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Abstract

In Thailand, more and more families are willing to have a pet. They take very seriously taking
care of their pets and consider pets as family members. Which explains big humber of the pet market
value in 2019 grew to 35,453 million THB, which increased by 10 percent from 2018. It is divided
into three major sections: pet food (45%), pet services (32%), and pet care (care and medical services,
23%). This research is mainly focused on pet services.

For conducting in-depth research, designed a questionnaire and distributed online to RAMA
Il and surrounding area residents. The researcher aims to use the Taro Yamane formula in order to
find the population and sample size with a 95% confidence level. There are 400 respondents. SPSS
tool is used for quantitative data analysis, particularly Chi-square test for hypothesis testing.

Major findings of this study indicates that the residents of RAMA Il and surrounding areas
have high level of willingness to spend for pet services, the target customer group being as over 90%
of LGBTQ+ in their 20s, in low-income group.

To unite pet services and create greater pet community, best to create a guideline for pet
community business in order to improve its service quality and create comfortable, affordable space
for pet owners.

Keywords: Pet, Pet Community, Pet Services, Rama I, Pet shops

Introduction

The rise of pet ownership in Thailand, where pet owners are often referred to as “pet parents”,
and pet humanization is a common phenomenon. Human provides their pet with human-like
experiences and amenities. Dogs (60%), cats (20%), and other animals (10%) such as small mammals
and reptiles are the most popular pets (Bottomline, 2019). In Thailand, the pet business is thriving,
with the pet market value reaching 35,453 million THB in 2019. The market is divided into three
major segments: pet food (45%), pet services (32%), and pet care (23%). As of 2021, there are 23
corporations registered with the Department of Business Development, representing a 76.92% market
share, with a total registered capital of THB 37 million - a 94.95% increase from the previous year
(2020).

In 2020, Thailand has been dramatically affected by the COVID-19 pandemic caused by the
new severe acute respiratory syndrome coronavirus 2 (SARS-CoV-2). As a result, Thailand has
limiting social event which people have been forced to work from home (WFH) (Kumthorn
Malathum and Porntip Malathum, 2020), leading to loneliness and stress. Besides, many individuals
are searching for activities to relieve stress (Marketeer Team, 2021). Thailand is currently one of the
most rapidly aging nations in East Asia, with an estimated 17 million Thais expected to be 65 years or
older by 2040. This is partly due to the highest proportion of older people and the fastest-declining
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working-age population in Asia. Moreover, the changing lifestyle of the new generation, the
Millennials (Generation Y) has shifted away from the traditional notion, as of having children. This is
due to a greater focus on personal freedom and lifestyle choices rather than the social pressure to have
children (Bottomline, 2019). Having a pet can be beneficial for people as it can help improve mood,
leading to feeling of happiness, and reducing feelings of stress, loneliness, and sadness.

Rama Il Road links Bangkok with neighboring provinces and is a gateway to southern
Thailand. It is easily accessible as it is located near three expressways, including the Kanchanaphisek
West and South Expressway, the Dao Khanong Expressway, and the Rama 3 Expressway. The central
area of Rama Il is expanding, becoming more diverse, and with highest land prices, with housing
costing approximately 20-100 million baht.

This research aims on finding out if Rama Il has a potential of becoming pet related business
community. How can pet related businesses develop the community and bring convenience to pet
OWners.

Research Objectives

This research focused on analyzing the market and to determine the business, services that
can satisfy customer needs and the possibility of creating a pet community in the Rama Il area:

1. To identify customer's profile of the pet community.

2. To identify potential customers attitude towards pet communities, businesses

3. To develop a guideline for a pet community owner.

Literature Review

Pet Industry in Thailand

The pet sector in Thailand is estimated to be between 700-800 million USD, making it the
second biggest in Asia with dogs (47%), followed by cats (42%), fish (11%), birds (4%), rabbits (3%),
and rodents (3%) being the most common domesticated animals (Pet Fair Southeast Asia, 2019). Cats
and dogs are the most popular pets in Thailand, with 8.9 million dogs and 3.3 million cats kept as
pets. The Thai Pet Product Industries Association (TPIA) reported that the market for pets has been
expanding at an annualized average rate of 10% in 2011. The total value of the Thai pet market was
35,453 million THB in 2019 with the market share that is held by pet food is 45% accounting for
15,954 million THB, followed by the market share held by pet healthcare services at 33% accounting
for 11,345 million THB, and the remaining market share is represented by pet clothes, accessories,
and toys (Pet Fair Southeast Asia, 2019).
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Figure 1:  Online Survey with 97,000 respondents from Rakuten Insight Propriety Panels; Markets
Source: Pet Fair Southeast Asia, 2019

The primary distribution channels for pet items in Thailand are conventional shops and
special trade channels, with conventional shops accounting for 90% of the market (Pet Fair Southeast
Asia, 2019). Special trade channels have a wider range of pet supplies from affordable to expensive
alternatives, while e-commerce platforms such as Lazada, Shopee, and JD Central are popular for pet
owners to purchase because it is convenient, saves their time, and provides access to a wider variety
of products than traditional shopping does (Pet Fair Southeast Asia,2019).

Thailand has been experiencing "pet humanization" since 2020, with single people and
childless couples making up a significant portion of pet owners. This has led to an increased pet
purchase rate and increased demand for high-quality pet supplies.

Pet Businesses in Thailand

Daterapeepong (2021) conducted a study based on innovative design for pet zones in Tops
Supermarket to explore new business opportunities and generate value-added for pet products and
services. To optimize consumer satisfaction and loyalty, Tops Market must reevaluate its strategy for
marketing and sales. Environmental variables such as store layout, shelving and fixture design,
product selection, lighting, color and theme design, background music, and aroma contribute to the
quality of the environment.

In addition, Beynen (2013) places a strong emphasis on the intimate relationship that exists
between the Thai pet food industry and the science of pet nutrition. The pet food business has to
develop new offerings in response to challenges such as the segmentation of the market, emerging
trends in nutrition, the advancement of scientific knowledge, and the diminishing stock of major
ingredients. Training of pet owners and regulation of food safety are two other issues that need to be
addressed. The Thai pet food sector should progressively collaborate with specialists in pet nutrition
in order to sustain growth and address the many challenges that are now being faced. Enhancing
training in pet nutrition and facilitating research in this field should be priorities for veterinary and
agricultural schools within Thai universities.

Kongtaveesawas and Namwong (2019) found that individuals are more likely to travel with
their pets in Thailand, making pet-friendly policies an important competitive advantage. Management
should devise a policy that satisfies both pet owners and those who do not own pets while preserving
the luxury brand. As a result of this, it is advised that some aspects of successful hotels' pet policies
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need modifications of services generated from in-depth research of the various views or predicted
perceptions of customers in accordance with the SERVQUAL model (see Figure 2).

Expected Service

SERVQUAL Analysis
1. Reliability [==°==="=======%
2. Assurance !
. Tangibl, : .
S "Tangibiies | Customizations of Pet Perceived Service
4. Empathy g A
; Policies Quality
5. Responsiveness

Figure 2: Expectation and perception management under SERVQUAL
Source: Kongtaveesawas & Namwong (2019)

Methodology

This research is a quantitative study. The study used primary data collected from pet owners
in the Rama Il area and its surrounding. The study used the Taro Yamane formula to estimate the
population and sample size with 95% confidence. The sample size in this research paper is consisted
of 400 respondents. Data collected using a close-ended questionnaire via a Google form written in
English and translated into Thai for Thai respondents. The questionnaire consists three main sections:
Section I; demographic factors; Section I1; behavior and experience factors; and Section IlI; customer
satisfaction, measures with five-point Likert scales. For determine the target audience and feasibility
of establishing a pet community in Rama Il, generic analysis of data and SPSS are used.

Data Analysis and Discussion

GENDER AGE
mMale ®mFemale mLGBTQ+ 1%
m Below 20 years old
m21-30 years old
m 31-40 years old
m41-50 years old
m51-60 years old

m Above 60 years old

Figure 3: Gender and Age Charts

Figure 3 shows the data of demographic factors on gender and age from 400 respondents. The
female has the highest proportion accounting for 48%. The second-highest is LGBTQ+ representing
33%, and 19% is male. However, most respondents are 21 — 30 years old, accounting for 63%,
followed by 31 — 40 years old, accounting for 19%; 41 — 50 years old, accounting for 7%; below 20
years old, accounting for 6%, 51- 60 years old, accounting for 4%, and above 60 years old, accounting
for 1%.
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MARITAL STATUS EDUCATIONAL LEVEL
mSingle m In relationship 1% 1%
= Married m Divorce or separated |

m Below high school

m High school or equivalent
m Bachelor's degree

m Master's degree

m Doctor's degree

Figure 4: Marital Status and Educational Level Charts

Figure 4 shows the results of demographic factors on marital status and educational level
from 400 respondents. The marital status is single (59%), which is the highest proportion, followed by
in a relationship and married (20%), and divorced or separated (1%). Additionally, the educational
level was divided into five ranges, including range one bachelor’s degree (64%), range two master’s
degree (23%), range three high school or equivalent (11%), range four below high school (1.5%), and
range five doctor’s degree (0.50%).

MONTHLY INCOME OCCUPATION

m Student
m Below 15,000 THB

m Entrepreneur, Business
owner

m Company employee

m 15,001 - 30,000 THB
= 30,001 - 50,000 THB
m Above 50,000 THB

m Government official, State
enterprise official

Figure 5:  Occupation and Monthly Income Charts

Figure 5 shows the results of demographic factors on occupation and monthly income from
400 respondents. Entrepreneur and company employee has the highest amount accounting for 34%,
followed by the student, accounting for 27%, and government officials or state enterprise officials,
accounting for 5%. Besides, the majority of participants have a monthly income of around above
50,000 THB, accounting for 36%, followed by 15,001-30,000 THB (33%), below 15,000 THB (16%),
and 30,001-45,000 THB (15%).
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RESIDENTIAL LOCATION

mRama ll
mRama Il
m Bangbon

m Ratchapruk (Rama V)

Figure 6: Residential Location Charts

Figure 6 shows the results of demographic factors on residential location from 400 respondents.
The highest percentage of participants come from Rama Il, accounting for 77%, followed by Ratchapruk
(Rama V), accounting for 10%, Rama 11, accounting for 8%, and Bangbon, accounting for 5%.

PET OWNERSHIP THE NUMBER OF PETS

mDog
m Cat

. m1 pet
m Rabbit
| Hamster 2 pets
m Guinea pig or Cavy m 3 pets
m Bird m 4 pets
m Dwarf Hedgehogs m More than 4 pets
m Reptiles
mFish

Figure 7:  The Number of Pet and Pet Ownership Charts

Figure 7 shows the number of pets and pet ownership. 1 pet consumed the most, at 46
percent. 2 pets have the second-highest consumption level, 35 percent, followed by more than 4 pets,
accounting for 10 percent. 3 pets at 7 percent. The most minor consumption is 4 pets, at 2 percent.
Also, the vast majority of participants have dogs, accounting for 48%, followed by cats (32%), rabbits
(7%), and a negligible percentage of hamsters, cavies, birds, dwarf hedgehogs, reptiles, and fish.
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THE USE OF PET SHOP MONTHLY FREQUENCY OF
SERVICES VISITS TO THE PET STORE
mYes
mNo m1time
m2-3 times
m4-5 times

Figure 8: The Use of Pet Shop Services and Monthly Frequency of Visits to The Pet Store Charts

Figure 8 shows the data on the use of pet shop services and the monthly frequency of visits to
the pet store. The vast majority of participants have experienced using pet shop service with a
frequency of once a month (63%), followed by 2 — 3 times per month, accounting for 31%, and 4 — 5
times per month, accounting for 6%.

SERVICES OF PET SHOP PET SHOP THAT HASBEEN TO

0, o)
: 0% 4% m Conveniences Store
m Grooming

m Supermarkets
m Pet Shop m Pet Hospitals
m Pet Park mPet Club
m Swimming m Pet Lovers Center
® Pet Hotel m Manoon Pet Shop
= Pet Taxi m Hato Pet Wellness Center
u Café mDog's paw

m Others (ex. pet safari)
Figure 9: Pet Shop That Has Been to and Services of Pet Shop Charts

Figure 9 shows the data of 400 respondents who have been to the pet shop and chosen
services of the pet shop. Most respondents have been to pet hospitals, accounting for 23%.
Conveniences store are at 15%, followed closely by supermarkets and pet clubs at 14%, Manoon pet
shop accounts for 13%, and a negligible proportion of Dog’s Paw, Hato pet wellness center, and
others. Besides, there is 39 percent of the pet shop, followed by grooming, counted as 13 percent. Pet
parks and pet hotels are at 9 percent.
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THE LAST TIME VISITED PET THE INFLUENTIAL IN USING
SHOP OR CHOOSING A PET SHOP

5%

m Plenty of services

m 1 month ago m Reasonable price

m Convenient to travel/ Location
= 3 months ago m Promotion
m Qualified staff

m Environment / decoration

m 6 months ago

m More than 6 months ago

m High standard service quality

Figure 10: The Last Time Visited Pet Shop and The Influential in Using
or Choosing a Pet Shop Charts

Figure 10 shows the data on participants last time visited the pet shop and the influential in
using or choosing a pet shop. First of all, the last time that most participants visited the pet shop was a
month ago, accounting for 85 percent, followed by 3 months ago (9%), more than 6 months ago (5%),
and 6 months ago (2%). However, reasonable price has the highest proportion accounting for 23
percent. The second-highest is convenient to travel, accounting for 18 percent, followed closely by
high standard service quality (17%) and plenty of services (16%). Representing an 11% which is
environment and decoration, and promotion and qualified staff is a minor proportion.

MONTHLY SPENDING FOR PAYMENT METHODS
PET PER MONTH

m Less than 500 THB m Cash

m500-1,000 THB m Debit card

m=1,001-3,000 THB m Credit card

= More than 3,000 THB m Mobile Banking or QR Code

m Mobile payments

Figure 11: Monthly Spending for Pet Per Month and Payment Methods Charts

Figure 11 shows monthly spending for pets per month and payment methods. Participants
spend around 500 — 1,000 THB per time, accounting for 37%, followed nearly by 1,001 — 3,000 THB
per time, accounting for 36%, more than 3,000 THB per time, accounting for 16%, and less than 500
THB per time, accounting for 11%. In addition, the majority of payment methods that participants
choose are mobile banking or QR code payment methods at 57%, followed by debit cards at 23% and
16% of cash. A minor proportion of payment methods are cash (3%) and credit card (1%).
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THE UNINFLUENTIAL IN USING

ONLINE PLATFORM OR CHOOSING A PET SHOP

m Facebook m Less of services

m Instagram m Price

mLine ® Inconvenient to travel/ Location

mTikTok m Promotion

= YouTube m Low standard service quality

= Website 206 ® Unattractive environment /
decoration

Figure 12: Online Platform and The Uninfluential in Using or Choosing a Shop Charts

Figure 12 shows the online platform and the uninfluential in using or choosing a shop. There
are the top three online platforms that respondents use to search for finding a pet shop which are
Facebook (39%), Website (35%), and Instagram (20%). However, a minor proportion of online
platforms are TikTok (3%), Line (2%), and YouTube (1%). The highest percentage of the
uninfluential in using or choosing a shop is low standard service (37%), followed by inconvenient to
travel, accounting for 20 percent, the price at 18%, and less of services at 15%. Minor proportions are
homely environment and decoration (6%) and promotion (4%).

ARE THERE ANY PET WILLINGNESS TO HAVE A PET
COMMUNITIES NEAR RAMA COMMUNITY IN RAMA 11?
1?

mYes mYes

mNo mNo

Figure 13:  Are There Any Pet Communities Near Rama Il and Willingness to Have
a Pet Community in Rama Il Charts

Figure 13 shows respondents' data who had seen pet communities near the Rama Il area,
accounting for 84%, and 16% had not seen pet communities near Rama Il. 90 percent of participants
want to have a pet community in Rama Il area, which has the highest percentage. 10 percent
participants do not want to have a pet community in Rama Il area.
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DO YOU THINK THE RAMA 11 SHOULD THE PET
AREA HAS A GOOD COMMUNITY HAVE
ENVIRONMENT FOR PETS? CENTRALIZED SERVICES?

mYes mYes

mNo mNo

Figure 14: Do You Think the Rama Il Area Has a Good Environment for Pets
and Should Pet Community Have Centralized Services Charts

Figure 14 shows respondents’ data who think the Rama Il area has a suitable environment for
pets, accounting for 96% of respondents. However, a negligible percentage of respondents think that
Rama Il is not a suitable environment for pets, accounting for 4%. Besides, respondents agreed that
the pet community should have a centralized service, accounting for 69% and 31% who do not agree.

WOULD YOU SUGGEST ALL PET
SHOPS HAVE A VETERINARIAN?

mRecommend = Not recommend

Figure 15: Would You Suggest All Pet Shops Have a Veterinarian Charts
Figure 15 shows the results of participants who suggest all pet shops should have a
veterinarian. It shows that there 84% of participants suggest having a veterinarian at pet shops, and

16% of participants who not suggest having a veterinarian at pet shops.

Table 3: The Summary of Demographic Factors of Respondents (n=400)

Factors of attitude and needs x S.D. Level

Quality and Service 4.32 1.1 Highest
Brand Reputation 3.45 1.01 High

Price 4.22 1.06 Highest
Atmosphere and Environment 4.04 1.07 High
Location 3.9 1.09 High

Advertising 3.01 1.14 Medium
Promotions 3.91 1.09 High
Total 3.84 0.87 High
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Table 3 represents the mean score and standard deviation of attitude factors and needs
towards the pet community among pet owners living in Rama Il area and nearby. The data shows that
the average mean score is high at 3.84 (x = 3.84). The factors which have highest mean score include
1) Quality and Service (X = 4.32), and 2) Price (x = 4.22). The factors which have high mean score
include 1) Atmosphere and Environment (x = 4.04), 2) Promotions (x = 3.91), 3) Location (x =
3.90), and 4) Brand Reputation (x = 3.45). The factor which has medium mean score is Advertising
(x =3.01).

Data analysis for hypothesis testing

Hypothesis 1: The demographic factor is influential on willingness to spend on pet-related
services

Null Hypothesis (Ho): There is no significant difference of willingness to spend on pet-
related services among different demographic factor.

Alternate Hypothesis (Ha): There is a significant difference of willingness to spend on pet-
related services among different demographic factor.

Table 4: The Summary of Demographic Factors of Respondents (n=400)

Willingness to spend within pet community in Rama Il

Demographic Characteristics — — Total
Willing Not Willing
Gender
61 17 78
Male
(78.21) (21.79) (100.00)
158 34 192
Female
(82.29) (17.71) (100.00)
117 13 130
LGBTQ+
(90.00) (10.00) (100.00)
336 64 400
Total
(84.00) (16.00) (100.00)

Table 4 represents the Chi-square test result of willingness to spend on pet-related services
and gender among pet owners living in Rama Il area and nearby. The p-value is 0.054, which is
greater than 0.05 (Sig. > 0.05), thus, we accept the null hypothesis. There is no significant difference
of willingness to spend on pet-related services among different gender. The data shows that all
genders are willing to spend on pet-related services; 90% of LGBTQ+ are willing to spend, followed
by Female (82.29%), and Male (78.21%).

Table 5:  Summary of relationship between willingness to spend on pet-related services and age

Willingness to spend within pet community in Rama 11

Demographic Characteristics — — Total
Willing Not Willing
Age
20 3 23
Below 20 Id
clow cUyears o (86.96) (13.04) (100.00)
220 33 253
21-30 Id
yearso (86.96) (13.08) (100.00)
61 14 75
31-40 Id
years o (81.33) (18.67) (100.00)

466



The 13™ National and the 9" International PIM Conference 2023
July 7, 2023

Willingness to spend within pet community in Rama 11

Demographic Characteristics — — Total
Willing Not Willing
18 10 28
41-50 Id
years o (64.29) (35.71) (100.00)
14 3 17
51-60 Id
years o (82.35) (17.65) (100.00)
3 1 4
Above 60 Id
ove b0 years o (75.00) (25.00) (100.00)
ot 336 64 400
(84.00) (16.00) (100.00)

Table 5 represents the Chi-square test result of willingness to spend on pet-related services
and age among pet owners living in Rama Il area and nearby. The p-value is 0.061, which is greater
than 0.05 (Sig. > 0.05), thus, we accept the null hypothesis. There is no significant difference of
willingness to spend on pet-related services among different ages. The data shows that all ages are
willing to spend on pet-related services; 86.96% of respondents with age below 20 years old are
willing to spend, and 21-30 years old are willing to spend, followed by age 51-60 years old (82.35%),
31-40 years old (81.33%), above 60 years old (75%), and 41-50 years old (64.29%).

Table 6: Summary of relationship between willingness to spend on pet-related services and marital

status
. L Willingness to spend within pet community in Rama Il
D hic Ch Total
emographic Characteristics Willing Not Willing ota
Maritial Status
Single 200 39 239
g (83.68) (16.32) (100.00)
In relationshi 3 ! 80
P (91.25) (8.75) (100.00)
61 18 79
Married
arme (77.22) (22.78) (100.00)
2 0 2
Di d/S ted
vorcediseparate (100.00) (0.00) (100.00)
336 64 400
Total
(84.00) (16.00) (100.00)

Table 6 represents the Chi-square test result of willingness to spend on pet-related services
and marital status among pet owners living in Rama Il area and nearby. The p-value is 0.101, which is
greater than 0.05 (Sig. > 0.05), thus, we accept the null hypothesis. There is no significant difference
of willingness to spend on pet-related services among different marital status. The data shows that all
types of marital status are willing to spend on pet-related services; 100% of respondents, who are
divorced are willing to spend, are willing to spend, followed by In-a-relationship respondents
(91.25%), single respondents (83.68%), and married respondents (77.22%).
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Table 7:  Summary of relationship between willingness to spend on pet-related services and age

Willingness to spend within pet community in Rama 11

Demographic Characteristics — — Total
Willing Not Willing
Level of Education
. 6 0 6
Below high school (100.00) (0.00) (100.00)
. . 38 6 44
High school or equivalent (86.30) {13.60) {100.00)
. 208 48 256
Bachelor's degree 81.25) 18.75 {100.00)
, 83 9 92
Master's degree (90.22) (9.78) (100.00)
Doctor's degree 1 1 2
g (50.00) (50.00) (100.00)
Total 336 64 400
(84.00) (16.00) (100.00)

Table 7 represents the Chi-square test result of willingness to spend on pet-related services
and educational level among pet owners living in Rama Il area and nearby. The p-value is 0.129,
which is greater than 0.05 (Sig. > 0.05), thus, we accept the null hypothesis. There is no significant
difference of willingness to spend on pet-related services among different educational level. The data
shows that all types of educational level are willing to spend on pet-related services; 100% of
respondents, with educational level below high school are willing to spend, followed by master degree
(90.22%), high school or equivalent (86.36%), bachelor degree (81.25%), and doctoral degree (50%).

Table 8: Summary of relationship between willingness to spend on pet-related services and

occupation
. L Willingness to spend within pet community in Rama Il
Demographic Characteristics Willing Not Willing Total
Occupation
Student 89 1 100
(89.00) (11.00) (100.00)
Entrepreneur, Business owner 104 21 125
' (83.20) (16.80) (100.00)
Company employee 103 23 126
(81.75) (18.25) (100.00)
Government official, State 15 3 18
enterprise official (83.33) (16.67) (100.00)
25 6 31
Freelance, Self-employed (80.65) (19.35) (100.00)
336 64 400
Total
(84.00) (16.00) (100.00)

Table 8 represents the Chi-square test result of willingness to spend on pet-related services
and occupation among pet owners living in Rama Il area and nearby. The p-value is 0.616, which is
greater than 0.05 (Sig. > 0.05), thus, we accept the null hypothesis. There is no significant difference
of willingness to spend on pet-related services among different occupations. The data shows that all
occupations are willing to spend on pet-related services; 89% of students are willing to spend,
followed by government/state enterprise official (83.33%), entrepreneur (83.20%), company
employees (81.75%), and freelance (80.65%).
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Table 9: Summary of relationship between willingness to spend on pet-related services and
residential location

Demographic Characteristics Willingness to spend within pet community in Rama |1 Total
Willing | Not Willing
Residential Location
Rama Il 229 43 272
(84.19) (15.81) (100.00)
Rama Il 24 3 27
(88.89) (11.11) (100.00)
Bangbon 17 ! 18
(94.44) (5.56) (100.00)
30 7 37
Ratchapruk (Rama V) (81.08) {18.92) (100.00)
22 7 29
Bang Khae (75.86) 24.12) (100.00)
Suksawat 14 3 17
(82.35) (17.65) (100.00)
Total 336 64 400
ota (84.00) (16.00) (100.00)

Table 9 represents the Chi-square test result of willingness to spend on pet-related services
and residential areas among pet owners living in Rama Il area and nearby. The p-value is 0.601,
which is greater than 0.05 (Sig. > 0.05), thus, we accept the null hypothesis. There is no significant
difference of willingness to spend on pet-related services among different residential areas. The data
shows that all residential areas are willing to spend on pet-related services; 94.44% of respondents,
who live in Bangbon, are willing to spend, followed by Rama Il (88.89%), Rama Il (84.19%),
Suksawat (82.35%), Ratchapruk Rama V (81.08%), and Bang Khae (75.86%).

Hypothesis 2: Income is influential on the willingness to spend on pet-related services.

Null Hypothesis (Ho): There is no significant difference of willingness to spend on pet-
related services among different income.

Alternate Hypothesis (Ha): There is a significant difference of willingness to spend on pet-
related services among different income.

Table 10: Summary of relationship between willingness to spend on pet-related services and
monthly income

Willingness to spend within pet community in Rama Il

Monthly Income — — Total
Willing Not Willing
56 9 65
Below 15,000 THB
elow 2>, (86.15) (1350 (100.00)
117 14 131
15,001-30,000 THB
! ! (89.31) (10.69) (100.00)
49 13 62
30,001-45,000 THB
(79.03) (20.97) (100.00)
114 28 142
Above 45,000 THB
ove s, (80.28) (19.72) (100.00)
336 64 400
Total
(84.00) (16.00) (100.00)
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Table 10 represents the Chi-square test result of willingness to spend on pet-related services
and residential areas among pet owners living in Rama Il area and nearby. The p-value is 0.134,
which is greater than 0.05 (Sig. > 0.05), thus, we accept the null hypothesis. There is no significant
difference of willingness to spend on pet-related services among different income. The data shows
that monthly income group population willing to spend on pet-related services; 89.31% of
respondents, with the income of 15,001-30,000 THB, are willing to spend, followed by income below
15,000 THB (86.15%), above 45,000 THB (80.28%), and 30,001-45,000 THB (79.03%).

