
it is worth the money you pay for it (40.8%). In order of mean, it was found that price was considered
most important (x = 4.18, S.D.= 0.649), followed by promotion (x = 4.14, S.D.= 0.666) and process
(x=4.17, S.D.= 0.709). When deciding on a buffet restaurant, social media advertising/influencers
(x=4.42, S.D.= 0.671), followed by restaurant advertising (X = 4.30, S.D.= 0.805), and recommendations
from friends/family (x = 4.26, S.D.= 0.613) were considered very important. The correlation of
service marketing mix factors influencing consumers' decision to choose a buffet restaurant revealed
that product, price, place, promotion and people factors influence the decision to choose a buffet
restaurant, with statistical significance at the 0.05 level. The service marketing mix factors can predict
55.6 percent of consumers' decisions.

Keywords: The service marketing mix (7P’s), Buffet restaurant, consumer decision

Introduction

Food is essential for sustaining human life. Human beings need different foods and have
different preferences. With the change in society, economy and technology, the lifestyle of consumers
is also changing. The adoption of ethnic, cultural, and culinary cuisine influences consumer behavior
when deciding on a restaurant. Although many industries have been affected by the pandemic,
the restaurant industry has recovered from the crisis faster than other industries because food is
necessary for human life. According to estimates by Kasikorn Thai research, the restaurant business
will be worth 4.10-4.15 billion baht in 2021, accounting for 1.4-2.6 percent of the total value of the
restaurant business in Thailand (Kasikorn Research Center, 2021). AU Poll's survey found that
consumers choose buffet (62.75%), cooked-to-order Thai food (48.49%), fast food (45.30%), noodles
(26.17%), and street food (22.82%) when dining out. (AU Poll, 2018) Currently, there are abundant
buffet restaurants that were every community mall, shopping center, department stores, etc. Buffet
restaurants were considered cheap by consumers. This is because they paid a single fixed price and
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can consume a variety of food. For this reason, buffet restaurants are popular and expanding rapidly to
meet the needs of consumers. (Mongkhongvanit et al., 2019)

Siam Square is a center of commerce and a civilized area in Bangkok. This area is surrounded
by offices, schools, universities, government offices, hotels, apartments, department stores, and
shopping malls that are conveniently accessible by public transportation. In this location, there are
many types of restaurants that have caused high competition in terms of multi-sided factors, for
example, product and service, pricing, location, and promotion. The importance of service marketing
factors were people, host and server to build customer satisfaction by focusing on consumer listening,
surveys and customer satisfaction for restaurant business development. (Serirat, 2017) Previous
studies on factors influencing consumer selection of a restaurant for dine-in were standard price,
convenient transportation, servers who can recommend service, and variety of food. (Lumphakdee
and Sutameung, 2012) Service marketing mix factors that influence consumers' decision to choose
service at a shabu buffet restaurant in Bangkok consist of product, price, location, staff, and physical
evidence. Promotion and process did not influence consumers' decision to choose a shabu buffet
restaurant in Bangkok. (Fakthong, Srisamran, & Homsood, 2020)

To increase the efficiency of product and service, including consumer satisfaction.
Restaurateurs need to understand the consumer needs and behaviors that lead to the decision to choose
the restaurant to eat. This study focuses on service marketing mix factors: product, price, place,
promotion, people, process, and physical evidence. The results of the study can help in the
development of a buffet restaurant platform and help to develop a product and service that meets the
needs of the target customers.

Research Objectives

1. To study demographic characteristics affecting a consumer's decision to select a buffet
restaurant at Siam Square community mall in Bangkok.

2. To analyze the correlation between the service marketing mix and consumer decision to
select buffet restaurants at Siam Square community mall in Bangkok.

Literature Review

Service marketing mix

Sereerat (1998) refers to Philip Kotler's concept of service mix as a concept that relates to
a service business that is a Marketing Mix or 7Ps to define a marketing strategy which consists of

1. Product is what the seller has to give to the customer. Must respond to customer needs,
and customers must be benefited and valued from that product. Product is divided into two
characteristics; tangible product and intangible product. In Hidayat (2015), the study found that the
customer has realized that it has become important to have a good quality of their product for any
restaurant. Sanitvong (2018) sound that the most affected marketing mix factor affecting consumer
frequency behavior in consuming clean food was the product factor on taste. In general, products
factor in buffet restaurants is a taste of food, food quality, food quantity, and food variety.

2. Price means price of the product that customers compare the value with the price, which
must be higher than the set price. Hence, the price factor in this study is reasonable price with quality
and quantity and obviously price display.

3. Place means activities related to the atmosphere or presentative environment or selling
products to customers, affecting customer perception of value and the benefits of products that
the sale representative wants to offer. Which operators have to consider in terms of location and
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channel in which to offer or sell products. Hence, place in this study is convenient to reach
the restaurant, has many restaurant branches, and has a parking lot for customers.

4. Promotion is one of the important tools to communicate between sale representative and
buyers. To inform various news or persuade buyers to have a positive attitude towards products and
stores and make buyers more interested in the product. In general, the promotion that restaurants offer
to customers is redeeming vouchers and points in credit card, an interesting promotion, and advertising via
the social channel.

5. People or employee means proprietor or sale representative who can create customers
satisfaction differently and beyond the competitors to build a good relationship with regular
customers. Hence, people or employees for this study are people or employees with courteous and
polite staff, respond appropriately, and well-trained staff; ability to solve problems and respond
appropriately.

6. Physical evidence and presentation, physical creation, and presentation give customers an
impression by creating overall quality, whether a beautiful storefront. Trading negotiations must have
gentleness and fast service or other benefits that customers should receive. Thus, physical evidence in
buffet restaurants is the dining area clean and hygienic, having a nice decoration, and having a nice
ambiance.

7. Process is an activity that deals with process and operation in customer service. To make
an impression on customers, Amofa et al. (2016) said in the study of the influence of service
marketing mix on customer choice of repeat purchase of restaurant in Kumasi, Ghana that Process had
the most significant influence on customer’s decision to repeat purchase. The process in the buffet
restaurant is the process of the restaurant services; quick turntable, accurate payment, and fast serving
food. Moreover, offering a variety of payment processes; cash, credit card, and bank transfer. Lastly,
offering enough time for the customer to enjoy the food.

Consumer selecting decision

Kotler and Keller (2012) said that the factors such as their previous experience, taste, price,
and branding on which the consumers base their purchasing decision.

Schiffman and Kanuk (2007) also said that consumer searches information related to desired
product or service. The information search process can be internal and external.

Adhikary (2014), according to the decision making process, consumers evaluate the
alternatives available to them before they purchase the product. Advertising plays an important role
during the phase of information search.

In this research, consumers' decision are choosing the buffet restaurant with a reasonable
reasons by following; restaurant rating score and restaurant reputation. Moreover, social media
advertising, influencers, promotion, location and friends, and family suggestions affect consumer
decisions.

Buffet restaurant

Lumpakdee and Sutamueang (2012) stated that a buffet is a food service that offers many
kinds of foods. Food display in outstanding areas where customers can see and decide to pick up the
food and drink by themselves.

Wang and Lin (2017) stated that the all-you-can-eat buffet is a popular buffet-style for people
who have eating habits for large meals and want a wide variety of food. By serving a buffet system,
consumers can decide how much food they can consume for a fixed price. In general, food will
display in an area where consumers can directly view and immediately select which dish they wish to
consume.

759




The 11% National and the 5 International PIM Conference
July 16, 2021

Hypothesis

H; The product factor affects consumer decision on selecting buffet restaurant at Siam square
community mall in Bangkok.

H, The price factor affects consumer decision on selecting buffet restaurant at Siam square
community mall in Bangkok.

Hs The place factor affects consumer decision on selecting buffet restaurant at Siam square
community mall in Bangkok.

H4 The promotion factor affects consumer decision on selecting buffet restaurant at Siam
square community mall in Bangkok.

Hs The people factor affects consumer decision on selecting buffet restaurant at Siam square
community mall in Bangkok.

Hs The physical evidence factor affects consumer decision on selecting buffet restaurant at
Siam square community mall in Bangkok.

H- The process factor affects consumer decision on selecting buffet restaurant at Siam square
community mall in Bangkok.

Conceptual framework

H,

Product

Price

Consumer Decision on Selecting
Buffet Restaurant

Place

Promotion

People

Process

Physical

Picture 1: Conceptual framework

Methodology

This study is a quantitative research methodology with purposive sampling was applied in this
study. It used a questionnaire to collect data that was tested a validity from 3 experts, and the Item-
Objective Congruence (I0OC) is 0.84. A similar population tested the tool for 30 people for testing
reliability with Cronbach’s Alpha Coefficient is 0.81, which more than 0.70. Hence, this questionnaire
is considered reliable. The data were analyzed by percentage, mean and standard deviation, and
multiple regression.

The population in this study is consumers who used to dine in a buffet restaurant at Siam
Square community area, which does not know the amount of population.

The sample size was calculated by Cochran's formula to determine the confidence level of
95% with an error of 5. (Cochran, 1977). The total sample size is 385 samples. In this study, we add
4% to the sample. Thus, the total sample size in this study is 400 samples.
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Results and Discussion

The most respondents are 66.5% female and 33.5% male, 50.3% of respondents aged between
20-30 years old, 83.5% were single, and 62.4% of respondent’s highest education were bachelor’s
degrees or equivalent, 54.3% were student, and 28.8% of respondents earned 20,000-30,000 baths as
monthly income.

The type of buffet restaurant that respondents decision are 31.1% yakiniku or barbeque,
69.3% went for three times per month, 45.4% went on Saturday, 34.5% went at 16:01-18:00 p.m.,
59.5% went with friends, 58.8% average paid less than 399 Bath, 40.8% selected the buffet restaurant
because it’s worth the money to pay.

Table 1: Means and Standard Deviation of the service marketing mix

Level of Important

Service Marketing Mix =

X S.D. Interpret

Product 4.08 0.684 High
Price 4.18 0.649 High
Place 4.01 0.713 High
Promotion 4,14 0.666 High
People 4.04 0.803 High
Process 4,17 0.709 High
Physical Evidence 4.07 0.779 High

Total 4.10 0.596 High

From Table 1, it is shown that the most service marketing mix factors is Price (x=4.18, S.D.=
0.649), followed by Promotion (k= 4.14, S.D.= 0.666) and Process (k= 4.17, S.D.= 0.709),
respectively.

