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Abstract

The aim of this study was to investigate the marketing mix and service quality factors
that influence customer satisfaction with Kuaying Digital (Beijing) Technology Co, Ltd. The
research targeted customers who had previously used the company's services. The data
collected from a sample of 300 respondents using questionnaires were analyzed based on
frequency, percentage, mean and standard deviation. The hypotheses were tested using
multiple regression analysis.

The study revealed the following results: 1) The marketing mix factors, consisting of
product, price, place and promotion, had a significant impact on customer satisfaction and
showed statistical significance at the .05 level with a predictive power of 55.6%. And 2) The
factors of service quality, including reliability, assurance, responsiveness, and empathy, had a
significant influence on customer satisfaction at Kuaying Digital (Beijing) Technology Co., Ltd.

and showed statistical significance at the .05 level with a predictive power of 66.1%.

Keywords: Marketing Mix, Service Quality, Customer Satisfaction
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Introduction

Technology has become an integral part of people's lives and has become
indispensable for business operations in both commerce and management. It plays an
important role in transforming business operations in the age of digital disruption (Batran
et al, 2017). In recent years, Chinese industries have increasingly relied on technology to
increase efficiency, reduce costs and save time. China, which is considered the world's largest
consumer market, has a digital economy worth around USD 4.1 trillion, accounting for 32.9%
of the country's GDP, according to a PWC study. Remarkably, 50% of Chinese people make
online purchases every week, a rate well above the global average of 22%. The critical
customer base comprises around 410 million millennials, surpassing the population of North
America (Dutta et al., 2022).

Kuaying Digital (Beijing) Technology Co, Ltd. is a technology company focusing on
investment, construction and operation of the digital city. The company develops smart
ecosystems for mobile Internet applications that provide customizable and comprehensive
functions and services for every city, organization and individual. This helps governments
implement their digital governance and digital citizenship policies and enables various
organizations to accurately find customers and citizens to live and work peacefully and happily
(Kuaying Digital (Beijing) Technology Co., Ltd., 2023).

In the highly competitive landscape of the technology business, understanding and
responding to customer needs and satisfaction is critical to an organization's growth. Kuaying
Digital (Beijing) Technology Co, Ltd. recognizes the importance of customer satisfaction and is
committed to delivering exceptional experiences. Therefore, the purpose of this study is to
examine the key factors that influence customer satisfaction at Kuaying Digital (Beijing)
Technology Co., Ltd. with a focus on marketing factors and service quality.

The prevalent problem of decreased customer satisfaction at Kuaying Digital (Beijing)
Technology Co., Ltd. highlights a critical challenge in maintaining a competitive advantage in
the rapidly evolving technology industry. At Kuaying Digital in particular, the interplay of these
factors— - from potential inconsistencies in product offerings to gaps in expected and
delivered service quality— - can significantly impact customer satisfaction. Statistical data
confirms this, showing that companies that strugsle in these areas often experience a drop in
customer satisfaction of up to 20-30%. This underscores the urgent need for Kuaying Digital to
re-evaluate and refine its marketing strategies and service delivery mechanisms to improve

customer satisfaction and drive sustainable growth.



NI IIANSWAMAILLNAYNSTINT

Ui 3 adun 2 wwey - Tquieu 2567

Marketing mix factors, often referred to as the “4Ps” (product, price, place and

promotion), are fundamental concepts in marketing management and serve as controllable

variables to influence customer responses and achieve marketing objectives (I3orait€, 2016).
Product presentation is critical to customer satisfaction, and Kuaying Digital (Beijing)
Technology Co., Ltd. focuses on providing innovative digital technologies to meet evolving
customer and business needs. Pricing strategies resulting from a thorough market analysis and
understanding of customer expectations have a significant impact on satisfaction.

However, customer satisfaction depends not only on marketing mix factors, but also
on service quality, which plays a crucial role in perception. Kuaying Digital (Beijing) Technology
Co, Ltd. emphasizes excellent service and is aware of the impact on satisfaction, loyalty and
positive word of mouth (Prakash & Mohanty, 2013). The company demonstrates its
commitment by promptly responding to inquiries, sourcing reliable products, and striving to
provide personalized experiences tailored to specific customer needs.

Based on the comprehensive study of marketing mix factors and service quality,
the objective of this research is to gain valuable insights into the impact on customer
satisfaction in the context of Kuaying Digital (Beijing) Technology Co., Ltd. These insights
will help the company to refine its marketing strategies, improve service quality and
ultimately increase customer satisfaction, which will lead to long-term success in the

digital technology industry.

Research objectives

1. To investigate the marketing mix factors affecting customer satisfaction with Kuaying
Digital (Beijing) Technology Co., Ltd.

2. To investigate the service quality factors affecting customer satisfaction with

Kuaying Digital (Beijing) Technology Co., Ltd.

Research hypothesis

1. Marketing mix factors affect customer satisfaction with Kuaying Digital (Beijing)
Technology Co., Ltd.

2. Service quality factors affect customer satisfaction with Kuaying Digital (Beijing)

Technology Co., Ltd.
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Conceptual framework

Marketing mix
- Product

- Price

- Place

/

- Promotion Customer satisfaction of Kuaying

Digital (Beijing) Technology Co., Ltd.