Hypotheses 3: Service quality is influential for repeated visitation of a pet shop.

Null Hypothesis (Ho): There is no significant difference of repeated visitation of pet shop
among different service quality.

Alternate Hypothesis (Ha): There is a significant difference of repeated visitation of pet
shop among different service quality

Table 11: Summary of relationship between willingness to spend on pet-related services and service
quality

Willingness to spend within pet community in Rama Il

Service Quality Willing Not Willing Total

Disagree 26 3 29
(89.66) (10.34) (100.00)

Neutral 33 6 39
(84.62) (15.38) (100.00)

Agree 67 15 82
(81.71) (18.29) (100.00)

210 40 250
Strongly Agree (84.00) (16.00) (100.00)

Total 336 64 400
(84.00) (16.00) (100.00)

Table 11 represents the Chi-square test result of repeated visitation of a pet shop and service
quality among pet owners living in Rama Il area and nearby. The p-value is 0.796, which is greater
than 0.05 (Sig. > 0.05), thus, we accept the null hypothesis. There is no significant difference of
repeated visitation of pet shop among different service quality. The data shows that most customers
are willing to re-visit the pet shop for pet-related services.

Conclusion & Discussion

For customer’s profile, data analysis show that the main target customer group would be
LGBTQ+, as over 90% of LGBTQ+ are willing to spend on pet services (89.96% in their 20s). The
customers with an income of 15,001-30,000 THB (89.31%) of them are also willing to spend on pet
services. By taking under the consideration the residential area, results shows that pet-related
businesses should target the customer within Bangbon area and create a pet community in that area
since 94.44% of them are willing to spend on pet services. In addition, the research found that over
84.19% of people living in Rama Il area are willing to spend. With this, we can conclude that there is
a high feasibility to conduct a pet community business within this area, given the high level of
willingness to spend on pet services from all demographic factors.

For guideline of pet community business to improve its service quality, according to the
result, the overall mean score of attitude factors is high, especially on the factor of quality and service,
and price. Kotler and Amstrong (2010), elaborated the importance of a marketing mix, product, price,
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place, promotion, people, physical evidence, and process. Price is one of the factors, which is
influential in customer experience and re-visitation of pet shops. As the target group, who have the
highest willingness to spend on pet shop services are among the low-income group. Hence, pet
community businesses should make the price affordable to this group by offering discounts, providing
payment plans, partnering with local organizations, offer sliding-scale pricing, and provide low-cost
services. Kongtaveesawas and Namwong (2019), investigated the essential of pet policy which
focused on the goal of satisfying both pet owners and those who do not own pets while preserving the
luxury brand. This suggests that pet community business owners should focus on creating clean and
eco-friendly atmosphere not only in immediate surrounding of the shops, but also in larger diameters
will arise willingness to adopt pets, feel comfortable to live with pets. For increased customer
satisfaction level, pet shop owners should provide training to their staff. Creating loyalty programs
will ensure having repeated customers to some extent. Future research should focus on analyzing the
price among competitors within Rama |l area and its surrounding areas for setting affordable prices
for residents.
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Abstract

There are over one billion active users worldwide, and TikTok has become a global
phenomenon. The theoretical system of live broadcast marketing has evolved on the TikTok platform.
It was known as Douyin in China when TikTok was first launched in 2016. Therefore, the
combination and innovation of marketing and TikTok live broadcast are worthy of analysis and
exploration. However, TikTok’s current broadcast marketing situation also has specific problems, i.e.,
if the quality of the videos released by users or businesses on TikTok is not high, there will be less
traffic, likes, and comments. Hence, three research objectives are: (i) using TikTok to determine most
customer behavior; (ii) to discover the factors attracting young users to spend time watching live on
TikTok; and (iii) to suggest recommendations for successfully using live streaming to communicate
with audiences. In addition, 41% of the TikTok users are aligned with the university’s demographics.
Therefore, the descriptive and correlation research adopted an online questionnaire as a research
instrument. By random sampling, 401 valid responses were via an online survey from 2,200
international students enrolled at Rangsit University. The online survey was conducted from January
to February 2023. The results were that most behavior when watching Live was researching to
compare the price followed by purchasing without a doubt. Furthermore, the factors attracting young
users were influencers and new style interaction-live. Finally, the recommendations were to provide
more rich live content, strengthen the sociality of live broadcasts, connect the brand with live
broadcasts, improve live broadcasts’ quality, and strengthen cooperation with content creators.

Keywords: TikTok, Douyin, e-commerce, live broadcast

Introduction

There are over one billion active users worldwide, and TikTok has become a global
phenomenon. TikTok has changed how individuals consume content and how it is created and
distributed (Scribere, 2023). This research paper is conducted according to the theoretical system
framework formed in the traditional marketing field. The theoretical system of live broadcast
marketing has been improved on TikTok or DouYin platform. The combination and innovation of
marketing and TikTok live broadcast are worthy of analysis and exploration. However, TikTok’s
current broadcast marketing situation also has specific problems. For example, if the quality of the
videos released by users or businesses on TikTok is not high, there will be less traffic, likes, and
comments. This paper comprehensively sorts out the relevant theories and analysis tools of TikTok’s
marketing strategy, 4C theory, direction, and formulation of a TikTok live broadcast marketing plan
to solve these problems.

Online marketing, the TikTok platform lives broadcast marketing hopes to have low operating
costs and a quick start. Regarding operating expenses, TikTok live broadcast has a simple form.
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Compared with traditional e-commerce platforms, TikTok live broadcast has a lower entry threshold
and relatively reduced cost (Hutchinson, 2021; Hutchinson, 2022). In addition, the TikTok live
broadcast has an efficient dissemination speed, and challenging to replicate the original advantages.
TikTok and other short video live broadcasts are very popular among users in the current fast-paced
lifestyle (Montenegro, 2021). Compared with the traditional marketing mode, it spreads quickly and
fully utilizes the advantages of the Internet.

Research Objectives

This study examines the present state of TikTok’s live broadcast marketing, poses questions,
and studies and develops TikTok’s live broadcast marketing optimization strategy, creating individual
user strategies and improving concerns. The objectives are as follows.

1. Using TikTok to determine the majority of customer behavior.

2. To discover the factors attracting young users to spend time watching live on TikTok.

3. To suggest recommendations for successfully using live streaming to communicate with
audiences.

Literature Review

The retail business has been distinguished by its tremendous dynamism. The new millennium
has witnessed a steady rise in modern retail formats such as hypermarkets, supermarkets, and discount
stores, most of which foreign corporations control. However, conversely, the consumer is involved in
the simultaneous creation and consumption of experience, which has become the primary form of
happiness.

This happiness, known as “human experience,” is the most ephemeral and enduring outcome
(Toffler, 1995). Modern digital reality is positive and negative, just like the physical world. The threat
of exploiting customers by invading their privacy and stealing personal information; child abuse;
spreading rumors, fabrications, defamation, and other false information; manipulating consumer
behavior through social networks. The undeniable progression of digital changes has altered the
emphasis of retail away from the optimized movement of products with the aid of business logistics
and toward the acquisition of relevant data, transforming the commercial business into a future
business. When achieving digital transformation, introducing creative retail strategies is crucial.

TikTok macro market over the world

Like any other, the e-commerce market also faced immense backlash due to the epidemic.
According to the International Monetary Fund (IMF) baseline forecast, many countries have also been
hit by the “epidemic,” and economic growth will slow to 3.2% from 6.1% last year (Zhu, 2022). The
epidemic has affected the global economy, and finding more “outlets” for business or personal needs
is necessary. According to Ray & Zou (2022), “live broadcast” and “e-commerce” (e-commerce live
broadcast) is a new business models. The new crown epidemic causing turbulence in the global food
market has made more people choose online shopping. As a result, online shopping is carried out in
the market, and live streaming has also begun to take shape. Lazada, the most popular Southeast Asia
in recent years, has also launched its live broadcast sales with Shopee (Webretailer 2022). These two
platforms have developed rapidly in recent years, but they are still not mature enough compared to
domestic ones.

Most of the live broadcasts are learning from China’s live broadcast model. In recent years, e-
commerce and live broadcasting have received widespread attention worldwide. Whether it is
entertainment, education, or retail industries, world-renowned companies are testing the waters, and
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some innovative startups have performed well on this track. But from the perspective of the
application,

China’s e-commerce and live broadcasting industries are far ahead of foreign countries due to
factors such as infrastructure construction and user base. The industrial and user bases determine the
development and future trends of Chinese and foreign e-commerce and live electronic broadcasting.
This is based on fundamental reasons such as differences in the maturity of major economies,
different stages of technological development, and differences in the population structure of countries
and regions

The development status and market research analysis report of the Live streaming
industry in China

The live broadcast platform should be familiar with the laws and regulations, and they should
plan ahead of time based on the quality of the goods brought, the software and hardware requirements
of the live broadcast scene, the network anchor’s code of conduct, the operation and management of
industrial enterprises, and the content publishing platform’s compliance, and reserve relevant
materials and workforce. Optimizing content, swiftly demonstrating advantages over rivals in the
same business, and focusing on resource advantages are important to expand and grow. 5G
technology makes it possible to broadcast live with zero delays, and the rise of the Metaverse has
promoted the development of advanced technologies such as virtual reality (Nezami et al., 2022). The
live broadcast platform should be familiar with the laws and regulations and prepare in advance for
the quality of the goods brought. For example, the software and hardware requirements of the live
broadcast scene, the code of conduct of the network anchor, the operation and management of
industrial enterprises, and the compliance of the content publishing platform, and reserve relevant
materials and workforce. Optimize content, show advantages among competitors in the same industry,
and concentrate resource advantages to develop and grow.
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Picture 1: Traditional digital sale style Picture 2: TikTok digital sale style

Source: TikTok Inc. (2023)

Compared to traditional digital marketing, TikTok’s digital marketing method takes a shorter
time to attract users, allowing the users to search for products and complete transactions (see Pictures
1 and 2). As aresult, TikTok has a comparative advantage in online sales—the absolute benefit of the
same type of products. In addition to the different platform preferences caused by differences in age,
gender factors also have a certain impact on teenagers’ choice of social media platforms: girls in their
teenage years are more inclined to use TikTok.

Methodology

HEM (2020) reported that Tik Tok users are between the ages of 16 and 24, nearly 41%.
Thus, the platform’s audience aligns with the university’s target demographics. In addition, not only is
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the channel a magnet for Generation Z. The audience is very engaged. For example, 90% of the
students access TikTok daily, and 55% create their content. Nevertheless, the population for the study
is 2,200 international students enrolled at Rangsit University. The number of international students
provides a diverse group of students. There are more than 60 countries, including the United States,
China, the European Union (EU), and others (Rangsit University, 2023). Hence, Rangsit University
has a diverse student population, providing researchers with access to a wide range of international
perspectives and experiences (Brasier, Bhovichitra, & Malisuwan. 2021; Akpan & Chayanuvat, 2022;
Jantavongso, & Nuansomsri, 2019). Although this research is focused on TikTok digital program,
international students could provide a good sample for the study, similar to the study by Akpan &
Chayanuvat (2022) that investigated the impact of social media on motivation in a Thai private
university. Thus, a random sampling method was employed.

According to the objectives of this study, Yamane (1967) suggested 400 sample is sufficient
for a 95% confidence level. Therefore, the sample size followed Yamane, cited in Saensane &
Jantavongso (2022). The online questionnaires were conducted from January to February 2023. The
link to the questionnaire was distributed via the Line and WeChat group at Rangsit University. Four
hundred-one responses were valid.

The eighteen questions (the instrument) were developed based on the research objectives. The
content validity was the judgment-based decision (Jantavongso & Fusiripong, 2021; Jantavongso,
2022). Three experts evaluated the instrument using the Index of Item Objective Congruence (10C).
Items rated below 0.5 were excluded.

Descriptive and correlation statistics were used to analyze the data.

Results

The results were from 401 valid responses. The order of the results is according to the
research objectives.

General information

Others: 4.74%

Female: 42.64% T Maler 52.62%

Picture 3: Gender information
Two hundred-eleven males participated, accounting for 52.6%. A total of 171 women

participated, accounting for 42.6%. In addition, 19 other gender participants accounted for 4.7%
(Picture 3).
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Picture 4: Age information

In this survey, most were young participants. Ninety-six people under 20 accounted for
23.9%. In addition, there were 212 participants aged 21-39, accounting for 52.9%; 56 participants
aged 31-46 accounted for 14%; 20 participants aged 41-50 accounted for 5%, and participants aged
51-60, with a total of 6 accounted for 1.5%. Eleven participants over 60 accounted for 2.7% (Picture 4).
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Picture 5: Countries where the participants live

According to the results, 200 Chinese participated in answering the questionnaire, accounting
for 49.88%, 152 Thai accounted for 37.91%, 22 Europeans accounted for 5.49%, 16 Americans
accounted for 3.99%, and others 11 accounted for 2.74% (Picture 5).

Statistics about TikTok behaviors

The correlation analysis was conducted on Questions 4, 6, 7, 8, and 10 of the instrument: Q4
Do you watch the short video in TikTok or Douyin; Q6. How did you feel when you watched TikTok
or Douyin; Q7 When you want to watch a live stream, do you prefer to use; Q8 When you watch
Douyin, What are you looking for?; and Q10 Whenever you watch TikTok or DouYin, you expect.
The correlation between the four items uses the Pearson correlation coefficient to indicate the strength
of the correlation (Table 1).
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Table 1: The correlation to an analysis of TikTok users’ behavior

Do you watch the short video on TikTok or Douyin? (Q4)

How did you feel when you watched TikTok or Douyin? (Q6) -.199*
When you want to watch the live stream, do you prefer to use it? (Q7) 247*
When you watch Douyin, What are you looking for? (Q8) .049

Whenever you watch TikTok or Douyin, you expect. (Q10) -.032

*p<.05**p<.01

The correlation coefficient value between Q4. (Do you watch the short video in TikTok or
Douyin) and Q6. (How did you feel when you watched TikTok or Douyin) is -.199, showing a
significant level of 0.05, thus indicating there is a significant negative correlation between Q4 and Q6.

The correlation coefficient value between Q4 (Do you watch the short video in TikTok or
Douyin) and Q7. (When you want to watch a live stream, you prefer to use) is .247, showing a
significant level of .05, thus indicating Q4 has a significant positive correlation with Q7.

The correlation coefficient value between Q4 (Do you watch the short video in TikTok or
Douyin) and Q8 (When you watch Douyin, What are you looking for?) is .049, close to 0, and the p-
value is .625>.05, thus indicating there is no correlation between Q4 and Q8,

The correlation coefficient value between Q4 (Do you watch the short video in TikTok or
Douyin) and Q10 (Whenever you watch TikTok or Douyin, you expect) is -.032, close to 0, and the p-
value is .753>.05, thus indicating there is no correlation between Q4 and Q10.

Customer behavior analysis

Table 2 presents the results of the customer behavior when they watched live streaming. The
top responses were “to find another way to compare the price” (37.2%), followed by “searching it
without a doubt” (25.4%) and “purchasing it without a doubt” (23.7%), respectively.

Table 2:  Analysis of customer behavior when they watch Live.

Whenever you see a product live streaming, and you want to

Frequency | Percent | Valid Percent | Cumulative Percent
Ask to send a message to the anchor 55 13.7 13.7 13.7
Find another way to compare the price 149 37.2 37.2 50.9
Valid Purchase it without a doubt 95 23.7 23.7 74.6
Searching it without a doubt 102 254 254 100
Total 401 100 100

According to Table 3, the participants have mixed opinions about the interactivity and
sociality of TikTok Live. One hundred eighty-five participants believe that the function of Live
encourages communication and interaction between users. Hence, it enhances the multi-element on
the platform. However, the rest of the participants think the interactive elements, such as gifts and
likes in the live broadcast, are too commercialized, making them dislike this interaction.

Table 3:  The comfort level test of customers.

How would you rate your comfort level with live streaming?

Frequency | Percent Valid Percent | Cumulative Percent
Unable to get it to work 35 8.7 8.7 8.7
Completely uncomfortable 39 9.7 9.7 185
valid Somewhat comfortable 146 36.4 36.4 54.9
Uncomfortably competent 89 22.2 22.2 77.1
Very comfortable 92 22.9 22.9 100

Total 401 100 100
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Table 4: Personal motivation to TikTok.

What is the motivation for your personal to live stream

Frequency | Percent | Valid Percent | Cumulative Percent

Better reach the target audience 131 32.7 32.7 32.7

Exploring new technology to evaluate

valid | capabilities 131 32.7 327 65.3
Covid-19 Pandemic 139 34.7 34.7 100
Total 401 100 100

Table 4 presents the motivations to live stream. Again, the Covid-19 pandemic is the top
motivation at 34.7%, followed by better reaching the target audience and exploring new technology to
evaluate capabilities, 32.7% equally.

Table 5: Customer experience by watching TikTok Live.

How would you rate your experience with live streaming

Frequency | Percent | Valid Percent | Cumulative Percent
Fantastic results 72 18.0 18.0 18.0
Good 110 27.4 27.4 454
Good but inconsistent results or 118 294 294 74.8

Valid | reliability

Horrible results 46 115 115 86.3
Need help 55 13.7 13.7 100
Total 401 100 100

Most participants have a good evaluation of TikTok Live, but 118 participants think that the
live broadcast is different from reality, which means that the live broadcast lacks authentic and
reliable factors (Table 5). Although TikTok has high popularity, it involves users. In the case of
interests, users will proceed according to the actual situation instead of following the lead of the live
broadcast.

Factors attracting young users to spend time watching Live on TikTok.

The top two factors attracting young users were influencers and new style interaction-live.
From the results, the participants believe that the influencers are famous (24.44%), and receive high
income (29.43%), see Table 6. When asking the participants to rate (1-5) the key success factors of
using TikTok in China and Thailand, setting up video from start to finish, making a talent, and
presenting during live stream were the top three factors at 3.99, 3.92, and 3.91 respectively (Table 7).

Table 6: Opinion of the participants on the live stream holder (influencers).

Opinions No. Percentages
Influencers are famous people 98 L | 24.44%
Influencers received too much payment 118 L 29.43%
Influencers are just normal salesman 126 L 31.42%
I want to be one of the influencers 59 - 14.71%
Total 401
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Table 7:  The ratings of the key success factors using TikTok in China and Thailand

Factors 1 2 3 4 5 AVE

Know what to purchase 9 16 101 208 67 3.77
(2.24%) (3.99%) (25.19%) (51.87%) (16.71%)

Presenting during a live stream 6 19 74 207 95 3.91
(1.5%) (4.74%) (18.45%) (51.62%) (23.69%)

Set up video from start to finish 5 13 89 168 126 3.99
(1.25%) (3.24%) (22.19%) (41.9%) (31.42%)

Making a talent 5 15 92 184 105 3.92
(1.25%) (3.74%) (22.94%) (45.89%) (26.18%)

Managing the on-air process 5 17 113 193 73 3.78
(1.25%) (4.24%) (28.18%) (48.13%) (18.2%)

Delivering the live streaming 13 23 158 117 90 3.62
(TikTok) (3.24%) (5.74%) (39.4%) (29.18%) (22.44%)

Total 43 103 627 1077 556 3.83
(1.79%) (4.28%) (26.06%) (44.76%) (23.11%)

Recommendations for successfully using live streaming to communicate with audiences

TikTok Live is a live broadcast function on the TikTok platform, which can provide real-time
interaction with users and brand promotion. The following are five suggestions for the development of
TikTok Live:

1. Provide more rich live content: TikTok Live can provide various types of live content,
including entertainment, knowledge, and games. As a result, it attracts different types of users while
providing more creative and professional live content to increase viewing time and interactivity.

2. Strengthen the sociality of live broadcasts: TikTok Live can increase interaction with
users, such as adding more social tools, increasing interactive functions and activities with audiences,
and communicating and exchanging with users to improve the sociality of live broadcasts and
interactivity.

3. Strengthen the connection between the brand and the live broadcast: Brands can
strengthen the brand promotion effect by providing more connections between the live broadcast and
the brand. For example, brands can offer more discounts, discounts gifts to stimulate users’ desire to
buy and, at the same time, provide more brand information and brand activities to increase users’
attention.

4. Improve the quality of live broadcasts: TikTok Live can provide higher quality live
broadcasts, such as high-definition images, smooth playback, and better audio effects. As a result, it
improves users’ viewing experience.

5. Strengthen cooperation with content creators: TikTok Live can strengthen cooperation
with content creators and provide more live broadcast opportunities and brand cooperation
opportunities, thereby increasing the diversity of live broadcasts and user attention.

TikTok Live broadcast improves the user experience and brand promotion by providing rich
content; enhancing the sociality of live broadcasts; strengthening the connection between brands and
live broadcasts; enhancing the quality of live broadcasts; and strengthening cooperation with content
creators effect, to better promote the development of TikTok Live.
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Discussion

The correlation analysis showed a negative correlation between Q4 (Do you watch short
videos on TikTok or Douyin) and Q6 (How did you feel when you watched TikTok or Douyin),
meaning that the shorter videos users watched, the worse users felt after watching them. On the other
hand, there is a positive correlation between Q4 and Q7 (When you want to watch live streams, you
prefer to use), meaning that the shorter videos the user watch, the more user prefer to watch live
streams. However, there is no significant correlation between Q4 and Q8 (What are you looking for
when you watched Douyin) and Q10 (Whenever you watch TikTok or DouYin, you expect).

As mentioned in Table 2, 149 participants chose to compare product prices when watching
live broadcasts. The results aligned with Jin, He, & Zhang (2014). Jin et al. (2014) express how
powerful customers feel when they compare prices. TikTok users’ purchases on the platform have
come under increasing scrutiny. Through TikTok’s shopping function, users can buy their favorite
items on the platform.

Moreover, TikTok uses various marketing methods, such as recommendations, advertisements,
celebrity endorsements, etc., to attract users’ attention and promote users’ purchase behavior. TikTok
also cooperates with merchants to provide high-quality goods and services to meet users’ needs.
Therefore, TikTok’s shopping function provides users with a convenient shopping experience and
brings merchants a broad sales channel. In general, TikTok has greatly impacted users’ purchasing
behavior and promoted the development of e-commerce.

The result (Table 4) also aligns with the study by UNCTAD (2020). Consumers are making
the shift to online shopping (UNCTAD, 2020). The COVID-19 pandemic has boosted the popularity
of online shopping. With most people isolating themselves at home and avoiding non-essential public
places, online shopping has become more convenient, safe, and secure. This makes people more
inclined to use e-commerce platforms for shopping and consumption, including food, daily
necessities, and other necessities. In addition, the epidemic has accelerated the development of digital
payments. People are increasingly reluctant to use cash, and digital payment methods have become
safer and more convenient. As a result, digital payment tools such as e-wallets, Alipay, and WeChat
Pay have been promoted. With the closure of many public places, such as movie theaters and
gymnasiums, people increasingly rely on online platforms for entertainment. Promote online
consumption methods such as live streaming, video streaming services, games, and music, so that
people can enjoy entertainment without leaving home.

Conclusions

TikTok Live is a live broadcast function on the TikTok platform which allows users to share
their life, talent, or hobbies in real-time interaction. First, through user interaction, TikTok Live can
increase brand recognition and loyalty. Brands can attract and retain consumers by interacting with
users and answering their questions, demonstrating product or service features and uses, offering
special offers and discounts, and more. Second, TikTok Live can stimulate users’ desire to buy and
promotional effects. Showing or demonstrating products in a live broadcast can allow users to
understand the product or service better and enhance their interest and willingness to purchase. In
particular, offering discounts, coupons, and other promotions during live broadcasts can further
increase purchase motivation and sales. Third, TikTok Live can increase users’ trust in brands and
products. Interaction and sharing in live broadcasts can allow consumers to understand brands and
products better and build trust and brand loyalty. This situation is especially critical when consumers
are new products, new brands, or unfamiliar products. TikTok Live has influenced consumer behavior
through brand interaction, stimulating purchase desire and improving trust. This function provides
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brands and enterprises with a channel for real-time consumer interaction and promotion, increasing
their sales and brand value.
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Abstract

The rapid development of China's social economy, the continuous improvement of people's
quality of life, the trend of expansion of the service market. The rapid growth of consumer demand for
services has led many domestic service companies to enter the increasingly competitive market
environment. Digital technology is rapidly developing and integrating into people's social life, under
the influence of which digital marketing supported by digital technology has started to become an
important way for them to develop customers. How can we better face the future challenges in the
new market environment and more efficiently develop the value of home management companies?
This study will present the results by analyzing the current situation of Chin Cheng domestic service
companies in Yunnan, China, combined with knowledge about digital marketing, to provide reference
for domestic service companies in similar situations. The methodology of this study uses
guestionnaires to collect data from 400 respondents, and based on the analysis of the data, inferential
statistical analysis is conducted to analyze the customer behavior based on the consumer's age,
income, and some perceptions of the domestic service company or industry. The research results show
that domestic companies should pay attention to digital marketing tools, keep up with the
development trend of the digital era, develop relatively reasonable digital transformation strategies for
different types of customers through social media and digital platforms, and improve their own
services at the same time, so that they can get good development.

Keywords: home service companies, China market, influencing factors, digital marketing

Introduction

Domestic service refers to the social services provided by domestic helpers for family life.
With the accelerated pace of urbanized life and the rapid development of diversified employment in
China, people are slowly increasing their consumption of services and other means of enjoyment, in
addition to material consumption to meet their basic needs. The domestic service industry in Yunnan,
China, has gradually emerged and is becoming more prosperous, becoming an important part of the
tertiary industry, promoting economic development and creating a large number of jobs.

The company's main business is to provide home cleaning, babysitting, glass cleaning, hood
cleaning, etc. The company currently relies on an online intermediary platform "58 Tongcheng" and
community flyers to develop customers. The company has 43 domestic helpers and 8 administrative
staff to coordinate the business. Due to the limitations of the online agency platform it is currently
working with, such as the difficulty of receiving user feedback in a timely manner, as it is difficult to
facilitate user reviews like online take-out platforms, it is also difficult for new users to get a simple
understanding of the company's business level from the reviews of other users who have already
experienced it. With the development of digital technology the company also wants to change the
status quo according to this development trend, improve customer development capabilities, establish
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a convenient digital service platform for its own business, use digital marketing tools, change the
traditional customer development methods, and allow the company to develop more of the value that
it has.

