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Abstract

This research is a quantitative study that focused on the comparison astructure relations of
Marketing Mix Approach on customers’ satisfaction, engagement and their decisions on products and
services related to mobile phone networking, using questionnaires for data collection. The convenient
random sampling group was derived from a number of 1,250 mobile phone networking customers,
residing in Bangkok and vicinities. The statistical tools for data analysis are frequency, percentage, mean,
standard deviation and structural equation modeling analysis.

The results showed that (1) Customer’s views on Marketing Mix Approach (CMMA) had direct
positive influences on their high satisfaction of services. Meanwhile, it also had indirect positive influences
on their decisions on products and services with rather high satisfaction, (2) CMMA also showed its positive
influences on their engagement of products and services, (3) Services satisfaction had low influences on
their decisions on products and services, and (4) Customer’s engagement had high influences on their
decisions on products and services. (5) Mobile Phone Networking Users’ Comments from all network
providers A, D and T about the marketing compounds and their decisions on products and services did
not show any differences significantly. But the Mobile Phone Networking Users” Comments about their
satisfaction and engagement did show the difference significantly as the mobile phone networking users
of A had more satisfaction and engagement than the other users of mobile phone networking of D and
T. (6) The Structural Relations of Marketing Mix showed its positive correlation significantly with satisfaction,

engagement and decisions on products and services.

Key words: Customer Views on Marketing Mix Approach (CMMA), Customer’s Engagement, Mobile

Networking
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AVINA MILUTNE
STF CEG DCS
7C’s DE 0.80** (0.02) 0.81** (0.02) -
IE - - 0.69** (0.02)
TE 0.80** (0.02) 0.81** (0.02) 0.69** (0.02)
STF DE - - 0.04 (0.06)
IE - - -
TE - - 0.04 (0.06)
CEG DE - - 0.82** (0.07)
IE - - -
TE - - 0.82** (0.07)
R 0.64 0.66 0.62

U8 - DE = Direct Effect, IE = Indirect Effect, TE = Total Effect
* yefetudAgeanangzau .05 (1.960 <t-value < 2.576),
** et Agnsaianszau .01 (tvalue > 2.576)



Journal of the Association of Researchers

Vol.23 No.1 January - April 2018 97
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dNSNaTIEUNIIANUFUNUSVRIRMUS S18a8LDuR
YOINMTUATIE I naueIAUduiusTEnIg
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1. duUsgauneinsnaInluyuuerasgnan &
dnTnanemsuTauinaealtuianelaannnislasy
Uins eehefidedduneadffiseiu 0.01 Tnedien
FudszAvis Wiy 0.80 wavduUszaumanisnaIn®
ddnSnantedeutdauninnenisandulaidenly
HARNAUINLALUSNIS TneRuANUianelaaInAslasy
UINs waganuyniuvesgnAn egildudidgmig

g
a K

adANszav 0.01 Inedaduusedns windu 0.69 wavdl

a o £% 1

dENaNMTUTIUINFRANURNTUYRINAT BEedl
Toddaneadaisyau 0.01 el Aduuszans whi
0.81

2. anuianelaainnistasuuinng d8vswa
NIRTILazNIe st egunaonisanduladonld
HARNSUILATUSNT

3. ANUKNITUYDIPNANIBNTNANIRTUTIUIN
son1sanaulaldonldnandusiiazusnig egneiliuey
ddymeadffisedu 0.01 Tnededudszansuintu
0.82

drwsuardudszansnisneansal (R) o9
aunsinssaseinUswanely wui edudseans
n1snensalvesAuianelaannislasuusnig
(STF) fiAwinfu 0.64 MiseansaaduIeANNLUTUTIY
vpsanuianelaannisiasuusns (STF) lasewas
64 Ardulszans NINEINTUVDIANUENNUTBIGNAN
(CEG) imwinfiu 0.66 isaansaadu1eauUsUsIu
YoeAURNTUTRINAT (CEG) l9Sosay 66 uaz
JuUszansnisnennsajvesnisinduladonld
HARAILALUSNNS (DCS) HANNAU 0.62 ¥30a115H
osurgAMNLUTUTINTRINSAnauladenlanan Tl
wagusns (DCS) lnseway 62

siUSsuiisuauFuNUSIBelaseadevag
daulszaunnensnann ANuNewela AuRNY
wazn1sanduladenldndnimaiuazuinisvaslly
UsmsiaSednelnsdnindoud

\A30ULYDIEIIUINTT wanenaiy flduInasd
AuAaiuisfuduUsTauIIISa1n AN
wola Anuyniu nsdndulaienldndndueivay
U315 uanenefuadatlalunsiasizd fe Ftest
T luns3mszsinnuuUsusiumaieilagfinue
sedutodfynneadnfisedu 0.05 Fan1s19 4

A1 4 MSUTHUTEUANULANANSENINEILUTEANN NIRRT Auianela AuEniy waznsindula

Wonldndnineiuasusnig TLunaIunsetnevesyliusnig

fuUs WASOUNLYDIE LTINS n X S.D. F Sig.

shunauAtfigndn  1e3etneangliiuinig A 436 3.56 0.74 2237 0.107
sy \A30UEAINLIUINTT D 443 3.51 0.72
WSOV T 371 3.62 0.69
U 1250 3.56 0.72

AIUAUUTDY  LATBYIBINALIUINIT A 436 3.44 0.70 0493 0611
anA \A30UEANLIUINTT D 443 3.40 0.75
WSOV T 371 3.45 0.69
U 1250 3.43 0.72

AUANATAIN  LATBYIBINALILTNIT A 436 3.62 0.78 0.784  0.457
\30ULAIINLIIUINTT D 443 357 0.80
W3OS T 371 3.56 0.81
U 1250 3.58 0.80