Table 2: Means and Standard Deviation of the deciding factor in buffet restaurant

Level of Selecting Decision

Deciding Factor

X S.D. Interpret

Deciding factor in restaurant 411 0.606 High
rating score/ reputation
DeC|d|_ng fag:tor in social media 4.42 0671 Very High
advertising/influencer
Deudmg factor in the restaurant 4.30 0.805 Very High
promotion
:Z)ecu_jlng factor in the restaurant 4.07 0.680 High
ocation
Deciding factor in friends/family 4.26 0.613 Very High
suggestion

Total 4.23 496 Very High

From Table 2, it is shown that the most respondents decision on selecting buffet restaurant
influenced by social media advertising/influencer (= 4.42, S.D.= 0.671), followed by deciding factor
in the restaurant promotion (x= 4.30, S.D.= 0.805) and deciding factor in friends/family suggestionx=
4.26, S.D.= 0.613), respectively.
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Table 3: Result of multiple regression analysis of the service marketing mix
Marketing mix b SE.b B t Sig.
factor
(Constant) 1.195 0.104 11.446 0.000*
product 0.118 0.024 0.162 4.854 0.000*
Price 0.097 0.029 0.127 3.323 0.001*
Place 0.106 0.048 0.152 2.203 0.028*
Promotion 0.120 0.041 0.161 2.921 0.004*
People 0.090 0.039 0.146 2.325 0.021*
Process 0.083 0.025 0.119 3.363 0.001*
Physical Evident 0.126 0.022 0.198 5.793 0.000*
R=0.888 R Square = 0.788 Adjusted R Square = 0.784
Std. Error of the Estimate=0.230 F=207.874 P=0.000*

*Significant level at 0.05

The result showed that all service marketing mix factors: product, price, place, promotion,
people, process, and physical evident affecting consumer decision on selecting buffet restaurant at
Siam square community mall in Bangkok with the significant level at 0.05. The result was related to
Lumphakdee and Sutameung (2012), who studies factors that affect consumer decision to dine-in
were a standard price, convenient transportation, food servers can recommend the service and variety
of food. A study of Mongkhongvanit, Phraikaew, and Kanokvalaiwan (2019) found that key factors
influencing Thai customers decision on choosing buffet service in a hotel were the speed of service,
price, and food quality. There are also studies by Hidayat, P. (2015) that the customer has realized that
it has become important for any restaurant to have a good quality of its product. Moreover, this study
also related with the study of Fakthong, Srisamran and Homsood (2020) that factors of the service
marketing mix in consists of product, price, place, personnel, and physical evidence affect consumer’s
decision on choosing shabu buffet restaurant in Bangkok.

A prediction of consumer decision on selecting a buffet restaurant at Siam Square in Bangkok
is 78.4% (adjusted R-squared), and the standard error is 0.230. The relationship between the service
marketing mix factors and customer decision on selecting buffet restaurant at Siam Square in
Bangkok. Thus, the result of the service marketing mix factors and consumer decision could be
written in the form of Equation Model as follows:

Consumer selecting decision = 1.195+0.118 (Product) + 0.097 (Price) + 0.106 (Place) + 0.120
(Promotion)+ 0.090 (People) + 0.083 (Process) + 0.126 (Physical evident)

The constant of 1.195 means predicting consumer decision on selecting buffet restaurant at
Siam Square in Bangkok equal 1.195.

If the product factor increases 1 unit, then predicting of consumer decision on selecting a
buffet restaurant at Siam Square in Bangkok will increase 0.118. Thus, accept the H; such that
product affecting a consumer decision on selecting a buffet restaurant at Siam square community mall
in Bangkok.

If the price factor increases 1 unit, then predicting consumer decision on selecting buffet
restaurant at Siam Square in Bangkok will increase 0.097. Thus, accept the H> such that price
affecting a consumer decision on selecting a buffet restaurant at Siam square community mall in
Bangkok

If the place factor increases 1 unit, then predicting consumer decision on selecting a buffet
restaurant at Siam Square in Bangkok will increase 0.106. Thus, accept the Hs such that place
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affecting a consumer decision on selecting a buffet restaurant at Siam square community mall in
Bangkok

If the promotion factor increases 1 unit, then predicting consumer decision on selecting buffet
restaurant at Siam Square in Bangkok will increase 0.120. Thus, accept the Hs such that promotion
affecting a consumer decision on selecting a buffet restaurant at Siam square community mall in
Bangkok

If the people factor increases 1 unit, then predicting consumer decision on selecting buffet
restaurant at Siam Square in Bangkok will increase 0.090. Thus, accept the Hs such that people
affecting a consumer decision on selecting a buffet restaurant at Siam square community mall in
Bangkok

If the process factor increases 1 unit, then predicting consumer decision on selecting buffet
restaurant at Siam Square in Bangkok will increase 0.083. Thus, accept the Hg such that process
affecting a consumer decision on selecting a buffet restaurant at Siam square community mall in
Bangkok

If the physical evidence factor increases 1 unit, then predicting consumer decision on
selecting buffet restaurant at Siam Square in Bangkok will increase 0.126. Thus, accept the H; such
that physical evidence affecting a consumer decision on selecting a buffet restaurant at Siam square
community mall in Bangkok

Conclusion

1. Characteristics demographic that affect consumer decision on selecting buffet restaurant
at Siam Square community mall, Bangkok were age, occupation, marital status, and monthly income.

2. Consumer behavior of the respondents, they went to yakiniku or barbeque buffet
restaurant. They usually go to the buffet restaurant three times per month at 16:01-18:00 p.m; on
Saturday with their friend because it’s worth the money to pay, and average paid less than 399 baht.

3. The service marketing mix factor affecting consumer decision on selecting buffet
restaurant at Siam Square community mall, Bangkok, were 7 factors: product, price, place, promotion,
people, process, and physical evidence . The most affected consumer decision with price followed by
promotion, process, product, physical evidence, people, and place. The results is useful and helpful
for entrepreneurs to develop a marketing strategy of the buffet restaurant and help to design a product
and service to serve a need of the consumer.

4. A social media advertising and influencer decided the most respondent decision to select
a buffet restaurant at Siam Square community mall in Bangkok. Therefore, this result helps
entrepreneurs choose a media channel to promote a promotion to the target customer and select
influencers that can persuade customers to the buffet restaurant.

Suggestions

Entrepreneurs should focus on service marketing mix factors which are product, price, place,
promotion, people, process, and physical evidence as they significantly positive that affecting
consumer decision on selecting buffet restaurant as below;

1. The product factor should focus more on the taste of food, food quality, food quantity,
and various food. Entrepreneurs should maintain the quality of product, but they should also focus on
a suitable quantity of food. Moreover, providing a variety of food can meet customer needs.

2. The price factor should focus more on a reasonable price with food quality and quantity,
and obviously price display. Customers are willing to pay for a good quality of food and quantity of
food that they can enjoy. Moreover, a prominent price display has persuaded a decision of the
customer.
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3. The place factor should focus on a convenient location for reaching the restaurant, having
many restaurant branches, and having a parking lot for customers and .Having an accurate directions
to reach a restaurant. Having many branches of the restaurant can be a consumer choice. Moreover,
offering a parking lot is convenient for the customer.

4. The promotion factor should pay important to redeem vouchers and points in credit cards,
having an interesting promotion, and advertising via social media. Entrepreneurs should have various
promotions, including investment in social media advertising for attracting a customer such as
Facebook, Instagram and connect directly to a target customer.

5. The people factor should focus on a courteous and polite of food servers, respond
appropriately, and well-trained staffs; ability to solve problems, respond appropriately. Entrepreneurs
should train and attend the workshop for food servers regularly.

6. The process factor should focus on the process of the restaurant services; quick turntable,
accurate payment, and fast serving food. The process including offer a variety of payment process
such as cash, credit card, and bank transfer .Moreover, offering enough time for customers to enjoy
the food.

7. The physical evidence should focus on the dining area clean and hygienic, also having a
nice decoration, and having a nice ambiance. Not only a good food with great taste but also more busy
restaurant were concerned about the cleaning and sanitizing which keep the restaurants nice and clean.
Restaurants that have a nice decoration and nice ambiance will bring more business to the restaurant.

Recommendations

The limitation of this study is used the purposive sampling method to collect the data. The
respondents were collected by random customers from many buffet restaurants in Siam square
community mall. The data might not cover all the represent population. The further study should
collect the data using quota sampling or stratified random sampling method because both methods can
cover more represent population in each buffet restaurant and the data will be more accurate.
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Abstract

Project oriented organization is one of the most important forms of enterprise
organization in China. Most enterprises rely on the implementation and operation of
independent projects to make profits. As the core of project implementation, project team
managers' leadership behavior has an important impact on the knowledge sharing behavior
within the project team. Based on the theoretical research of transformational leadership
behavior, team climate and knowledge sharing behavior, this paper establishes a basic
relationship model through literature reading and theoretical research, and puts forward the
hypothesis that transformational leadership behavior has a positive impact on team internal
knowledge sharing behavior in the project team environment. On this basis, this study uses
guestionnaire survey, data analysis and other methods, based on the sample data collected
by the questionnaire, using SPSS analysis tools for basic calculation. Supported by the
results of correlation analysis and mediating effect test, it is concluded that
transformational leadership behavior has a positive impact on team internal knowledge
sharing behavior, and team atmosphere plays a mediating role in this process. With the
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strengthening of the impact of knowledge resources on enterprise development, managers
need to pay attention to the important impact of transformational leadership behavior on
team internal knowledge sharing behavior. In the process of project operation, they should
pay attention to the selection and training of project team managers, and take team
atmosphere adjustment as the medium to realize the improvement of team internal
knowledge sharing.