Research Objective (s)

1. To analyze the market environment of Chin Cheng Domestic Services Company in the
industry using SWOT.

2. Explore customer behavior through questionnaires.

3. Establish a digital service platform to enhance customer development and develop digital
transformation strategies.

Hypotheses

H1: Users will often need housekeeping services due to busy work
H2: Domestic service use is related to customer age, income and behavior habits
H3: Can digital transformation properly solve related problems

Literature Review

The current situation of the domestic industry in China

Domestic service for Chinese residents began at the beginning of the reform and opening up
in the late 1970s. In recent years, with the evolution of family structure and social and economic
development, career-oriented, difficult (families with elderly, children, and sick people in need of care)
and a large number of affluent families emerged, the market for domestic service in the Chinese
industry began to mature over time. Li Yanmei (2008) analyzed the current situation of China's
domestic service industry from three aspects, such as the emergence and development of domestic
service industry in China, the current situation and problems of domestic service industry, and
thoughts on improving the laws and systems related to domestic service industry, so that we can more
clearly understand the current problems of domestic service industry under the influence of different
factors. Zhang Zhuyin (2009) studied the development of China's domestic service industry from two
aspects, including the analysis of discordant factors in China's domestic service industry and the
countermeasures to promote the harmonious development of China's domestic service industry. In
addition, the increasing trend of small family size and aging society, the increase of knowledge-based
mobile population in large and medium-sized cities, and the continuous improvement of urban
residential areas and neighborhood committees to communities provide the necessary development
space and market conditions for the socialization of home services. As a result, the domestic service
industry serving communities and families has emerged.

Analysis of customer behavior in the home care industry in China by previous scholars

According to Li Fuzhi (2007), modern home economics is closely related to customer
behavior, and in order to do a good job in home economics, we need to observe and analyze customer
behavior, and understand customer needs through customer behavior in order to do a good job in
home economics, and customer analysis in home economics is usually determined by age, gender,
income, and some habits and perceptions of home economics. According to Jing Li (2009), the
current lack of skills and low quality of domestic service workers leads to low wages, which also
affects their motivation to participate in domestic service work, and at the same time, it is easy to give
customers a bad impression, and the quality of service can greatly affect the fluctuation of customer
behavior. Therefore, it is necessary to provide formal training to domestic helpers before they start

484




The 13™ National and the 9" International PIM Conference 2023
July 7, 2023

working. Through training, help them to correct their mindset, establish good professional ethics, and
at the same time master the skills necessary to engage in domestic service. We can learn from the
experience of "senior and star-rated domestic service groups" in Guangzhou and Shenzhen, and train
senior domestic service workers on a pilot basis to create a senior and star-rated domestic service
team to meet the high-level market demand. At the same time, the training should be in accordance
with the requirements of the labor department skills training, according to the professions and types of
jobs engaged in training in stages, and then unified to hold the examination, the corresponding
vocational qualification certificate issued to those who pass.

The importance of digital transformation and its implementation in the home care
industry

Li Yao and Zhou Shixun (2009) argued that online marketing with big data is an important
tool for current corporate marketing and that industrial digital transformation strategies can bring new
power to traditional industries. Yu, Xiaobing (2017) by analyzing the current situation and
countermeasures of online marketing development of SMEs a popular research topic also in
emphasizing the importance of digital transformation for SMEs. Li Ruixin (2017) through the analysis
of enterprise network marketing effect assessment and business risk management to some extent
emphasizes the impact of network marketing in the current era. Yi Chen (2017) discusses that when
the current era of the network economy marketing strategies under the transformation of many
traditional industries have begun to undergo new changes, such as domestic services and catering
takeaway services are therefore undergoing greater changes.Many researchers have their own unique
insights into the home service industry and digital marketing, and by reading this literature and
combining it with the feedback results obtained from my own research, | hope to get more practical
implications and give it new power in combination with the ever-changing technology of the times

Methodology

The study used an online survey method. In order to obtain scientifically sound data, 400
guestionnaires were distributed and analyzed in this study through an online platform. This study used
SPSS for descriptive statistical analysis to obtain the means and correlations of the variables. Then,
the results of this study were analyzed using inferential statistics.

The sample was collected in the form of an online questionnaire and distributed to consumers
of different genders, ages, and different monthly incomes. Preliminary analysis of the study data
revealed that in terms of demographic characteristics, participants were mainly female with 62.75%,
participants were mainly between 30-39 years old with 35%, and their economic level was mostly
between 8,000-10,000 RMB with of 61.5%.

The study is divided into the following three stages.

Phase I: SWOT analysis of the local domestic service industry market.

Phase 2: Questionnaire survey and collection of feedback for analysis.

Phase 3: Give recommendations on how to establish a digital service platform and how to
change the image of the company among customers.

The following is the framework of the paper, through questionnaires and statistical analysis of
customer behavior to consider how to rationalize the implementation of digital transformation strategy
of home service companies.
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Figure 1: Conceptual Framework

Results

Phase I: SWOT analysis of the local domestic service industry market

This stage is mainly through SWOT analysis of Chin Cheng domestic service company's
external and internal strengths, weaknesses, opportunities, dangers and other related

S (advantage analysis):

1. Chin Cheng Home Management Co., Ltd. is a local enterprise, which understands the
specific situation of the local area better and has the geographical advantage.

2. Established in 2020, the service tends to be mature and has a certain foundation in the
market, with a good reputation and good word-of-mouth effect.

3. in the "58 the same city" and other new media diversion, online and offline customer
resources interactive development, the performance of the completion of a large amount of contact
with a relatively significant amount of customer traffic, laying the groundwork.

4. have a good team foundation, the company can develop so far and continue to grow,
because there is a very good team team, to promote the development and growth of the company.

W (disadvantage analysis):

1. although the business engaged in personnel in the service skills have experienced some
training, but for some details still need to pay attention to, especially the ideological awareness still
need to learn.

2. the speed of response in dealing with customer feedback is not very timely, resulting in
some unnecessary losses.

3. Easy way of enterprise customer management. Too simple customer information
management to employees and customers inconvenience, no special CRM software to assist play the
existence of quality customer relationship management value.

4. Individual relevant business personnel appear to take private work, forming a certain
impact on the market price and causing no small trouble to the company's profit margin.

O (opportunity analysis):

1. Competitors competing in the same industry. The horizontal competition in the market
provides the company with the opportunity to learn and train for reference. Self-correction by
identifying and correcting its own problems and deficiencies and learning from competitors' strengths
based on the analysis of competitors' data.

2. Broad prospects for customer development. Enhance the sense of responsibility,
implement diversified service programs, meet the humanized and diversified needs of customers, and
transform ordinary customers into key customers. Transformation of key customers into important
customers, maintenance of important customers, and further development of customers' development
potential.
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3. Gradually improve customer relationship management management methods and business
process management. Good customer relationship management methods and business process
management are sound and can promote institutional reform of enterprises, learn and train excellent
relevant expertise and methods from all over the world and closely integrate them with their own business
conditions, thus promoting the upgrading and development trend of quality customer relationship
management management methods.

4. Chin Cheng Home Management understands the necessity of excellent talents. To
understand the necessity of excellent talents in the company according to the actual situation, to
continue to improve the quality of the company's employees, and to attach great importance to and
introduce high quality talents.

T (Presentation Analysis):

1. With the arrival of industry competition, the level of market competition is getting higher
and higher. With the trend of economic development and social development, more and more
competition within the industry enters, leading to a decrease in market share. Only companies with
strong overall strength can survive.

2. Work pressure from other competitors in the same industry. The company is engaged in
business processes and suffers from the pressure of strong competitors.

3. The implementation of our current policies. The relevant policies in force in China break
the original strategic positioning and sales market, and the change of the current policy will ripple
through the development trend of the company.

4. Changes in customer and market demand. Customer demand and market will endanger
the profit of the enterprise, which is difficult for the enterprise to grasp and will not be manipulated by
the enterprise.

SO WO ST WT Strategic Analysis :

SO Strategy WO Strategy
® Take advantage of the Company's localization and ® | earn from the same industry, improve the enterprise
other advantages to play the potential of customer management system and reduce the phenomenon of
resources, seize the moment and establish a good image staff turnover, and improve the requirements of
for the Company business personnel
® Enhance customer satisfaction and loyalty to the ® Improvements in customer management and business
Company by improving the service awareness and level of U-Talk can improve service awareness, optimize
of business personnel business management, and reduce customer complaint
rates
ST Strategy WT Strategy
® Use the advantages of brand localization and other ® Improve the requirements for personnel to provide
advantages to establish their own strengths and good good service and business for customers
services that can satisfy customers ® Upgrade the enterprise management system, improve
® Through very good execution and good conditions, its own management and enhance competitiveness
enhance their own strengths and introduce advanced ® Implement differentiated customer management
service and management concepts strategies and diversified development strategies

Phase 2: Questionnaire survey and collection of feedback for analysis
In this phase, 400 questionnaires were collected and distributed, the results were counted, and
the feedback was inferred and analyzed.
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Table 1: Gender

Options Subtotal Proportion

Male 149 L 37.25%
Female 251 G 62.75%
Effective number of people 400

Analysis conclusion: The number of valid fillings for this question was 400, of which 149
were males and 251 were females. The proportion of females was 62.75%, slightly higher than the
37.25% of males. It means that women pay relatively high attention to domestic service, we can focus
on this customer group some idea.

Table 2: Age
Options Subtotal Proportion
Below 20 years 2 0.5%
20-29 years 121 [ 30.25%
30-39 years 140 L 35%
40-49 years 116 [ | 29%
50-59 years 21 q 5.25%
Above 60 years 0 0%
Effective number of people 400

Analysis conclusion: Based on the data table for this single choice question, we can conclude
that The largest number of people in this survey sample are between 30 and 39 years old, with a
percentage of 35%;The next largest number of people were between the ages of 20 and 29, with a
share of 30.25%;The number of people aged between 40 and 49 was 116, with a share of 29%;The
number of people aged less than or equal to 20 and greater than or equal to 60 was relatively small, at
2 and 0, respectively The number of people in the sample aged 50 to 59 years old was 21, accounting
for 5.25%. In summary, the sample for this single question had the largest number of people aged 30 to 39
years old, while the number of people aged 20 to 29 and 40 to 49 years old was also relatively high.

Table 3: what is your income ?

Options Subtotal Proportion

2000RMB 1 0.25%
2000-5000RMB 7 { 1.75%
5000-8000RMB 85 a 21.25%
8000-10000RMB 246 L 61.5%
Above 10000RMB 61 a 15.25%
Effective number of people 400

Analysis conclusion: According to the data table, the following conclusions can be drawn:

The majority of people earn between 8000-10000RMB, accounting for 61.5%. The number of
people in the 5000-8000RMB income range is also relatively high, with a percentage of 21.25%. The
high income group (10,000RMB and above) accounted for 15.25%, which is relatively small. The
number of people in the income range of 2000RMB and below is the lowest, with only 1 person
filling in the question, accounting for 0.25%. The valid number of people filling in this question is
400, so the data sample is relatively small and the conclusion may have some bias.
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Table 4: Do you need housekeeping services in your daily life?

Options Subtotal Proportion

Need 400 A 100%
Unnecessary 0 0%
Effective number of people 400

Analysis and Conclusion: According to the data table, a total of 400 people participated in
this radio question, of which 100% said they needed domestic help, while no one thought they did not.
Therefore, it can be concluded that all of the people who participated in this survey need domestic
help.

Table 5:  How often do you need to call for Housekeeping service in a year?

Options Subtotal Proportion

Once a week 302 . 75.5%
1/month 30 d 7.5%
2/month 12 { 3%
4/year 0 0%
Every day 56 - 14%
Effective number of people 400

Analysis conclusion; Based on the data tables, the following conclusions can be drawn: The
majority of people (75.5%) need weekly housekeeping services, 14% need daily services. 7.5%
needed once a month service and only 3% needed twice a month service. No one chose to have
service four times a year. Taken together, the majority of people need frequent housekeeping services,
with weekly services in particular being the most common need.

Table 6: The reason why you not need Housekeeping Service?

Options Subtotal Proportion

Have enough time for myself and my family to do housework 255 L 63.75%
Distrust of housekeeping companies 115 [ 28.75%
Household income factor 13 { 3.25%
Already have a permanent housekeeper 17 | 4.25%
Effective number of people 400

Analysis and conclusion: According to the data table, 63.75% of the respondents chose that
they and their family members have time to do housework as the reason for not needing domestic
service, 28.75% of the respondents said that they do not trust domestic service companies, 4.25% of
the respondents already have a regular housekeeper, and only 3.25% of the respondents considered
the family income factor as the reason for not needing domestic service. Therefore, time and trust
issues are the main factors affecting people's choice of housekeeping services, and housekeeping
companies need to strengthen their reputation and service quality to attract more customers.
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Table 7:  Which items of housekeeping service would you most prefer? (Multiple choice)

Options Subtotal Proportion

Hourly cleaning 362 QI 90.5%
Family nanny 224 L 56%
Laundry and cooking escort 190 L] 47.5%
Appliance cleaning 61 - 15.25%
Effective number of people 400

Analysis conclusion:

The most popular option was hourly cleaning, with 90.5% choosing this option.

The next most popular option was homemaker, with 56% of people choosing this option.

Laundry and cooking escort was also a more popular option, with 47.5% of people choosing
this option.

Home cleaning was the least popular option, with only 15.25% of people choosing this option.

On the whole, hourly cleaning, house-sitting and laundry and cooking escort are the most
popular housekeeping services and can be the focus of business for housekeeping service providers.

Table 8: What is the most important thing for you to choose a housekeeping service company?
(Multiple choice)

Options Subtotal Proportion

Company profiles 375 A 93.75%
Service fee 396 A 999
Service quality 394 AR 98.5%
Service quality 344 L 86%

Is there a perfect service tracking system to facilitate the

i G 0
solution of the employer's problems 353 88.25%
Effective number of people 400

Analysis of the conclusions:

According to the data table, we can draw the following conclusions: The most important factor
when choosing a home service company is the price of the service, with 99% of validly completed
trips choosing this option.

The next most important factor is the quality of service and the quality of service personnel,
with 98.5% and 86% of the validly completed visits choosing these two options respectively.

The company's popularity and whether it has a perfect service tracking system to solve
customers' problems in time are also factors to be considered when choosing a home service company,
with 93.75% and 88.25% of the validly completed visits choosing these two options respectively.

It can be seen that the service price is the most important factor when choosing a domestic
service company, while the service quality and the quality of service personnel are also valued.

To sum up, while improving service quality and service personnel quality, home service
companies also need to take into account the price factor to attract more customers. At the same time,
the establishment of a perfect service tracking system is also an important means to improve customer
satisfaction.
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Phase 3: Give recommendations on how to establish a digital service platform and how
to change the image of the company among customers.

This phase is based on the feedback from the questionnaires to determine what kind of digital
service platform we need to build and how we can target to deepen the image of our company among
the consumers.

Table 9: How do you know about local service? (Multiple choice)

Options Subtotal Proportion

A friend recommended 387 A 96.75%
Intermediary company 308 L] 77%
Professional Housekeeping Service Software 377 I 94.25%
Network lookup 41 a 10.25%
Property recommendation 41 a 10.25%
Community advertisement or magazine 11 { 2.75%
Effective number of people 400

Analytical conclusion:

According to the data table, the valid number of people who filled out this question was 400.
Among these 400 people, 96.75% learned about local home services through friends, which is the
most important way. The next most popular way is through home service software, with 94.25% of
people learning about the service in this way. Agencies were also a common route, with 77% learning
about services through agencies. Internet lookups and property referrals were the same, both at
10.25%. Community advertisements or magazines were the least common route, with only 2.75% of
people learning about services this way. Thus, friend referrals and home service software are the most
effective ways to promote home services, while community ads or magazines are relatively
ineffective.

Table 10: Your satisfaction with the current local industry market?

Options Subtotal Proportion

Very dissatisfied 0 0%
Dissatisfied 0 0%
Generally 188 L 47%
Satisfy 210 L 52.5%
Very satisfied 2 0.5%
Effective number of people 400

Analysis conclusion:

The number of valid fillings for this multiple choice question is 400.

When hiring domestic staff, the most concerned issue is the integrity of the service personnel,
accounting for 100%.

The next most important issue is whether the family members are adaptable, accounting for
96%.

The attitude and character of the service personnel accounted for 97% and 81.25%
respectively, and were also of greater concern to the employers.

To sum up, for employers who hire domestic helpers, the integrity of the helpers is the most
important factor to consider, followed by whether the family members can adapt, while the attitude
and character of the helpers are also factors to consider.
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Table 11: Do you want our company to provide a self-built housekeeping service platform?

Options Subtotal Proportion

Yes 399 A 99.75%
No 0 0%
Other 1 0.25%
Effective number of people 400

Conclusion: According to the data table, 400 people filled out this radio question and 99.75%
of them chose "Yes", indicating that they would like the company to build its own domestic service
platform. Only 0.25% chose "other" and no one chose "no". Therefore, it can be concluded that the
vast majority of people support the idea of a company building its own domestic service platform.

Table 12: What aspects do you worry about when hiring domestic service personnel?

Options Subtotal Proportion

Can the family adapt 384 AR 969
Integrity of service personnel 400 A——100%
Attitude of service staff 388 A 979
Personality of the service staff 325 . g15%
Effective number of people 400

Analysis Conclusion:

According to the data table, 88.25% of people would choose domestic service when they are
busy at work, indicating that domestic service is widely demanded in modern society. Only 0.25% of
people do not trust domestic helpers, indicating that the domestic service industry needs to strengthen
the management and training of service workers in order to improve service quality and customer
satisfaction. Meanwhile, 5.5% of people want to try domestic service, indicating that the market
potential of the domestic service industry has not yet been fully explored.

Discussion

Discussion
1. what is the current situation derived from the study?

This study explores the analysis of customer behavior of home service companies from
the perspective of Chin Cheng Home Service Company in Yunnan, China. The purpose of this study
is to enable more small and medium-sized domestic service companies to better exploit the value they
possess through this study. The results of the study show that there is still a lot of room for
development in the Chinese domestic service industry market. Although there is still little research
data on the domestic service industry in China, we can see that there is a lot of room for the domestic
service industry to grow, and the development of digital technology and the improvement of social
awareness will make the domestic service market rise rapidly and become more competitive in the
coming years.

2. What is the customer behavior?

The needs of different user groups are differentiated. In the wave of digital upgrading,
customers have more and more information available to them, and they have more and more options
to compare. We can target our operations on digital media and show our business reputation through
online media evaluation.
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Middle-aged people are relatively family-oriented, and they usually consider many
aspects, such as whether their families are suitable for them, and whether the domestic helpers can get
along well with their employers in addition to being trustworthy, etc. The middle-aged customer
group is quite generous in income, and many of them relatively prefer home-based babysitting,
cooking and cleaning, and taking care of their families. We can take advantage of their needs to take
appropriate measures, especially to do a good job of word-of-mouth marketing between friends, and
to maintain a stable and high-quality service through the service of old customers to promote the
influence of customers between social.

Conclusion

According to the development of the study, we can probably come up with several strategic
suggestions for strategic sub-points

3.1 establish a convenient and stable enterprise digital service platform, with special
emphasis on improving the service and feedback module of the digital service platform, preferably
within the reach of consumers anytime and anywhere.

3.2 Community platform maintenance, through the WeChat community to some stable
quality customers for emotional word-of-mouth maintenance, timely feedback to solve problems
while deepening customer trust in the enterprise, of course, the company also needs to be prepared for
the corresponding, perfect equipment and quality service personnel are essential to provide a better
treatment environment for employees to create a sense of belonging and motivate employees to work

3.3 The current network blogger short video is relatively popular, enterprises can create an
exclusive enterprise number to regularly share some interesting promotional story video and so on to
let people browse to deepen the impression of the enterprise, grasp the customer consumption trend,
in line with customer demand, using good digital means to achieve intimate links between enterprises
and customers, so as to better tap the needs of consumers, to provide customers with a better service
experience and also better help enterprises to explore More value for themselves.
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Abstract

The purpose of this research is to study the effect of service quality on customer satisfaction
in post Covid-19 era: a case study of outdoor food center in Bangkok. The research collected
information from 400 customers who used to dine in the outdoor food center during post Covid-19 in
Bangkok. This research is the quantitative research methodology with purposive sampling was
applied in this study and the data were analyzed by using descriptive statistics such as frequency,
percentage, mean, standard deviation and the statistics inference using the multiple regression
analysis.

The result found that the effect the service quality on customer satisfaction in post Covid-19
era: a case study of outdoor food center in Bangkok was empathy (x=4.46, S.D.= 0.62), followed by
responsiveness (x=4.39, S.D.= 0.55) and reliability (x=4.31, S.D.= 0.63), respectively. The most
respondents satisfaction on purchasing food for dining in the outdoor food center, in post Covid-19
era: a case study of outdoor food center in Bangkok because their satisfy the safety management
regarding Covid-19 prevention and control (Xx=4.53, S.D.= 0.75), followed by parking management
(x=4.51, S.D.= 0.72), and cleanliness food preparation management (x=4.49, S.D.= 0.69),
respectively. The result of hypothesis found that the four aspects of service quality effecting on
customer satisfaction in post Covid-19 era: a case study of outdoor food center in Bangkok were
tangibility, reliability, assurance and empathy statistically significant at a level of 0.05. The service
quality can predict that 69.40 percent of the consumer satisfaction. Thus, the result of the service
quality on customer satisfaction in post Covid-19 era: a case study of outdoor food center in Bangkok
could be written in the form of Equation Model as follows:

Customer Sa'[ISfaC'[IOH = 0.523(Con5tant)+0.097(TangibiIity)+0.122(Re|iabi|ity)+0.113(Assurance)+o.540 (Empathy)
Keywords: Service quality, Outdoor food center, Customer satisfaction, Covid-19

Introduction

The outdoor food center, where the customers can enjoy the international and local street food
in Bangkok such as Thai, American, Chinese, Japanese, Italian and so on. This place is not only attract
foreigners who living in Thailand but also be favorite of Thais customer. Customer can enjoy the food
with local live music, handcrafted cocktails and local craft beers. Although, the food center team

managements selected the food entrepreneurs in criteria of provide good taste, variety of food menus,
food stalls image and variety type of food stalls but the operations need to realize the service quality
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to satisfy customer which key for a long-term sustainable operation. The post pandemic of Covid-19

affecting all business more challenging especially the food business that had to adapt and offer a
service that gives a consumer trust and confidence comply with the Ministry of Public Health
(MDOH) practices. (Sukkwan, 2020y Most of outdoor food court businesses started to apply a

technology for supporting the food service such as touchless payment, touchless ordering, contracting
with the third party for delivery and the others process that concerns about customer safety standard.

(Ruangkam, Masorree and Kanchanakhuha, 2021) In the practices of food servers, the operations need

to educate them for food safety and service leading to increase the image of outdoor food center and
create a customer satisfaction. Service quality is an essential part in creating customer satisfaction

which connect between service quality and customer satisfaction. (Diab, Mohammed, Mansour and
Saad, 2016)Hence, the importance of service quality consists of 5 dimensions; tangibility, reliability,

responsiveness, assurance and empathy is an important variable to create a customer satisfaction of
service quality that affecting the sale volume, customer revisit and communicate to the others for the
further service.

From the information above, the researchers is interested in conducting the effect of service
quality on customer satisfaction in post Covid-19 era:a case study of outdoor food center in Bangkok.

The research result can be a guideline for restaurant entrepreneur to improve and develop their
restaurant service quality and set up a restaurant standard service quality that response the consumer
expectation.

Research Objective

To study the effect of service quality on customer satisfaction in post Covid-19 era: a case
study of outdoor food center in Bangkok.

Literature Review

Service Quality

According to Parasuraman et al. (1988), defined service quality as the ability of the
organization to meet or exceed customer expectations. The evaluation of quality service by comparing
a perceived service satisfaction and expected service. The satisfaction occurs when the satisfaction
exceed or meet the expected satisfaction. In the other hand the dissatisfaction occurs when the
satisfaction below the expected satisfaction. The service quality in this research consists of five
dimensions, as follows: (Ge, 2017)

1) Tangibles refers to the physical evidence of the outdoor food center, such as the
appearance of the facility or the quality of the materials used.

2) Reliability refers to the ability of the food serves and food stall owners to deliver the
service consistently and accurately.

3) Responsiveness refers to the willingness of the food serves and food stall owners to
provide prompt and helpful service to the customer.

4) Assurance refers to the competence, courtesy, and professionalism of the food serves and
food stall owners when deliver the service to the customer.

5) Empathy refers to the food providers pay attention, understand to meet the needs of
customer.
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Customer satisfaction

Zarraga et al. (2018), referred customer satisfaction is the expression of an emotion that
customers has about a product or service at a given moment that can be lasting or transitory; for this
reason, it is necessary to fulfil what organizations promise their customers in a standardized way so
that there are no distortions in the requirements of the product or service.

Monroy and Urcédiz. (2020), customer satisfaction is the result or response of the
consumption experience, specialists define satisfaction as an emotional response to experiences
related to the purchase of certain products and services.

Outdoor food center

Ministry of Public Health. (1992). referred Act Public Health. A.D. 1992, the outdoor food
center means a huge restaurant where customer dining area located outside the building and
decorating with a pool and garden around the dining area. The waitress and waiter must wear a
uniform. At this present, the outdoor food center has a variety name such as open-air food market,
open-air food court and change a former of outdoor food center from single store to collaborate a food
stalls and install in the food center.

Related research

Thanasuwichagon, P., Visitnitikija, C., and Tanphan, 1. (2007) studied Service Quality of
Krua Mai Nam Restaurant. The result found that the service quality, concrete aspects of the service,
reliability, response, confidence, and attention influenced the service satisfaction of Krua Mai Nam
Restaurant.

Tansuwannarat, R. (2021) studied service quality that affects satisfaction of consumers of Mc
Donald’s Bangsaen Branch, Chonburi province. The result found that there were 3 aspects, namely
tangibility reliability and assurance which affected the satisfaction of consumers of McDonald’s
Bangsaen branch, Chonburi province.