Service quality
- Tangibles
- Reliability

\

- Assurance
- Responsiveness

- Empathy

Figure 1 Conceptual framework

Literature Review

Concepts and theories related to marketing mix components

The marketing mix, commonly referred to as the 4Ps, is a set of marketing tools that
companies use to satisfy customer needs and effectively increase demand (I3oraite, 2016).
The 4Ps are essential components of strategic marketing decisions: (1) The product is an
element that refers to what is offered on the market and includes both tangible ¢oods and
intangible services. It includes considerations of quality, design, features, branding and the
value the product offers the consumer. (2) Price refers to the price consumers are willing to
pay for a product and indicates the perceived value of the product. Pricing strategies are
complex and take into account factors such as production costs, competitor pricing, market
conditions and price elasticity. (3) Place (distribution): Distribution channels determine the
route by which products move from the manufacturer to the consumer. This includes the
choice of distribution channels (e.g. direct sales, retail, online sales) and logistical activities
that ensure that the products are available in the right place, at the right time and in the right
quantity to meet consumer demand. (4) The sales promotion component uses various
communication tools and techniques to inform, persuade and remind potential buyers about

the product and thus influence their purchasing decisions. Promotion includes advertising,
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sales promotion, personal selling, public relations and direct marketing, all of which are
incorporated into the broader framework of Integrated Marketing Communication (IMC).
Through IMC, companies seek to convey a coherent message across all promotional channels,
increasing the overall effectiveness of marketing efforts (Wani, 2013). These components
provide a holistic framework for crafting marketing strategies that are tailored to market
demands and consumer preferences. The dynamic interplay of product, price, place and
promotion enables companies to closely align their offering with customer expectations,
thereby increasing satisfaction and loyalty.

Concepts and theories related to service quality

Service quality is the customer's evaluation of an organization's services and reflects
the ability to meet or exceed expectations by providing trustworthy, responsive, empathetic
and assured services (Parasuraman et al., 1988). Parasuraman et al. (1988) identified five
dimensions of service quality: (1) Tangible: Physical appearance and observable aspects of
service delivery that affect overall perception and satisfaction. (2) Reliability: Consistent
delivery of services as promised, accurately and reliably, including timely and error-free
experiences. (3) Assurance: Knowledge, competence and professionalism demonstrated by
the service provider to build and convey trust. (4) Responsiveness: Prompt and willing
assistance that responds to customer inquiries, concerns and requests in an appropriate and
effective manner. (5) Empathy: Understanding customers' needs, situations and emotions and
responding to them with care and personalized attention so that customers feel valued.

Concepts and theories related to customer satisfaction

Customer satisfaction is the measure of customer satisfaction or dissatisfaction after
using a service, which is determined by comparing the perceived performance with
expectations. Dissatisfaction arises when performance falls short of expectations, while
exceeding expectations leads to high satisfaction. Marketing efforts and cross-departmental
collaboration according to the principles of total quality management influence perception
(Hill & Alexander, 2017). Therefore, customer satisfaction is a critical business concept that
focuses on meeting or exceeding customer expectations and delivering positive experiences.
Influencing factors include product or service quality, service performance, perceived value
and customer expectations. Measuring customer satisfaction leads to insights that enable
improvements, strengthen customer relationships, increase efficiency and create a competitive

advantage.
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Related research

Mudie and Cottam (2013), conducted a study titled “Marketing Mix Influences on
Customer Satisfaction: A Comparative Study in Restaurant Settings” using a comparative case
study methodology. They found that the different elements of the marketing mix (product,
price, place, promotion) have varying degrees of influence on customer satisfaction.

The research study by Liu et al. (2018) entitled “Integrating Marketing Mix Elements
for Enhanced Customer Satisfaction: A Study of the Hotel Industry” found that using an
integrated approach in managing marketing mix elements, including product, price, place and
promotion, positively influences customer satisfaction in the hotel industry. The research
findings show that maintaining consistency across all marketing mix elements and efficiently
meeting customer needs at multiple touch points leads to higher customer satisfaction.

The research study by Lertwannawit et al. (2021) on “Impact of Service Quality on
Customer Satisfaction and Word-of-Mouth: A Study of Online Food Delivery Services” found
that the dimensions of service quality, including order accuracy, delivery speed, website user
interface and customer support, significantly influence customer satisfaction and word-of-
mouth. The research findings suggest that higher service quality leads to greater customer
satisfaction and more positive word-of-mouth regarding online food delivery services.

The study by Sharma et al. (2021) on “The Impact of Service Quality on Customer
Satisfaction in the Five-Star Hotel Industry” has highlighted several dimensions of service
quality including responsiveness, reliability, tangibility, assurance and empathy. These
dimensions have a significant impact on customer satisfaction. The research findings suggest

that higher service quality leads to higher customer satisfaction and positive word-of-mouth.

Research Methodology

1. The population for this study comprises the 1,253 customers of Kuaying Digital
(Beijing) Technology Co., Ltd. as stated in the company's annual report for 2022. The exact
population number is available in the report. To determine an appropriate sample size, this
study employs the formula by Yamane (1973) for sample size calculation, taking into account
the known population size. With the specified values, the calculation using the Yamane
formula results in a sample size of 300 individuals for this study. Additionally, the researchers
utilized a convenient sampling method, which involves selecting participants who are readily

available and accessible. Convenient sampling is a practical and efficient way to gather data.
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2. The research instrument used in this study is a questionnaire developed on the
basis of a review of the concepts and theories relevant to the research objectives. The
questionnaire is structured to collect data on marketing mix factors, service quality and
customer satisfaction and is divided into four sections as follows: (1) The questionnaire
addresses the general information of the respondents. (2) The questionnaire focusing on
marketing mix factors (Ol = 0.804-0.860). (3) The questionnaire addressing service quality
(0L = .778-.889), and (4) The questionnaire addressing customer satisfaction (Q = .886).
The questions are closed-ended, and respondents are required to express their opinions by
rating them using the Likert scale.