Keywords: bank employees Intergenerational differences Family boundary preference
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M S BN A NFERAR R4k 9% . 1R 22 B b () 8 AR SI2 3t 3z R JL R DA R e
TR IS T 28 ST PR ok ) 2 1) DA R AR TR s AR A TEy B AL 0l [ BA T 75 B S8 =5 25 AH 5 7= d ik 36 142
2, WAH R EARE IR, 15— 00 s, EAR H AT G — BELAEHE
B SR [ B8 ) 4L FE G, A S E LA AV DI G, 28 .
O] AL, ] ) AR B 2 () e J A B8 U 7 THD 44K T H 75 33— 20 X 1) 25 it e 9 IR
1T THF, FRMRAE G2 SRR SREAT IR AN B0 55
12 JCARBNZSTRIELIR
2018 £ 4 A WL T 75 IM ) IC B2 B — K LA A v oA SE R 1 o B 2 1]
ARG A AR R 2020 4 10 H AR ANFS AL E] 2017 4 11 HIEAXF &R (5 T A 23 |
ERLSLHEANN GRAT) ) R IR T OB 2 (8] (A B v AN S R0 B AE TR e 1) “ 72 5% ALl A
FN (DA BEADT 20 K (), Hipdlk G A>T 500%; #7874 b AL -5 76 5 ]
BN (NN B E” 2 sk (TRMITTBUR CIRHIF ), 2017) o MHETSEhr g,
il IC AR B2 B A1) 28 N ) 81 22 5 L 2L
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IRRNGE ZEANTEARI 0] @, IC ARBIZ [RIEAT T =N B SRk R 4, (23
KA FH—MEB, M 2018 4F 4 HilL®| 2019 4F 3 H, B GIASEE. MK S, BT EH
07 AT . BB B, A\ 2019 4 4 JTE2E) 2020 45 5 1, BRiE an R 7 Ak,
H5E =N RIS R NNEET E/E; FIRERM B IC A6 25 (8] thdid # S fg R e iz
MEMERIR, 2875 7 — REVRRUARE A 2 N B SRR 51 % N Bt T Bl AT 2 M Ac it . A
P B AR R0 5] B2 SO BIANEE . 56 =B B, M 2020 4F 5 H % 2020 4F 12 /1, AlE
B4, IC A EIFAR AT . — B A SR 5%, oo 2 AT 58 A T 1) 25 N WL E AR A4 (1) 58
Kz, WITAEXS A 3 3 75 KA & A AN AR 1A TR 3 1 A0 55 I 55
JC ARG Z3 [A] (A7) 2 R T2 BT UM A 7 A [T BN B 2841 1) i) L 2 4 0B 2K
A%, LA sz e AR B 3 N B I 1 2 R A T AN BE IS ) B OB AR JE I . 2 AR SO
FREVIAEE, @ g Bt IC Al A EMEAR AL NS E AR . NS S R
IEAN TR £ = N5 R BA 5T NAL TS, IC A4 [ AE G %5 Bt if B
T TR TR R R OT AR AE N B A BB L 2 i E A L s R E AR B EITY)
BHFEM R AERI R B EA L . RA R NSRS 5EAN BRI SZhile
8 e f
2. CHRZRIR
By I S BT RIS RRAERVINKR, RIBHBHFEIHED)
B AR W 2% L 58 OB S A2 K75 ) (Ko, Eun, and Lee, 2009). #3h /2% W4 12 AN T 52 51119 25 )
Yirr & BIVE (5K aURe 5 51 50RH2019),  Ho KIURE sUE T4 1 7 18] DA K 1] J2 T A7 £ ) i £,
819 P& Re e Bl I B M 2 2 R B 25 WY (Yang 5 Kim, 2012) .
Maranguni¢5 Grani¢ (2015)%) TAM HIJ 72 SCHRIEIBIZ B, 7EXT /48 2 9 /AT N
AT MRS, RA TAM BIMRA & fERAH SRS, @it TAM SR AT FH AR
fErTSEIC I A VSl P R, Sl i TAM S5R0AHLL, X FREE G v 9 38 it HoR 2
= WAt 7O 4 Y fi# F% (Bailey, Pentina, Mishra, & Mimoun, 2017; Munoz-Leiva, Climent-
Climent,&Liébana-Cabanillas, 2017). AH#F74E TAM FEHMANAEEEZUYT B TAM, %
TAM BALE S & B H R N AR BT TR, B Rl Rm s AR
S RPN G (LS < N S < S = ) [ 2 S A 7/ B A R = NS S U IS B
(Voss,Spangenberg,&Grohmann,2003Marangunicet al,2015) .
RGBS, ABARIINEIEFT,  BeHE Tl £2 2 RS 55 2 B2 A R e g (19 4
Demoulin & Dijelassi, 2016; GroB, 2014; Maranguni¢ & Grani¢, 2015). Pavlou(2003), Kim,Ferrin
55 Rao(2008) 4 11 2 & 15 AF Al 5 9 2 RIS A2 18 DA PR P~ D P 94 ks s 8 V% 20 ) o R 3
Schierz,Schilke 5 Wirtz (2010)#F 7t 8 T EMHVE SR E 2 BIPIR R, (HE A B3 W0
AE FERIREN . 55— 5T, Yang(2010) 4 ] 17— b+ 58 9 4 AL A 2L s B PR O 2 5 i
FEER, HEEWE EUMTEH YT R TAM. ¥ 288 W2 0P 50K 2 52 B R G 8 1 52
Wi, FERERGIANE AT, T P S R B R (E S XM, 2012) .
g LRk, TAM XHE B RGHZ EE B 7 g th i oamk, HAUHIRIE 1 Fitk
J&yo
FET IR R, AFF R AR T TAM. 4 T 0% S a5 R a9 ()42 52 2
fE, £ Davis %A\ (1989) KIE4H TAM rdsinAs &, (i H&RAR B . @ik x4
BT FEAH AR R SCRRBEAT AR B, LE 28 I W03 9 2847 A 5 b e Sk IR R A LR |, T
TERL BN M) & IR TV 9 T S R I 72> o DRI, AW FEAE S5 & 2 3 M 28 I )1
BB THRHE, DU BRSNS IGY)T &MWL 3L, WBshMEIEY) TS5 T £
RRTE  ABAE IR0 XS IR RN AN EL ) P 0K -5 235 A 4 B2 HC T ey I R R s e gk A T B 7
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3. HARMRE
3.1 EMHTEHIWT TR
FMFTEHE SON— D NIEEE, g N AR T2 5 RBCGE TR € AT N Tz
B R, IRRIETOIAR N AT 9m),  ARLEXTAS N BIAT Ak o AT 520 7 A N B R oxr
TN N A A R BHE TR 58 AT N B R 5 B 52 e AE K7 (Young & TKent, 1985) . Ajzen 5
Driver(1991) 48 i T WA IE 2 A NAETAT FEFAT Ik FirJ A () B 2228 N\ 15 [F) i HAT NI
J1F2P% . Venkatesh 55 Davis(2000)) TAM ¥ @A (TAM 2) {EJFGERIAIF 34 1 2H 23R4
SR, FIAE S F AT . Pedersen(2005)idid & AT Ay il Al 3 WATE RS & TAM, B
FEAR T Oy M) TPB, XA UE B N A R RO B TR sh I W AT AR A A . Gerpott 5
Thomas(2014), Ovcjak, Polancic5 Hericko (2015)F TR, Hm IR, £,
fEAEA B R R 2 BUE A sh ) r] et s . B A (2011) 8 7t il oK A E MG
MJE s 58 8 AT A A B, [FEF Phong,Khoi 5 Le (2018) 1A = MEN TG X #
v EEE BN . Ktk, ELUET P8 AT Fi Rl b, AP IR 1 L MRsek SR
FMFRTERT T 2 & 7% 5 W 28 Mg 1)~F- 5 (1) )«
H1: SRR IE [ 52 mm JE RN S R A
H2: SRR IE [F) 52 mm S8k A R A
H3: EMAVEIE s -F S S .
3.2 BHN G 5 RGN IR Tl i
Y% Davis (1986) MM AL, 1HHAE B HARKAT AT T XHE BHEOR 1A H T
G RPN, RREEAT FH —1a] (0 8 SORE SCA A, RIRERSHCA MM, B3 T AR T
BRI H B, XE R R 2 — A NS e 1 F B R4S B 47 4L . Denni Ardyanto
(2015) Budyastuti and Iskandar (2018) #R1 1 ML 55 1A R 2 FHVEAVE A EEXHE &
TR . BTG 5 Rt 4h, A H 2 TAM 1 FE 2k E K & (Brusch &
Rappel2019). A FHYE. S FYEFIAT Jy it B2 WOH A SEFR 25 SR ST R &= (King 5
He,2006) . [F]I IS4G F 14 1 52 2080 25 FH PR g2, RONARAT B BoR i SR B 5 T A, #ie
BN A H (Venkatesh & Davis, 2000). fEASKE FL NN, SERIFE LT RIER,
REATH RAESETE, v BT BEnA Y ERUR GG R ERE Skt AT ks . BRI, AHFTHR
U R
H4: SN 5 FH M IE [m) s B A F 4
H5: B&AE M IE R s2m - & AT
3.3 [EMEMIHT TR &
fEAERE— P A&, B 2325\ T i 58 v A AN A 00 B K ) 4% XU I
Y53 R JE AT H 55 (L, Yang, Chau, & Cao, 2011; Zhou, 2013). ¥ Z 34 M S EAE
B 24Pt eE(Lee, MoonKim,&Yi,2015;H.-H.Lin&Wang,2006; Luo, Li,Zhang,&Shim,2010) . 15
RIS A Z PSR DA TR LA N 2816 B SRR, -1 & BB AR LI AT
4325 8 (Stewart,2003);McKnight,Choudhury 5 Kacmar(2002); Grabner-Kraeuter (2002)Wang F1
Emurian(2005);Pizzutti 5 Fernandes (2010)): 1.JEFAREIMEIE. 2. FTHRAERIEIE. 3.5
FERE L. 43T NR R R
XA BB AR RFEPIANGERE, — 2 HAt s R Be ST B AT, Rt HoAth Bl 53
SEFISEAT B AT, BOAEAS oAt ple 02 25 B 38 s Ak 2 MG s U .- Marriott &5 Williams(2018) &
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35 SRR RIS FME AR A DK 77 T8 AT ARG 2 P A FH A% s i e S s s ) e e o an SR A AR AE Y
EERREW T NZ Y, 2fEFAREFTEER PG, BaHPEERESHES.
PRI, AHE 7R H DA R Rk
H6: 215 FVE IE M 52 mfE 4T
H7: S IE ] s anA A .
H8: (S EIEMISZIF G A,
3.4 RREN R R BIE TR
TR X BV A AN 9 # R BUTATAT N8 — E MR TIN 45 2R, 4R &
PEA AT RERANGFHY, TR L\ R #R 2= 5 LA FH A% 3 45 ) -F & 25 B2 (AlSoufi & Alli, 2014),
AT FEAN IR U P DA S Bl DR 2 A S SRR AR RIS B, 2 s i FL A FH AR 3 X 28 T 1 & R
TGN RIS A2 i Vi o A T % 20 I 28 3047 D 0 ] e TS A R i) 403 3 Al 2k o P FEEAT T 244
I, SEBR B IO BN AR I SEEUN H BT R R TIN . EE T, AR R bR b B AN
B = KB, HZ, TR E, A SRR AF AR BOR 2 7 . Maranguni ¢ 55
(2015) ,GroB (2015) , Demoulin 5 Dijelassi (2016) Z2# A T IR Em MBS KR K
FRRERE, PPN XS, BAEMEZ NN TAM BT Y BT, 2478 934 1 R 30
LI G2 Ty, FURE B ERTREY, IR X R b 2 5 M R 5 A A RS Bl I 4 T 1 6 1
WL IAB IR T DA M i
HO 2850 JXURS: 7 [70) S SR A FH A2
H10 /2850 AU 7 o] S ~F- 6 A A
3.5 JERAMMAE I ARG
TRENYME AR S RVE T T 38 B B S B B BEE (Zeithaml,1988), il
WA B A A 0 B 0] T P BE A BN B AR 7 5 L IR A 7 - CIRSS D I I ASt H ) AR
AT OB 2 J5 %177 i B R 55 1R 5O R AR R DAY
TH B R W) e SR 2 32 BRI E T FE R, PEBE RN OME 3T, T2
T ST B T RS (ESXE, 2012) o BREOME 5 kL4 (2020) i 5t 2% B BN A (i 6
EERAAIEMEEN . Bk (2014) 8 R AMERAT 7 XRil5r, KA NIRRT E, Bl 224,
BRIR PRl MRS G HIVE. REIOME SRV T T LA RIS HA TS 7 il IR 55 A5 R A
PR CAKET, 2001) o & 9 AESE Zy b TR AR 2 5 DR B G 170 ASF HE A 1) — 38 A Al
(Wood & Scheer 2006) . Fzr. IG5 RYET(2020)4F 7t 1 e b B A0 0 28 V1 9 8 ) AT M
R R A I 2 2 RN AN B0V 2l o BN XIS A7 S 3 S Il ML 90 8 2 MBS W 9 8 S
HRZEIEMEN, KIIASCHEE TP MR%:
5 HLL BN AN IE ) S e i a1
s H12 BN 8 IE [m s~ & 1 FH A .
3.6 a1 AT RE
Davis(2000b) WA Jg AMITxF B A IR 481 6 A 25 B2 2 52 i A 3 B R
RABMIERNR. EFZ2IEHH, AMICEUESE T HHEARNSE S BRZ RIfEEIE
MR FR, Horb, BN S F AR A MR e W o e SR B RS B O ke A A
(Kang,Hahn, Fortin,Hyun,andEom,2006;H.D.Yang&Y00,2004;S.Yang,Lu,Gupta,Cao,andZhang,
2012). AR, SRS R AE (2009) 78X EH 2 6 S B R v R BAT N S A S
17N AN A LR B9 R . Davis (1986) Y NKJEE TAM X AN R Gralid AT #E
FUER T H P AT AR, P BAT AR IA 2 R G s Bk, HR G2 A AR IS .
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T AN LI R RO B A I 25 L wT ARG 92 e sh il i D i) <8 (Khoi & Trang, 2018).
AV TR, PEMAMASER R LR R AT EEA R, T A, AT UM R
H13: P& i A I i e K e
H14: J&FEIA FITEAE R 5 PR & f A 25 B AR s o s 4