Boonpienpon, N. (2017) studied approaches to restaurant service quality development for
international touristsin Hua Hin, Prachubkirikhan found that the tourists were satisfied with the
service quality in terms of assurance, empathy, reliability, responsiveness, and tangibility,
respectively. The comparison of the international tourists’ expectation and their perception towards
restaurant service quality shows that the tourists’ expectation and awareness of the restaurant service
quality in Hua Hin, Prachuabkirikhan are different both in overall and each area, which appeared to be
significant (p< 0.05)

Tawinunt, K., Thammapattanukun, M., Chusuwan S., and Totansombat, S. (2019) studied
Service Quality and Corporate Social Responsibility Affecting on Customer Satisfaction of Starbucks
Coffee Shop at Central Plaza Phitsanulok. The result found that service quality factors which
consisted of tangibility, assurance and empathy as well as corporate social responsibility factors
which included ethics, philanthropy, and environment were affected to customers’ satisfaction at
Central Plaza Phitsanulok with a significant at level of 0.05

Hypothesis

Hi Service quality in tangibility factor effecting customer satisfaction in post COVID -19 era:
a case study of outdoor food center in Bangkok

H, Service quality in reliability factor effecting customer satisfaction in post COVID -19 era:
a case study of outdoor food center in Bangkok

Hs Service quality in responsiveness factor effecting customer satisfaction in post COVID -19
era: a case study of outdoor food center in Bangkok
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H, Service quality in assurance factor effecting customer satisfaction in post COVID -19 era:
a case study of outdoor food center in Bangkok

Hs Service quality in empathy factor effecting customer satisfaction in post COVID -19 era: a
case study of outdoor food center in Bangkok

Conceptual framework

Tangibility Ha
H2
Reliability
Hs Customer satisfaction in post COVID -
Responsiveness 19 era: a case study of outdoor food
Ha .
center in Bangkok
Assurance Hs
Empathy

Picture 1: Conceptual framework

Methodology

This research is the quantitative research methodology with purposive sampling was applied
in this research and used questionnaire to collect data that was tested a validity from 3 experts and the
Item-Objective Congruence (IOC) is 0.84. The tool was tested by a similar population for 30 people
for testing reliability with Cronbach’s Alpha Coefficient is 0.95 which more than 0.70. Hence, this
guestionnaire was considered as a reliable. The data was analyzed by percentage, mean and standard
deviation and multiple regression analysis.

The population in this research were consumers who used to dining in the outdoor food
center, age of over 20 years old live in Bangkok, which 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 5. (Cochran, 1977). The total sample size is 385 samples. In this study we
additional 4% to the sample. Thus, the total sample size in this study is 400 samples.

Results

The most respondents were male (55.80%) and female (44.30%), age between 26-35 years
old (47.00%), highest education were bachelor’s degree (53.50%), the occupation were private
company employee (57.50%), and had income per month under 20,001-30,000 baths (47.30%).

The consumer behavior of purchasing food for dining in the outdoor food center, most
respondents bought local Isaan food (34.50%). The frequency of dining in the outdoor food center
were 1-2 times per week (52.50%) , were dining in between 18:00— 22.00 pm. (56.00%) , were mostly
visit on Friday (47.50%) , were approximately spent 1,000-1,500 bath per times per person (49.50%)
and were come for hanging out with their friends (42.70%)
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Table 1: Means and standard deviation of service quality
o vy Level of Satisfaction
X S.D. Interpret
Tangibility 4.30 0.75 Strongly satisfied
Reliability 4.31 0.63 Strongly satisfied
Responsiveness 4.39 0.55 Strongly satisfied
Assurance 4.29 0.64 Strongly satisfied
Empathy 4.46 0.62 Strongly satisfied
Total 4.35 0.64 Strongly satisfied

From Table 1, it shown that the effect the service quality on customer satisfaction in post
Covid-19 era: a case study of outdoor food center in Bangkok was empathy (X=4.46, S.D.= 0.62),
followed by responsiveness (x=4.39, S.D.= 0.55) and reliability (x=4.31, S.D.= 0.63), respectively.

Table 2: Means and standard deviation of consumer satisfaction on purchasing food for dining in
the outdoor food center, in post Covid-19 era: a case study of outdoor food center in

Bangkok
. . Level of Satisfaction
Consumer Satisfaction —
X S.D. Interpret
Atmosphere management 4.39 0.83 Strongly satisfied
Product and service management 4.38 0.86 Strongly satisfied
Safety management regarding Covid-19 prevention and control 4.53 0.75 Strongly satisfied
Cleanliness food preparation management 4.49 0.69 Strongly satisfied
Parking management 451 0.72 Strongly satisfied
Total 4.46 0.77 Strongly satisfied

From Table 2, it shown that the most respondents satisfaction on purchasing food for dining
in the outdoor food center, in post Covid-19 era: a case study of outdoor food center in Bangkok
because their satisfy the safety management regarding Covid-19 prevention and control (x=4.53,
S.D.=0.75), followed by parking management (x=4.51, S.D.= 0.72), and cleanliness food preparation
management (x=4.49, S.D.= 0.69), respectively.

Table 3: Result of multiple regression analysis of the service quality on customer satisfaction in
post Covid-19 era: a case study of outdoor food center in Bangkok

Service quality b SE.b B t Sig.
(Constant) 0.523 0.147 3.554 0.000*
Tangibility (x1) 0.097 0.039 0.119 2.494 0.013*
Reliability (x2) 0.122 0.045 0.125 2.703 0.007*
Responsiveness (X3) 0.023 0.049 0.021 0.471 0.638
Assurance (X4) 0.113 0.042 0.119 2.704 0.007*
Empathy (xs) 0.540 0.044 0.544 12.399 0.000*
R=0.833 R Square = 0.694 Adjusted R Square = 0.690

Std. Error of the Estimate=0.341 F=178.457 P=0.000*

* Significant level at 0.05
A predicting of the service quality on customer satisfaction in post Covid-19 era: a case study

of outdoor food center in Bangkok was 69.40% (adjusted r square), and the standard error was 0.341.
The service quality effecting customer satisfaction in post Covid-19 era: a case study of outdoor food
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center in Bangkok at significant 0.05. Thus, the result of hypothesis found that the four aspects of
service quality were tangibility, reliability, assurance and empathy effecting on customer satisfaction
in post Covid-19 era: a case study of outdoor food center in Bangkok and could be written in the form
of Equation Model as follows:

Customer SatleaCtlon = 0.523(Constant)+0.097(Tangibi|ity)+0.122(Reliabi|ity)+0.113(Assurance)+0.540 (Empathy)

Discussion and Conclusion

The result of service quality effecting on customer satisfaction in post Covid-19 era: a case
study of outdoor food center in Bangkok. In generally, the level of satisfaction were strongly satisfied
x=4.35, SD-064)

The most respondents strongly satisfied was empathy aspect (x=4.46, S.D.= 0.62), The food
servers in the outdoor food center needed to be well-trained to understand the need of customer, and
delivered the food and beverage for fulfilling their need. Food servers can offer a value option of
selling food and beverage for customer. Food stall entrepreneurs should have a various payment
methods and also offered a sell funnel via food ordering support technology such as Lineman
application, Grab application and Line official application. It was correspondent with Thanasuwichagon,
P., Visitnitikija, C., and Tanphan, 1. (2007) suggested that the restauranteur had to organize the
activities in terms of communication to promote the business, educating service personnel to identify
restaurant products that they can recommend to the customers, provided service personnel suitable for
the workload, training personnel to work in accordance with international standards, developing a
service personalities in terms of hygiene, hygienic uniform in order to build trust among customers in
taking care of and responding to customer needs.

Secondly, was responsiveness aspect x-4.39, S.D=055), Food servers should provide quick
and friendly of service, always be ready to give a customer service with service mind. The outdoor
food team management had to have enough food servers and they had to quick response when
customer need. However responsiveness aspect was not effecting on customer satisfaction in post
Covid-19 era: a case study of outdoor food center in Bangkok which correspondent with
Tansuwannarat, R.(2021) that the level of consumer satisfaction overall was strongly satisfied but the
responsiveness aspect was not affecting satisfaction of consumers of Mc Donald>s Bangsaen Branch,
Chonburi province.

Third, was reliability aspect x-4.31, S.D-0.63), food stall entrepreneur had a menu display
which clearly menu description and prices, showed a certificated of SHA/SHA+ in the food stalls,
Food servers can give customer a food and beverage recommendation, delivered food and beverage
accurately. Food stall entrepreneurs must have a consistently on flavor, texture, quality and quantity of
food and beverage. According to Boonpienpon, N. (2017) found that customer satisfied when the
restaurant has a clearly display of restaurant name, price, menu and other certificates.

Next, was tangible aspect ®=4.30, S.D=0.75), the outdoor food stalls decoration had to be neat,
clean and bright, food servers outfit were clean and profession, dining area had enough capacity when
crowded, food servers watched over the cleanliness of the dining area and tableware, food stall
entrepreneurs offered customer called food servers, ordered and made a payment with QR code on the
table. The result in this research correspondent with Tawinunt, K., Thammapattanukun, M., Chusuwan
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S., and Totansombat, S. (2019) found that service quality factors which consisted of tangibility,
assurance and empathy were affected to customers- satisfaction at Central Plaza Phitsanulok.
Finally, was assurance aspect (x-429, SD-064), food servers gave a politely service,

provided a service with the same standard, practiced the service comply by MDOH such as wearing
mask during the service and provided hand sanitizer on the dining table. It was correspondent with

Tansuwannarat, R. (2021) that concerned about employees can give an accuracy and clearly
information to customer.

Recommendation for the next research

To enable the results of this study to be expanded in a broader perspective the researcher
would like to suggest for the next research. Conducting the other factors that affect customer
satisfaction should be study such as marketing mix factors, attitude and perceive of customer.
Conducting a qualitative research should be added along with quantitative research through in-depth
interviews or focus group discussions on the next study.
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Abstract

Due to the continuous advancement and expansion of competition in the market, different
Marketing Strategies and models are also advancing and expanding. The expansion of the corporate
POIZON Application is intrinsically linked to the revision of Marketing Strategies.

The goal of the study is to analyze and get an in-depth understanding of the significance of
Customer Satisfaction, Marketing Strategies, and an analysis of the POIZON Application Customer
Satisfaction and link to Marketing Strategy. As well as create a guideline to increase the number of
customers.

This study used an online guestionnaire to collect data and interviewed 403 consumers, of
which 283 were valid responses. Pearson correlation and linear regression analysis were performed
using the data collected via questionnaires.

Findings showed that they are a positive correlation between POIZON and Generation Z
POIZON Consumers. It will give a guideline to POIZON Application for increasing the number of
customers on the Marketing Strategy aspect.

Keywords: Marketing Strategy, POIZON application, Generation Z, Customer Satisfaction

Introduction

Chinese consumers now make up a sizable portion of the market for international fashion trends.
Daniels (2021) estimates that Chinese consumers' spending on fashion trends contributed to around two-
thirds of the growth in world GDP, or $115 billion. By 2025, China's consumption of global fashion
trends may account for 40% of total global consumption. The POIZON application is one of many that
are vying for this market share in a very competitive environment.
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Picture 1.1: The Share of Respondents Who are Aware of Online

Second-Hand Fashion Platforms in China as of June 2021
Source: Statista, 2021, Statista.com

According to the data (Picture 1.1), It can be seen that POIZON Application still has much space
to increase the number of customers, So it is essential to research the POIZON Application’s Marketing
Strategy.

POIZON is a Shanghai fashion information technology online shopping portal. POZION is a
marketplace for genuine designer and luxury brand shoes, clothes, bags, watches, and accessories. (Aio,
2022) Also, it is a social e-commerce platform popular among Generation Z and trend-obsessed Chinese
millennials for both socializing and purchasing. In the C2B2C model, which combines solutions like
B2C e-commerce, leads the world market. C2C sales of fashion accessories like sneakers and watches,
online Q&A, authentication against counterfeiting, and other community services. (Song, 2022)

The authors read a large amount of literature and found that many articles studied the POIZON
application using C2B2C models.

According to Zhang and Peng, (2022), the service was a pioneer of the C2B2C trading model,
which evolved gradually and deeply in the subdivision of the fashion trend. It also addressed the
challenge of locating genuine products on the market and catered to the needs of the target user groups.
To analyze the distinctive development with other platforms based on the C2B2C concept.

In this paper, the author will conduct an online survey. It mainly analyzes Customer Satisfaction
and gives some suggestions to increase the number of customers, and improve Customer Satisfaction. It
starts from the angle of customer-centered analysis to explore whether this strategy applies to the
development of the POIZON application.

1. Objective of the Study
1.1 To analyze and study POIZON Application's current Marketing Strategy.
1.2 To develop a guideline of Marketing Strategy for POIZON Application in order to
increase customer attraction.
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:/ciggder / Correlation customer
- Income \ < number
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Customer Satisfaction Marketing Strategy in the POIZON Application

Under the POIZON operation model, Customer Satisfaction presents a new feature compared
with the traditional model:

Together with meeting their financial wants, young consumers also seek out their spiritual and
self-satisfaction needs. They want to elevate their social position and feeling of respect, and they hope to
do so with the help of friends and coworkers. In Curtis (2001). In less than ten years, consumption
upgrading has largely replaced other forms of development, with Generation Z acting as its primary
driving force. (Li,2021)

On the POIZON app, there is no communication between buyers and sellers. They exclusively
exchange messages with the platform's customer support. After the goods are sold, each process step is
documented on the platform so that customers may check it themselves. That simplifies the procedure
considerably. Also, it is beneficial to increase customer satisfaction and loyalty. (Liu, 2015)

In order to offer professional identification services for fashion purchasers on other platforms,
POIZON has created a paid online fashion identification service. This draws customers to some extent
and increases their satisfaction. (Jiang et al., 2022)

POIZON also launched a trading service for second-hand goods, which the platform will
identify. If counterfeit goods are found to be sold, the platform will not deliver second-hand goods to the
buyer but will also punish the seller’s ID for second-hand goods. It can improve the platform’s user
experience, and improve Customer Satisfaction. (Sun, 2023)

Community + e-commerce ", unlock the new trading mode; POIZON Application not only
attracts the participation of fashion lovers, but more and more celebrities and fashionistas use POIZON
Application as their "moments", posting their favorite trendy items and daily life, and improving
POIZON App. Increase the utilization rate of POIZON and increase the Satisfaction of POIZON
customers. (Wang, 2021)

Taking Customer Satisfaction as the dependent variable, the influence model of consumers on
Customer Satisfaction was constructed, which also concluded that the higher the Customer Satisfaction,
the more people using POIZON. Therefore, proposes :

H1: The E-commerce platform increasing consumer attraction is closely related to strategy.
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Generation Z’s Attitude Toward Using POIZON Application

Inrecent years, as China’s global economic status and influence increased, it is rapidly becoming
a leader in the Asian consumer market and a significant major consumer of fashion trend goods
(Audrius& Juodzbalis, 2019). Generation Z has been the most widely mentioned and most promising
consumers. According to the report "Digital Economy Panorama White Paper-Generation Z User
Insights" in 2022, Generation Z is defined as those born from 1998 to 2009. According to the National
Bureau of Statistics, China’s population of Generation Z in 2022 reached 260 million, and Generation Z
digital users accounted for about 20% of the total user scale. In the face of such a powerful consumer
group, each brand party is trying to occupy their consumer’s mind; it can be said that "Generation Z gets
the world". (Chen, 2022)

A quarter of the world’s population was born after 1995, while in China, the size of the post-1995
generation has exceeded 300 million. It can be said that China's main consumer has been tilted toward
Generation Z. In 2018, about a quarter of the e-commerce users were born after 1995, using e-commerce
platforms to visit e-commerce websites at least once a day. Generation Z accounts for nearly half of the
mobile Internet. (Shen, 2019) New consumption gradually becomes a new trend in China's economic
development. Through the platform mechanism and the new consumption culture, the circle of
consumers promotes Generation Z to form a player-type consumption attitude, gamified consumption
cognition, and radical consumption behavior. (Wang, 2023) traditional enterprises and brands actively
seek digital transformation, and have to Application from the user's "real" and "quality" demand, relying
on the Internet and innovation of digital service mode, for more new power brand can assign, from the
design, production, circulation, consumption each link help brand stronger, with a younger, more open
brand cater embrace young consumer market. (Chen et al.,2017)

Xinhua joint POIZON Application to report "China’s fashion trend brand young consumption
insight" in 2022, with young consumers most gathered "POIZON Application" as the research samples,
through the China-fashion industry perspective, brand case analysis, young consumer trends and so on
three dimensions, new fashion, new culture, new technology, new life, new holidays and so on five scene
datarelease and analysis. (Carrey, 2023)

Under POIZON Application provides a variety of shopping guide scenes for new power brands.
47% of Generation Z consumers in China said they would stick with the brand they like, so many brands
leverage customer relationships and improve their shopping experiences to improve brand loyalty and
consumer stickiness. In order to better meet the consumer demand of Generation Z users for new
products. (J. Chou et al, 2020) The application creates the exclusive IP of "We Super New Products" for
the standard products and provides omnichannel traffic support to create the main track for new product
growth. According to different user characteristics, accurately match new products and differences, and
constantly improve operational efficiency. (Xi, 2021)

POIZON said that one out of every three young people uses POIZON. Nevertheless, when you
open an app store, you can see a score of 3.3. This data shows that nearly four of every ten users gave
terrible reviews. It positions itself as helping users understand, acquire, and share everything that makes
them happy. However, the actual situation is going astray, only willing to do it well, not to live up to the
love of young people. (Wang, 2021)

The author uses POIZON’s use as the dependent variable to construct the effect of Generation Z
on the degree of POIZON usage. The more consumers who use it, the more people use POIZON in the Z
era. Therefore, it supposed that:

H2: Generation Z is positively correlated with POIZON’s use.
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Customer Satisfaction, Marketing Strategy

How do you define customer satisfaction? Customer satisfaction is a perennial subject that is
researched in all kinds of organizations and occasions. It must constantly be developed due to its
scope. Customer satisfaction and service excellence go hand in hand. Businesses learn crucial details
about the wants and needs of their clients, which improves their ability to deliver services that are up
to par with their expectations. When it comes to business operations, a customer-oriented mindset is
the most profitable because, if it works, it earns the full trust of a sizable customer base(Pennington,
2016).

According to the current definitions, the authors find that:

Fair perspective. Customer Satisfaction is different when customers are compared to others.
Huppertz (1978) argued that the magnitude of perceived fairness determines Customer Satisfaction. The
customer exchanges with the merchant during purchase, comparing the reward ratio to other costs. When
the client knows the proportion is fair, he will be satisfied.

Cognitive perspective. Customer Satisfaction is mainly influenced by product or service
preferences, which come from customer expectations. Oliver summarized the expected negation theory
in 1993. He describes the theory through two processes. The first is the process that generates
expectations, and the second is the cognitive process. Preferences that influence absolute Customer
Satisfaction come from the denial of expectations.

Evaluation perspective. The theory suggests that a preference for a product or service is a
customer's expectation of many other elements of the service or product. The customer will evaluate all
of the elements and show their satisfaction. Berry noted in 1985 that the level of Customer Satisfaction
could be influenced by ten factors: access, communication, competence, politeness, understanding,
reliability, credibility, responsiveness, security, and tangible.

So, Customer Satisfaction is an integral part of the whole Marketing Strategy, which is a
Marketing Strategy to achieve marketing goals based on the Internet.

Methodology

This study conducted an online survey that used questionnaire star platform. Particularly
focusing on Customer Satisfaction and marketing strategies related questions. This study is a quantitative
and quantitative study that used SPSS and Excel software to analyze the data. Online questionnaires were
used to collect the data, 403 responses were successfully collected. Pearson correlation was effectively
used, as well as linear regression analysis to reliably test Customer Satisfaction.

Result & Discussion

There were 403 questionnaires available, But there were 283 previous POIZON application
users (70.33%), So the valid data about who used the POIZON application were 283 people.

The survey started with several simple background questions. There are 217 male consumers
and 182 female consumers, and 265 (65.8%)persons between 20-29. The most potential users are 20-
29. Also, 283 people (70%) have used this platform, 120 people (30%) have not used this software,
and many have yet to use the POIZON application. Moreover, 104 people (36.7%) used it 3-10 times
a year, which shows that most customers used it with high frequency, but most people still used it
only once a year. The most significant number of users (35.3%) with monthly revenue of 2000-
5000RMB,
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(HL):
Table1: Satisfaction Pearson Correlation
Pearson correlation
average standard Product Product price Customer Product degree of

g deviation Quality P Service logistic  satisfaction
Product Quality 1.570 3.079 1
Product price 1.610 3.101 0.978** 1
Customer Service Attitude 1.630 3.097 0.974** 0.981** 1
Product logistic 1.740 3.196 0.980** 0.986** 0.976** 1
degree of satisfaction 0.110 2.044 0.917** 0.917** 0.922** 0.915** 1

* p<0.05 ** p<0.01

Product Quality and Product price, Customer Service, Product logistics, and Satisfaction are all
significant. The correlation coefficient values are 0.978, 0.974, 0.980, and 0.917, and the correlation
coefficient values are more than 0, which means Product Quality. There is a positive correlation between
the four items of Product price, Customer Service, Product logistics, and degree of Satisfaction.

The product quality, product price, customer service, product logistics, and the presented
significant correlation between the degree of Satisfaction are noted as X1, X2, X3, and X4, which are
independent variables, overall satisfaction is the cause. The variable is marked as Y, and ai (i=1,2,3,4) is
set to the unknown coefficient. The chosen equation form is the multivariate linear regression equation.

Y=a0+alx1+a2x2+a3x3 +adx4 )

Table2: Results of the Linear Regression Analysis

Results of the linear Regression Analysis (n=100)

Non-standardized coefficients Standardization coefficient

B standard error Beta 2 VIF
constant -0.886 0.090 - -9.821  0.000** -
Product price 0.052 0.179 0.079 0.292 0.771  49.412
Product Quality 0.195 0.143 0.293 1.359 0.177 31234
Customer Service Attitude 0.318 0.142 0.481 2.235 0.028* 31.136
Product delivery speed 0.051 0.166 0.080 0.307 0.759  45.130
R?2 0.858
Adjust R 2 0.853
F F (4,95)=144.060, p=0.000
D-W value 2.250

Dependent variable : degree of satisfaction
* p<0.05 ** p<0.01

The regression coefficient value of the Product price is 0.052 (t=0.292, p=0.771> 0.05), meaning
that the Product price is the degree of Satisfaction. The regression coefficient of Product Quality is 0.195
(t=1.359, p=0.177> 0.05), meaning that Product Quality iS not correct. Satisfaction influences
relationships. The regression coefficient value of Customer Service was 0.318 (t=2.235, p=0.028 <0.05),
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implying that Customer Service and degree of Satisfaction have a significant positive effect relationship.
The regression coefficient value of Logistic is 0.051 (t=0.307, p=0.759> 0.05), which means that Product
delivery speed (product logistics speed) does not affect the degree of Satisfaction.

Y=-0.886+0.052 * X1 +0.195 * X2+ 0.318 * X3 + 0.051 * X4, the model R square value is
0.858, meaning that Product price, Product Quality, Customer Service, and logisticS can explain 85.8%
of the degree of Satisfaction

(H2):

Table3: Gen-Z Pearson Correlation

Pearson Correlation
Average standard Gen-Z  Gen-Z rejuvenation The Gen-Z feature Gen-Z Gen-Z Gen-Z POIZO
deviation brand feedback product view marketing word N'S use
appearance

Gen-Z brand 1.740 3.161 1
Gen-Z feedback  1.580 3.056 0.960** 1

rejuvenation 1.830 3.232 0.972** 0.968** 1

The Gen-Z 1.800 3.210 0.979** 0.974**  0.990** 1

product

ppearance

feature 1510 3.043 0.961** 0.961** 0.972**  0.978** 1
Gen-z view 1.820 3.220 0.977** 0.969** 0.983**  0.988** 0.972% 1

*

* *
Gen-Z marketing 1.450  3.013 0.953** 0.961** 0.962**  0.969** 0.975 0.958

* *
0.979* 0.978*
Gen-Z word 1.650 3.128 0.967** 0.969**  0.981**  0.989** . » 0973 1
0.914* 0.935* 0.927*
POIZON'S use 0.020 1974 0.943** 0.934** 0.938**  0.931** - o 0.922%x — 1

* p<0.05 ** p<0.01

Gen-Z brand, Gen-Z feedback, rejuvenation, Gen-Z product appearance, feature, Gen-Z view,
Gen-Z marketing, Gen-Z words, and POIZON’ S use all showed significance among the eight items.
The correlation coefficient value is 0.960, 0.972, 0.979, 0.961, 0.977, 0.953, 0.967, and 0.943
respectively. The correlation coefficient values are all greater than 0, which means Gen-Z brand, Gen-Z
feedback, rejuvenation, Gen-Z product appearance, Gen-Z feature, Gen-Z view, Gen-Z marketing, Gen-
Z words, and POIZON’ S use have a positive correlation among the 8 items.

Gen-Z brand, Gen-Z feedback, rejuvenation, The Gen-Z product appearance, feature, Gen-Z
view, Gen-Z marketing, Gen-Z words, and the presented significant correlation between the POIZON 's
use are noted as N1, N2, N3, N4, N5, N6, N7, N8 are 8 independent variables, the overall satisfaction is
the cause. The variable is marked as Y, and bi (bi=1, 2, 3, 4, 5, 6, 7, 8) is set to the unknown coefficient.
The chosen equation form is the multivariate linear regression equation.

