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Abstract

This study aims to investigate the levels of consumers’ perspectives regarding marketing strategies
and to examine how marketing strategies influence consumers' decisions to purchase Schizophyllum
commune extract Skincare products. This research gathered data in the 14 provinces of the southern
region from a group of consumers who have previously used or purchased or both used and purchased
Schizophyllum commune extract skincare products. Therefore, the Cochran formula was used to
calculate the sample size, and a purposive sampling method was employed, ensuing a total of 385
participants. Questionnaires with a five-point Likert scale were used to collect data and inferential
statistics and multiple regression analysis were run to analyze the data. The results showed that the
consumers’ perspectives of marketing strategies were significantly high. Furthermore, it was also found
that marketing strategies perceived by consumers influenced their purchase decisions, with consumer
needs (B = 0.223), consumer cost (B = 0.222), convenience of purchasing (B = 0.230), and communication
(B =0.356). Various variables can explain the variance in product purchasing decisions of Schizophyllum

commune extract skincare products by 45.10% with a statistical significance level of 0.05.

Keywords: Marketing Strategies from the Consumer’s Perspectives, Skincare Products, Purchase

Decisions
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FoyanguiamAaguvungumizidsaiauaseiiuaniadau (information the community
enterprise group, Thakham subdistrict Schizophyllum commune group)
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fio ansUsznounedudnailsdvin Schizophyllan Fadumsuinguauiiinuand@idu leun nsdueyya
Sasy an3sen wazn1stIBnszdunTaisneaaauiiiavs vl audnveanguiinauaulauazuinw
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6 Faanu Usznoudie anuiismiisegluiniedivmnzanlumaifiumsdedudn desmenisdnsnuneiiva
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Faodudldsnonuios anunsatszRuldvainvateguiuy wazuinsindsdudmansds dunisdeans
$1uau 5 deranu Uszneusne dnisdeanslideyaifeniulsslovivemansusiesunazueudaiudilasadn
Pnauase fRanssuduasunisuedianuuiaula fnsdearsedsainane anuivadie Wiladne dn1s
domstoyandndusiegudaaunasisganimaule uazfinmsuansiiognansldaunasnanglisuaian
wandliiiu nenismaiady (mean) warduilouuuannigiu (standard deviation) tngldinaeivssiiu
AuddRuesLUan (Best, 1977 ) fidladseyszning 4.50 - 5.00 ¥H1BANNIT SERUANNEIELINTgR
m'mﬁlaagiwdw 3.50 — 4.49 MEAIIUI TEAUAIUEIAYLIN ﬂ'%@ﬁlaagjswdw 2.50 — 3.49 MEANIN
seauANUdIAgUILNAN mLaﬁlaa&gizde 1.50 - 2.49 BUIEAMUI TEAUANEIAEY LY mLaSaagsgmN
1.00 - 1.49 yangauin spdunmddnlosdiae

3) MITIMIzinnauUNYAn (multiple regression analysis) Lun1smANdNRUSSEwINaiIuUs
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1) WamMTILAULaYAAINUAAR FIUIUNGUAIBEWIMUA 385 AL TIWUNMIUNA WU NFUAIDENS

WA Souaz 75.06 inAvne Seuay 24.94 drulvgieny 21-30 U Amduiesay 57.90 uarsesaunyiieny
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Andudeuay 28.34 Msdendeuszvveindnduiasosdansinzeia wui dwlngdendendndueia3y
Un3eiafle Andusesag 40.53 sevawn winhsaRonih Anludesay 38.70

2) HANTITUTEAUAMUEIAYAIUNAYNENITNAINLNDURITUILAA (4 C's) Yasndndmaivngering

ATANAAINTIALATI LAAIAINITIIN 1

M19197 1 HANTITULEARITEAUANUAAYVDINAENSNITNAINYLNBIUBIRUSIAA

NagNSNIINAINYINAIYRLUINA Aady drudsauunnsgiy | sfuadnuddny
X (SD.)