FEARE =450 X RS
RS A | maEMA > FamgES [P mTEE
{£45 BREME
A 1. R A
4. W FE

AHIEFEAL ] P 7 VR AN 23 b TR 20 ) S s -

FER G M. DA AT, O ER I T BB A, SRR S
GuitHRbRR AT B (S SRR . SERIE AL AT . G TR B AE A AR B TR ) AH
HAEHR R, R—REZTGIHTHIEE L. £ Amos 26.0 tr2a il ERA, 4\ BTl r s,

SiE MR NTIERR, T EM I ETEE, UM LA IR A — bR,
fET AT IR AR 58, DA AR B A2 T AR CE O ¢ 2 DL A A s FL2 AR B

FEA AN E 4 ) 5

AWFF KT H B HI ) 5-Point Likert Scale Wl 8% . W¥Ed, “1, 2, 3,
4, 57, KF “EERFEE. FAE. M. ARE. BEARE” BNER. RBE RS
EARTE, o] DRI B 2 e B ) e R, B T S — ) S B, IX AR ST 4
P FEAN B8 1 R

WA S ER P Davis(1989). Venkatesh 5 Davis(2000). Heijden, Verhagen
£ Creemers(2003). Lin(2007). Kim(2009)S 4 &8 UK AT 5t TAM BEA 15 8% 5 FH P
TR B, FOITE A2 B4 H Venkatesh 5 Davis(2000): 15/FH85K H T Kim,
Ferrin 5 Rao(2008). ElSamen (2015); /AN 4 AMETK T Featherman 5 Pavlou(2003).
Rafigetal. (2012) , George 5 Kumar (2014) ; EENME @K H T Sheth(1991).

AW TR GBI R AW o, E — M AR E T 0 H s, #3)
W28 N )~F- 38 V) 75 AR DR DVES 5 T S 38 i el |, T R Ul O & S R AR T
fREnaEa], #ZE 2019 4F 12 A, SN RN LGN 73.2%, HA#shiaym R &
43.9%, oM TR IR ORI A J 23 18] (B N 48 185 B 3R, 2020). il 1 25 99k i35 4T o) 45
WEAHARIEE, TR TR B G RERME, WA NS m S B AR ER ML R E R K
B RIBUFRAE T SN S X B, PRSI O SE, HARBeR A: 1.47
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2 29UREE: 3R RIT S 0E: 4220 5HPH R 6N ERIAE, 7.8
SRS, BB 25, LRBRS: LA S LR SRR, 24 B
R SHUEIMA AR : 4P AR RG: 530 (5 B R 6.5 %
I A B, S % 1453 4, FOhIER% 239 45, BUS A RIS 1214 5. i)
B TSR ARFR L B A DG SR bRIOIE, SRS . RIS . OKCPES. JhHi4k
AR

F1: NAGRIHER
B Hor ke
5 597 48.18
A 5]
4 617 50.82
18 % LLF 34 2.80
FRE 18-24 % 1160 95.55
24 5V 1 20 1.65
N LR} 590 48.60
=i .
AF} 624 51.40
BT 126 10.38
JEARE 3 T AR Ho g T 204 16.80
B K DU X 884 72.82
500-1000 730 60.13
1001-1500 362 29.82
ST 4445 N
PRI A RS a1 5000 78 6.43
2000 LA I 44 3.62
100 LR 385 31.71
-~ 100-300 566 46.62
EIT:':,—‘AIQ ~Sn 557, ) /\‘A“\\/%
B REB 2 IR BT 7% 301-500 136 11.20
500 LA I 127 10.46

5. SHRgER
51 {5 BARENRR
AW E AT 70T, EARRIERRR IR 25 LKW KMO {520 0.958, JF7E
0.001 MI/KF T RE, RYE FRMEAIWIX R, RO, SA&#TETF . 7
HEAT e EUR i K 2 e Ja IR P45 M0 a0 N R, M HUFIEE R T L0 8 MR F,
ZEfRREZ N 68.321%.

£ 2: KMO F1 Bartlett [ %6

KMO {& 0.958
AR TT 22588.684
Bartlett 3R % B K 56 df 528
p 18 0.000
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= @

NT AT TR i) 3 1 AT SRR R, IR R R I B, AR
X H Cronbach's o REHMATEEK K, H Cronbach's a fHilk KR/ RNEEME, X
Cronbach's a K 07 B, XREREEG, HixfE KT 08 B W KRG IR
(Eisinga,Grotenhuis,& Pelzer,2013).

x 3: FA AVE Ml CR 484545 5

Factor P ERE AVEE  HEEE CRME Cronbach's o {H
SN AE 0.465 0.813 0.816
&S Zy FYE 0.612 0.826 0.823
TR A 0.594 0.810 0.795
BEE 0.509 0.805 0.805
F AT 0.511 0.805 0.797
fB1E 0.603 0.883 0.882
e AR 0.602 0.858 0.857
) S 3 I 0.612 0.863 0.860

AURERT L 8 AN, BLK 32 AN M AT B iE 14 K740 AT (CFA) 73BT M
FaTsn, 4L 6 NMETXRM AVE EHAeMH AT 05, H CREAHHET 0.7, BHREARRI
FrEs B R AT R A SR . 224 H 8 AVE BER T 0.5 DL, {H[A AVE %%
mT 05 L L, RREEMMEEIET 0.7 L, HEBIERSEPRE R, 78 LL AVE &
T 0.36 LA A an i 2 bRk (Fornell & Larcker, 1981).

R4 XME: Pearson #5515 AVE VI {H

T/l ZA 0 K& ME EWME FiE SE  WELEE

HH 0.682

o H 0.667 0.783

A 0.329 0454 0.771

il 0563 0471 0316 0.713

FIFRIE 0.528 0.483 0.307 0660 0.715

B 0.386 0.300 0.110 0.636  0.599 0.777

S 0561 0.436 0239 0.685 0.678 0.653 0.776

) 3 = I 0.602 0532 0291 0.601 0.651 0518 0.764 0.782
52 fRWHHIE

2 5: B [A] I R BB RS

X —Y EbruEfL IR R %L SE z(CR{H) p PRUEIL 542 R A
&G H — FEEHAE  0.245 0.037 6.702 0.000 0.239
JBEN 2 H — J&FAH 0.784 0.056 13.926  0.000 0.699
JBEN 2 —{51E 0.524 0.044 12.040  0.000 0.426
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X -Y JEprELIE RS SE z(CR1H) p PREAL IS 1R R AL
TSR A5 — BEAEH -0.026 0.020 -1.305  0.192 -0.034
TR XUS: —FEMHARE -0.039 0.019 -2.037  0.042 -0.048
EFIE — A H 0.308 0.055 5.632 0.000 0.329
BREMMME —FEMHERE 0.184 0.049 3.709 0.000 0.190
FMERIE — EFHH -0.020 0.074 -0.272 0.786 -0.018
TR — &5 5 H 0.660 0.041 16.002  0.000 0.670
TR - PEMAERE 0441 0.065 6.752 0.000 0.389
(=XER —VFEMHEE 0282 0.023 12.401  0.000 0.301
(EXER — EFHEH -0.052 0.024 -2.184  0.029 -0.057
FEMHESE —EER 0.999 0.040 24.824  0.000 0.890

TGN RS X TN RSy, R AR IR 20U H B 3 M (2=-1.305,
p=0.192>0.05), [KIM4E4E H9. EMAIEXT T A H Ry, g% A 20 B30
(z=-0.272, p=0.786>0.05), HTME4 H2. (SAEXS T A 2, friEibigis REE -
0.057<0, S{EWAHK, KIMEL H7.