Y=b0+bINI+b2N2+b3N3 +b4N4+bSN5+b6N6+b7N7+bENSE 2)
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Table4: Results of the Linear Regression Analysis

Results of the linear Regression Analysis (n=100)

Non-standardized coefficients Standardization coefficient

B standard error Beta 2 VIF
constant -1.004 0.073 - -13.685 0.000**
Gen-Z brand 0.379 0.102 0.607 3.726  0.000** 27.275
Gen-Z feedback 0.198 0.096 0.307 2.062 0.042* 22.765
Rejuvenation 0.344 0.139 0.564 2.478 0.015* 53.167
The Gen-Z product appearance  -0.514 0.212 -0.835 -2.424  0.017* 121.989
Feature -0.195 0.120 -0.301 -1.626 0.107 35.191
Gen-z view 0.143 0.138 0.233 1.037 0.303 51.876
Gen-Z marketing 0.179 0.105 0.273 1.704 0.092 26.410
Gen-Z word 0.073 0.149 0.116 0.491 0.625 57.375
R?2 0.911
Adust R ? 0.904
F F (8,91)=117.055, p=0.000
D-W value 2.263

Dependent variable: POIZON'S use
* p<0.05 ** p<0.01

The regression coefficient value of Gen-Z brands was 0.379 (t=3.726, p=0.000 <0.01), which
means that Gen-Z brands will significantly positively affect POIZON’s use. The regression coefficient
value of Gen-Z feedback was 0.198 (t=2.062, p=0.042 <0.05), which means that Gen-Z feedback
significantly affects the relationship on POIZON’s use. The regression coefficient value of rejuvenation
is 0.344 (t=2.478, p=0.015 <0.05), meaning that rejuvenation will significantly positively affect
POIZON’s use. The regression coefficient value of The Gen-Z product appearance is-0.514 (t= -2.424,
p=0.017 <0.05), which means that the Gen-Z product appearance will significantly negatively affect
POIZON's use. The regression coefficient value of Feature is-0.195 (t=-1.626, p=0.107> 0.05), meaning
that Feature does not have a relationship with POIZON 's use. The regression coefficient value of the
Gen-Z view was 0.143 (t=1.037, p=0.303> 0.05), meaning that the Gen-Z view does not have a
relationship with POIZON’ S use. The regression coefficient value of the Gen-Z marketing was 0.179
(t=1.704, p=0.092> 0.05), meaning that the Gen-Z marketing does not have a relationship with POIZON
's use. The regression coefficient value of the Gen-Z words was 0.073 (t=0.491, p=0.625> 0.05), and
Gen-Z words do not affect POIZON’ Suse.

According to Table 4, Gen-Z brand, Gen-Z feedback, rejuvenation, Gen-Z product appearance,
feature, Gen-Z view, Gen-Z marketing, and Gen-Z words are used as independent variables and are used
as dependent variables for linear regression analysis. Showed up from the above table that the model
formula is:

Y="-1.004 + 0.379*N1 + 0.198*N2+ 0.344*N3-0.514*N4-0.195*N5+ 0.143*N6 + 0.179*N7+
0.073*N8

The model R square value of 0.911 implies that the Gen-Z brand, Gen-Z feedback, rejuvenation,
and Gen-Z product appear.
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Conclusion

Through the Pearson correlation analysis and the Linear Regression Analysis, we can get the
following conclusions:

(H1): As can be seen from the Pearson Correlation analysis (Table 1)there is a positive
correlation between the four items: Product Price, Customer Service, Product Logistics, and Degree of
Satisfaction. In the linear regression, Customer Service and degree of Satisfaction have a significant
positive effect relationship.

Linear Regression (Table 2) The model R square value is 0.858, which shows that Product
Price, Product Quality, Customer Service, and logistics are having the 85.8% of the Degree of
Satisfaction. This means that if customers have better experiences.

Testing the second hypothesis, which makes a statement that Gen-z is positively correlated
with POIZON use.

(H2): As can be seen from the Pearson Correlation (Table 3),the Gen-Z product appearance,
Gen-Z wanted feature, Gen-Z view, Gen-Z marketing, Gen-Z words, and POIZON’ Suse have a positive
correlation.

Linear Regression (Table 4), the Gen-Z brands, Gen-Z feedback, and rejuvenation have a
significant positive relationship on POIZON’s use, while the other factors remain unchanged, the more
brands, feedback and advertisements of Gen-Z will improve the use of customers.

From the data analysis, it has been found that the POIZON application as one of the trending
online shopping platforms for C2B2C mode in China, which contains much information about the
effectiveness of the POIZON application and analyzes the information provided by users. The survey
showed that the customers were satisfied with the POIZON application. Because the authentification
function of the POIZON application, which effectively increases customers' trust in the POIZON
application. The credibility and functionality of the platform have a significant impact on customer
loyalty. After analyzing the POIZON application’s marketing and Gen-Z's impact on the POIZON
application, it was found that every Marketing Strategy is customer-centered. In order to increase the
number of customers, we should constantly understand customer needs, change the Marketing Strategy,
and have a deeper understanding of customers wants and needs.

The POIZON application's main trend for the future is consumer evaluation of services and
goods, which will fuel the growth of e-commerce and lead to an improvement in platform users and
services.

With the development of e-commerce, the POIZON application has become a new e-commerce
platform based on the originality in e-commerce world, which helps customers quickly find the goods
they want to buy, and improve the purchasing efficiency and purchasing experience. In order to achieve
good product publicity through shopping, the POIZON application need to do an excellent job in
advertising and publicity. For example, after sharing your purchase experience or sharing good things in
the UCG community or any other app platform, there are also restrictions. For example, How many likes
to send coupons?

Suggestions

This paper proposes the following strategies for improving the quality of customer service:

Raise the cost of logistics for the business, improve its corporate image, and step up publicity
and advertising. It is advised that the POIZON application gradually increase the use of mechanized
and automated warehouses to reduce manual operations in order to decrease the time for item
identification, storage, delivery, sorting, and assembly. Customers can select express delivery by
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using SF express and YUAN express in addition to optimizing and enhancing the platform's express
query system, which enables customers to understand the status of express deliveries in transit,
information about delivery personnel, and other factors.

Improve employee training. Prior to anything else, focus on improving employee quality by
enhancing employee training, bringing in experts to train employees at various levels, and setting up a
reliable training system. Second, talents should be developed through high-paying excavation and
focused training in universities and colleges. Encourage staff to put in extra effort to raise the level of
their business. Last but not least, instill the idea of providing services to all customers among all
employees, carry out tasks with this orientation, pay attention to customer feedback and opinions, and
pay attention to how well customers rate your customer service. Increase the number of customer
service representatives, respond to messages from customers effectively and promptly, and fulfill their
needs.

The POIZON application's primary user base is the Gen-Z, which has strong communication
and consumption skills. To attract the attention of this consumer group, many businesses now opt to
create a corporate image for the business when promoting their brand or use a younger image as their
brand identity. It's critical to comprehend how GEN-Z consumers are assessed in terms of their
demand for the platform, associated cognition, and key characteristics. Therefore, you need to make
the corporate image younger and incorporate more cutting-edge technologies if you want to use
products for Gen-Z more effectively.

The word "appearance" has gained a lot of popularity recently. According to research findings
in recent years, Gen-Z consumers give brands' "appearance” an increasing amount of attention, and
they combine their aesthetic aptitude and visual experience to select their favorite brand. When
consumers interact frequently with beautiful items, their psychological experiences will be enhanced
visually, and they will also perceive an improvement in their quality of life. As a result, when the
platform selects products, it must take into account the psychological and cultural makeup of its target
consumer groups as well as the logo's aesthetics.

For the platform, focusing on general consumer groups when selecting products can achieve
better results and gain an advantage in market competition. Therefore, only by subdividing consumer
groups and conducting targeted research can the POIZON application develop steadily in the
increasingly harsh market environment in the future. The student group, especially the Gen-Z consumer
group with substantial spending power, is becoming more and more critical in the overall consumption
contribution of the market. Therefore, the perceptual thinking of the platform needs to be carried out as
soon as possible, especially for the GEN-Z consumer group.

In the current era of globalization, Gen-Z’s thinking is becoming more and more open and
inclusive. Products designed based on national culture may be adopted by Gen-Z consumer groups who
are open-minded, but whether they can be recognized is debatable. Born in countries with different
cultural backgrounds, Gen-Z consumers may have different perceptions and understandings of products
due to different cultural backgrounds, and their aesthetics also have merits. Therefore, it is necessary to
localize the brand and choose to adopt more domestic brands and attract more consumers. However,
when targeting Gen-Z consumer groups, building a global brand needs to make full use of Gen-Z’s open
and inclusive thinking, and there must be commonalities in the responses of Gen-Z consumers around the
world in choosing brands, and these commonalities can also be improved.
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Abstract

Bangkok is the city with the highest population density in Thailand with high traffic issues.
Electric trains are the alternative transportation which help reduce traffic issue. There are four major
electric public transportation providers; MRT, BTS, Airport Rail Link, and SRT. This research is
mainly focused on SRT. There are 3 research objectives 1) To study the commuter train system user’s
profile and behavior, 2) To study the service quality of the commuter train system that affects the
satisfaction of SRT users, and 3) To collect problems and suggestions of using the commuter train
system to improve services. Based on the study of Bambale (2020), Service Quality Gap Model
(SERVQUAL Model), which have the impact to customer satisfaction include (1) Tangible, (2)
Reliable, (3) Responsibility, (4) Assurance, and (5) Empathy factors. These factors are used in our
research. Our methodology relies on quantitative analysis through online questionnaires. Descriptive
statistical techniques, and inferential statistical technique will be used. There are 3 key findings;
1) Age and income are 2 significant demographic characteristics. SRT line should target the users
within the age of 41-50 years old and the monthly income between 30,001-50,000 THB, 2) There is a
significant difference of satisfaction level among different service quality. Hence to further improve
these factors, the researcher gives recommendations on each factor, 3) The target customer, having
monthly income between 30,001-50,000 THB, give high importance to reliability factor.

Keywords: Public Transportation, State Railway of Thailand, SERVQUAL factors, Traffic Issues,
Service Quality

Introduction

Bangkok, the capital city of Thailand, has the highest population density in the country. With
a total population of 69,799,978 people, divided almost equally between males and females, Bangkok
had a population of 8,280,925 people in 2016. The city serves as the center for governance, education,
transportation, banking, commerce, and prosperity. Despite occupying only 1,568.74 square
kilometers, Bangkok has a population density rate of 3,616.64 people per square kilometer, which can
lead to issues such as overcrowding and traffic. Pathum Thani, one of the provinces in the Bangkok
Metropolitan Region, also plays a significant role in the region's economics, industry, education,
society, and urbanization, with a population of approximately 938,000 people. Traffic in Bangkok and
surrounding areas is a growing issue due to the high usage of personal cars rather than public
transportation, which cannot efficiently serve the population's needs. Electric trains are a viable
solution for avoiding traffic during rush hours and ensuring safe and efficient travel. The four main
categories of electric trains in Bangkok are the BTS, MRT, SA Express, and the commuter train
system (Red Line). The BTS has two lines with a total of 60 stations and a distance of 72 kilometers,
while the MRT has two lines with a total of 54 stations and a distance of 71 kilometers. The SA
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Express operates with eight stations over a distance of 28 kilometers and connects to the BTS and
MRT interchange stations. The commuter train system (Red Line) consists of two routes, the Dark
Red Line and the Light Red Line, covering a distance of 26 and 15 kilometers, respectively, with a
total of 10 stations. These electric train systems help alleviate traffic congestion, reduce accidents, and
promote environmental friendliness. The traffic problem tends to increase in Bangkok and its
surroundings because most Thai people use individual cars, instead of using public transportation.
Public Transit Service systems are buses, trains, and boats, which cannot be handled efficiently and
cannot satisfy the need of the population. Hence, people tend to be hurry during rush hours.
Furthermore, the electric train is one of the options to avoid traffic jams in the city during rush hours.
There are four main categories of electric trains; the Bangkok Mass Transit System Skytrain (BTS),
the Metropolitan Rapid Transit Subway Project (MRT), Suvarnabhumi Airport Rail Link and City Air
Terminal (SA Express or SA City Line), and the commuter train system (Red Line). Its purpose is to
facilitate, save time and ensure the safeness of traveling for people.

Research Objectives

This research paper analyses the satisfactions of the commuter train system users under the
following study objectives:

1) To study the commuter train system user’s profile and behavior (demographic characteristics)

2) To study the service quality of the commuter train system that affects the satisfaction of
SRT users.

3) To collect problems and suggestions of using the commuter train system to improve services.

Literature Review

According to the public transportation theory, sustainability is a key topic that is analyzed
using various theories and frameworks. The definition of sustainable transportation varies in academic
research, but often includes affordability, environmental-friendliness, and equity for passengers.
Manheim proposed a holistic approach that considers social, economic, legal, environmental, and
other factors in transport system assessment. Schiller, Bruun, and Kenworthy (2010) argue that
sustainable transportation benefits the community and environment, while reducing financial costs.
Technical aspects, such as fuel usage and traffic systems, are important, but long-term sustainable
transportation systems require consideration of multiple dimensions, such as land use and community
visioning.

CSAT is a critical performance indicator that measures how satisfied customers are with a
company's goods or services. Theories explaining the connection between disconfirmation and
discontent include the theory of assimilation and the theory of contrast. Festinger's theory of
dissonance serves as the foundation for the theory of assimilation, which states that customers alter
their jJudgments of a product to align with their expectations to prevent dissonance.
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Festinger’s Cognitive Dissonance Theory (1957)

am o
. Change belief
n :—) Dissonance
elief -
Stage 1 Stage 2 Stage 3 Stage 4

Figure 1: Conceptualised framework developing from Festinger's cognitive dissonance theory
Source: Cairns, Ritch, & Bereziat (2022)

Chowdhury, Alam, and Ahmed (2015) analyzed the connection between the quality aspects of
train service and the level of satisfaction among customers based on passengers' perceptions and
expectations. The research project used a survey methodology to gather information from the subjects
in order to evaluate the link between the quality of service features and the level of satisfaction felt by
passengers. According to the findings of this research, the quality of the service delivered was a
significant factor that contributed to overall customer satisfaction. In every facet of service quality,
passengers' expectations were higher than their perceptions of the actual level of the service.

Overall Service Quality (0SQ)

*  Tangibility

*  Reliability
Responsive
Assurance \ 4

*  Empathy
_(mers;;isfaction (€S)

Figure 2: Framework for service quality attributes (SERVQUAL)
Source: Chowdhury, Alam, & Ahmed (2015)

In addition, the theory of contrast, mainly contributed by Hovland, Harvey, and Sherif,
presents a different approach, stating that customers exaggerate the disparity between their own views
and the attitudes reflected by opinion expressions to reduce the imbalance between their expectations
and perceived product or service performances.

Methodology

This researcher is a quantitative study based on primary data that collect from passengers who
using the electric train in Pathum Thani to do the questionary survey in the google form. The
demographic and services factor will be asked in the questionnaire. First, in demographics will be
focusing on gender, age, occupation, and monthly income. However, services factor will be focusing
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on Service Quality Gap Model (SERVQUAL Model) which consist of Tangibles, Reliability,
Responsiveness, Assurance, and Empathy. The research has these following hypotheses:

Hypothesis I: Demographic characteristics will not associate with service satisfaction of the
commuter train system users.

Hypothesis I1: There will be a significant relationship between service quality of the
commuter train system and the satisfaction of SRT users.

Hypothesis 111: Problems and suggestions (problematic factors and its importance) for using
the commuter train system to improve services are not different across user’s profile and behaviour
(demographic characteristics)

For data analysis, the Five Point - Likert scale will measure the satisfaction intensity of the
passenger. The rating of 5 to 1; five is representing highly satisfied, four is representing satisfied,
three is representing general, two is representing dissatisfied, and one is representing highly
dissatisfied. To collect a large population size in quantitative research. As a result, researcher should
reduce the population to correct sufficient, and acceptable sample size for data collection from
researcher fields by processing reference number analyzed from samples which called Statistics and
back to population parameters called population. The sample size for this survey is 400 respondents.
Data collection was conducted during in January to February and the questionnaires are distributed
through the google form to collect the data easily.

Results

Table 1: Summary of respondents’ demographic characteristics

Demographic Characteristics Number of Respondents % of Total Respondents
Gender
Male 168 42
Female 175 43.75
Others 57 14.25
Age
Below 20 years old 39 9.75
21-30 years old 184 46
31-40 years old 105 26.25
41-50 years old 56 14
Above 60 years old 16 4
Occupation
Student 157 39.25
Entrepreneur, Business owner 37 9.25
Company employee 125 31.25
Government official, State enterprise official 43 10.75
Freelance, Self-employed 34 8.5
Others (e.g., housewife) 4 1
Monthly Income
Below 15,000 THB 139 34.75
15,001 - 30,000 THB 158 39.5
30,001 - 50,000 THB 54 135
Above 50,000 THB 49 12.25
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The demographic characteristics of 400 respondents shows that most of them are female,
representing 43.75%, while male respondents are 42 % of total respondents. Age demographic shows
that most of respondents are in the age range of 21-30 years (46%). Followed by the age range of 31-
40 years (26.25%). Occupation demographic shows that majority are students (39.25%), followed by
company employees (31.25%). Majority of respondents are having monthly income of 15,001-30,000
THB per month (39.5%), followed by monthly income less than 15,000 THB (34.75%).

Table 2:  Summary of users’ behavior

Behavior Number of Respondents ‘ % of Total Respondents
Residential Location
Rangsit 81 25.63
Don Mueang 44 13.92
Ladprao 44 13.92
Rama 9 35 11.08
Din Daeng 29 9.18
Sukhumvit 28 8.86
Chaengwattana 31 9.81
Others (e.g., Saimai) 24 7.59
Likeliness to use Red Line Train by paying via digital payment method
Yes 277 87.66
No 39 12.34
Influential Factors of using Red Line Train
Tangible Factors 71 22.47
Reliability Factors 123 38.92
Responsive Factors 46 14.56
Assurance Factors 45 14.24
Empathy Factors 31 9.81

The demographic characteristics of 400 respondents shows that majority have used Red Line
train before (79%). The frequency of usage is at 1-2 times per week (54.11%), followed by 3-4 times
per week (21.84%). Majority pay by using cash, representing 68.35%, followed by using QR code,
representing 43.04% of total respondents. Their favorite payment methods are Bank application/ QR
code and cash (61.08% and 41.46%). Most of them live in Rangsit area (25.63%), followed by Don
Mueang and Lad prao area (13.92% each). Pay by digital method can increase the likeliness of using
Red Line train (87.66%). The most influential factor of using Red Line train is reliability factors
(38.92%), followed by tangible factors (22.47%)

Table 3: Mean score and Standard deviation of Service Quality factors

Factors X S.D. Level
Tangible Factors
SRT seats are comfortable 3.98 0.91 High
SRT train and train station are clean and hygienic 4.02 0.87 High
SRT staff uniforms are clean and formal 4.01 0.89 High
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Factors X S.D. Level
SRT always have adequate safety equipment 3.93 0.85 High
Total 3.99 0.8 High
Reliability Factors
SRT trains depart on time 3.30 1.01 Medium
SRT trains arrive on time 3.38 0.98 Medium
SRT staffs perform their tasks with precision 3.91 0.83 High
SRT stations have a clear signage and information for passengers 3.84 0.89 High
SRT has clear announcements for passengers 3.88 0.86 High
Total 3.66 0.77 High
Responsiveness Factor
SRT gives priority to special needs passengers 3.87 0.86 High
SRT is a greater value for money compared to other transportation options 3.80 0.83 High
Whenever there is a complaint or difficulty SRT staffs are responsive in solving the 3.82 0.88 High
complaint or difficulty
Whenever you have a question, SRT staffs always try to answer the question 3.84 0.8 High
Total 3.83 0.72 High
Assurance Factors
SRT staffs inspire and give you confidence when riding the train 3.79 0.88 High
SRT staffs always give aid to passengers in need 3.83 0.78 High
SRT staffs are always polite and courteous 3.77 0.87 High
SRT staffs create trust in their passengers by their attitude 3.79 0.87 High
Total 3.79 0.77 High
Empathy Factor
SRT staffs frequently communicate with the passengers in case any issue happened 3.78 0.88 High
SRT staffs attempt to provide attention to all passengers 3.74 0.81 High
SRT staffs always shows a positive attitude 3.7 0.88 High
Total 3.74 0.8 High
Service Quality
Safety and cleanliness 3.99 0.97 High
Punctuality and accuracy 3.61 0.96 High
Worthiness 3.73 0.94 High
Customer support and service provided 3.87 0.88 High
Customer care 3.82 0.87 High
Total 3.81 0.8 High

The mean score and standard deviation of tangible, reliability, responsiveness, assurance,
empathy, and service quality factors shows that the overall mean score is high, accounted for 3.99,

3.66, 3.83, 3.79, 3.74, and 3.81, respectively.
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Table 4: Summary of satisfaction level among different demographic characteristics
Demographics Characteristics n ‘ x l S.D. ‘ F | df ‘ Sig.
Age
Below 20 years old 27 361 0.95 3743* | 3 | oou
21-30 years old 163 3.71 0.89
31-40 years old 85 3.93 0.51
41-50 years old 41 4.08 0.72
Gender
Male 125 3.84 0.73 0.214 2 0.808
Female 143 3.77 0.85
Others 48 3.82 0.83
Occupations
Student 131 3.66 0.97 2.072 4 0.084
Entrepreneur, Business owner 27 3.98 0.71
Company employee 101 3.88 0.67
| w | am | s
Freelance, Self-employed 23 3.93 0.58
Monthly Income
Below 15,000 THB 106 3.67 0.97 4.601* 3 0.004
15,001 - 30,000 THB 138 3.76 0.74
30,001 - 50,000 THB 42 4.12 0.54
Above 50,000 THB 30 4.07 0.54

One-Way Anova test result shows that the significant level for age, gender, occupations, and
monthly income are 0.011, 0.808, 0.084, and 0.004. Thus, we can conclude that there is a significant
difference of satisfaction level among different age, and monthly income only

Table 5:  Summary of satisfaction level among different age pairs and monthly income pairs
Mean Mean
(1) Age (J) Age Differenc | Sig. [(I) Monthly Income| (J) Monthly Income | Differenc | Sig.
e (1-J) e (1-J)
SIZ'OW 20years | 51.30 years old 009 | 0581 | Below 15,000 THB | 15,001 - 30,000 THB| -0.09 |0.387
31-40 years old -0.31 0.075 30,001 - 50,000 THB| -0.45" |0.002
Above 40 yearsold | -0.47* | 0.018 Above 50,000 THB -0.40° | 0.015
21-30 years old | Below 20 years old 0.09 0.581 15’0011_|:|;O’000 Below 15,000 THB 0.09 0.387
31-40 years old -0.22" | 0.037 30,001 - 50,000 THB| -0.37" | 0.009
Above 40 years old | -0.38" | 0.007 Above 50,000 THB -0.31 0.053
30,001 - 50,000 Less than 15,000 .
31-40 years old | Below 20 years old 0.31 0.075 THB THB 0.45 0.002
21-30 years old 0.22" 0.037 15,001 - 30,000 THB| 0.37" 0.009
Above 40 yearsold | -0.16 | 0.301 Above 50,000 THB 0.06 0.762
Szove A0vears | pelow 20 yearsold | 047° | 0.018 | Above 50,000 THB #ﬁ;thaﬂ 15,000 040" |0.015
21-30 years old 0.38" | 0.007 15,001 - 30,000 THB 0.31 0.053
31-40 years old 0.16 0.301 30,001 - 50,000 THB| -0.06 0.762
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LSD test result shows that the satisfaction level of electric train user in the age below 20 years
old is significantly lower than the satisfaction level of the electric train user in the age above 40 years
old. The satisfaction level of electric train user in the age of 21-30 years old is also significantly lower
than the satisfaction level of the electric train user in the age range of 31-40 and above 40 years old.
The satisfaction level of electric train user with the income below 15,000 THB is significantly lower
than the satisfaction level of the electric train user with the income between 30,001-50,000 THB and
above 50,000 THB.

Table 6: Summary of relationship between satisfaction level and service quality factor

) . Level of Satisfaction
Service Quality - -
n Pearson Correlation Sig.
Tangible Factor 316 T 0.000
Reliability Factor 316 .624" 0.000
Responsiveness Factor 316 .631" 0.000
Assurance Factor 316 .584" 0.000
Empathy Factor 316 627" 0.000

Pearson’s Correlation test result shows that the significant level is 0.000, which is less than
0.05 (Sig. < 0.05), thus, we reject the null hypothesis. There is a significant difference of satisfaction
level among all different service quality factors.

Table 7: Problematic factors and its importance among different demographics

Problematic Factors and Importance

Demographic Characteristics Tangible  Reliability = Responsiveness  Assurance  Empathy Total
Gender
Male 27 52 17 13 16 125
(21.60) (41.60) (13.60) (10.40) (12.80) (100.00)
34 52 22 23 12 143
Female
(23.78) (36.36) (15.38) (16.08) (8.39) (100.00)
10 19 7 9 3 48
Others
(20.83) (39.58) (14.58) (18.75) (6.25) (100.00)
Total 71 123 46 45 31 316
ota (2247)  (38.92) (14.56) (14.24) 9.81)  (100.00)
Age
Below 20 yrs. 6 1 > 2 3 21
(22.22) (40.74) (18.52) (7.41) (11.12) (100.00)
21-30 yrs. 36 57 26 27 17 163
(22.09) (34.97) (15.95) (16.56) (10.43) (100.00)
31-40 yrs. 21 37 11 9 7 85
(24.71) (43.53) (12.94) (10.59) (8.24) (100.00)
Above 40 8 18 4 7 4 41
ove A0 yrs. (1951)  (43.90) (9.76) (17.07) (9.76)  (100.00)
Total 71 123 46 45 31 316
ota (2247)  (38.92) (14.56) (14.24) 9.81)  (100.00)
Occupation
32 37 23 22 17 131
Student
(24.43) (28.24) (17.56) (16.79) (12.98) (100.00)
Entrepreneur 5 14 4 2 2 21
(18.52) (51.85) (14.81) (7.41) (7.42) (100.00)
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Problematic Factors and Importance

Demographic Characteristics - — - Total
Tangible  Reliability = Responsiveness  Assurance  Empathy

Company Employee 22 48 10 13 8 101
(21.78) (47.52) (9.90) (12.87) (7.92) (100.00)

State enterprise official o 13 > > ! 33
(27.27) (39.39) (15.15) (15.15) (3.03) (100.00)

3 11 4 3 2 23

Freelance, Self-employed
(13.04) (47.83) (17.39) (13.04) (8.70) (100.00)
Monthly Income

31 27 13 18 17 106
Less than 15,000THB (29.25) (25.47) (12.26) (16.98) (16.04)  (100.00)

27 65 22 15 9 138
15,001 - 30,000 THB (19.57) (47.10) (15.94) (10.87) (6.52) (100.00)

11 18 5 7 1 42
30,001 - 50,000 THB (26.19) (42.86) (11.90) (16.67) (2.38) (100.00)

2 13 6 5 4 30

Above 50,000 THB

(6.67) (43.33) (20.00) (16.67) (13.33) (100.00)

Total 71 123 46 45 31 316
(22.47) (38.92) (14.56) (14.24) (9.81) (100.00)

Chi-square test result shows that there is a significant difference of importance of problematic
factors among different income. Majority of users with the income less than 15,000 THB give
importance to tangible factor (29.25%). Majority of users with the income 15,001-30,000, 30,001-
50,000, and above 50,000 THB, give importance to reliability factor, representing 47.10%, 42.86%,
and 43.33%, respectively.