AUAUABINTTVDIEUTLNA 4.25 0.561 WU

AU UYDILUILAR 4.05 0.610 WAUAIELN

Fuamnuagmnlunsio 4.21 0.534 WAUAIELN

sumsioans 4.16 0.578 WU

T a.17 0.473 NV Ty

9INANIT 1 WU lunnsiungudiegslissauanudrdgluseduann (X= 4.17, SD.= 0.473) il
#150015789U wud nagnuliaud Ay lussAuanwinty laun duenudesnisvesiuiiaa (X= 4.25,
SD.= 0.561) Auauazaanlunsde (X= 4.21, SD.= 0.534) d1un1sdeans (X= 4.16, SD.= 0.578) uaz1u
AuUNUYeIEUILAA (X= 4.05, SD.= 0.610)

nannsgvinagvsnmananayuuesiuslnndssaromsindulatonansusivrgsinfifasatnanuie
WA USlnA lagn1sassiauufigiuaien1siinsizianneenyAuL ULl Ins el (enter multiple
regression) Ingfuusdaszusiazdsodliiinnudiniusiugaiuly auneliiAa multicollinearity Fauduiouly
SﬁawﬁﬂumﬁLﬂi’]zﬁmmamaaL%QW‘VJ (multiple regression analysis) fie fuUsdasyusazimdoududasziu
m:mmﬂmimmﬂﬁiﬁ’ﬁfﬁwmxﬁ‘mﬁwﬁmﬂssﬁwéawﬁuﬁuéigwﬁwqGT’JLL‘Ui@aizLLGiazé‘hLLazﬁwLM@M;ULLUU%Q

waSnandunus (correlation matrix) wu3n liddwdsdasealadidymiauduiusiuiesgs 1flesainen

duUseansanduiussenineiuyUsdasennaliAnsening 0.124 - 0.250
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A151990 2 FLASIENANUFUNUS TEMINIAILUTDATERAALAINUANTIBUAS NANFUNUS #2835 Pearson

correlation

s AIUANN  AUAUNU AIUAN AUNIS
indulede  Keansvas LEN azaanly  Hoans
REHIV Auslna Auslna n13da (xq)
(x1) (x2) (xs)
nsdnalaTonan ol 1
AUANUABINTVBIEUILAA (x,) 0.214 1
AUAUNUVBIEUTLAR (x,) 0.250 0.239 1
Fuauarmnlunste (x;) 0.142 0.137 0.130 1
unsieans (x,) 0.186 0.124 0.129 0.152 1

VRINNAFRUTENNAIINRDUIUTBINITIATIE NN NHAIITETIINNITIATIER NAgNSNITNAN
YUNBIVBIRUILAA (4C’s marketing) Ndwasian1sdnduladendnsiueivigsianfiansainainiinuase fe3sidn

Wiouu (enter multiple regression) #3mM15197 3

A9 3 HANTITIATIENANDENVIANVBINAYNTNTNAINNNULBIVDINUITLAA (4C’s marketing) idHaraN1T

a A

fnaulatondnfusitnsaiNTansainaninwase

q

Uade B SE Beta t p-value
Al (constant) 0.703 0.198 3.541 0.000*
AUANUABINTVBIUILAA (x,) 0.223 0.056 0.215 3.954 0.000%
AUAUNUVBIEUTLAR (x,) 0.222 0.052 0.223 3.434 0.000%
FuAEEmInluNSTe (x;) 0.230 0.060 0.211 3.854 0.000%
Funsdeans (xo) 0356  0.048 0.353 7.356 0.000*

R =0.976 R*= 0.857 Adj.R? = 0.451 df = 4, 380 F = 79.821 SE.., = 0.432 p-value = 0.000

[ a a

* JodAgn1eads Nseau 0.05
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1NATA 3 WUIINAYNTN1INAALUNDIYDIHUTLNA (4C's marketing) Ndsnanani1sAndulaie
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a a

nAndugiU13aRndansannanniiiawasavsediuusiidngaunisitune liun duanudesnisvesiuilan

(B = 0.223) sudunuvesfuilan (B = 0.222) Auauazanlun1sde (B = 0.230) wazAunsdoans

(B = 0.356) lngaalusaeq anunsaesuiganunlsusiuvesnisinaulatondnime lasovas 45.10 oyl

(%

seAutpdIAyNI9Eia 15eau 0.05 wazlianunaianasuunsgIulunsviniueg 0.432 lnganusaleuaunis

<
¥

uele sail

AZLLUUAU

n3inaulatendniunNan g = 0.703 + 0.223y, + 0.222y, + 0.230y5 + 0.356y,

ASHUUNINTITU
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