BB IE G 45 7 PR B AR T A, RN W T SRS, bR
HEAL 4% 2 BB 0.239>0, Jf H.(z=6.777, p=0.000<0.01), I} H5 FAZ. 405 F XTI
H R, FrAE(LER12 2 BUE N 0.684>0, JfH.(z=15.780, p=0.000<0.01), [ ifi H4 J{or.
J&HN Ty AT E AR, bRt i REEN 0.418>0, Jf H.(z=11.968, p=0.000<0.01),
M H6 WAL BN XS T 1 & A B2, bRk % 12 R4 N-0.049<0, JF H (z=-
2.087, p=0.037<0.05), KM H10 ML, EEIOMEXS T RENA RSEm, FriEfsie REBUE N
0.276>0, Jf H.(z=8.325, p=0.000<0.01), A1 H11 A& L. BRENENTTF G4 A e,
FRUEAL 12 R BUE N 0.190>0, F(z=3.727, p=0.000<0.01), i H12 sr. FWHTEXT T
w5 Ry, FRUEIL R AR R BUE N 0.667>0, I H.(z=15.971, p=0.000<0.01), [Alifj H1 K&37..
T HFE X T &SR, bR AR %42 REE N 0.390>0, I H (2=6.758,
p=0.000<0.01), [ATfi H3 M. fEAEX TP EEHSERZmE, FrdEfbigid REUE 0.300>0,
J H.(z=12.219, p=0.000<0.01), A H8 pi . P& AN T L 2 i, priefbi%
1% 2 K01 M 0.890>0, 3f H.(z=24.781, p=0.000<0.01), [Iifj H13 Ko7

R 6: B[R R EOL R

X —Y bR RS SE z(CR1H) p PREAL R 12 R AL
JBENA H —FEMHEE  0.248 0.037 6.777 0.000 0.239
JEEN 2 — &FAHAH 0.759 0.048 15780  0.000 0.684
JEEN 2 —{51E 0.513 0.043 11.968  0.000 0.418
TN Az —FEM AR -0.039 0.019 -2.087  0.037 -0.049
JEREMME — B H 0.257 0.031 8.325 0.000 0.276
R SSIENIEN —FEEHAE 0.183 0.049 3.727 0.000 0.190
TR — 5 5 H 0.658 0.041 15971  0.000 0.667
TR — FEMEHSE 0442 0.065 6.758 0.000 0.390
B —FEMEHASE 0.281 0.023 12.219  0.000 0.300
FEMHSE - WERR 0.999 0.040 24.781  0.000 0.890
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PU1

PU2

PU3

PU4

PU5

ITUMP1
- LItump2
~_ITumps3

ITUMP4

ATUMP1

| ATUMP2

- o
- e BIT__]
. — 0782
MLER ) — P
0.760 ]

ATUMP3

ATUMP4

PV1

Pv2

B 2. 4itl s REigie

PV3

G T FEAR TR A B FR T L0 4, Herh RMSEA 0.067, RMR 0.065, CFI 0.907,
NF1 0.909, NNFI0.900, TLI 0.900 i5345FrbnitE, IF10.887, GFI 0.844 ARk AT 0.9 ) HIy
FrufE, (HSEIRR) T KT 0.8 MR A% Wrbr it .

R T ST SRR

G EELD GFI1 RMSEA RMR CFI NFI NNFI TLI IFI
) Wi A v >0.9 <0.10 <0.05 >0.9 >0.9 >0.9 >0.9 >(0.9
1 0.844 0.067 0.065 0.907 0.909 0.900 0.900 0.887
53 HNEEEINE

. s c a*b C RREET BN AL
* IRETE MR AN EBRR AR
B g =S Bana i "N

=S - 0,
. SEA A 0.189 0.153 0.036 100%
JBS R => 8 F M =>

PAERALESE  -0.027 -0.002 -0.025 - 0%
G A ! . °
BN E=>5nH =

oA 0.651 0.082 0.568 a*b/c 12.627%
N ik ! °
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m_ERATE, BAE=> A =T SRS ERE RSP ER, &
gy AtE=> R A tE=>F e SR RE TR MER, H14 8o,
6. G5
AW FIRRE GIAE T BT & WY R I L BB S W4 . OF MBI
I R P TR A AT . RS, THR B Z AT BN A . BAIRS FWATE A
EAR R, IR SRR, IR T 3T R 30 4 I H)~F 6 ()R A D S i S i 2
WY, FEHAT T BB RAHEE AR . AWTTIE TAM 252 5| N E UM AEAE R 2,
R T R s T~ 1 3% B IR 07T
6.1 WFAMHEEEELERE:
1) RO IE [ s B B FH P, 2 WUV 1 ) S S FH S
TG JE T A i —, ANRE Rt Sf AR —R, AT HERZ
HEBERRISEm, HEAMNRIMG . B YE Al s 22 S0 msem. WA BRI
TRREIIX—H a7 2, T S SR O A B AT S 30 B A I AR T b, DRI ARV
P BB M AN EBRBGEAT R s AT NI i, st r= e s s, X il T
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Abstract

At present, the innovation of science and technology has become a key point for a country to
improve its comprehensive national strength in an all-round way, leading the way of social production
and promoting great changes in its way of life. This research mainly uses the literature method, the
guestionnaire survey method, has made the investigation research to the local university high-level
talented person's efficiency display present situation, according to the discovery question, the analysis
question, and the solution question train of thought, the practice research and the theory research
unifies, deeply explores the local university in the high-level talented person's efficiency display
aspect existence distribution mechanism incentive insufficiency, the talented person innovation
consciousness is not strong, the inspection way is not diverse and so on, proposes the local university
should strengthen the establishment incentive measure systematically, strengthens the internal
management high-level talented person's efficiency countermeasure suggestion, In order to contribute
to the institutional construction and mechanism innovation of local colleges and universities in the
aspect of high-level talent efficiency.

Keywords: Local colleges and universities, high-level talents, effectiveness, incentive mechanism,
construction of teaching staff
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Abstract

With the development of the Internet today, we can already know everything about the world
without leaving the house. At the same time, online classrooms have gradually entered people's
attention. Not only that, the widespread use of online payment has also enabled more and more people
to gradually accept paid courses. Nowadays, people pay more and more attention to knowledge
copyright, and knowledge payment is also emerging in time, and people are more willing to pay for
high-quality online courses.

This paper takes the online user group as the research target (research population), takes the
university students of this school as the specific research object (research sample), based on the
background of online education platform selection, and applies the theoretical knowledge of perceived
value on the basis of existing research. Analyze the influencing factors of people's willingness to pay
for knowledge, including three aspects of perceived usefulness, perceived cost and perceived

793




The 11" National and the 5% International PIM Conference
July 16, 2021

interaction, to analyze the influencing factors of consumers' willingness to purchase. To this end, a
relevant model is established for analysis to check the correctness of the theory. Collect data through
guestionnaire surveys, use data model software analysis, analyze and study the calculation results, use
data analysis software SPSS to perform descriptive statistical analysis, reliability and validity tests on
the above data, construct structural equations, and finally propose how to make users more
Suggestions that are willing to pay for high-quality courses and put forward research hypotheses.
Based on the above data analysis, the following research results are obtained: 1. The people
with high willingness to pay for online knowledge products are mainly those born in the 90s or 00s
with high education and high income, working at school, and working for no more than 3 years. 2.
Perceived usefulness and perceptual interaction of perceived value have a greater positive effect on
improving knowledge payment. 3. Perceived cost in perceived value is a negative effect. As a result,
this article puts forward the marketing strategy of paid-for-knowledge products under the theory of
perceived value, and at the same time it also has a vision and expectation for the future development.

Keywords: Perceived value, Willingness to pay, Online education platform
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Abstract

The catering services of university canteens guarantee the high quality and orderly operation
of university. Under the trend of socialized reform of college canteen, how to accurately match the
dining needs of faculty and students in university and how to continuously improve the service quality
and competitive capacity of university canteen has become the core issues of university canteen
management. This paper focuses on the effect evaluation and satisfaction survey of the socialized
operation of university canteens, explores the status and influencing factors of the socialized
operation of university canteens, and clarifies the internal correlation between the degree of
socialization of canteens and the satisfaction of canteen service. The research findings are as follows:
the effect of socialized canteen operation in universities can be comprehensively evaluated from four

aspects: canteen operation mode, canteen management mode, canteen financial accounting mode and
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staff management mode. There is an inherent correlation between the degree of socialized operation
of university canteens and the elements of canteen service and overall satisfaction, that is, the higher
the degree of socialization of college canteens, the higher the overall satisfaction level of canteen
service. The socialization reform of university canteens has a positive promoting effect on the
improvement of canteen satisfaction by improving the quality of canteen food products and service
level, improving canteen sanitary conditions and hardware supporting facilities, which can

significantly improve the satisfaction perception of university canteen service.

Keywords: university canteen, public bidding, customer satisfaction
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CHINESE COLLEGE STUDENTS’ PURCHASE INTENTION OF M-SHOPPING
PLATFORM BASED ON TECHNOLOGY ACCEPTANCE MODEL

S " XIFAFE 2
Han Tian®", Songbai Liu?

RN NN $Z:
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W

AW T AR AN S8 b, BT HEOR AR B g 0 B IE A U B A A, 8
PR EA AR 28 RS B M2 T S IR B HE L R WA E . 4T 6% 1214 4K
FEBHT TG RE, 8 SPSS. AMOS B HE AT S it o, AR ASHE FE K EAS Y
o SCUEZSRARHT, VS IE RS2 m R 25 A, EMAE IR R e i F 6 &SR IREnA
P I R 2 T~ 5 A5 25 R SRR B PRIV I 1 S i Sk A P 2 IR 2 P AR U RS M5 4 (SR IR
AR A FIVE . EAEIE RSP G AR AR BN IE RSB A B E IR
ST SIS AR B [ sz S A P G S IR R LR .
A FHPEAE RN S IS F- 6 FO A e I IE e sz ke A £

K. WRER KRAEH s BT 6 TAM A

Abstract

Taking college student consumers as an example, the present study expands and modifies the
theoretical model of the research based on Technology Acceptance Model (TAM), and explores the
correlation between the various dimensions that affect college student consumers’ purchase intention
to use M-shopping (mobile shopping) platforms. A questionnaire survey was conducted among 1214
college students an online platform, and the data was statistically analyzed with the help of SPSS and
AMOS software to test the theoretical model of the study. The results show that SN (subjective
norms) positively affect PEOU (perceived ease of use) and ITUMP (intention to use M-shopping
platforms). PU (perceived usefulness positively) affects ITUMP, while PEOU positively affects PU
and PT (perceived trust). PT positively affects PU and ITUMP. PV (perceived value) positively
affects PU and ATUMP (attitude to use M-shopping platforms). PR (perceived risk) negatively affects
ATUMP. ITUMP positively affects ATUMP. PU plays a mediating role in the positive influence of
PEOU on ITUMP.