Discussions

There are two significant demographic characteristics; 1) age, and 2) income. For age,
according to the mean score, the users in the age 41-50 years old has higher satisfaction on the electric
train service than other age groups. In addition, the LSD test result also shows that the satisfaction
level of electric train user in the age of 40-51 years old is also significantly higher than the satisfaction
level of the electric train user in the age range of below 20, and 21-30 years old. For income,
according to the mean score, electric train user with the monthly income between 30,001-50,000 THB
has highest satisfaction level at 4.12 (x = 4.12). Hence, SRT line should target the users within the
age of 41-50 years old and the users with the monthly income between 30,001-50,000 THB. There is
a significant difference of satisfaction level among different service quality of tangible, reliability,
responsiveness, assurance, and empathy factor. In addition, there is a significant difference of
importance of problematic factors among different income. Majority of users with the income
between 30,001-50,000 THB, the target customer, give high importance to reliability factor,
representing 42.86% of total score among this income group.

Conclusion

The future research should mainly focus on the target customer, being the user within the age
of 41-50 years old and the users with the monthly income between 30,001-50,000 THB. Therefore,
future research should focus on understanding their behaviors. In addition to improve the reliability
factor, which the target group gives the highest importance, future research should focus on the ways
to improve this reliability factor. This could be done by conducting the qualitative research of focus
group interview. Hence, SRT can understand the underlying factors to improve its service quality.
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Abstract

All sorts of short video social platforms have emerged in recent years, from the very
beginning, “Xiaohuoshan” video to later “Kwai,” “TikTok,” and other short video social platforms.
After 2018, TikTok pressed the short video social platform to its peak. Online transactions have also
developed into the backbone of individuals’ consumption with the arrival and expansion of the digital
era. As a result, digital marketing has become a driving force in marketing channels. This study
examines the impact of online marketing factors on university students’ consumption decisions on the
TikTok short video platform and suggests recommendations. The main objectives of this research are
(i) to investigate the current situation and (ii) to identify the factors affecting students’ consumption in
Guangxi, China. Thus, two hypotheses were formulated. The online questionnaire on Microsoft
Forms targeting university students in Guangxi, China, was carried out in February 2023. The
invitations were sent to the students’ WeChat groups at Guangxi University for Nationalities, Guangxi
University of Finance and Economics, and the Guilin University of Technology. Four hundred and
one questionnaires were collected. Descriptive, correlation, and inferential statistics were used. The
results revealed that online celebrity products and TikTok’s opinion leaders influence university
students’ consumption decisions. Finally, the study proposed five marketing suggestions: (i)
optimizing countermeasures of product marketing on the TikTok platform; (ii) continuously
innovating and creating online celebrity products; (iii) enhancing the quality of products and the
reputation of users; (iv) cooperating with TikTok opinion leaders to promote products; (v) enhancing
technology and improving user experiences.

Keywords: TikTok, short video, online marketing, consumption decision-making

Introduction

TikTok is a short social video application that can be consumed on smartphones, founded and
operated by “ByteDance” company in China. Users can record videos from twenty seconds to one
minute and three to ten minutes. In addition, the users can upload their videos and photos. Since its
launch, TikTok has been placed for young generations in China as a short music video community.
Moreover, with applications for User-Generated Content (UGC) short videos of vertical music, they
have been gaining rapid growth in user size, in addition to the electronic commerce (e-commerce)
platform on TikTok.

Since 2013, all kinds of short video social applications have emerged. Among them, TikTok
jumped out of the world, combining individual personalized requirements for social networking with
small (short), beautiful, precise videos, combining personalized visual impact and rhythmic music to
meet people’s diverse needs psychologically. Not only is it quick and memorable, but it also has the
magic of making people open TikTok and not stop. With the advent and development of the online
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economy, online transactions have increasingly become a key part of an individual’s daily
consumption. Hence, online digital marketing has become a driving force in marketing channels. In
the business model context, all short video social media platforms have undeniable business value and
potential.

TikTok was launched in 2016, a 20-second creative music video social networking
application for young people. This creates a more immersive and live experience, allowing users to
select songs, shoot, and create compositions. With the entry of other platforms, stars, companies, and
Influencers who have developed in TikTok, while they bring traffic to TikTok, they also influence
consumption. According to Li (2018), TikTok has over 150 million daily users and over 300 million
monthly users in China. The main user group of TikTok has risen from 18 to 24 years old in the early
days to 24 to 30 years old users, and the share of users in this age group is now over 40%.
Considering consumption and decision-making ability, this study emphasizes university students.

Consumption decision-making is the final decision decided by individuals, societies,
entrepreneurs, households, or classes of individuals concerning their consumption activities during the
relevant period. There are primary choices of decision ideas, objectives, factors, methods, and
strategies for their implementation. The connotation of consumption decisions includes purchasing
decisions about which product brand, quantity, where, and when to consume.

Online digital marketing has changed traditional marketing into the new digital media era.
The growth of self-media platforms has led to current trends in online digital marketing. In addition,
the expansion of emerging technologies and e-commerce has made online marketing an essential part
of many sellers’ strategic decisions. However, improving marketing efficiency is the main issue
marketers have to deal with in TikTok marketing, and there are no studies on marketing effectiveness
analysis and business recommendations for this application.

Research Objectives

This paper examines the impact of some online marketing factors on the consumption
decisions of university students on the TikTok short video platform and suggests recommendations.
Two research objectives are as follows.

1. To understand the current circumstance of university students’ consumption in Guangxi,
China.

2. To know what factors affect university students’ consumption in Guangxi, China.

Literature Review

Duan (2019) believed that the more videos of the same products that TikTok users perceive,
the lower the user experience. Duan also suggested that the product’s quality in the videos will affect
users’ consumption. Li (2018) indicated that TikTok’s algorithm makes the content homogenized, and
the low quality of content seriously affects consumers’ consumption decisions. Zhao (2019) stated
that young generations have a strong desire and purchasing power, and any goods that can satisfy their
consumption pursuit can stimulate their interest and demand, thus prompting the establishment of
their consumption decisions.

Relevant product videos pushed by TikTok

The TikTok platform differs from other social platforms because it employs big data
messaging to deliver short videos to users featuring personalized recommendations. This approach
does not rely on a fan base, as any individual can access video resources, which can be chosen by the
user, enhancing the user experience. However, as TikTok pushes the videos through big data
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calculations, users are not very selective in their choice of videos, so their consumption decisions
heavily rely on them.

TikTok has too numerous videos of the same products, which can cause aesthetic fatigue or,
worse still, resentment among some users, so when there are too many videos of the same products,
some users will abandon their purchases. In addition, many scholars in China have revealed in their
research that the amount of video content moves consumer consumption.

There are certain issues with the quality of TikTok short video tweets, such as the method of
mixing several detergents to create clean wash tutorials, which may seem reasonable, but after
experimenting with the quality of the product, this method is not scientific videos such as these are
commonplace in “Shakeology.” For the user, the varying quality of the products in the videos can
reduce the user experience.

Moreover, Li & Zhang (2019) suggested that the low threshold for entry into video leads to a
spread of the same videos, affecting users’ purchases. Liu (2019) stated that quality TikTok video
content could sell goods live.

Consumer conformity behavior of university students

The university customer group is imaginative, sensitive, and innovative. Old traditional ideas
do not easily bind them, and worldly prejudices like new things and keeping up with trends. They tend
to be unique, different, and beautiful in their consumption behavior, and they are keen to consume
more contemporary products to showcase their lifestyle and gain the admiration of others. They are
eager to consume more modern products to demonstrate the modernity of their lifestyles, to achieve
the respect and support of others, and to gain social convenience. They are also keen to consume more
contemporary products to showcase their lifestyle, earn the appreciation and acceptance of others, and
achieve social comfort.

Consequently, the new services or products launched by the TikTok short video platform, or
popular products with fashionable personalities, will arouse the desire and interest of university
students and influence their consumption decisions. Referring to the psychology of online consumers,
it is clear that university students are both decisive and responsive in consumer psychology.
Nevertheless, they are susceptible to emotional impulsiveness. Thus, conformity has become
characteristic of its consumption motivation. In consumer decision-making, university students first
attach importance to the novelty and beauty of products, then focus on quality and price rather than
the rational and comprehensive analysis of outcomes. Many students distinguish the good and bad of
products by their preferences and intuition to form a choice for products. Therefore, the formation of
university students’ consumption decisions is random and volatile.

Wang (2019) pointed out that in TikTok, many false and fake videos affect their resolution, so
their consumption decisions are vulnerable to the influence of the public. Furthermore, the trend and
advertising in TikTok videos easily jeopardize the idea of young customer groups, significantly
affecting consumer decisions to follow the crowd. According to Han (2018), TikTok spreads too
quickly, and a large amount of commaodity information can easily confuse them in making perceptual
consumption decisions.

The influence of TikTok opinion leaders

Opinion leaders have a convincing influence on interpersonal relationships. The rise in
commercial power is clear in its change. Many researchers believe that TikTok opinion leaders are
individuals or groups who are active in TikTok, have many followers, and have a substantial
discourse impact.

The development of digital media has put the existing marketing model for fans’ consumption
onto the stage, particularly TikTok, which has revealed a variety of platforms for fans’ aggregation.
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The consumption process of fans is different from that of regular consumers. The fan culture is
continually evolving. Worship is a significant feature of fan culture. The impact TikTok opinion
leaders can transform their fans into brand or product fans and deliver economic and commercial
benefits to marketers. Celebrity promotion is a direct and common method of online marketing. For
example, in the online marketing of the TikTok platform, “Haidilao” released the video “Haidilao, a
popular way to eat,” which led by Key Opinion Leaders (KOL) such as “Netfame” and then triggered
a nationwide trend following and “viral” communication. For the brand to expand its communication
and influence, it requires the participation of celebrities to promote new demand and lead the trend.

Huo (2019) suggested that fans’ appreciation of brand recognition of opinion leaders’
endorsement and opinion leaders meaningfully. The more the credibility of opinion leaders, the more
the regulatory role of opinion leaders on consumers’ purchase intention. Zhang (2019) pointed out
that online celebrity recommendation has a huge impact on public consumption, and the online
celebrity economy can lead to the young generation’s consumption taste. Finally, Pan (2019)
suggested that by breaking social media platform barriers, the guidance of celebrities, online
celebrities, and other opinion leaders can easily positively impact consumer consumption decisions by
enhancing user participation.

Methodology

The overall research model adopted in this paper follows the research model by Jantavongso
& Fusiripong (2021) and Jantavongso (2022).

Population and samples

This research used an online questionnaire targeting university students in Guangxi, China.
The questionnaires were distributed and collected on Microsoft Forms in February 2023. The
invitations to participate were sent to the students’ WeChat groups at Guangxi University for
Nationalities, Guangxi University of Finance and Economics, and the Guilin University of
Technology. During this period, 401 questionnaires were collected.

The instrument

The twenty-three questions (the instrument) were developed based on the research objectives
and hypotheses. These questions also applied the Likert scale type questions. Three experts evaluated
the instrument using the Index of Item Objective Congruence (IOC). Only items (questions) rated
above 0.5 were included.

Data Analysis

Descriptive and correlation statistics were used to analyze the data. The descriptive statistics
deals with research objective 1 (understanding the basic situation of university students’ consumption
in Guangxi, China) to describe the participants in terms of percentages and frequencies. The
correlation statistics examine consumption decisions and measuring variables (factors affecting
university students’ consumption) to answer research objective 2. Finally, the inferential statistics
addressed the hypothesis employed in this study.

Results

Results of descriptive statistics
According to the survey results, the characteristics of TikTok university students are shown in
Table 1.
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Table 1: Information on the university students” TikTok consumption
Statistical variables Classification Frequency Percentage
Genders Male 193 48.10
Female 208 51.90
University’s levels Year 1 Freshmen 110 27.40
Year 2 Sophomore 90 22.40
Year 3 Junior 101 25.20
Year 4 Senior 100 24.90
Following video types Fashion/clothing 84 20.95
Books/movies/music 144 35.91
Star/gossip 92 22.94
Food/snack 54 13.47
Funny/pet 17 4.24
Games/e-sports 5 1.25
Fitness/exercise 5 1.25
Favorite video formats Fashionable personality & sense of musical 64 15.96
Strong sense of art 70 17.46
Shocking video 71 17.71
Rich in content & funny 58 14.46
Have connotations &can learn knowledge 55 13.72
Field professional video 45 11.22
Star’s video 38 9.48
Buying the products recommended Willing to buy 239 59.60
by online celebrities Not willing to buy 162 40.40
Searching online for product Yes 251 62.59
evaluation when consuming No 150 37.41

From Table 1, the difference between male and female students was 3.8%, among which
52.6% were first-years and juniors.

Focus on many areas, including life, entertainment, and learning. The top three were
books/movies/music (35.91%), star/gossip (22.94%), and fashion/clothing (20.95%). Most of the
favorite video types are shocking videos (17.71%), a strong sense of art (17.46%), and fashionable
personality (15.96%), which shows university students’ pursuit of individuality and entertainment, as
well as their strong demand for beauty and artistic sense.

Results of correlation analysis

The correlation statistics examine consumption decisions and the factors affecting university
students’ consumption, see Picture 1. The dependent variable is the consumption decision (Xo). The
independent variables are the TikTok professional identity (X1), the popular video recognition (X2),
the product video recognition (Xs), the online celebrity product recognition (Xa4), and the TikTok
account recognition (Xs). These variables were adapted from the study by Wang (2021).
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Picture 1: An model of the consumption decision factors

Multiple regression analysis

The multiple regression analysis was conducted on the consumption decision (Xo), and the
independent variables are the TikTok professional identity (X1), the popular video recognition (Xz),
the product video recognition (Xs), the online celebrity product recognition (Xa), and the TikTok
account recognition (Xs). The results analysis is presented in Table 2.

Table 2: Results of multiple regression analysis

Variable Standardization coefficient (Beta) Sig value

TikTok professional identity (X1) 0.202 .001*
Popular video recognition (X2) -0.039 513
Product video recognition (X3) 0.026 934
Online celebrity product recognition (Xa4) 0.245 .000*
TikTok account recognition (Xs) 0.040 .897
R-Square (R?) 29

Remarks If the p-value is less than .05, it is considered significant and denoted by

“*”- if p is less than or equal to .05, it is considered insignificant.

The model was assessed using the R-Square (R2) statistic and Sig. value (p-value). As a result,
a model (R? = .29) explained 29% of the variance. Therefore, based on Jantavongso & Fusiripong
(2021) recommendations, this model is satisfactory.

Jantavongso & Fusiripong (2021) suggested applying the beta values under the “Standardized
Coefficients” column to evaluate the influence of each independent variable. The biggest value
represents the variable with the most contribution describing the dependent variable.

The following task is to look into each variable’s contribution to projecting the dependent
variable.

Thus, the p-value is less than .05. The beta values indicate two statistically significant
variables. Ranked in order of importance, they are “Online celebrity product recognition” (X4) and
“TikTok professional identity” (X1). “Popular video recognition” (X3), “Product video recognition”
(X3), and TikTok account recognition (Xs) were not statistically significant.
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Path analysis
Picture 2 presents a path model.

TIKTOK PROFESSIONAL X
IDENTITY 1 \B
245) Xo «—(10X e
TIKTOK ACCOUNT B,= -
RECOGNITION Ky —

Picture 2: A path model of the consumption decision factors

Regression equation
A regression equation provides the predicted consumption decision value as follows:

Xo = 1.968 + .202 (X1) + .245 (X2),

where X = the consumption decision, X; = the TikTok professional identity, and X; = the
popular video recognition.

Therefore, each added degree of increase in the TikTok professional identity and the popular
video recognition increases the consumption decision by .202 and .245.

Results of inferential statistics
The first hypothesis (H1)
There are significant differences in the consumption decision between males and females.

Accept Ho if T < 1.65 at a = .05, df = 399
Where: df = degree of freedom = 401 participants — 2 groups

An independent sample t-test was conducted. The t-test value is 3.675 with Sig. = .056. The
critical value for T(df = 399), at a 5% significant level, is 1.65 as the t-test value is more than the
critical value and the Sig. value (.056) is greater than .05. The results indicate that it is dissimilar
between males and females.

The second hypothesis (H2)

The consumption decisions significantly differ between university levels.

Accept Ho if F < 2.62 at a = .05, df; = 3 and df, = 397

Where: df, = degree of freedom 1 = 4 groups - 1
df, = degree of freedom 2 = 401 participants — 4 groups

A one-way analysis of variance (ANOVA) was conducted to study the influence of the
university’s levels on consumption decisions. From the above calculation, the F value is 0.619 with
Sig. = .603. According to the F table, the critical value for F(3, 397) at a 5% significant level is 2.62.
The test F value is less than the critical value, and the Sig. value (.603) is more than .05. Thus, the null
hypothesis is accepted. The results of the test indicate that there is no significant difference in
consumption decisions across the university levels.
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Five recommendations on the consumption decisions of university students on the TikTok short
video platform

Optimizing countermeasures of product marketing on the TikTok platform

Facing university students, and a consumer market with a development opportunity, TikTok
is an extremely mature and open platform that offers a new idea for online marketing businesses. With
TikTok short videos, marketers can perform marketing tasks efficiently and cheaply. However, when
performing marketing tasks, marketers must increase present sales channels according to the
characteristics of university students and detailed conditions to enhance sales conversion rate. Based
on considering TikTok’s short video platform for effective marketing of university students, this study
puts onward the following recommendations.

Cooperating with TikTok opinion leaders to promote the product

The opinion leaders with a certain influence on the TikTok short video platform are certainly
influencing the consumption decisions of university students. Therefore, TikTok opinion leaders play
an important role in the TikTok platform. Hence, TikTok can join opinion leaders with a fan base and
train “grassroots” users to convert into opinion leaders. As a result, it can generate more traffic to the
platform while expanding the user base. Furthermore, cooperating with opinion leaders to promote
and market the products can generate more business value for the platform while realizing
commercial benefits to achieve a win-win situation.

Enhancing the quality of a product and the reputation of a user

The product video effect is not the main factor affecting university students’ consumption
decisions. However, university students are becoming rational and will pay closer attention to the
quality of products. Hence, the focus should be on the product’s quality improvement while using
video effects to attract consumers. Quality is the absolute principle of the product or brand.

Endlessly innovating and creating online celebrity products

Creating online celebrity products means people must pay much attention and interest,
inseparable from good creativity and continuous innovation. The students knew that their fields of
concern are concentrated in life, entertainment, learning, and other related areas.

The video with a strong sense of shock is more likely to attract their eyes, showing the
university student’s pursuit of highly personalized things and enthusiasm for new items. TikTok can
grasp this feature of university students and attempt to make more video forms and content
innovations to meet user needs. Create videos with creative and personalized content, make products
more prominent, achieve viral marketing, entice attention, and build popular online celebrity products
throughout the network.

Constantly embracing technology and improving the experience of users

The TikTok platform relied excessively on algorithm recommendation, which makes users
miss many new products because users receive very few videos. This is not helpful to the user
experience and may drop user engagement. Now, there are many methods to recommend. For
example, popular, friend, and star recommendations. TikTok’s homepage recommendation is very
simple, and due to the characteristics of the software itself and other reasons, the utilization rate of its
focus function bar is not high. TikTok can increase functions in its function bar to aid users in
exploring the use value of the product. The diverse functions and technology will expand the user
experience, making the product trusted and deeply loved.
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Discussion

The results of this study could be explained for several reasons. Firstly, there is a wealth of
research on the factors that influence consumer opinion leaders. For example, the findings are
consistent with Li (2018) that communication between individuals is more trustworthy and influential
than traditional media communication. Consumer opinion leaders can inspire the beliefs, attitudes,
and behaviors of others by giving product information and purchasing decision assistance to other
consumers through word-of-mouth communication.

Secondly, the reputation of consumer opinion leaders influences other consumers’ purchasing
behavior. This happens through reputation communication activities. In the context of the work
reported here, a point need to be noted that highly engaged opinion leaders may recommend relevant
brands to relatives and friends. They may also increase consumers’ willingness to buy through
positive word-of-mouth communication.

Lastly, in the findings, the willingness to buy the products recommended by online celebrities
and search online for product evaluation when consuming shows that the majority agreed (Table 1).
The results are also consistent with the study by Jiang, Wang, Sun, & Ruan. (2022).

Conclusion

The product marketing of the TikTok opinion leaders positively impacts university students’
consumption decisions in Guangxi, China. This coincides with previous research. Celebrity effect
significantly affects consumers’ final decisions, whether in online or traditional marketing, and is no
exception in TikTok’s marketing. On the other hand, the products in popular videos may not
substantially impact students’ consumption decisions. From this perspective, popular videos’
entertainment, viewing, or dissemination value is more important than the purchase value of products.
Hence, the popularity of videos does not lead to the popularity of products.

Moreover, online celebrity products have an important positive impact on university students’
consumption decisions. From this result, the popularity of products is a major factor to give attention
to. In contrast, the marketing of users following TikTok numbers has no substantial impact on
university students’ consumption decisions.

Next, due to its algorithm, function, and usage, university students have ignored the following
TikTok number when making consumption decisions.

Finally, the study proposed five marketing suggestions: (i) optimizing countermeasures of
product marketing on the TikTok platform; (ii) continuously innovating and creating online celebrity
products; (iii) enhancing the quality of products and the reputation of users; (iv) cooperating with
TikTok opinion leaders to promote products; (v) enhancing technology and improving user
experiences.
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Abstract

With the development of mobile network technology, short video e-commerce platform came
into being. Contemporary consumers increasingly favor and recognize the short video e-commerce
platform, so the platform has become one of the most popular shopping methods at present. However,
in-depth analysis found that short video e-commerce platforms generally have problems such as low
user loyalty and serious product homogeneity. Based on this, the short video e-commerce platform
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should actively explore how to improve users' willingness to repeat purchase and form repeat
purchase behavior, which is not only conducive to long-term profit and development of enterprises,
but also can promote enterprises to maintain brand competitive advantage. By analyzing consumers'
online shopping experience, this paper discusses the impact of various factors on consumers'
willingness to repeat purchases. 1107 users who have had online shopping experience on the Tiktok
short video e-commerce platform were collected by questionnaires as sample data, and the impact
mechanism between online shopping experience and willingness to repeat purchases on the Tiktok
short video e-commerce platform was quantitatively studied through statistical software. The final
empirical analysis results show that the online shopping experience of Tiktok short video e-commerce
platform has a significant positive impact on repurchase intention; Each dimension of online shopping
experience (emotional experience, sensory experience, logical thinking experience, and action-related
experience) has a significant positive impact on repeated purchase intention. Based on the research
results, policy recommendations are proposed: 1. Starting from sensory experience, improve customer
satisfaction with purchasing; 2. Starting from emotional experience, create a "utopia" for consumers;
3. Starting from the logical experience of thinking, guide customers' self-thinking; 4. From the
perspective of action related experience, optimize procurement and strengthen customer belonging.

Keywords: Short Video E-commerce Platform, Customer Experience, Customer Repurchase
Intention, Path Analysis
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Abstract

Based on the background of the large-scale expansion of universities in China, universities
have entered the era of higher education popularization, and the university financial risk evaluation
and measurement, the university internal control dimension and the evaluation are summarized,
clarifies the university financial risk and the internal control core concept, lays the solid foundation
for the next step research. Taking the source of financial risk and the effect of internal control as the
main content of the interview, the paper adopts the method of interview, questionnaire, case analysis
and so on, this paper studies the structure of financial risk, the dimension of internal control and the
perceived degree of financial risk of different personnel.

Keywords: University, Financial Risk Management, Literature Review
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Abstract

The sharing economy has been a popular consumption method all over the world in the past
period, and this consumption method has had various impacts on consumer behavior. Law is a tool to
solve problems. The group of legal service consumers is growing day by day. The sharing economy
has an impact on the purchase intention of legal service consumers. Relying on the rapid development
of the Internet and the support of big data, online legal services are the most convenient way for many
consumers to receive legal services. This paper uses the TAM technology acceptance model as a
theoretical framework, combined with the perceived risk theory, to explore the relationship between
payment risk, privacy risk, perceived ease of use, perceived usefulness, and willingness to use, and
obtains the impact of perceived risk on perceived usefulness and perceived ease of use. Both have
significant negative effects and perceived usefulness and perceived ease of use has partial mediating

effects on perceived risk and willingness to use time. Finally, based on data analysis, this paper puts
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forward suggestions for professional legal service organizations to optimize their business from the

perspective of consumer perception.

Keywords: technology acceptance model (TAM), sharing economy, online legal services, perceived
risk
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Abstract

The production of agricultural products in China is regionalized.Only by transporting
regionalized agricultural products to consumer markets across the country can we avoid unsalable
phenomena and drive economic development.During the transportation of agricultural products, we will
face the problem of how to coordinate the transportation cost and time in order to maximize the benefits.

This paper selects the long-distance transportation of litchi in Chigangshan Village, Chigang
Town, Puning City, Jieyang City, Guangdong Province as the research object, and integrates the
theoretical knowledge of the two major influencing factors, namely time and cost, by collecting the
relevant theories of the current agricultural product logistics situation in China. By using the method of
field interview, the outline of the interview was listed, and the fruit farmers in Chigangshan Village
were interviewed on the spot to understand the transportation status of litchi in Chigangshan Village.
Through case analysis and quantitative economics analysis, the problems faced in the transportation of
litchi agricultural products in Chigangshan Village were obtained. According to the problems,
comprehensive consideration and analysis are made, and the solutions are put forward from the
perspective of scale benefits.
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In the logistics and transportation of litchi in Chigangshan Village, local governments should
play a leading role, gather retail litchi investors, improve the construction of logistics system, develop
well-known specialties in neighboring villages through integrated operation mode, and form a
transportation mode of “litchi+local specialties” to form a large-scale logistics and transportation, thus
reducing the transportation cost of litchi, shortening the transportation time, improving the
transportation efficiency, increasing the income of fruit farmers and promoting the development of rural
economy.