3. Data analysis: In this study, data were analyzed, and hypotheses were tested using
computer software. The analysis steps are divided into descriptive and inferential statistics, as
follows: (1) Descriptive statistics deal with summarizing, organizing, and describing raw data,
including measures such as frequency, percentage, average, and standard deviation. And (2)
inferential statistics involve t-test, F-test, and multiple regression analysis using the Enter

method. In this study, a significance level of .05 was set for hypothesis testing.

Research Results

1. The analysis reveals that the majority of respondents were male, comprising 178
people (59.33%), aged 31 to 40 years, which accounted for 110 people (36.67%), had attained
a bachelor’s level of education, 187 respondents (62.33%), and 148 of them worked in the
private sector (49.33%). Additionally, 145 respondents reported an income range of 3,001 to
4,000 CNY (48.33%).

Table 1 The number and percentage of general information of respondent

General information of respondent Frequency Percentage

Gender

- Male 178 59.33

- Female 122 40.67
Age

- Less or equal 30 years 54 18.00

- 31 - 40 years 110 36.67

- 41 - 50 years 98 32.67

- More than 50 years 38 12.67
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Table 1 The number and percentage of general information of respondent (Cont.)

General information of respondent Frequency Percentage

Education

- Lower than bachelor 60 20.00

- Bachelor 187 62.33

- Higher than bachelor 53 17.67
Career

- Government/state employee 67 22.33

- Private employee 148 49.33

- Self-employed/Business owner 52 17.33

- General contract worker 27 9.00

- Other 6 2.00
Incomes

- Less than 3,000 CNY 12 4.00

- 3,001 - 4,000 CNY 145 48.33

- 4,001 - 5,000 CNY 91 30.33

- More than 5,001 CNY 52 17.33

2. The analysis indicates that the majority of respondents hold an overall ‘Agree’
opinion regarding the marketing mix factors (X = 3.68, SD = 0.53), service quality (X = 3.69,
SD = 0.53), and customer satisfaction (X = 3.61, SD = 0.60).

Table 2 Mean and standard deviation of marketing mix, service quality, and customer satisfaction

Factors X SD Level of opinion
Marketing mix 3.68 0.53 Agree
- Product 3.69 0.62 Agree
- Price 3.63 0.66 Agree
- Place 3.81 0.63 Agree
- Promotion 3.58 0.63 Agree
Service quality 3.69 0.53 Agree
- Tangibles 3.55 0.61 Agree
- Reliability 3.74 0.62 Agree
- Assurance 3.73 0.64 Agree
- Responsiveness 3.84 0.67 Agree
- Empathy 3.56 0.62 Agree
Customer satisfaction 3.61 0.60 Agree
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3. Hypothesis testing results

Table 3 Summary of the results of the marketing mix hypothesis testing

Marketing mix b >t B t Sig. Tolerance  VIF
Error
Constant 0.555 0.162 3.419 .001*
- Product 0.323  0.058 0.338  5.565 .000% 0.403 2.480
- Price 0.158  0.057 0.174 2772 .006* 0.378 2.642
- Place 0.210 0.051 0.224  4.090 .000* 0.496 2.014
- Promotion 0.137  0.045 0.146  3.038 .003* 0.645 1.551

R = 0.750, R* = 0.562, Adjusted R? = 0.556, SEgsr = 0.397, F = 94.614, Sig. = .000%

* Statistically significant level of .05

According to Table 3, it is found that marketing mix factors, including product, price,
place, and promotion, significantly affect customer satisfaction at Kuaying Digital (Beijing)
Technology Co., Ltd. These factors demonstrate statistical significance at the 0.05 level, with

a predictive power of 55.6 percent.

Table 4 Summary of the results of the service quality hypothesis testing

Service quality b >t [3 t Sig.  Tolerance VIF
Error

Constant 0.367 0.141 2.602 .010%

- Tangibles -0.012 0.049 -0.012  -0.250 .803 0.461 2.171
- Reliability 0.182  0.056 0.189  3.263 .001* 0.337 2971
- Assurance 0.119 0.058 0.129  2.056 .041% 0.290 3.447
- Responsiveness 0.141 0.048 0.159 2.923 .004* 0.383 2.610
- Empathy 0.455  0.046 0.472  9.922 .000* 0.500 2.001

R =0.817,R*= 0.667, Adjusted R? = 0.661, SE¢sr = 0.347, F = 117.718, Sig. = .000*

* Statistically significant level of .05

According to Table 4, it is found that service quality factors, specifically reliability,

assurance, responsiveness, and empathy, significantly affect customer satisfaction at Kuaying
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Digital (Beijing) Technology Co., Ltd. These factors demonstrate statistical significance at the

0.05 level, with a predictive power of 66.1 percent.

Discussions

1. The study found that the marketing mix factors, which include product, price, place
and promotion, significantly affect customer satisfaction at Kuaying Digital (Beijing) Technology
Co, Ltd, with statistical significance at the .05 level. In terms of product, aligning product
selection with customers' preferences and meeting their needs, especially by offering new and
technologically advanced goods, is critical to increasing customer satisfaction (Kotler, 2016).
Prioritizing product quality, reliability and durability also contributes to a positive reputation
and higher satisfaction (Liu et al,, 2014). The effectiveness and accessibility of distribution
channels are critical to customer satisfaction. This highlights the importance of offering goods
through multiple channels, including online platforms, physical stores and authorized retailers
(Panda & Mishra, 2016). In terms of pricing, it is important to strike a balance between
competitive pricing and increasing perceived value. Comprehensive market research enables
Kuaying Digital to set effective pricing strategies that are aligned with customer expectations.
Finally, effective promotional strategies, including advertising, sales promotion and public
relations, play a critical role in influencing customer satisfaction. Communicating product
benefits and value propositions through strategic advertising can increase customer satisfaction
and promote positive brand perception. Utilizing customer testimonials and working with
influential people are recommended approaches to build credibility and trust (Armstrong
et al,, 2014).