Keywords: Purchase intention, college student consumers, M-shopping platforms, TAM
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1. 3§

R4 2021 4 CNNIC XM A I 55 47 b [ BRI 28 R iR id ge ity ) (b B B3
W5 R, 2021) HEFHLEMAH P SECH 9.86 14, FHLEMEM RS E L 99.7%, H
21,00 95745 . 2020 “EAE FH FHLM 45 0 9 # O 7.81 12\

R B 28 P sy 1 NATTAE I AN BT BRBR K — 3073, AIF 70 K 57 AR 00 7% 3 I 28 g 1)~ F
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FEEIRE B X 28 W) SR 22 RS I 25 N~ 65 Al SR A2 2 FIBE ) R P 3K

W H M FEEG, LRI RS AT T B s N e s, TR BRI AR TAMD , 1
FS A AN E R SRR BRI AR EAE A &, B T B IR
2 0P AR ) T B AR A R AR A, AR TN - 4 FE AR . B AT AN S R DR AV T
A5 AR 2 DL S ) S i BE IR 2, 3 FH SISTE I T VR N J3 A %738 B AR S 3 IR 2 TR AH S 52
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2. XHRZEIR

B 2 I I S B 2 i F R SRR A EHVINIRR, RIBHBEELEIE
AR W 4% b 58 O it FE )G 3l (Ko, Eun, and Lee, 2009). %31 WX 4% W4 B A T2 21 R 25 4
FEPEH (KRS F50RE2019),  Hof R I mE 4T 1 73 18] LA (8] E TR AE Il 2, i
TH R e BE R B H =2 B 456 (Yang 5 Kim, 2012) . Maranguni¢ 5 Grani¢(2015)%f
TAM (1)) Z SCHR BB B, FEXE W28 P SR AT AT 70 dr s, SR TAM LA s & . fER
BT AE T, @ TAM BT A RNARAL, (8 AT SEEU A Fo s VG da R, 5 il
F TAM Z5tAHLEL, IXPhEEE 978 3 B R BOR IR 2 R 4L T 47 (1 iR (Bailey, Pentina, Mishra,
& Mimoun, 2017; Mufioz-Leiva, Climent-Climent, &L iébana-Cabanillas, 2017). A7 1E TAM H
MUY AFIE 2 LAY TAM, ¥ TAM B0 & B 1o g R AR g 047 79
J&, FEAh R R AR N AR A, DR B G R T ol A% B0 DX 29 D A2 ) K B ) ol AT 5
(Voss,Spangenberg,& Grohmann,2003, Maranguni¢ et al,2015) o BfEENRK:, (SAEMATFTT,
e $2 v SL T 2 B s 4% A B A = IR BE 0 (1 40, Demoulin & Dijelassi, 2016; GroB, 2014;
Maranguni¢ & Grani¢, 2015). Pavlou(2003), Kim,Ferrin 5 Rao(2008)%& T} 9 & (54T A1k /> v
U RS A2 B DI P R ) ) sl RS B TG sl I B LR 25 . Schierz,Schilke 5 Wirtz (2010)#f 711E
HTEMMIE S EE MBI RR, (BRI BEA A 2w . 55— J71m,
Yang(2010) 155 1 — P FH 4158 IR 2 R0 1] 4H e PR k2 s F7 (R 44, H 35 B0 RN
MUY TAM. 8 2% 3 W2 Mg o s 2 2 B AN E 1052 e, FEBE RGN B 5e T o
SRR S A (F &SI, 2012) .

Zx BTk, TAM XHE B RGBT it 7 oo e ok, HARRAMIE 70k
Jo FETIXEJFEE, ABFRBKHET TAM. SN T Rets s e bl & BV Ay 82 18 5, 18
Davis %5 N\ (1989) MR 4G TAM HEsiNAL &, (&GN AHE BT 701 5. @0 AW 5
AR B I SCHRBEAT IR, TE 28I 9% 2 AT AR 7 rh ) SE R IR I LR, TAERZ B
KNP G NI S SR IR b . Rk, ARG &R s STV 6385 T
PIRHIE, DAVH SR B3 28 I P-F 0 L m BN F 4, X8 M4 Ig-1 6385 FEHRITE
BRSNS R RSN B PR P VRR 5 5 ) 4 55 R Lo e I 2 SR PR 52 i JEA T BE 7

3. MREE

3.1 EMMIE IR FAR B

FRFIEHE S — D NVEFR, S48 AR T 153 R B TURE 78 A7 4 i B 32 ) 1Y
FE R ST, IREPLETRINAR N AT AT, FREEXEAS N BIAT R S 500 ) 1/ N AT T A
AT KBTS 2 AT M AT R I R2 /B F K/ (Young & TKent, 1985). Ajzen 5 Driver (1991)
B RSN ATEPAT AT N BT A E 2S5 N R B REHAT NWE IR
Venkatesh 5 Davis(2000)] TAM § JERA (TAM 2) 7EJFIAHER R N TSV R &R,
WIENZE AN FEWHFTE . Pedersen(2005)id it A F-47 A G FWHTERY e TAM,  DLF=A2n] 43 fE i
TPB, XAk WX iR RSB S R 24T ARG - Gerpott 5 Thomas (2014), Ovéjak,
Polanci¢ 5 Hericko (2015) I 7B, FUm BIARIRAS BE, EWHITE, FAEF B TR 2 33
SRR PR v RetE S . DA (2011) B 7 N D oK 28 A VG A 1 s e 4, 5 1 2 AT
N % BB, [FR Phong,Khoi 5 Le (2018)tHiA Ay WL T X% sh W i) i B A 6 Al 5
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Ml PRI, 7EDART 223 PO AR b, B AER T DL RS IR 3 MR X 2 2 7% 30
1ALy RS ain} Al

HL1: 32U IE [ 52 e 86 n & F 1%

H2: 3R IE [ 2 B 1

H3: R IE [R5 M~ F & A A

3.2 B 5 Rt 5 R A B AR &

M4 Davis (1986) HIM &L, {8 S BEARMAT NG T XHE BEEARMA AN Z A
PEIAZD, WRIEA 17 1 E SORE F I, BVREws g Rl i, B vl DA T4 R
H 1, XA R YER R 2 — N NAAS A 7E A8 F & i Ge 1S 2 4F 4k . Denni Ardyanto (2015)
Budyastuti and Iskandar (2018) R+ T HLFR 45 A e 5 FVERUS AR B #2417 A2
Wio BTGNS R 2 Ah, B FPE R TAM I EZ g A& (Brusch & Rappel, 2019). /&
SVE R 5 AT s R TR S B SR G T R 22 (King 5 He,2006) . [ B /2 i
A R P57 30 B H0 5 sz, KON B R W R 5 T, M NER A
(Venkatesh & Davis, 2000). fEARIFFLHINA, UIEBIN TG LT NG ERIER, KEEH
RORBRTE, RIEBh T A AR G F SR T iR . R, AR gt DL R %

H4: 850 5 F 4 IE [ s mi i g 4
H5: &0 M IE RS G A E.
3.3 [BAERBF TR

BAER—Fh MG S, RS2 N THI I B ) AN G e PR B K () 2R 4 AR i, 2
K AT H X %5 (Lu, Yang, Chau, & Cao, 2011; Zhou, 2013). £ Bl KIBF FORHS AR NS 2
RGP E K % (Lee, Moon, Kim, & Yi, 2015; H.-H. Lin & Wang, 2006; Luo, Li, Zhang, &
Shim, 2010). fFAERIEEL A ZFALE], HRYE DAE R SCHER DA R M ZSF- 6 3 B 1R s, REFE A1
{EAT 3 AL ] 4325 4 (Stewart,2003);McKnight, Choudhury 5 Kacmar(2002); Grabner-Kraeuter
(2002)Wang Al Emurian(2005);Pizzutti 5 Fernandes (2010)): 1.J&F4RME(E. 2.3 THRHMEMIE
fFo 3HETHIERGE. 4 TN NFERAGEE. SHRRGAT ORI ERE, — =2 H AR
RBETIHMEAE, et HAh B T SE R AT MEAE,  BIARAE oAt 03 2 [ 3010 57 4 2 B B 5
M. Marriott 5 Williams(2018) & 355 J& i1 XU FHAS AT AT 5 1 75 T ] LA TI0 2% = 4 F 4% 50 i 4
WL B R R R WP AE N RS SRS S, SfEFAREHFEMN R, o
PG E S E . Fik, ABFFRE L RE:

H6: 815 F M IE [ S AT

H7: &A% 1E ) 52 ma 2 A A

H8: (S{LIERMIFmF &/ HAE.

3.4 g KR R FAR ¥

TR A BV A AV o 5 R BT AT AT NG — E MCETIN 45 2R, AR ErR
ARG AT, T Le N R0 2 5 e H A FH #% 3l 26 I P01 & IS FE (AlSoufi & Alli, 2014), A
AIF FE A S SRR XU T DS R K 252 A S IR XU IS, e sg i S A s M I R
TR XS A 8 Y 9% 5 8 FH A% 20 I 4% JE AT I ] R TOURA O F A S5 B O o P FEREAT T 244
I, SEBR B IO BON AR I SEIUN H BT O E R MTIN . FE T, RS AR bR b o BN
Bl—m W, (HE2, TS, FSLhbs SAAER K% . Maranguni¢ 5 (2015), GroR
(2015) , Demoulin 1 Djelassi (2016) %5223 4 [ $2 =8 SWYIASE BB HIFREE, I K
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IR, (SEMZEZIN TAM BRIBHTY R . 49 98 (6 R 83 WS I~ & 28 5 i
s LB RS ERERZY,  FRBA IR PR 2 5 K 2R AR A RS B 45 T T B I SRR . R A
IR T UL BRI

HO a1 RIS 571 1) 52 00 BN FH M

H10 /2 XU B ) 2~ 5 A8 S BE .

3.5 BAPE R TR ¥

JEENN B R RIS T T B A b (T 2 B A E L (Zeithaml,1988), Al Ayl
FVE AT 2 0T B Re 8 BN 2R 25 5 HBTIRS 0= 5 OIS B BTfs B B AR 1R AT EE
A 2 I, T b B Ik 25 BRSO s AR PR

T U W) R R 252 B IR AN R 52, FEREEIAE IR T, ¥ 2 & K
BB E P (EE5XIE, 2012) o BKEZME S Wk (2020) 0 7t 2% B B A B0 1 SE
JEEA IE W . AU (2014) 6 XN RAMMEIEAT T R4, HH N TRITH, Bl 24, BRI,
by M5 G AR, BREME R T O B T AR AT H N e BRI 45 5O SR PEAS
HAHL, 2001) o &V 9735 7528 &) H B afAS R i 5 9 3R B2 R &5 AT H RlAR (1) — AUl (Wood
& Scheer 2006) . . BG5S RET(2020)0F 78 T 4R 178 B 0] I 25 31 98 3 W AT 9 IR 5 R
LVH 2 SRV (DR T 9 285 B e X A 4 25 A7 ) sl Y 2 M E NV S S A R I
A PRIA SRR T BA M B X

% HLL BN I [l 52 e 8 A 4

i H12 JERAMME IE M~ S S

3.6 ‘&1 FHAE B B

Davis(2000b) W\ A AR A BIRGN- G A48 H A BE 2 f2 i HAE S B AR RSR
BRAATERE. T2 EMTT, MISSEUESE TER AR NS E S 2B 2 WA EAH R
KF, Hrh, BT RN FH A 1 08 W 2 0 R FHBORZS FE 1) Y6 ¥ 4% 14 (Kang, Hahn,
Fortin, Hyun, and Eom, 2006; H. D. Yang & Yoo, 2004; S. Yang, Lu, Gupta, Cao, and Zhang, 2012)
o FIRIE. RS I IE (2009) 75T HH ] 2 W SE A A R IAT N S S E ST A
Z B e R IR FEIC R . Davis (1986) A AMIE TAM X A R 8t 8B AR AT 78 B
TP PATNER, FHP AT AR R 2R R AR, HRNGEH P ARHSE. #
FSCRIIRL I REAR RV B {8 FHAS FE T AR O 2 B s e D 558 (Khoi & Trang, 2018). fEA
WA, FaMASER S LRIERR P EERE, T, AR LT RR:

H13: V& B A& B2 1 m) 2 ) S sl

H14: JEENAA F AN ) B A1 6 B8 P28 FE I IE m sz i A g s 1R
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A 4 > TS
» »—

¥
!