98 Jsans @NIANUNIDY 37 23 atudl 1 unsiau - wweu 2561

77579 4 (1)

fuys GERR L BNAEATERRE n X S.D. F Sie.
AIUANNAUIY LAY ILAINKIAUTAIT A 436 3.52 0.74 0.689 0.50
\AT0UNELIUINIS D 443 3.46 0.75
\A30ILAINGIAUINS T 371 3.51 0.72
U 1250 3.50 0.74
frumsdoans  ieTetneangliuing A 436 3.53 0.78 1734 0177
TN LIUINIS D 443 3.44 0.82
W3OUNEIIUINS T 371 3.51 0.77
U 1250 3.49 0.79
AUNITAUR LATDUIBNEIIUINIT A 436 3.48 0.70 0.590  0.555
w1lald W3NG LIUINIS D 443 3.43 0.75
\W3eULAINGIAUINS T 371 3.44 0.71
3 1250 3.45 0.72
mupudnsaly nseviengdliuinig A 436 3.39 0.72 2435 0.088
MsROUANDY  LATBYILANKIAUIAIS D 443 3.28 0.80
AINABINTT WIOUINEIIUINS T 371 3.35 0.71
U 1250 3.34 0.75
ANIUFIU \ATDUBINELIUINIT A 436 3.51 0.62 1300  0.273
Usgaung \AT0UNELIUINIS D 443 3.44 0.66
nsnatnlusuwes 1a3edengliuinig T 371 3.49 0.59
YBIgNA 52 1250 3.48 0.62
AUNINalaaN LATBY LN LIUTNT A 436 3.59 0.75 3.093  0.046*
nslasuuinis  A3etieangdliuinis D 443 3.47 0.74
W3OUINEIIUINS T 371 3.56 0.72
3 1250 3.54 0.74
nsaslignA  w3enengliusnis A 436 3.60 0.78 4.683  0.009*
Feewsila  ie3evieangliuinng D 443 3.45 0.73
WTOUNEIIUINS T 371 3.51 0.76
U 1250 3.52 0.76
msaseliin weSegandliusnig A 436 3.54 0.65 2743 0.065
mudednduar  1aTetneannglsiuinig D 443 3.43 0.68
GRRHORN WIOUINEIWIUINS T 371 3.48 0.63
U 1250 3.48 0.66
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715N 4 (59)

A3 \AS0Y YD LTINS n X S.D. F Si.
myafdliigndn  3etneangliuims A 436 3.56 0.81 2940  0.053
Weenugiila  ieSengangliuinis D 443 3.43 0.73

LSBT T 371 3.49 0.77
33 1250 3.49 0.77

MNTWANY  1ATEYIBINFIAUTNNT A 436 3.57 0.70 4.000  0.019*
HNWUYRIgNA1  1ASEYNEANELIUINIS D 443 3.44 0.67
\SeYIBNNGIAUINNT T 371 3.49 0.65
RIREY 1250 3.50 0.67

nsanduladen setieangliuinig A 436 3.69 0.80 1.876  0.154
ldnandaiuaz  w3euneanngliusnis D 443 3.59 0.78
UINg LSBT T 371 3.64 0.75
33 1250 3.64 0.78

* fdedAgyneadAnszau 0.05

wsetevasiiuINsWandeiy Jldusnsi 0.05
mwAaiuAIAUdUUsTaIssIan Tunms \ATOUBUDIEIIUINNT wanenaiy fldusnisd
iunnssduilefinnsansesunuii Anuiianelannslasuuinig unneeiu egredidy
wsptnevesliuinmauaninety glduined  ddymeadinfiszdu 0.05 Fiduadisuiieuaiade
awAniuAnfudLUsEaumenseatn Tupmes  wuunegdmylngliineaeu LSD fwaae 5
vosgninlaiunnsneiu  egnadiduddymsadiafisysu

@179 5 MsfSeudflsuruuandenedseriaesetieveslrusnmsiuanuiiselaanmslasuuinsg

\AT0Y"Y X \w3eTnY
HLUST A Hl¥USN13 D Aliusms T
ALUSNT A 3.59 - 0.11* 0.02
Hl¥USNT D 3.47 - -0.09
AU T 3.56 -
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wuuseadany lagliisvaaay LSD Aamsne 7

wsavevasEiUSMIuanieiy Jldusnsd
anuAniuRgfunsdnduladenldudniusiuas
uinsldunnanady  egedituddyniadafiseiu
0.05

A1 6 MslSeudisunnuuandedseriaueseigveslriusnmstiuanayniuegnAlun Tl

LA3DUE X

LASDUY

HlUSNT A

HlUSN13 D Alviusns T

AlUSNNT A 357 -
AlUSN1T D 3.44
AU T 3.49

0.12% 0.07
- -0.05

seau 0.05

asugladnguiiegelduinisveasediy
NNFIUINIS A danugniuvesand luamsiu
NN NEUAIeE 1R LEUINTUeRATEU N
U5 D

dloflansansredunuinaIeveveln
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Ayniuvesgnn TusunsasdliAnaudedng
warANasela  wazdunisaselvignAnin Ay

asureladingudieg el lduinisvesaie
PEINFIUINGg A Ianugniuvesgna lunis
asligndiAneasiulasnnndn  ngusegiald
U3N13004LA30189NKLUINS D

AN 7 MIUSeudiguAIuanieegsEniaaTedneresiiuInisivauynuvesgna Tunisadeli

anAAnANillY

A58 X

ELRAR

HLUST A

Hl¥USN13 D Alviusns T

AlUSNNT A 3.60 -
AlUSN1T D 3.45
AU T 3.51

0.15* 0.09
- -0.05
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