2. The results of the study show that service quality, which includes reliability,
assurance, responsiveness and empathy, significantly influences customer satisfaction at
Kuaying Digital (Beijing) Technology Co, Ltd. This influence is attributed to several key factors.
First, empathy, which is the ability to understand and respond to individual customer needs,
has a significant impact on overall customer satisfaction. A genuine interest in customers'
specific needs promotes higher satisfaction and long-term relationships. Training employees
to show empathy contributes to customized solutions and higher customer satisfaction (Darrat
et al,, 2018). Second, reliability, which is characterized by consistently meeting customer
needs, is critical to meeting and exceeding customer expectations, leading to higher
satisfaction. The continuous delivery of high-quality soods and services promotes customer

trust and reliability, contributing to higher satisfaction (Wang & Liao, 2017). Third,

10
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responsiveness, which is demonstrated by timely and efficient responses to customer inquiries
or problems, has a positive impact on customer satisfaction. Kuaying Digital (Beijing)
Technology Co, Ltd. can demonstrate that it is committed to customer satisfaction by
responding promptly to their needs (Gounaris et al., 2018). Finally, assurance, which
emphasizes knowledgeable, competent, and courteous interactions with customers, also
plays an important role in increasing customer satisfaction. Prioritizing employee training to
ensure expertise has a positive impact on customer satisfaction in the technology industry
(Chen et al, 2017). However, the tangible component in evaluating service quality and
customer satisfaction is largely due to the intangible nature of the services themselves. While
tangible cues can enhance the service experience and influence perceptions, they often play
a supporting role to the core intangible elements of service delivery. When devising marketing
and operational strategies, service providers need to recognize the primacy of intangible
factors in driving customer satisfaction and loyalty and focus on delivering exceptional

experiences and building strong relationships with their customers.

Implications of the study

1. Managerial implications

The study underlines the crucial importance of a well-thought-out marketing mix for
managers. Consideration of product, price, promotion and location is crucial as these elements
have a significant impact on consumer satisfaction. Effectively balancing these factors is crucial
to meeting consumer expectations and preferences. Conducting market research, for example,
provides insights to develop products that meet specific customer needs. The study highlights
product strategy as the most influential factor. Improving management to enhance the product
offering as a smart mobile internet provider requires a holistic approach that includes continuous
innovation, user-centric design, personalized services and strategic partnerships. By focusing on
these areas, the company can develop a competitive and compelling product that meets the
changing needs of modern consumers, driving growth and success in the digital age.

Furthermore, the study emphasizes the importance of service quality variables and
urges managers to invest in training their employees to provide exceptional service. Cultivating
a culture of customer service excellence throughout the organization, including responding to
inquiries and complaints in a timely manner, is critical to increasing customer satisfaction.

Finally, the study highlights the need for continuous monitoring of customer

satisfaction. Managers should implement strategies for systematically collecting and analyzing

11
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customer feedback to identify opportunities for organizational improvement. Regular
evaluations of customer satisfaction enable informed decision-making and the
implementation of necessary measures.

2. Academic implications

This research has significant academic implications, particularly in the field of
marketing. It contributes to our understanding of how the elements of the marketing mix
(product, price, location, promotion) affect customer satisfaction by analyzing their influence on
consumer perceptions. The findings provide valuable insights for marketers and enable the
development of effective strategies to increase customer satisfaction in technology companies.

In addition, the study sheds light on the importance of service quality elements to
customer satisfaction. By examining characteristics such as reliability, responsiveness,
assurance, empathy and tangibility, the study improves our understanding of the impact of
service quality on customer perception and experience. This knowledge can be used by
managers and practitioners to strategically design and implement service quality improvement

programs that lead to higher customer satisfaction.

The new body of Knowledge found in this study

This research has uncovered insights in the field of marketing that help broaden the
scope of the study in the context of China. Although the concepts and theories of marketing
mix and service quality examined in this study are foundational, they have been
recontextualized in contemporary times by the emphasis on consumer satisfaction. Therefore,
the study of these fundamental concepts becomes a knowledge base that helps in the
development and maintenance of higher level knowledge in the future. The research shows
that the marketing mix, which includes the four dimensions of product, price, place and
promotion, has a significant correlation with consumer satisfaction. This correlation stems from
providing consumers with products that meet their needs, at an affordable price, with
convenient accessibility and effective marketing activities. Together, these factors contribute
to the success of companies in their marketing efforts. In addition, the study finds that service
quality factors such as reliability, assurance, responsiveness and empathy have a significant
impact on customer satisfaction. Companies that offer reliable services, keep promises and
respond to customers' needs with empathy and understanding show that they are committed
to high-quality service. This commitment leads to maximum customer satisfaction, which

drives product purchases and brand loyalty. Companies that are able to stand out in an

12
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intensely competitive marketplace by offering consumer-friendly technologies thus gain a
competitive advantage in the marketplace. This research not only enriches our understanding
of marketing in the Chinese context, but also highlights the evolving dynamics and essential

components for success in today's marketing landscape.

Future Research

1. Individual components of the marketing mix: Future studies could examine the
specific effects of individual components of the marketing mix, such as pricing tactics,
advertising campaigns, product development and distribution networks, on customer
satisfaction. Isolating these elements would provide more targeted insights for optimizing
marketing strategies.

2. Investigating the mediating elements: Investigating the mediating elements
between the marketing mix, service quality and customer satisfaction could provide important
insights. Researchers could investigate whether customer perceptions of value, trust or
perceived service quality act as mediators in this relationship to improve understanding and
identify areas for improvement.