B 1. Rt

4. BRI

AHIEFEASE FH DA 7795 A8 23 B T2 23 A 1) G R -

HIRVEG TH 00T . DFEAREIE N EAL, X HUR AT BB, P, WS
THE bR R AT a3 SRR . S5 AT . S5 FRAR Y B 7R b A8 B TR (A
EHX &R, BRZICGHHINEE DN 7% £ Amos 26.0 4 il &AL, # N FrilcsE i s
AT, TR S ERRRE, B GRS T A — b e, (AT DLk
ITERARREES, DA HTAR [A] & T AR AE MO ¢ 1 DL S s HLsZ AR RS

FEA AN E 4 ) 5

AR T H T ) 5-point Likert Scale & & EX. H&ET, “1, 2, 3, 4,
5, RERELEFAE. FE. AMiE. AEE. SEAFEELNER. REE RS PR Ak
TH, o DA B U 2 A e Rk I R R, BT e — e S B, IX AN A B S A
BEOE [ A

WA LB R PHEH Davis(1989). Venkatesh 5 Davis(2000). Heijden, Verhagen 5
Creemers(2003). Lin(2007). Kim(2009)4 (1)@ Bk AT s TAM A HPE; A5 - PERI1T
NE RGBT, FITEHAS S [ Venkatesh 5 Davis(2000); {45k T Kim, Ferrin
5 Rao (2008).  ElSamen (2015); /201 AU (1) 4 @15k T~ Featherman 5 Pavlou(2003). Rafiq et al.
(2012) , George 55 Kumar (2014) ; EAMMEBITK H T Sheth(1991).

KBTS G TN KA R, BEE — M 2 & iiia i H s m, #%3h M
KNV G IE ) 7R AR ORIV B T 3G I 6 1) R, TR DT A O & S T A A E T I 1)
ARENAE], R 2019 4 12 H, St MM MY EL B 73.2%, Hrh s igPi R 5 43.9
%, ST AR R A Je 23 B (D M 4 @15 B B R, 2020) . @il 18 2 sk 13047 ) 45 1
BRI, N TR AT REH A ARG ERYE, W WG A SN AR AN R R R
s RIBUFRALE T o8 S X B, B RCEIMBENL AR BOR SR, HAh AR . LA
bty 29 H L 3B R RIGIMIE Pt 4.2 Be; 5.07fH%=FE; 6. 50N EERIRS:; 7.8 X
ERFK2E: 8 NEKITTE Bt . BRI A: LA 4 LN s R R, 241 R
ey 3FUVEIN R R 4.5t BHERMEHAR % Be; 5. 50 L5 BIRMEER % B ; 6.5 A
PNV EEAR e . FEdilnl 7] 1453 4, Hrh R+ 239 iy, e 3RAGA 0% 1214 7. 1045
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BT SRR EZONM RN DG EAR I E, AR e AT, ifrai R
BRI B 3

*£ 1. ANOgiit#E
A Hortt
5 597 48.18
P55
4 617 50.82
18 % LIF 34 2.80
S 18-24 % 1160 95.55
24 S L 20 1.65
N LRl 590 48.60
i .
AF 624 51.40
By 126 10.38
JEAT IR T AR Hoglg i 204 16.80
B U X 884 72.82
500-1000 730 60.13
1001-1500 362 29.82
N7 )/— Z r»ﬁ
A TR S 1501-2000 78 6.43
2000 LA L 44 3.62
100 BL'F 385 31.71
o _ 100-300 566 46.62
=, = Ll d3n 557, (il A A %_%
AR MR 301-500 136 11.20
500 PA 127 10.46
5. SZiEgR
5.1 {5 AR WA

AW E ST T34, ERRRIBRAARAS36 45 R KMO {80 0.958,  Jf-7E 0.001
(KRR35, AR T RAEAIWTIX ), ROEIR AR, & &HTR T 0. fEdTE
FS 53 Hh BRI B K 22 e % J IR R - 25 A R 3R s, A ARFAEAER T 1 1 8 MR, 7 ZE ke
FN 68.321%.

£ 2: KMO #FI Bartlett [F:5

KMO fE] 0.958
FEARLE 22588.684
Bartlett BRI EEHGL0 df 528
p e 0.000

9T AHIF AT R AT 0] 35 (AT SRR AR, DU T N A e K — B, AR AR
Cronbach's o 2EHATEERLE, Hd Cronbach's o K FK /RS E#E, 24 Cronbach's a KT
0.7 I, FoREEELF, HiZEKT 0.8 I WFR/R {5 EIR 4 (Eisinga, Grotenhuis, & Pelzer, 2013)
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#3: B AVE fil CR f8h5rs

Factor 477 2R EL AVE {8 HEEE CRE Cronbach's o fH
BRENA 0.465 0.813 0.816
T 5 M 0.612 0.826 0.823
TN IR 0.594 0.810 0.795
BENE 0.509 0.805 0.805
FENHTE 0.511 0.805 0.797
B 0.603 0.883 0.882
FEEHSE 0.602 0.858 0.857
T R 0.612 0.863 0.860

AUE XTI 8 NHT, LUK 32 N At WG AT I UE VR 70 M (CFA) 70 BT e AN 3R]
&, JL 6 ANET N AVE A3 KT 05, H CREAMET 0.7, BRE AR EHE
HA BIFRIREESRSOE. o E5%F @ AVE Bl Mm T 05 LU E, HE AVE £E 5T 05
PLE, RRRAMEEIET 0.7 b, FEEdERRnsLbrmr, 78l AVE &T 0.36
PL_E R fhag s 52 b v (Fornell & Larcker, 1981).

F 4 XAWEE: Pearson 355 AVE “F 5 HfH

aH 5 A R riE TG Bt &

&
W
ik
o

HH 0.682

Vil 0.667 0.783

AR 0.329 0.454 0.771

1 0.563 0.471 0.316 0.713

FHNTE 0.528 0.483 0.307 0.660 0.715

fE1E 0.386 0.300 0.110 0.636 0.599 0.777

&E 0.561 0.436 0.239 0.685 0.678 0.653 0.776

) S 2 0.602 0.532 0.291 0.601 0.651 0.518 0.764 0.782
5.2 fRIZHHE

& 5. AR RBOLE SRR

X — Y EtrEIL 12 R AL SE  z(CR1H) p FriEAb IR 12 R 5
BEnA H - PEMEASE 0.245 0.037 6.702 0.000 0.239
&5 H - A H 0.784 0.056  13.926  0.000 0.699
5 H - BIE 0.524 0.044  12.040  0.000 0.426
JBRN JR — S -0.026 0.020  -1.305  0.192 -0.034
TR RS - PFEHEASE -0.039 0.019  -2.037  0.042 -0.048
JRAN — S0 H 0.308 0.055 5.632 0.000 0.329
BREE - PEMEASE 0.184 0.049 3.709 0.000 0.190
F T — BATEH -0.020 0074  -0.272  0.786 -0.018
F AT - A5 H 0.660 0.041  16.002  0.000 0.670
FMHLG - PEMEASE 0.441 0.065 6.752 0.000 0.389

fE1E - FHREASE 0.282 0.023 12401  0.000 0.301
B — RS H -0.052 0.024  -2.184  0.029 -0.057
FEMEASE — T SE =R 0.999 0.040 24824  0.000 0.890
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TR RS T s, BRI 23 H B35 (2=-1.305, p=0.192>0.05),
AL HO. “EMUMISN T s, AR HSH EOUH B8 M(2=-0.272, p=0.786>0.05),
MEZ H2, EATX TR AE s, Pruefbisis REUE N-0.057<0, SREHM &, Kb
H7.

I IE JE A3 G5 T PR B AR T A, B ANE R T S S B R, ARvEfl
1% 20 N 0.239>0, Jf H.(z=6.777, p=0.000<0.01), ITfi H5 ML, %05 T EGnA M
FOMAINY, FRAEILIR AR R BUE v 0.684>0, Jf H.(z=15.780, p=0.000<0.01), Xl HA & 7. B0 5
AR FAEAE ), Fruefb 12 2801l N 0.418>0, Jf H.(z=11.968, p=0.000<0.01), [Hifj H6 k%
Soo R RS X TP A A FE RS, Aw v A R 1R R EE O -0.049<0, JF H.(z=-2.087,
p=0.037<0.05), [AlT} H10 B 7. BREMNMEXS TEGnA Fse iR, FrifEfbigis REUE N 0.276>0, Jf:
H(z=8.325, p=0.000<0.01), AT H1l A&7 SRAMEXS TF G AEHAS W, AriEegis
ZH{E 4~ 0.190>0, H(z=3.727, p=0.000<0.01), [Kfj H12 7. FMBVEXT T80 5 F s )
, PRI R EE N 0.667>0, Jf H.(z=15.971, p=0.000<0.01), [AlTfj H1 or. FMETEXT
SEEA A R, FRUEIL R4S R0 9 0.39050, Ff H(z=6.758, p=0.000<0.01), [Aifi H3 L
o BT EM SR, MR R EE Y 0.300>0, Jf H.(z=12.219, p=0.000<0.01)
» T H8 EOAL. P A T SERIE e, FraEfhigF REE v 0.890>0, FFH
(z=24.781, p=0.000<0.01), [I7fj H13 % 7.0

R 6. HAERLICES R

X — Y EARAEIL 12 R AT SE  z(CR{H) p FrUEAL SRR R AL
BEnA H — TPEMEHSE 0.248 0.037 6.777 0.000 0.239
&5 5 H - BRIE H 0.759 0.048 15780  0.000 0.684
TGN 55 - {51 0.513 0.043  11.968  0.000 0.418
TR RS — FHREHASE -0.039 0.019  -2.087  0.037 -0.049
A E - RATE 0.257 0.031 8.325 0.000 0.276
AN E - PFEHEASE 0.183 0.049 3.727 0.000 0.190
FMHE - g H 0.658 0.041 15971  0.000 0.667
FMHE - PFEHEASE 0.442 0.065 6.758 0.000 0.390

fE1E — TPEMEHASE 0.281 0.023 12219  0.000 0.300
TEERASE — ) S 2 0.999 0.040 24781  0.000 0.890
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PUT
PU2
PU3
PR PU4
PR2 ot
PR3 ITUMP1
SN ITUMP2 |
SN2 ITUMP3
z:j | mump4 |
ATUMP1
| PEOUT | | ATUMP2
PEOUZ —ie— ATUMP3
|_PEOUS “ ATUMP4
C et | PV1
L ) . W S PV2
% ':/:r// [ LN
~ PV4
PTS