Keywords: Litchi, Transportation, Cost, Scale Merit
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I A R, (ERAN [ A 7 LI R B4 5 SRS AR S AN X L 25 AT B 5 S L,
SETE A A DX A i LI 5 3

LR 7 i Y TR S SR ST

AT EAR R S AR B, VIR BRI A SRR AL, IR R
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XTHE R R — RIS A A TR bR
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IRHHI S S RAR KR BEEERE T —AE VM RS RS BRSOk 7%

569




The 13™ National and the 9" International PIM Conference 2023
July 7, 2023
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PR B 23 9 T M PO 10 A LB S i s B ) 25 AR 2R

AR S R 2B R B LA R A AR SRR A N S2 U5, 0 52 U5 AL B
WA BOE N KM E G RE, AEFE MR EaR, HMHEERRE, St 8i)
KT AIAE o 11D 1) e W FEAE R B LA S BRI K, T AE RSB TR R A
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Bl T4k S0 5 B BE B s O A R R

TR AR e LA SRACAT T 5 A 0 8080 DA SR 5 Wl B Wi dle , BB 2020 4F 22 2022 4F,
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50 ER, —RERTAEL 10 2, ROSHU 15 87, —HEEHTFRZIRIGHHH
T3 R ST B, KBS 7 A 1) ST 2 A B L R B A R 5 — 7 A T ig % i
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W T2 10 AT HEEMNEHmE T N 1825, FHE 1 AFTHRRTHM T N 18.25T
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PERCEPTION AND TOURISTS’ BEHAVIORAL INTENTION OF
HOMESTAY

by, B2
Shuai Fu'" and Bei Lyu?

VP REEXREEZRPERARER
12Chinese Graduate School, Panyapiwat Institute of Management, Thailand
*Corresponding Author, E-mail: 173105856@qg.com

HE

FEHERBTIAEERINGED &, BN T8, DRI M AT IF
fF, RTRIEMEE 5 RIBAAEVFZ IR AT LGOS SR BE Oy FEa, 381 R i ik
K5 1 2 AT T A AR SR FUREAT SCRR oA, MR RERN—AT Oy B BB A TR I 4R AT U AR
e, BB RPTANSHE ST, SRILLRHIF AR 5, R fh R AT R A
FEIEIAREM . 55—, Wi 2 R S HEA AR A IR AR o B =, R il R X i
% RERRE T A M BEOT T FEE PR S0 B 2

X7 RE SEBRA BETNERN

Abstract

In the fledgling development of the Bed and Breakfast industry in China, there are many
challenges regarding the operation and development of Bed and Breakfast’s in the face of fierce market
competition and force majeure events such as epidemics. Based on brand relationship theory, this study
analyzes the literature on Bed and Breakfast brand perception and tourists' behavioral intention,
constructs a theoretical model of "perception-behavior" and proposes a research hypothesis. Then,
through questionnaire research and empirical analysis, the following findings were obtained: First,
there is a positive influence of Bed and Breakfast brand perception on tourists' behavioral intentions.
Secondly, brand perception has a positive influence on tourists' loyalty and recommendation. Third, the
effect of Bed and Breakfast brand perception on tourists' loyalty is more significant than the effect on

recommendation.
Keywords: Bed and Breakfast, Brand Perception, Tourists' Behavioral Intention
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RSt 7 b, BUEREIT 5 A R A R a0 B LA VAE, 7 AR A [A] AN g e 5 1 ik ek
G, AT BEAE i B AR AN R R VP

FRREE AN (Brand Perception) &JH 2B X — AN S IIZE G VRN, 2400250 i R B 21
B, SWCORAAIEINZ M RIAT N, BIVE 2 525 I 9 W R — ANV 9 0] 3 — A i j ) B D AR
FERRSREY, A T AR W SEAT g, BRI RN B O KB T P IR (Yun et al.,
2019 ; Hwang et al., 2019) , Kervyn etal. (2012) I\ A8 %% & BN SR 7 285 8 A\ 1) 7 2052
FFER, 1R T mhEE EIRESIHEL -8 97 2 VR4 S M IR AN RN RE Dy 2 P2 AR AN R B 4, AN =
AR AT 9o i TR R R AF DA 98 A BT o R R RO E TR 348 TR B 7 1), Wi % 5 0
BT AR R, TR R NAEZ BT BTt BT bR A BE R 1) T, TR R i ERSC R 1N
LHA, R AT

IREIT AR F AT 5

ERRIEATI, e & IRIEAT AR e E AR, BRI R EAT AR A R S 55 2
REE, 7 NEA (Behavior Intention) SRIREFOLEBEMSHEEIL, FENHTHHEHESH,
FHRBIFEH P& R B AT, B 2R g AT 2 —FAT I E 2R . AT N, AT R AT
oM AT NS, Harrison et al. (1997) $2HTEIR 28 MR SK/H B AT s ko 2, BRAT
REREATIZAT N . AN 2238 AN A 4 BEXHAT R R AT T T, Zeithaml et al. (1996) MGH
P ) R TRNAT N R A 5 870 AT D 5 ) 20 B 9 2 AR AT ARG B i Bk 55 S AT N .
Tavitiyaman #1 Qu (2013) HZE T &0 H MU SR = X HAT AR s,  RELEE
WERTE . S B IR RS IRIE H B G2 2 5 M e 25 B B AT R B, eI S B 2 h i
AT R A AR o

H4t, Pramod 0 Nayak (2018) . Choe 0 Kim (2018) MH 2t & K& B 5=
FE TN B E AT N R, Jeong F Shin (2020) B3R T fE %S RENRE AT I 2 1R 06 . Wi 7
FERE U7 B RIREm, R A BEIRFRR IS B BBl I A0 PR 2 S e 5 3 7 B A EL
RIEROCHERZE . Soliman (2021) ¥R T iHRIAT AL Y R AU % U7 & AT 19T,
TIEX 302 ML F AT A K IL, FRIESINL. HITHIE R B R B R T N =
H B F¥ (Dean & Suhartanto, 2019)

REAMBNERFETARAMAXERTR

ROUOFFEVEREREBANSHETNERMCE, HZ Lam # Hsu (2006) 1=
BRI S AT AR AL EAT AR 0 AL FRAT H A AT 9 i i - AR R
Tavitiyaman etal. (2021) AHUGTRIT H 1 2B L 2 R AT T i e L0 ¢ (R 47 D9 T
AR SR AL R AR 2 BRI A5 SO, X H IR R g, A TRIFAT VR (Lu et
al., 2016) . EHULRIN, We&xf RAEHIRAGEEE (R BURANREED) s, BT v BRIk FIZ RS .
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B IR DG SCHR AR R R I, BRAE R R T IG A B R BIPkER, AN R 1 R S
HFE, ERMEMEVAT NI SR B R HEFE A G, ARYE M AEOC R, Blackston
(1992) Ay kG FR AR Sl KT 23 IS B 5T 2 R A EE 2 R A AR . —
T, ARRLLE B SRR R RN S T AT, RIS . B —J5 10, R S A 5
FEAEE RS EE, R . T R DG B AR U RS R R A T R . R EORR
R AR G iz A T T A, RER A 72 0 BT bR, 2 5 BN IR b B[R,
MR Z R G, B RAE wh = AE SR 0 TR, ERX PSR F, iR
AT A DR, 38 FH i REOC R BRI 78 IR A it WEORHIE AT S R 1] B s A 2 P AT Y o

Rt

REREMIZ—MIERELEERS, FRE S CEE, IEFYRmEHE
TIEMTR AL, A RERIA Z ol R LA Z R S| HAREER . BERNERTE G, R
PofE Wit ROTEFAEE . IME EIRMEIIIRSSE, 2% IR A i s IOV . i e 2 6f
BAE P WAF AN, ABATRT BE AT SR RAT A, el R A R RIS B 44T 9, B MK
N RIS RIEAT N . MR, SRR AR, BERSTE N Ui R e AT 7E Hh i F R #%
N, WATRERFEIE . AR AR 1Z R AE . 10 RTE At SRR IR S5 S5 M i 1 BT W,
DRI St B A i BB N 2 B 25 IRAT NS Tl o ELARRE M AR . IR SRR AT (IRSS it
WED R EE TR, BT, WO I I R, R R A
Bk Ry, AT P N AR B At A HERE B A B AT BEMEER K (Yun et al.,, 2019 ; Hwang et al.,
2019) o AR AWEEAT AE W ZTRWEEEIRIFIS AR O RS 5 R 50347 = WA 5 PEA
Jeis AR I S S EAHERE B AR AT N . R ARHT O R R AT R M T R SR E S
Ui 2% T3 P P A B2 (R R A

F iR L TR %:

H1 : KT8 & A8 R AN 2 AT N R A TR WM 520

H2 . RTE S8R S ER EmEm,

]
H3 : T8 M b8 BRI 2 HE 1 LA IR [ R
REAE

1. RS R FEXT S L AN AR SR S AT AR AR BT () B mt L, AR BT 50
FRBAE e SRR S R A TS B AR RS, R ACHIF 72358 X b LA A 5
ARG SHe i e B A b BBV o TEBLEAN b, AW Shethetal. (1991) B Z% S dn U A1)
e, MRTERIMERIRS . HECE . @B E. SRR, Wil & 5 FuiE.
LG BE RS IES) . 2 R RAR RS 5 A A58 X R A b BRI TR T R R 1 FR

o

2. MFERAZEMIE: FEXT AT R A A SR FEBEATRER AN 2> A OB AE b, ASHE
TP AT ARIAER TN 7€ BTN R TR I iR i R ot e 5 5 AR Se it 17 32
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AN 5 YR 5, 7 A I B R SE e B AR AT A . FERLERE B, ARER S %
Boulding et al. (1993) X AT AR A IS, S5 AH 7T U i 2 R RE 5 Ui B AEFE LN
ANYERE, MIER FRRNAEM A R0 RS BE L I B B IR 55 1] ) M | i AR HA A
HEFF B A] RetE S BAEAL A 6 0 R AT RE LA 7 O I AT N R AT & . iR AT =R
A R 1 BRI 0 R 3R 1 AR,

®l: REMMBISHEETIEANER

ZE wz FETR
s BRI AT BP1 RAE N REEAMENT R, GEECZ B F RS
BP2 BT 5 )40, R Weip I B e &
BP3 P IR 5 BB A 45 3R R A7 AL B R
BP4 BT 110 22 Bt 35 05 o) LA 855 70 Wl R 51 7
BP5 BT B AL AR 1t 15 4% 4 Fh i 2
BP6 SNV ) E 2 IR = Y €
BP7 RE LD T — S 23 1 IR 55 AV 20
BPS§ RIS T LR 2 KRR
BP9 RIGHRELE T SN LB MHL2
BP10 RefE £ PERR T — 2B R
D VLI AR TR AR, 12 R SR
VL2 R Rk, BILR S EFZ R
VL3 WRAEZ IR TE BRI S5 178, Hoz 1) B TE VR
i 3 VRI LA SR A IR ke, 32 v A e A 9 2% T
VR2 o AE WL B A R AR % R 1A
REmE S BHE R
1. HERE

AAEAIR I 1 2 RIE SRRRBRIT IR AT R R AR, ISRz B i 1,

BI = ay + a,BP + a,SEX + a3AGE + a,EDU (122 1)
+asCAR + agINO + a,FT

AR 2 B RAE SRRERERI A S IR, ORI MR R 2,

VL = ag + a,BP + a,SEX + a3AGE + a,EDU (1BEE 2)
+a5CAR + agINO + aFT
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AT 3 2 RE MRAERBIN T AR L IR, R MBI @R 3,

VR = ag + ayBP + a,SEX + a3AGE + a,EDU (123 3)
+asCAR + agINO + a, FT

LR BP NAKUERA, Bl NIERITAER, LV NIFEIT NERY4ERE—E
WEE, LR NIFEAT NERYER . HAhAR B A6 &, BEIREHE: a9 SEX, Fikk
AGE, X EHEE EDU, B CAR, HI&A INO, HiEAR FT,

IR

AT RS E i 1 A 7 SRR, TEHEAT R R L, AR A %
PP ERE, S LRI B TR K 0 I SCIRE AT, 5 U 3 e AT I
2 Shethetal. (1991) . Boulding etal. (1993) , FR{EABFRIMIBIZEN Ll /7 I, Vit i %
YIRG. SRS R AR N R, o A RIS AT P R 1 T ST, ML DAL
LR, AT G, B S RT3, IR T BRI ER %,
FWF R BB A=A, B2V AR B, UM BB R Likert %
BEBTNE, | RRELFAE, 2 RRERAFE, 3 REFHRE, 4 RREUAR, 5
ERELAE,

RERTAEH T RIS, ZRFIA ST, W, W R smit f% 47, 76
AT 1 %5 A W A B A, B I, A, ALK AR IR, TERE
QQ ZAL S Lt (FHUdy B, FIILL AU B 7 2 ) B S A . e S
BT, BAWEEE, W R R AR 8 4, BAMIIEMREANCY 703
A, BERAE S 98.87%, Boh, FRIHIREA M B RIS 33 fELlL, HaHEHE
SPREA R ISR, LA 0 CRE B R B R e

WRAE

W SR EE

B ERER BA . R SR T AR R TS SR ER S, RAE
ZEEMIRIT T A B AR U 0 EAR R AT B it SRR AT KRR £ 1905 (1 A
e, RSB R G IEAT SPSS B S5 T, MM SAEAHT T B,

BB OIHE TOT R EB G, R TN =A B Z E KRBT 2, SR HETE
FUBBE, R TR, SRS AERT AT S S RUE RS, X IR AR 1 B AT
BYEGETE AT AHSRTEGTTE M SRR B 704, AT S8 UEAS BT T2 H AT SUARGR
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BRER

AAREERIERTE GBI R AT AR, &R AE 5 R AR % 1T~
BEARERIER W, B RE MR FHEE. @RREAE. Bkt &
it 1 2% 5 25 AR 00 S e 7=, BRI R AT, 0 FRNAE, RIS Ref 329,
] I R B A S HEEZ R AE o 3 — P IR AT R A o i s S B A R HE R R, R
B At RAUBE RO 2 DS A Y3 ) I IR 2], B vt R RO Ui 2 A P A S 25 T R [m] 52 o

SEVESM T

1. MBS AWFFUH Cronbach’s a RERKG I A& B RS ARSI F i, H
16 IE W33 A AF ¢ £ %0 (Corrected-Item Total Correlation, CITC) 5B S20 I &5 FF i @I, 2
R AR TE . AT SPSS24.0 XHiF&AT R A5 il U AN AR AT B FE A, 45 R
T 2 fiR, & 2 RN LEN Cronbach’s a REKRTF 0.7, i ERSAA &K B E
HRE— 8, AR R AR ZR .

+&2: EFRFITIfFCronbach’s a ZREFICITCEREK

& vz BISERR RS T FR AR5 o R EL aR
RO VL1 0.631 0.700 0.768
VL2 0.658 0.719
VL3 0.623 0.685
HEFFRE VRI1 0.645 0.842 0.784
VR2 0.645 0.865
i R S BP1 0.614 0.833 0.853
BP2 0.611 0.834
BP3 0.711 0.815
BP4 0.695 0.818
BP5 0.642 0.828
BP6 0.691 0.827
BP7 0.717 0.822
BPS 0.700 0.825
BP9 0.694 0.826
BP10 0.619 0.840

2. WBRE ST AT AR R AR B 2 AT R R . R AR & R e el i [ 7
SrATXE 15 ASMERITBAT M ERT, 7 SexF M T KMO 4T Bartlett’s BRAZ K656,
M IEAE S RIZ [ A% R, AT A X S8 R 5 & A kAT I o0 & 3 2l
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WK KMO #1 Bartlett’s Bkfigfads o dr, di&hdidanl i, SFEERK KMO ZiitEXIKT
0.6, UMAMNAEMMNFEER R, HATHE . FNFra4EK Bartlett's BMSTTHEIAE
1% BYREK B8, KA R A BRI, EEEA T Tt

#+&3: AT KMO F1 Bartlett’s Bz 646

B3 KMO R BRI
BURE T MR 3 RS =]::):4 &M
BP 0.845 1594.436 10 0.000
VL 0.683 476.571 3 0.000
VR 0.650 376.176 3 0.000

3. WARRBIARNERIA T S T WA s i U A AT N M IS, SR 1
BEATEIA, 45580 NE 4Part A PR, MR 1 B9IH% R N 0532, F 4iitfih 115.13, B#
1% KFELEZE, HIUABE 1 PG ERL, BAREMSIHEE L. MELERME M
M SN BP SRR B AT RN Bl MMXMEERS, BP MIFRE 0642, T MIR(EN
28.08, BTE 1% /KFELEZE, HILTT WL ERE 5 AT N R WA W2 R A g2, B
TR RIEMETE R FEEE . @ARE G ERERTE Bl 5 IR A0 SRR =
TR R AR BIAT A, WA, RIS ReE i, A A G HER A R -
IR SEAHIE 5 (AR % 1 AREISGIE

N T IR IE BT i R R 6 i R R R R, XA 2 g AT RIS, AR W TR
4Part_B, R ERTE MK BP SR CEIFEOWE VL MEXERH, 5 2 8
WEE R2 N 0479, F SuitfEN 9345, BTE 1% KELEE, By 2 ssla &y, A
HREMGIFEE L. BP BRECH 0371, T RIK{HN 25.22, BT 1% KFLEE, Hit
A DL BT S BB R U 2 SR R HAE R, RIS 7S R 2 R BIBRAIE .

N T BEAIE B A SRR AR FE IR, XA 3 AT, 45U 4 Part C,
AR B BT UK BP SRR R R B A VR RIAEX RS, K 3 ME R N
0.398, F SiilfE’N 67.36, B 1% KELEZE, BUtuiiiss 3 sl &ERLy, AAEE
Mgt . ReAE SN BP XTI AR E VR RI2NE, BP MIREN 0.271, T fikE
2128, BIE 1% KFELEZE, AL R S REUER A iE & HE 37 B 535 (1) 1R 1) 520,
AT 3 1R EIIE.

Wi =AM R EE )T, KB Part B B BP BIRECN 0371, T KIG{H N 25.22,
Part_ C & BP BIZRE N 0271, T HIe{E N 21.28, HILET WL EEAaE S LR %o i 250 S Al B 1) 52
M b Ko 2 P P s il B o 5

583



The 13" National and the 9™ International PIM Conference 2023

®4: REMEBRINSHEEITHEREIESH

July 7, 2023

Part_A Part_B Part_C
ZE
BI VL VR
HAZ & BP 0.6427** 0.371°** 0.271™
(28.08) (25.22) (21.28)
A SEX 0.143** 0.136™** 0.006
(22D (3.28) 0.17)
AGE -0.083 -0.133* 0.050
(-1.23) (-3.06) (1.32)
EDU 0.190 ** 0.077 0.113 ™
(2.39) (1.51) (2.54)
CAR -0.055 0.007 -0.062 *
(-0.83) 0.17) (-1.69)
INC -0.049 0.009 -0.059
(-0.60) 0.18) (-1.28)
FT -0.038 -0.015 -0.022
(-0.60) (-0.38) (-0.63)
H% R2 0.532 0.370 0.398
F tu5s 115.13 ™ 59.97** 67.36™""
N 703 703 703

X UATE 10% KFELRZE: "R 5% KELEZE, "AE 1% KELEE.

g

AT LG R R R ERIL ALt S R i RN 5 90 B AT N A KR ST T AT

SCHRGIAT, A CRRA—ATOV” ROERIDAK

FEILA NI TS 18

R1E MR EXHE 2T AR T E R

il

==

PR TR . A5, JER RGBT A SEE D

HEMREMERT R, FREE. @FRENR . Rt Wi &5 k55K 5%
Sl R MR BRI AT 9, IERNE, KBRS R 0, AT 5
PR IZ IR G . R, i S mT RE OB R IR S5 7K B2 BB s ah 54 2 MR AR5

FAERR AT A
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o R R R i 2 S5 W 5 R A E IE (U RS
T SRR B L AR5 IR S5 R B6 S (A R 2 PR e i BN B HEREIZ R A
Bl RIS, BRI s PR X i 2 R AR P ) B T LT 77 58 1 5 i B 3%

BESEN

MRLS

B SRR TR, R R M FR R BERE. BREBXK. Ehiiit.
WOt e 5 R S5 R I A R R, R RCRIRIR AT N, W RNAT, KBS A i,
[ A BAL ST SR I R G . R, I S AT REDS OB R AR 557K B8 2 (R A i 3 5
2 MRAG AL, P AERRAT Y.

HrgREN

TEXZEXMRERMER, R AII 0 R MELTR. HEEE. 25K
BAERNE S BEBT it Bl e 5 IR S5 R I A R, BUE RCRBGRAR AT 8, W RN,
RILA RS I]AE 708, AR G IZ R . R, iRt e B A 1is 3. AR
EL ARG RTE . 5. RESEAER. i, RERESGE . DAFM . mF
TR, N E RS ARSI SE R, I, MEIRSS OLEfEE. Rt RS .
ks (P35 , NRTE ISR 20 b bR IR .
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WE

RE NS o MR R Wa AT — AL IOAN T, FEART IR A R 4 BB fr, K
FORIRIEAE N — P R AR 77 3, 320 AR AR bR (B TR 2 1 R E A SR K
JEBLWORE, REURAERCE Bl & BRR 55 75 T R ARAF AR — 5 s R R AR 5O (M O 22
£, BT EARIA, SBURSGURERTHFFE N EE L, FAEBERKIERE, G
TEWREIBAR. B AR A&, ETE ST, ARSI NT AN R, 1
2022 4 4 F frilid T SEH B 75 2, R RCERAR SOR AT AR VT, IRFUAR SURAE R A F B0t 7
HAFERIPUIR, FET TREE TR, AR T =MERIREKF, @R AR R =X
PAEAF ARG E, (HR SRR B AN T A DUIR, T8I 1 AAAR SR B B0t Y e 2 IR
UL, BEMERFEHRTT AR SR I AR S5 BEJI IR 55 KT

I A AR GORBATE VTR, BIF TR I 2 AT AR AR SRR BRBE A vt B A7 AR T
BEARINIEOL, S5 PE A EAAEEBORINER, Rl NE . &R Em MR a
B SR FCHAT A BC BAAE (D, AREE RS R Bt e . RRHESRIRIEA L . A AR
PR, ML) 7 REAR SR AT R -

B J5 45 G SR BRSO, R ARG RE A ¥t EAAER RN, e b, W R
BATIE S H DR FIRITUE . R WS BAFRIOT R B A5 3, AEREPF e -, TRl ™
EEXRMARGUREIR . A BRARHIRIERT A, 4R R AT AL R AL L, BRI R
TR GRS, BN R SRR IR IS, N R AR B SR I

KA KSR AR BBt

Abstract

Under the background of rural revitalization, rural ecotourism has become a new development
road to promote rural development and help farmers become rich. In the development of rural
eco-tourism, agritainment, as a supplement to supporting the development of rural tourism and the
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integration of food, housing, and tourism, plays an important role in the development of rural tourism.
As a new tourism mode, agritainment tourism has been favored by the public. However, from the
perspective of the current development status of farmhouse in China, there are still some problems in
supporting facilities and management services. In particular. in terms of supporting facilities, the lack
of software, software and hardware support has led to a lot of defects in improving the satisfaction of
tourists, resulting in low revenue generating capacity, insufficient customer experience and other
problems. Under this background, this paper takes Chengdu as the research object, and through field
research, visits Chengdu Agritainment to explore the status quo of its hardware and software facilities.
Currently, Chengdu Agritainment attaches importance to the configuration of hardware and software
facilities and continues to improve its service capacity and service level.

The research found that the software and hardware facilities of Chengdu Agritainment were
not well configured, and there was a big gap between them and consumers' hopes. It also explored the
problems in software and hardware configuration from the kitchen, catering, accommodation, and
comprehensive management.

Finally, based on the actual investigation, the paper explores the business opportunities of
rural recreation in terms of software and hardware facilities, and puts forward targeted suggestions,
with a view to improving the healthy development of rural recreation in Chengdu, providing reference
for the development of rural recreation in other regions, and providing suggestions for public
investment.

Keywords: Agritainment, Chengdu, Software and Hardware Facilities

ik

5l

Wt {5 R RE A I AR e R R K, 37 2% A OB P i BB A e SO i BT 9 R e
B, R LB R i K, A @ N A B4, S 2R SR 9 ST A
FEZERE A EAT T QUET, AEH O AR B 5, O T IR R S LR
T IS K 2 ARG B, ES R e IO Ak R SR E AR R, 2 WTRIFII R
JERON T 2 MIRM B ZIRE, et R R RN EEAAHEENE L. 2R
FrnfE T 28, EBITARNRSRIAEL, XOI03 . BHRILASE, TSI R R A R 6 AR
MFFRF RNERIR, 2R ASIRIPR AN & RSk S R g S E i, HE3h2 sl
BRI

AR S I BRSO A R Tt 52 1 25V 8 3 RO 9 S i A N S SRR IR B R R A 1
M2 5 RIRSRIRE T, AR RitJC ik 2, ARG R I, BRI 2 5 RS
FEREFERIBER b, ASCE X AR SOR A FEIE IR L [ R T, 3RTH AR EOR RS 5ide
B RE ] SRR R TR 5 R, I REPESOARIR T b3 S AL A B0t S48 TR T AR Rk
WEE RG] J1, FOERIFRFORIRIFAAR RG2S R .
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BT HK

2R AT AT LORE AR A o RS IOTT IR 5 S b 25 B e i, WHESh 2 AR M =R
R J BAT BRI BEAR MBS B 3o AR SRR T A T 1t DCRF A 1) P el ROB AT N SRS i 2
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Abstract

In recent years, Guangxi has been identifying the focus of industrial development and
promoting the steady, solid, and high-quality development of the big health industry with a value of one
hundred billion yuan. Based on the entire industry chain elements of “medicine, nursing, management,
food, tourism, and sports”, with new development concepts and people’s health as the center, new
requirements have been put forward to enhance the quality of the development of Guangxi’s big health
industry. Therefore, this article scientifically proposes the positioning of high-quality development
functions and specific paths for optimizing the industrial development layout of the deep integration of
Guangxi’s big health industry and the primary, secondary, and tertiary industries. It comprehensively
analyzes the quality of industrial development from four aspects: industrial comprehensive strength,

sustainable development ability, innovation ability, and growth ability, and constructs a corresponding
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evaluation index system and evaluation model, The fuzzy grey comprehensive evaluation method is
used to evaluate the quality and effectiveness of the development of Guangxi’s big health industry, in
order to provide useful references for strengthening the construction of Guangxi’s big health industry
development quality system, enhancing the competitiveness of Guangxi’s development of big health
and its industry, and promoting the accelerated development of Guangxi’s big health and its industry in

the future.