3. Moderating influences of customer characteristics: Future studies should prioritize
the exploration of possible moderating influences of customer attributes, including age,
gender, and cultural background, on the relationship between marketing mix, service quality,
and customer satisfaction. Identifying these moderators can support the development of
customized marketing strategies for specific consumer categories.

4. Long-term research on lasting effects: Conducting longitudinal studies to examine
the lasting effects of marketing mix and service quality on customer satisfaction would provide
a comprehensive understanding. Tracking changes in customer satisfaction over time allows
researchers to assess the long-term viability and consistency of observed results and helps in

predicting and adapting to changing customer needs and preferences.
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Abstract

The research objectives are twofold: (1) to investigate the motivational factors that
influence employee effectiveness at Beijing Jinwan Ruicheng Technology Co., Ltd. and (2) to
investigate the motivational factors that influence employee retention at Beijing Jinwan
Ruicheng Technology Co., Ltd. The study population includes the employees of Beijing Jinwan
Ruicheng Technology Co. Ltd. and the data were collected through questionnaires from a
sample of 200 respondents using the non-probability sampling method, specifically
convenience sampling. The collected data was analyzed using statistical methods such as
frequency, percentage, mean and standard deviation. In addition, the hypotheses were tested
using the Partial Least Squares Structural Equation Model.

It was found that the motivational factors of the aspect ‘Growth needs' have a direct
and statistically significant impact on employee effectiveness, with a predictive power of
51.4%. In addition, motivational factors in the areas of ‘Existence needs’, ‘Relatedness needs’
and ‘Growth needs’ have a direct impact on employee retention and show statistically
significant effects at levels between .003 and .029. These factors contribute to a predictive

power of 72.3%.
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Introduction

Today, the global technology industry is a cornerstone of the modern economy. It is
a catalyst for innovation and is shaping social change in countless sectors. This dynamic field,
which encompasses information technology, telecommunications and digital media, has a
fundamental impact on global economic trends and the development of social norms. In this
global context, China's role is particularly noteworthy as it represents both strategic positioning
and increasing influence. China's evolution from a manufacturing-oriented landscape to a
powerhouse of technological innovation marks a significant turning point in its economic
strategy (Lee, 2018). With concerted efforts in research and development, coupled with an
extensive ecosystem of established tech giants and emerging start-ups, China has carved out
a leadership position in several key technology areas, including artificial intelligence, mobile
communication technologies and e-commerce (Zeng, 2019; Wu & Zeng, 2020). This progress
is underpinned by the country's significant investment in technolosgical infrastructure and
policy initiatives to promote innovation and achieve a degree of technological self-sufficiency.
In addition, China's status as a major global consumer market reinforces its influence in the
technology sector, making the country an indispensable player in the formulation of global
technology standards and trends (Fannin, 2019). Consequently, China's strategic efforts in the
technology sector not only emphasize its pursuit of economic transformation and
international competitiveness, but also reflect the interconnected nature of the global
technology industry, in which China's contributions are central to the development of global
technological advancement and standard setting.

Founded in Beijing in 2019, Beijing Jinwan Ruicheng Technology Co. Ltd. is at the
forefront of industrial technology, providing specialized digital services for both government
agencies and private sector companies. Its portfolio includes the development and
implementation of advanced information security systems, the establishment of state-of-the-
art computer laboratories, innovations in automation technology and the expert installation
of various electrical systems. The company has 306 dedicated employees, each of whom is
entrusted with specific, important tasks. Looking towards an ambitious expansion in 2025,
Beijing Jinwan Ruicheng Technology recognizes the need to increase the productivity and
efficiency of its current workforce to meet the challenges ahead. This strategic goal underlines
a two-pronged approach: on the one hand, optimizing the potential of existing employees
and, on the other, attracting new talent capable of meeting the evolving needs of the industry.

Crucially, the company struggles with an annual turnover rate of 25%. This figure is remarkably
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high for the industry and indicates significant issues that could impact employee satisfaction
and retention. This not only ensures operational continuity and the retention of institutional
knowledge, but also plays an important role in cultivating an environment in which
experienced employees contribute to the promotion and development of new employees.

In this context, the main obstacles and areas in need of improvement become clear.
Firstly, there is an urgent need to improve the operational efficiency and skills of the current
workforce to keep pace with technological advances and project requirements. Secondly, the
company faces the challenge of attracting and integrating new talent in a way that
complements and enhances the existing corporate culture and capability. In addition, retaining
skilled employees becomes a major concern, essential to maintaining continuity, fostering
innovation and ensuring knowledge transfer within the organization. Addressing these
challenges is critical to laying the foundation for discussions on motivation theory, which aims
to identify strategies to motivate employees in order to improve performance, satisfaction and
loyalty and ultimately contribute to the long-term success of the organization and its resilience
in a competitive industry.

The above issues and challenges underscore the importance of exploring concepts
and theories that are critical to improving job performance and employee retention in
organizations. Research shows that employee motivation is an important determinant of
organizational performance and employee retention. Motivated employees are more likely to
show better performance, higher job satisfaction and stronger commitment to the organization
(Tehseen & Hadi, 2015). Consequently, understanding the factors that influence employee
motivation is crucial for organizations that want to increase employee performance and retain
highly skilled staff.