B 2. SitTriEER A

g T R R AR bR S L HT, Hith RMSEA 0.067, RMR 0.065, CFI 0.907,
NF10.909, NNFI 0.900, TLI 0.900 ix#|#&brtrvt, 1F10.887, GFI0.844 AKikF| kT 0.9 HHI K
brufE, (HAEIAR) T KT 0.8 K AR FIMbrUE

R 7. SiRTTEBA TEAR

k=T GFI RMSEA RMR CFI NFI NNFI TLI  IFI
) Wi Ak >0.9 <0.10 <0.05 >0.9 >0.9 >0.9 >0.9 >0.9
LIz 0.844 0.067 0.065 0.907 0.909 0.900 0.900 0.887

5.3 HAZRELHE

F8: PR S R

T Gzt s s s PO PSS MR 1
@%Diizggigmﬁ Pt iy 0.189 0.153  0.036 - 100%
@%mj:ﬁ;f ;: fgﬁn AR AN 3 -0.027 -0.002 -0.025 - 0%
EZ%M’Af;fgifg th=> A PN 0.651 0.082  0.568 a*blc 12.627%
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W ERTTRD, IREIME=> A T =>T S (S ERE 2 H A ER, &5
ME=>0a i tE=>F G S EEE 2P EH, H14 oL,

6. ZR5RET

AW FAIRR FIRAE T M P41 & YA I SE RIS A 4R . A A2 Bl 2%
VPSR AE LT TCIEA G T . RS, JCHORSRZ B0 BAAE . B FARE A EAE
ALE AT W TSGR AR, M T B TR s I T & RS2 A SR B i
B, JEREAT 7RSI AR AR . AWTTAE TAM SRR 5T N EMHEAEERZ, iR 1
F 2l W £ NPT 15 e K 5 B OO 7

6.1 IARUBLEELERE:

1) FERRE IE 2w iR 2y FAE, 2RV 15 [ S 8 IS L
TR JE TR — R, NSRRI — 51, HAT AR =
RECRIIEN, WA MRS . R s il s 2 2 SR A ANHER T 1
B —HIA T2 TR SRR A AR S BU BIATHERE 2R PG b, DRIAE S 2
JEFN B N A BB BCRBGEAT s AT NI RS, it A sl Rle, X WUim 7 H3
RIE B, [FINERR BN ACSh, F AL (S B4 R AT RE 20 BB O (HD ., T
A2 Hoxt o) FIVEAS S gl 2
2) JEENA A IE 1A 20 B 5 A BE IR B P A I 1 S i g A A2 R 2
eI [ SIS A o
VLI T 9 2 P DUSE R T A2 s 3 1 &, R IR R 3 R 28 a4
& HRHNA YRRV SN 2 e 7 B 5 FB (HB) o T3 B AT B MREE. T8, A
122 5 3K
SCUESE SRR, K TAM 5 UG AME AR R 45 Al ok LE e ] TAM #ig&
S AU ] TV B A S AR o TN By PR R PR AR AR 2 B AT AR T S 25 11
M (HA) o WERAGAR I H 5 TR, T 585 R R sh M 27 & B S 2 S
Mo AR B H AL R — AR P IR A0 DURFA BT, LUACRT S A, T e R 2 AR I AR,
2 B 2 AR T X R B g TP 1 5 A FIE G V. Tk & P R th R A3 S i
BAERER (H6) , BE% 5G ML RIG, B IAEERR] T KIBERIARE, FFRBNM I
Vv & ISR REE, sl SO AR i Hoe 4, F23h I & I RIPE AT TE A PEAL
IRV B i A 3 X 2% B I RS AR 2052 v
3) [EEIEMFmEAA . FEERZEFaEHSE.
EERNERNNER, EEFESPRNSERARE EI. HREXNZY
Yo A B G AE, BWRE N P E VN SN fT SR . bt al i) H8, SRR
SRR, P E XS B s ) sOBEAE, Bl BOBAN, T S E X i2sh il
JrasE, AV RO . RSNV, WAE R AN WBEAE R M, 2
AFISES, M2 XX AR E AEAMEAER,  BUI T 2 X R sh ) = AR s SRR SE S I
S, ARITAEBER BTN
4) BEME R RS2 ERA H, EEIHME R R T S RS .
] &b 73 Bt 0 i 98 B BRI B K 3R 3 R Z 54T T E T (Sheth,Newman &
Gross, 1991), #f TAM 5REIHME R 3R 45 Gtk b il P HORIE AR by i SE Bt it ) 1 2%
FHSEAE R B E R R A B E L T e A . H A,
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T B8 2 TN XU RO MBE 2 2 HT WS B 7 . Bauer(1960) Lo B2 SE A H SR, 2%
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R GEERR. FEERZR , HHERERNRUBEEENE. 5. MELiE.
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TR T G S (H10) .
6) 1 &AL IR AR S o SR RV AE RN 23 PR T 65 4 P e
R AL s g R A o
AR EmELER (H13) |, EFZIAHTH, AMICARUESE T
A BARNSE S BB AR IEMR R R, HA B 2 PRI R 6 72 V8 22 5t
KBRS E M e R AT o RIS R PR IR0 5 R XS 1 6 A48 P i T PR L e S i v o
SAEM(HL14), S AER R XRAPL. A BER=TTmEAER, 2 AR DL AT 5
» BEEHMBNRNZY, GAHIEETA.

6.2 FHREN
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2) s REEnE P LA AR, PRI AERITARE S M SR I & 58 5 1)
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FIAYIRES, fIACARITRE . — BT B3Rt A 98 g k™ A S i Al ZE DA
R 55 A 1 2 A AT, AT SO Al ) S8 S 97

4) EFIRTH R RLIADIT G 28 5 H AR, LERSA AR B AR5 5 (O RIS
RIS EZBIIUME, QIEREI MBIV & RISE S0 (ARSI T G4k, fEHE
HAE B WY 6 I R HF 6 P37 dh (5 2 3L i SR U AR B 77 b, 25 AR OR 2 A I A
e UOIRBUBZE VH 2 5 W P (B I WG S ARG . ER 51 ) b, 2504 R AR IR 3 LR 1
I i RENE SRAG AT OGTE, R 5 I RE P REARAS LAl PE RO AR ST, SN 2 (R BRIR T . (K27
P P RS LA RS SN ST 6 RS B B 2 S T AN BERS B AN, X
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XA Z AR FLR, AR TORT LG 530 B 8k DR 3 S5 LAt R (s, 491
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Abstract

As of June 2020, the number of Chinese Internet users reached 940 million, an increase of 86
million compared with the same period last year, and the Internet penetration rate was 67%, an
increase of 5.8%. As of March 2020, the number of Chinese online shopping netizens has reached 710
million, an increase of 100 million from the end of 2018, and the utilization rate of online shopping
has increased to 78.6%. The development of e-commerce can greatly expand the market space for
enterprises, but the competition is also fierce. In the face of fierce market competition, how to
continue to promote enterprise innovation, improve enterprise service quality, increase consumer
satisfaction, and thereby increase online consumer loyalty is an important issue worth considering for
enterprises carrying out e-commerce. Research and discuss major issues. Customer loyalty is the
sublimation of customer satisfaction. Highly satisfied customers will form a loyal attitude towards the
company and its products and high-frequency buying behavior. Customer loyalty can bring huge
benefits and huge potential market and potential customers to enterprises, so it also has huge
cost-effectiveness for enterprises. This article takes X company as the research object to analyze the
relationship between customer loyalty and satisfaction.

Keywords: O20 service quality, customer satisfaction, loyalty
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KT HRFLEMI R ES, BRI B ER. £, SEEITH TS
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SR, WEACH T IRSS R X BT 45 F P R R
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Abstract

With the rapid development of social economy and the substantial improvement of residents'
living standards, with the rapid development of social economy and the substantial improvement of
residents' living standards, a series of issues such as children's health have attracted widespread
attention from the society.The Children’s Physical Fitness Gymnasium can significantly improve the
health of children with its scientific improvement methods. The Zhengzhou City’s leading Children’s
Physical Fitness Gymnasium is the earliest sports hall in the Guancheng District of Zhengzhou.
Although it has been in operation for many years, consumers are very concerned about it.The
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willingness to repurchase courses in sports halls is not very strong, especially the willingness to
repurchase courses in Lala Exercises is relatively flat.Therefore, starting from reality, this article
chooses to take the leading children’s physical fitness gymnasium in Zhengzhou as an example.
Starting from the definition, content and connotation of physical fitness courses for children, a
research model is constructed and research hypotheses are set.Explains the research variables.Then, a
questionnaire survey method was used

to conduct an in-depth survey on the sample of more than 360 customers currently in the
Leading Children's Physical Fitness Gym.After verifying that the survey results are consistent with
the reliability and validity of the subject research, descriptive statistics were performed on the survey
results, and the model fit test was performed on the survey data using SPSS software.After that,
regression analysis method was used to test the research hypothesis.The test results show that
consumer experience (course quality experience, course design experience, course price experience,
course service experience, promotion experience, lecturer’s word-of-mouth experience) can have a
significant impact on trust, and consumer experience can have a repurchase willingness.Significant
impact, trust can have a significant impact on repurchase willingness.Finally, a principal component
analysis was carried out on the survey results. The analysis results show that trust and curriculum
quality experience have the greatest impact on children’s fitness gymnasium curriculum repurchase
intentions, and curriculum price experience, curriculum service experience, and curriculum design
experience have a major impact on children’s physical fitness.The willingness to repurchase courses
in sports halls has a relatively large impact. The word-of-mouth experience and promotion experience
of the instructors can have a certain impact on the willingness to repurchase courses in the children's
physical fitness sports halls.Based on this result, this article puts forward some practical
countermeasuresand suggestions.

Keywords: Children's physical fitness, course quality, course service, course design,
consumer trust
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Abstract:

The progress of global technology affects consumer behavior. With the popularization of the
Internet and mobile tools, people's shopping methods are gradually shifting to the Internet. mobile
communications and other network platforms. This places very high requirements on the marketing
capabilities of companies on platforms such as the Internet and mobile communications. Digital
marketing capabilities have become the core competitiveness of companies. How to build effective
digital marketing capabilities has become an important part of the core competitiveness of companies.
With the goal of improving firms performance, building digital marketing capabilities by studying
consumer behavior, conducting interviews and questionnaire surveys with digital platform managers
as the research object, and analyzing the 300 questionnaires collected with SPSS 20.0. Finally, it is
concluded that digital marketing capability positively affects firms performance, and consumer
behavior plays an intermediary role between digital marketing capability and firms performance. Also

proved the effectiveness of the model

Keywords: Stakeholder, Relationship marketing, Marketing customer link, Market perception,

Customer retention
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