Keywords: Big Health Industry, Development Quality, Grey Fuzzy Analytic Hierarchy Process, Evaluation
Model
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IV R R AR R AR B T e B R M R LAk 2R, AP AEE BRI T 58 4 RE T ATl Fp 8k
R a8 AE H AT P G RO BE R BB 0, RO IR O R L R R AR TS
AR PR R Z RFEESE A, BT RGBSR e Ak, A E) KR
M SR B EAR RBATIRAWEIT,  JEXSHEAT RGP, ) UM R o R R SR A B 1R
TUHRA S AR

Bt H

FARERET, BRMNEFEEEZ N HXEE, KR LR AR Do AR
KAt L G i B U SR IS SO, Pl A AR R B 5 Z I B
ERAFM R AR SRR SAE. B, S0 PU R b S e R e AT IR
NHIBEFE, e H B H AT 70O e S H P b RR 8 R R BDIR,  $ ) P KA e S HL b
TR PEE Ry R e o i R e e RE A5 7 ML AT R AL LA e A%, A3 1) P R f P e e e ot
EVFUHRARA R PP R, 38 RIBOHIUK i S 1R 5, ) KA e b i e o i R R
TV, g VST AT IBCR S8, XTI M5 36 (B Ml A Ji AR I FE AHERE ) P i B 7
b Jee SRR BN (EAT BB

ETFLUELEN, ARBCHIIFCEEZ: RS0 ML BT s, IR
NI PSR R b B B R R R X A AN 3RS, 3R R T P R f B S L R L R 5 5 vy
Ji B e T e e LA LR A R AR H AR A, NPk ER G S8 . Pkl RESE R R RETT L 7
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W BETRE SR P K e 7iX 4 DA EEXN LR R R R ZE0, WEHT 852
FEXS RLATEAT FEFR A R AP A, JF RS PE R B = bk e i s v 7L, JFREF T
KAgREr i E KB R RN FBERAR, LEPABRRX R, BUNEHTAH SBUR st
HIR ML S %

SCERERD

TILER, EBRARSWEHE R, 28 EADS KR AR AT IT, 78 T2 0t
FORRR. TLE (2020) fEHH, FahVESE “@EFPET BERMEHRATHRILX, & 7EE.
L2y, 7Rl “ZE” BE. SEERSKER WA RIER, U, B “ZEME” Ml ).
QU B B Ik SR IE . RIEHERSRK I SCHRNE AR IR B A 258
BN, SKIAAL etal. (2017) s X o 2 KM ARE P ML A RE IR L A7 FE B 1R AL AS 22 (A T4
M, FEH T AR . PRI E R DA AT A CRIVDARR 55 RR A RO e
5 PRI A s S SRR . B TR RS [ Bk RIS R TS R A
NI AR5 . RE R (2019) XF PAE L AUEN A AT THHFC, X RAE AT S RGN
TRGHAT THITC. DALDONIKEE, VAT 7% b BEREE LR, gt H AT BAAT b e
FER Rl AT 1 B2 IR o X T BRI dh LR &, e ROt RR A AR, 37
R FE R RS s nsimxe A8 1) SCRFEEBLSE R H B4R Y 1 AR A2 L. Rl E &
etal. (2019) BIFMXIHE, MELIREY], fEMWIZHX, KAERATWATE B I EIT 3R,
HTHE SRR, HIAE R X2 2 7RO . X A ™ b (A & AT 45 F /2 B 1
KT, ICHRAETE BRI T IR 2. Bk oh, fERMERIT IR IR, R
— K IR k= QR RE ST AR A SRS T SERAME R RE (2020) X s X T (1 K £ RRAT
kAT 7RSS, S5RM, RERATISSM LLE G, BE2GAT AL TS se i, 1 fd ek 5%
IPlAb Fae . AT R RESHRE, FE DAV RS @, FE73 et al. (2021)
M R R MAREEA, @ 7 MR RHESCRRE 6 BRI AT R 7 iR, Sk LAk
P AR A AT 12 BT, e RS RZ b, X RSBSOS 6 R G
AL T A KB, BB etal. (2019) FFREXRILA KR WLEHAT T IHE, 25K,
BT RAEFRAO BRIy &I, EHE A L m i, ae lAR AR, ok
BAEEEAR, MIMEAR, ANANRIIRHERD . T4 (2020) BHELSREY, EFS
REESL—DNUUNA AL, EWA B BT R @RS LE R KRS
IRE B RO — 8, et R BAT ML K AR R B k4t . AER Fe (2020) A0N, IEE
R DA IR AR, HATH BAR RS ARG BE. RAENAE AL
HAT, JRE BT TAATAIE BACACTIEAS L UG R AL 20 B PAAT L2 R IR AN 2 el 75
Ko BEUK (2019) FEFAKLEEPHIRAM L, N2 HWAEMTIAL . XAMRH . KR
ARl KA R 3 Y 5 AU S REAT T 08T IR IR E R S5 W BUIR 5, 3 H T
55 M e e R B A )RR RR AT EAT 1 B8, IR ATRZBORBETE, s N A 5577, BRI
AT A ISR AN A . 2 (2020) FOBAZEIE (2020) 43 AR VEHEHT XA A 5P
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XIHEAT 7 SRR L. 46 B AN SRR AR AT ML A FE I STk, X P R AT Ml e e O B A
IKCPEEAT T A E PP A EAL B JE — IO A 1A TR vk, S O 10 E A A
FORGAL AR T PG KA e AR 5 M (1 v Jo B mT 5 8 R R EAT T R T REsE L, JFxt
BEAT T ARG, D) PR R L R R RS O T B RE . AT U B AR ) P AR B
TR R RN VA, NEE— PR TR AT ISR B a4 RE ST, fRmHLEE ST,
TR — UG L.

MEBEREHARTE

ImEREEERE R ER SRR RIS F BRI
Lo PORAERR S b o B Rr A R R D e e fir
IFrAXBREEM L ERERFSEREARENM: i —fRTRRXREX &
PEaEE X — KRR+ 5r i i,
—— LI T UNS A T2 5 e %0, 313G R T BB RIREE 457 A IR e T il R X
SR R R A R S . SCR IR R FR ek, BUR BT, KIRAHET, a5 AR
SR BT R A A A, HEBET PU T R 2R B RO R 25 E Bk, FT3E R 7 1 1 2R L B
PR L= 24 e e E st AR T B b RO 2 24 7R AL TR 2 3 HUS 7sVE X
— BB REIR SR A A, TG E bR IR R R TE X . RIS
KR Z 2 WP IR A RN R, A REUMRRTRA . RSy . SO ARIR MR FE AR S5yt
TR FRE A, SIS R, ERBR B S ARKGZ 2 [ PRIR AR E MRS ER
Xo IREFT ARG R BN, RIRERZ) M —HEEE ™ M, 3T3E — @ e ™
M X
——HREICHEBE IR SR A &, FTIEREACIE BRI 7R AL R A A R KA e Mk v
Do DUEEARTT . MM T 46 2 BT Aoty SRR AR IR AUIRIE . IREREE 2577 £ FEARIE . it
JoEATE i S Tl AN i R oI LA FRAETREH T R BRIT R R RS 5 RIREE 2577 A fi
RS RIREE 25 RO #F 5 55 55 IR 25 77 A2 7l
——ALEREL T X HERE R 25 SR A TRiTAS &, AT AT X B TR g B LT
BEAERI X . AR T AL B3 ii Ao mi i vz, B RUR R IR MR I AN 772
M=, 4T 3 B PVt e R e e b Ak o
—TEER-ET-YUN-EERARKERE+251 . Uat, M7, %,
B T A%, HE R R RREE 24 B Rk, KT JegR ™l VEHEIRIEUDE ™, IT8& R
B-FET- UM - E TR N AR+ 2T -
2. T PH KA RRE b SRR A R AT SR A SR
(1) RER TR E
—ZITEREERFE LT L. RRBEZFERER. ZFERM. 24
R B ZEEE . 2EmESE SR ZEEGFEETRZ M BTk
Leradb e IR TR AL AAR S L R I BOCRF . BB IR RIS R R
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WBESR e B RS ThRE e I R IRE ™ L X, I SO B — g U IE B 28 (1 LR 22
U, BRI SRR, )7, ZFEMahidse; SR A EREDM AN
AR R ML X, =R EAER SO PR, KITR  BAT Ry ([ 2 4 AR 55
Ao B EIET T IR E RS A TR X, RIS S KR PSRRI X, PN F B
RGNV UL (R, (@R, Ry7. 18R, IRiE. DRy7. TR, fRE. Uik,
RSN, KITREACEE RN WRie s IR RE 0, IR EIRIEMA S R . 78
DA AR A, RO, DURHIRE, @RFRE, LT, Dl B R
e M N EEAR, Sl TR R R X
(2) KA K JEfe Besiciie Pl
FreLHEsh iy 5 @R IR E R, S iR B i I o5 i, IR A AR R (14
PRAR IR, DAy, DA RIEFRIESAAG A Gy SEat,  HESh T B2k
T I% RN EERSEI IR R . AR e TR A e BRI L. I et B o <R
FEZH . EN EESFERKETEET . CROZHE BT <R AIRAIRIT R I
BB AR, 78 79 R — bR IR R A B SO S . rp R 24 i BEIR T 1) s Vi B s A
VaAEHh, 373 b AR IR (s v XM AR R X, (et BERT IR LA MR RO e . I pRAE
PRI FEORIR YT IRt R e AR T IR, VG R PHIR SR T IR A5 i DX R o 2
REFISEREE, SN PE R IR R LA Sl AR . B IR R LK SRR
MBMESTMIST ;. PURSRRTRIE. 2GRN E BRI RERITIUH A4k, nss) vh g
RETR I M REDIRE, PRI H A (R
(3) At K pg ey T e 2l
—REBEOE) PRI R, KRR HEE. REERSFEA . R
fifi b, dksfEs <, HE” 0 CEBE” B2 DAERS RS, KIIkBET . HRREZ R FETR
Megs, $&7F s, HEMBEE" MSFEMBRIRS, KUt <, HEZ” 1 “BEL” 8
A, PR <. EEGNSULRIDY, (et <, HELHML” MREREME. —=2
RN I g PA: i RO A% Lo e AR AR S5l O3 DX PN ) B2y SRR EAT AT B B, 57
“ISEPPATIET PARSE”, REERMETRSRE, Mt PR, @ M
TR, FFSE BT T B S SR U, R 2 BRI B B N R R AR R IR
SR, Ky e BT MR IR 35T
(4) BE AR RE
— SR PA@ER SRR KA E, JrEd@r DAEFE. PARE, AT
AT A (et et N DARAT L, DIAMRIE S SR B A AN i B ORI S5 00 T2 2L
WA, KIVRBIEREARR .. T, REMOIBRERE LRSI, Fk LRk
RN ER G I E RS BN, BRI SOE e mE RE E L. s “EE
B M “BERT” FERIEIRS RS, WREREET LIRS 258, JFCAO L, Bk
Sl “BBET o CBEBERMT FHEETWKRE, SO BRET . CiEfEE
7 Fik CfEEE 5 R o
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(5) PR S e £ i =l
LRSS REMANREK. B0l R A at K G & 5 o8 B BRHE, ik
—fLEMERS. AR, ERERETRNAIE; AR UBREMPEZ N FE R, DU
PERFA AR R TN R R ARFEBARAL RS (RSl R A= ol T2k . 25 RhiE 5 1
FHL, KITRELCL “SRE#EAN NEENFRSGE. AHPURES&, KRB KRN A1
Fho Skl KELRY; WE TR S A28 AR, TR BB K AR
X, KRR AR RO ZEIRR A2 AR 55
(6) & NRJRMERGEEN AR E =k
— R “GEAET NS, ML EXR” AEL, #3) EX HEMLK
RIE. SRTFIX, SRR, SR 8EEZMMAR DRI REN X A BB RES
NIRFE, RIEESKN, s, Rk EiEsh, RKE, BIRLE, msissh, mhissh; t
MRIEE S ENMESN. FAiTE pE-RE OXEFM I, 7TiE “GEEE L
FAHNEE o CHEERNAK AT . DRBRERSEE B s” ek, =
SN R R S R 2 g, AT 38 R 2R B U K A A8 U ) [ B P DX VG B A . ) 5
E PR FEE, B MRS, TR ERE: Rl Puns), SR8 S RIS ES) R
Gt 7 EGINEEN ERESEE, SRR BUAE E A AR I S AR, IRt
PEARRETE, A HARA ST AR PR S B PSRRI R . = g S A e AT A WL &
ok, BURATIE B R A S Rifruitth. DL R B . HERE ENEE, BEakE
SR SRR, Mol LA NE Gk KRS S@E. DAESTIIRZER
SiEitk, MRS SEEERS. VLH. BOR. BRI, AR wilsE i akE; H, 8
TG SIRN LS -
KRk R R E KB & A P B AR T
1. BUZEMN TR ER, ek RE U
ACHIE RN BWRENE . RGATIME. AT TIERIRRIN, 78 F E A AR Z P
RGN FIT T 2T G, 2 TRZEMIFR, R&RENLEESL T 7l
AR R ST PR BIETRE IR LK BEJT3X 4 ANA RN PR R E RIS i,
T —BESZAX RN R R, A — RARR FEA X R e bR, Hrt, W
NEBER TR BRI A G EE. & W RRBREP R EZS Iirh i aE. UR
RAENE—ZUH iEAR Ui BT S, 188 U={Us Uz Us Un} , SRR R G 5L
i~ PR AT RS R R R S PR BT RE DAL K BE T U RRIERSZE AP R ER U
&4, 10N Ui={Up Up, ..U}, i, jONE | KRENSE ] M FRER. 0K 41 Fr.
2. WEIFNFEr Ui 0 Uy BOBLE
AREA AHP W —ANERAG S ER SN BB RET TR,
| R ERA, 22, JFME T —ANEHE, R “1~9" REAENE THIE B2 0 R
XFEEXT, FEXTHE SR EAT T e B, TR T HIEERE A. il uj G, j=1, 2,..., n) &R
R, aij Ro& ui XF uj BXFHEEME, HE aij dURHIWIEERE A=(aij)nxn (i,j=1, 2, ..., n)o &
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XEABZELM. W57 BRI AT TH B B MR — 17 0 R R
wi-[Ta, (=120 . K M, # 0 RHR W, =M, , % Bt

W =[Wi,Wo,-Wo] #EIH—bibs, B Wi=\/\7i/zn:\/\7j, MW = [W,,W,,--W_ ] BIAFT R

REAEFVRE, R L AT OBRFAER 5~ (aw) nw,. ((AW) RRAE AW #

E iR .
3. AT PHBAERFE AR
PEAL R R VPAS N GO T4 VP4l B ARFTVE I & BOPAS S . AV TRIE, V=
{vi,v2,v3, ..., vn}, Hf, vj KREE [DIFNER, n T g R
HEZHEAT, B n 8 58, V={V1. V2, V3, V4;5}= {Hfa. #F. &b, F;
FXHIEC 5. 40 3; 2,1, BMHEBICIN T WA IR, XTRIK540h 4.5,35,25,1.5,
B 10 BITIEBESIN TR P EHREZPHEA, BIF M 1 2 5 BSERN
BATVRSY, SRt K07 R A A A R R
4. BRIV AR BB R EL
FRAREWEE, XS TR ER R E . RIS % Cij #IvF
honbniE, WE 5 DIHEKERD, KEFNmSTH e, HERE e=1. 2. 3, 4,5, KK
MRS, RiF, 5%, BE, 2. WFEKOEHN SN REREBOHT TRERE. T Tk
IKEZEA, FAHRL AR E 2

B b {e=1}, ®,€[0,510], BLMEEN f

(495 dY [0,5]

(s)) _
L(d)=5 4 de [5,10]
- d #[0,10]

B “B7 {e=2), ®,€[0,48], BIEREEN f,

(di 14 4y <[0.4]

L(d)== ©-d@)/4 df e[48]

_ 0 diY [0,8]
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EZRK: <t {e=3}, ®,€[0,3,6], AL EEH |, :

dP /3 d €[0,3]
fL(d)=< (6-d)/3  df [36]
0 dy #[0,6]

B “HE” (=4}, ®,€[0,2,4], BILREHN f,

d& /2 d& e[0,2]
f,(d$)= (4-d$h/2  dP e[2,4]
0 d ¢[0,4]

BRI & {5}, ®,€[012], BLBmENy f

1 g <[0]
f(d)== @-dP)1  dPe[L2]
0

5. WHEIKEMN R
ST RIRU 4, BSMEIRE T He N IR AR MI Rt - R X, WA

p
WAL
k=1
XM AERRU 4, BS RN E T & VN IR K BV Rk Xi(f), A :

K =31, (d)
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6. IR (PRI R R
é:kqu%py“mmm]

(B) rHZEEWIME

= [(Zn: a, ovkj,]i_[(lf\ (Vi +ij)))}

®03

:AO
®

®A

PHILLGER
9 T RE R S 7l R R VAR O 2R (R v 2 B ROV Y T 45
FUEME, ST ) TR AP S, AT Pl R R R 5 A
1. BINZETMERER, WETNER Uil U; BIRE
SBA <1~9" REF®, W& T2 B0 E AT TS, 58T E2H T
FRIGHIESERE A, W 6, AN A S—fTRRMTH M LTI, 5 M By 4
RAR W, ZEAERBETA L W=W,Wo, W, W), Wi=wSw, .

=t

W =(W,,W,,W,,W,) =(0.1296, 0.4824, 0.2048, 0.1833) BN KkKM BT mE, F 8

CR=0.0094<0.1, XUiH] 7 HIWIAERE A BEEHEN M, ek W =W, W, W, W,) ®&E
NEAAFUBEE U={u1, U, Uus, U} BOBUE REL. HEAIRHE SRR K 1,2,3;45,6 B

=& 1. ViR ER
U Ul U2 U3 U4 Wi
Ul 1 1/4 1/2 1/3 0.1296
u2 4 1 2 2 0.4824
U3 2 1/2 1 1/2 0.2048
U4 1/3 1/2 2 1 0.1833

+|& 2 UL ER

Ul U1l u12 uU13 uUl4 W1i

U1l 1 1 2 1/2 0.2274
Uiz 1 1 2 1/2 0.2274
uU13 172 172 1 1/3 0.1221
ul4 2 2 3 1 0.4232
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+& 3 U2itgkE £
u2 u21 u22 u23 u24 W1i
u21 1 1/4 1/3 2 0.2098
u22 1 1 1/3 2 0.2098
u23 3 3 1 4 0.4644
u24 1/2 1/2 1/4 1 0.1161
+& 4: UiMgRE R
U3 U3l uU32 U33 uU34 W3i
U3l 1 2 2 2 0.4000
u32 1/2 1 1 1 0.2000
U33 1/2 1 1 1 0.2000
U34 1/2 1 1 1 0.2000
& 5 V4RI E R
U4 u41 u42 u43 u44 W4i
u41 1 1/2 1/2 1/2 0.1429
u42 2 1 1 1 0.2857
u43 2 1 1 1 0.2857
u44 2 1 1 1 0.2857
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& 6: I EKREE W RERELS VP s KA TR AR
— RS WE W bt 30 2/ Ei=p WE aj
FEl U |, 0.2274
Pl EU |, 0.2274
Pl Uy 0.1296
FELAETTERE & GDP it E U 0.1221
FERBUESEU 0.4232
Felk R AU 5, 0.2098
P FElREEHEU ,, 0.2098
E Pl FT R R FRREIU, 0.4824
% P50 U 4 0.4644
;1‘::
o
% el Re U, 0.1161
B
=N
§ Pl IR 5, 0.4000
TF
#r
? kg iU 5, 0.2000
i
7S Pl BT 0.2048
& Pk U 54 0.2000
Pl AU 5, 0.2000
Felk R REREU 0.1429
Felk iU 4, 0.2857
FlkEKEED U, 0.1833
Pl AR U 4 0.2857
kR, 0.2857
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2. HAEPFEEMEEARERE
H10B ATV B L S N B KPP e [, 4% TEPP > BISERAE, X4 — iR ARt AT
oy, RJEH10B T RKAMMVEIR, [ DFEERE D, BiEN:

/ 3 3.5 45 4 4 3.5 3.5 3 35 35 \

5 45 5 5 45 4 5 4.5 4 5
45 3.5 4 45 4 4 45 5 5 4.5
3.5 4 45 3.5 4 45 4 35 4 4.5
45 45 5 4 3.5 4 35 4.5 35 5
4 45 3.5 45 4 45 4 35 35 35
3 3.5 3 35 3.5 3 3 3.5 3 35

3.5 3.5 4 3.5 3 3.5 3 3

p= | ¢
4

A~ b

4 3.5 4 4 3.5 4 35 35
4.5 4 4 4.5 4.5 4 3.5 45 45 4
3 2.5 3 2.5 3 2.5 2.5 3 25 25
4 3.5 3.5 4 3 3 3.5 3 35 35
3.5 3 3 3.5 3 3 3.5 3.5 3 3
3.5 3.5 4 3.5 4 3 4 35 35 3

5 45 4 45 45 4 4 4.5 45 4

\ 35 4 45 4 3.5 45 4 4 45 3.5 j

3. BFEBENRE, TEREFMR AR EBGER

r,| [0275 0334 0305 0.086 0.00 r,] [0.351 0366 0.251 0031 0.00]
s [, |_|0419 0378 0208 000 000 | |r,| 0318 0367 0275 0040 0.00
| [0.373 0380 0236 0011 000| * |r,| |0.236 0295 0.333 0136 000
r,| (0324 0375 0270 0030 0.00 | (0261 0329 0313 0094 000
r,| [0.299 0374 0288 0.039 0.00 r,| [0231 0288 0.337 0144 000 ]
o _|fo|_| 031 0387 0251 0010 000 | |1, | 0269 033 0309 0085 000
P lng| [0.095 0244 0325 0235 0007 ° |r,| (0373 0391 023 0.00 000
r,| 10258 0322 0317 0.103 0.00 r,| 10324 0375 0270 0030 0.00 |
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4. TELZEME
(1) X—ZirEtr UL BTN . —Z0T4ENR Ul BTSSR By
B:=W:-R;= (0.340,0.367,0.282,0.034,0)
B AT LA Uz, Us, U BIZESTEINE Bo, Bs, Buo

B,| [0.340 0.367 0.282 0.034 0.00
R B, _ 0.280 0.329 0.301 0.089 0.00

B, 0.280 0.340 0.294 0.085 0.00

' B,| [0.309 0.356 0.281 0.053 0.00 |

() HHZEVHIME. H R= (By, BB, Bs)T, B W= (0.1296, 0.4824, 0.2048
, 0.1833) , MIZ&IFMME B : B=W * R = (0.2931, 0.3411,0.2934,0.0744, 0), ¥ &3 F4 K
Lt <IROKE WA, BPES 1 BR2E iR EX 5, % 2 IR “B” H 4, F 3 KK <
B 3, 5 4 R “®E” B 2, 8B 5 RJ “E L WNSIITFMREZERENLE C:
C= (5 4, 3, 2, 1), FREASTEEREEE™ VK e i S0 K (28 &V PANMA:
U =B * CT= (0.2931, 0.3411,0.2934,0.0744, 0) * (5, 4, 3, 2, 1) "=3.8589

ik

B IKERZ R AHP Ak, B T I BRI R 1 &K B 26
PEHIME 9 3.8589, MULERIVEAISRHERTE, | P KM RAT b R B i S AE Ak A T3 AR
A, BERBERKBRE TIEER —E ZHE.

Bt 2R EN — R RS AR PRI BT TR, SRR SR
A AT SR R RS A B E AN TR AR BT SR I LL RO L EL BN 48.24%.
20.48%. Heh, TR S AT A PE T LU LRI, R 12.96% #1 18.33%., 7
Zgdaba, POAERIBLSAT. PTTIASTG PSR AT RE S SRR, 1A DR
5 GDP SERILLE . Ml iigdhfEae 1. ok A7 R R B8 FE B A A FE H i b
B, X UEBHTE PR = L Rk S R AR bR R R, —ZRAn i P b TR K e e ) A=
MBI e JIARN SR A EOR R, B DARLRE P b v] R e e R 0 AP L T e ) A
HEALE, NMRXH A ENEN: IRFERIBLRE, LTSS Pk R A e
W RBER A B E, BN . SR ETTERE 5 GDP MR LE .. ki
JERETI oMb RLES bR R AR R R ARAR T & LB RN, (BB PR AR LR R T
IR R AT BRI 02—, WERZALEATE B, Ko P @Rk e i &
P RV BRI IE O R, PR, PoIVAFETTERE 5 GDP B E ML, i se
PP R R S AR I Y U T A AR T AN SR, T B U R A
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BES5REN

ARSI E RT3 BTk AR IR B 255 PRAN U5 12 R BR 18 RIVR AR 45 6 N 2 1 B KA B ™l
KPR, @ T RFEAS RN R b E R EMIRB L AT ER, A R T
KRR A TR BT I, RS T B KRB LA R i B R R AL B AN,
NI BRI E N R RB AR SR SRS . SCBER], HIAEMIR B 45 & 10 U5 1%
PHETBEREEM AR RICR, BTEE. ETEE BERERIFMUNANE.

SEXM

T (2020). FHF “fdFENA KRG BEEAN JR R Fe =
FARXGE A SRR . A EH IR (3), 104-105.

SUBEE, TRk, PR, & KEE.(2019). BITLE MR R TT. B4R, (09), 14-15.

L EREEYR A IR A R E

WF7z, 32(8), 3-6

K& (2019). fREERV AT ES RGME SR SEXN KW TT. HAEZ 701 (10), 61-64.

FLE §&. (2020). T E AR b AR AE I 1] 3 Rt SR BEACRT Y (6), 73-74.
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sAAAL, SR, BREAK, Btam, wmEuRE, FhhelE, & MERRR. (2017). HRZG MR bR FEAL
185 5ns B2, A [E] TR (02), 16-20.
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