Motivation theory, a cornerstone of both psychology and human resource
management, attempts to unravel the intricate web of factors and principles that determine
individual behavior in different contexts. By shedding lisht on the dynamics that underlie
motivation, this theory provides managers with the tools necessary to improve both individual
and team performance in order to create a motivated and productive work atmosphere (Ganta,
2014). At its core, motivation theory is anchored in Maslow’s hierarchy of needs, which states
that human needs unfold on five successive levels: Physiological, Safety, Social, Esteem and
Self-Actualization. This model assumes that the fulfillment of these needs motivates people to

reach their full potential (Acquah et al.,, 2021). Despite its widespread acceptance, Maslow's
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hierarchical framework has been met with skepticism, leading to the development of alternative
theories such as Herzberg’s Two-Factor Theory, McClelland’s Needs Theory, Vroom’s
Expectancy Theory, and Alderfer's ERG Theory. Each of these theories, while overlapping in some
respects, offers unique elements and practical applications (Mansaray, 2019).

To underscore the relevance of motivation theory in the organizational setting,
consider the following examples: Implementing Herzberg’s two-factor theory could be to
increase job satisfaction by improving working conditions (hygiene factors) and recognizing
employees' achievements (motivators), resulting in higher performance and lower turnover
rates. Similarly, by applying McClelland’s needs theory, a company can tailor its incentive
programs to employees' individual needs for performance, affiliation or power, thereby
increasing motivation and loyalty to the company. Vroom's expectancy theory suggests that
clarifying the path to reward outcomes can significantly increase employee engagement and
productivity, as people are more likely to be motivated when they see a clear link between
engagement, performance and reward. Finally, Alderfer's ERG theory, which synthesizes
Maslow’s five categories into three core needs— - existence, relatedness and Growth — offers
a flexible approach to motivation that can be particularly effective in dynamic business
environments. By ensuring that policies and practices meet these needs, organizations can
create an environment in which employees feel valued and see opportunities for personal
and professional growth, increasing both performance and loyalty. These specific examples
not only demonstrate the practical application of motivation theories in the workplace, but
also illustrate the significant impact they can have on employee performance and retention.
By understanding and utilizing these theories, managers can create a work environment that
not only meets the diverse needs of their employees, but also aligns with the goals of the
organization, ultimately resulting in an engaged, satisfied and committed workforce.

ERG theory, developed by Clayton Alderfer in 1972, is a prominent theory that offers
clear insights into employee motivation. As an extension of Maslow’s hierarchy of needs, this
theory divides human needs into three levels. Existential needs (E) include basic survival needs
such as subsistence, salary, housing and food. Relatedness needs (R) include the desire to
maintain important interpersonal relationships, including recognition, support and useful
connections. Growth needs (G) focus on personal development and the realization of one’s
potential and include personal achievement, skill development, knowledge acquisition,

receptivity to new learning experiences, and more (Eggert, 2015).
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The ERG theory developed by Alderfer offers a more flexible approach to
understanding employee needs by categorizing them into three basic groups: Existence,
Relatedness and Growth. What is unique about this theory is that it recognizes that employees
can feel needs on multiple levels simultaneously, a perspective that is essential to
understanding the multi-layered nature of human motivation. This nuanced understanding of
employee needs is critical to diagnosing the causes of satisfaction and dissatisfaction in the
workplace (Kian et al., 2014). By appreciating the diversity and complexity of employee needs,
ERG theory provides managers with a sophisticated framework to foster a work environment
that enhances job satisfaction and leads to productive outcomes (Shikalepo, 2020). This
theoretical approach is particularly relevant for Beijing Jinwan Ruicheng Technology Co., Ltd.
given its upcoming expansion and the accompanying need to increase both employee
performance and retention.

The decision to apply ERG theory in this company over other motivation theories is
due to the particular challenges and opportunities that characterize the operational context.
In contrast to Maslow's hierarchy, which proposes a linear sequence of needs, the flexibility
of ERG theory allows for a more dynamic understanding of employee motivation and reflects
the diverse and evolving landscape of the technology sector. This adaptability is critical for
Beijing Jinwan Ruicheng Technology Co, Ltd. in managing the complexity of scaling operations,
integrating new technologies and fostering an innovative corporate culture. The ERG theory,
which aims to address multiple levels of needs simultaneously, is in line with the company's
goal of optimizing the potential of its current workforce while bringing new talent on board.
ERG theory provides a solid framework for identifying and leveraging the intrinsic and extrinsic
factors that motivate employees to directly address the organization's challenges of increasing
operational efficiency, driving employee growth and improving retention.

Therefore, the application of ERG theory in the context of Beijing Jinwan Ruicheng
Technology Co, Ltd. aims to conduct an empirical study on how the motivational factors
identified by the theory affect employee performance and retention. This study aims to
provide empirical evidence and detailed data on the effectiveness of the application of ERG
theory, with the ultimate goal of providing actionable insights and strategic recommendations
to enhance organizational efficiency. In this way, it will demonstrate how a customized
motivational strategy based on ERG theory can significantly contribute to the achievement of

the organization's operational and strategic goals.
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Research objectives

1. To study the motivational factors affecting employee effectiveness at Beijing Jinwan

Ruicheng Technology Co., Ltd.

2. To study the motivational factors affecting employee retention at Beijing Jinwan

Ruicheng Technology Co., Ltd.

Research hypothesis

1. Motivational factors have an impact on employee effectiveness at Beijing Jinwan

Ruicheng Technology Co., Ltd.

2. Motivational factors influence employee retention at Beijing Jinwan Ruicheng

Technology Co., Ltd.

Conceptual framework
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Figure 1 Conceptual framework

Literature Review

Concepts and theories about motivation in ERG Theory

The ERG theory, which was developed by Clayton Alderfer as a refinement of
Maslow's hierarchy, simplifies human needs into three basic categories: Existence (E),

Relatedness (R) and Growth (G). This model serves as a versatile framework for understanding
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motivation in companies. (1) Existence needs (E): Existence needs (E): These are the basic
needs for survival, such as food and shelter. Applied to the workplace context, they
correspond to the basic employment conditions necessary for an employee's well-being,
including salary, job security and job security. Empirical studies, such as those by Davidescu
et al. (2020), have demonstrated a direct link between the satisfaction of existential needs
and employee retention, highlighting the importance of meeting these basic needs in
minimizing turnover. (2) Relatedness Needs (R): This category encompasses the human desire
for meaningful interpersonal relationships that include aspects such as affiliation, recognition,
and social support within the context of the organization. Research by Vo et al. (2022)
demonstrates that satisfying relational needs through supportive management practices and
team-building activities significantly increases job satisfaction and organizational commitment,
supporting the theory’s assertion of the importance of social relationships and recognition in
the workplace. (3) Growth Needs (G): Growth Needs (G): Focused on personal development
and self-actualization, these needs include the pursuit of achievement, competence, and the
desire for personal growth and advancement. Karaferis et al. (2022) found that opportunities
for professional development and opportunities for employees to challenge themselves are
critical to meeting growth needs and have a direct impact on employee engagement and
productivity. Their study supports the notion that organizations that invest in employee
development foster a more dynamic and innovative workforce.

ERG theory's emphasis on the simultaneous and non-hierarchical nature of needs
provides a nuanced lens for examining motivation in the workplace. In contrast to Maslow's
theory, which assumes sequential need satisfaction, ERG theory recognizes that employees
may seek to satisfy their relational and growth needs even when existential needs are not
met, providing a more flexible approach to motivation that reflects the complexity of real-
world organizational dynamics. This flexibility is confirmed by the comprehensive review by
Estaji (2014), which highlights the applicability of the theory in different organizational contexts,
thus underlining its potential as a universal framework for understanding and improving
motivation in the workplace. The empirical evidence for ERG theory thus underscores its
relevance and utility in organizational contexts and provides actionable insights for managers
seeking to create a supportive and motivating work environment that addresses the diverse

needs of their employees.
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Concepts and theories about employee effectiveness

The employee effectiveness described by Lopez-Cabarcos et al. (2022) reflects how
well employees meet or exceed performance expectations. Influenced by Peterson and
Plowman and following the ideas of Harrington Emerson (Na-Nan et al,, 2018), the key
components of effectiveness include: (1) Quality: producing high-quality results that are
consistent with standards, ensure accuracy and timeliness, and benefit the organization and
customers. (2) Quantity: Quantity of work meets company expectations and predetermined
goals through effective planning and time management. (3) Time: Efficient time management
using modern techniques to streamline work processes and save time. (4) Cost: Cost-efficient
operations that minimize investments, maximize profits and use resources efficiently to reduce
losses. The integration of these concepts and theories creates a conducive work environment
and increases employee effectiveness and organizational performance.

Concepts and theories about employee retention

Employee retention is the ability of an organization to retain employees, which is
influenced by factors such as job satisfaction, organizational culture, compensation, career
development, work-life balance, and effective management practices (Chandani et al., 2016).
The theory model of employee retention categorizes these factors into characteristics of the
employee, the job, the organization and the manager (Azeez, 2017). Social Exchange Theory
(SET) states that fair exchanges and positive outcomes increase employee engagement, with
fair rewards, growth opportunities and a positive work environment promoting employee
retention (Cropanzano et al.,, 2017). Employee engagement, which is related to employee
retention, includes emotional engagement, higher satisfaction, motivation and loyalty,
supported by effective leadership, communication, recognition and empowerment (Chandani
et al,, 2016). Effective talent management practices, including recruitment, onboarding,
performance management, and career development, contribute to employee retention by
fostering growth, retention, and loyalty (Boudreau & Ramstad, 2013). Understanding and
implementing these concepts and theories can help organizations improve employee
retention and create a positive work environment.

Discussion and critical evaluation of the theories and concepts

Exploring ERG theory in the context of employee effectiveness and retention, providing
an insightful overview of its basic principles and potential applications. First, a critical
examination of ERG theory must take into account the ambiguity and overlap of the three need
categories of Existence, relatedness and Growth. This blurring of boundaries can complicate the

practical application of the theory in organizational contexts, making it challenging for managers
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to identify and implement targeted strategies that address specific motivational needs
(Alshmemri et al., 2017). While the flexibility of the theory is appealing in theory, in practice it
can lead to a lack of clear guidance on how to prioritize and effectively meet employee needs,
especially in environments where resource allocation is a major concern.

Secondly, the adoption of a non-hierarchical needs structure, while a departure from
Maslow’s rigid hierarchy, brings with it a number of challenges. The assertion that needs can
be pursued simultaneously ignores the potential for conflict and competition between needs,
which can lead to situations where efforts to satisfy one category of need inadvertently
undermine another (Khan, 2019). This aspect of the theory requires a more nuanced
understanding of how to balance and integrate strategies that target the multifaceted nature
of human motivation.

In addition, the generalizability of ERG theory across different cultural and demographic
contexts needs to be examined. The universal applicability of Alderfer’s categories has been
questioned. Critics argue that cultural values and social norms significantly influence the
prioritization and expression of needs (Lunenburg, 2011). This criticism suggests that the theory
may need to be adapted to reflect cultural and individual diversity within the workforce, a factor
that is critical for global organizations operating in a multicultural environment.

Furthermore, the dynamics of employees' needs over time is an area that ERG theory
does not explicitly address. The assumption that the categories of Existence, relatedness, and
Growth remain static may not accurately reflect the changing motivations of employees as
they navigate their personal and professional development (Miner, 2015). This omission
underscores the need for organizational strategies to remain adaptive and responsive to the
changing needs and circumstances of employees.

In summary, a more comprehensive analysis of ERG theory should not only
acknowledge its contributions to understanding employee motivation, but also critically
address its limitations and the practical challenges of its implementation. Such an analysis
would provide a balanced view that would enrich the dialog on motivation theories and
promote the development of effective strategies for employee engagement and performance
enhancement. This approach would not only contribute to a deeper theoretical

understanding, but also to a more nuanced and effective application in business practice.
Research Methodology

1. The population for this study comprises the 306 employees at Beijing Jinwan

Ruicheng Technology Co., Ltd. The researchers employed structural equation modeling (SEM)
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as the testing framework, following the guidelines of Hair et al. (2010). According to their
recommended formula, a sample size 10 times per the number of observed variables (Item
of questionnaire each latent variables) or at least 200 samples is deemed suitable. In this
study, the research design incorporates 20 observed variables from Item of questionnaire,
systematically organized to represent 5 latent variables. Each of these latent variables is
measured by 4 distinct observed variables, creating a structured approach to capturing the
nuances of each underlying concept. Sample group ranging from 100 to 400 participants is
recommended. However, for this study, the sample size is set at 200 participants, representing
approximately 65.36% of the total population. This sample size is deemed sufficient for data
analysis based on the recommended criteria. Convenient sampling was utilized to select
participants for this research.

2. The research tool utilized is a questionnaire developed through the study and
exploration of ideas and theories related to this research. Its objective is to collect data on
motivational factors, employee effectiveness, and employee retention. The questionnaire
comprises five sections, outlined as follows: (1) General information of the respondents.
(2) motivational factors (ERG) (Ol = .804- .883). (3) Employee effectiveness (0L = .872). And
(4) Employee retention (0L = .802). The questions in sections 2-4 are of the closed-ended type,
and respondents are required to express their opinions by using the Likert scale.

3. Data Analysis: The research involved data analysis and hypothesis testing using
computer software. This process comprised two key steps: (1) Descriptive Statistics: This step
aimed to provide preliminary information about the sample. It included presenting frequency
tables, percentages, means, and standard deviations. These statistics offered basic insights into
the sample. And (2) Inferential Statistics: This step was employed for hypothesis testing, with
a significance level set at 0.05. Partial Least Squares Structural Equation Modeling (PLS-SEM)
was utilized to test the research hypotheses. PLS-SEM enables both factor analysis and
regression analysis simultaneously. PLS-SEM is most appropriate, along with the acceptable
index values for evaluating model quality, is crucial for researchers.

1. Internal Consistency Reliability: Commonly assessed using Cronbach’s Alpha and
Composite Reliability (CR), with acceptable values typically above 0.7, though values above
0.6 may be considered adequate for exploratory research.

2. Convergent Validity: Assessed through the Average Variance Extracted (AVE), with
a threshold of 0.5 or higher indicating that, on average, the model explains more than half of

the variance of its indicators.
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3. Discriminant Validity: The Fornell-Larcker criterion and the Heterotrait-Monotrait
(HTMT) ratio are popular methods for assessing discriminant validity. For the Fornell-Larcker
criterion, the square root of each construct's AVE should be larger than its highest correlation
with any other construct. HTMT values should be below 0.9 for distinct constructs.

4. Path Coefficients: Significant path coefficients (B) indicate meaningful
relationships between constructs. Bootstrap confidence intervals and p-values are used to

determine significance, with p-values less than 0.05 typically considered statistically significant.

Research Results

1. The analysis reveals that the majority of respondents were female, 122 people
(61.00%), aged 31 - 40 years, 98 people (49.00%), with a bachelor's level of education, 112
people (56.00%), and with an income of 3,001 - 4,000 CNY, 89 people (44.50%).

Table 1 The number and percentage of general information of respondent

General information of respondent Frequency Percentage

Gender

- Male 78 39.00

- Female 122 61.00
Age

- Less or equal 30 years 24 12.00

- 31 - 40 years 98 49.00

- 41 - 50 years 59 29.50

- More than 50 years 19 9.50
Education

- Lower than bachelor 62 31.00

- Bachelor 112 56.00

- Higher than bachelor 26 13.00
Incomes

- Less than 3,000 CNY 55 27.50

- 3,001 - 4,000 CNY 89 44.50

- 4,001 - 5,000 CNY a1 20.50

- More than 5,001 CNY 15 7.50

Total 200 100.00
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2. The analysis indicates that the majority of respondents hold an overall opinion on

motivational factors at the ‘Agree’ level (X = 3.79, SD = 0.53). When examining the average for

each aspect, it is found that most respondents had the highest opinion of Existence needs
(X =3.85,SD = 0.61), followed by Relatedness needs (X = 3.80, SD = 0.62), and the least favorable
opinion was toward Growth needs (X = 3.71, SD = 0.63). In addition, the majority of respondents
hold an overall opinion on employee effectiveness at the ‘Neutral’ level (X = 3.19, SD = 0.85).

And overall opinion on employee retention at the ‘Agree’ level (X = 3.72, SD = 0.63).

Table 2 The mean and standard deviation of motivation factors

factors X SD Level of opinion
Motivation factors 3.79 0.53 Agree
- Existence needs 3.85 0.61 Agree
- Relatedness needs 3.80 0.62 Agree
- Growth needs 3.71 0.63 Agree
Employee effectiveness 3.19 0.85 Neutral
Employee retention 3.72 0.63 Agree

3. Hypothesis testing results

Table 3 Shows the test results for structural integrity and component weight

Dijkstra-Henseler's Joreskog's Cronbach's

Factors Loading  AVE
rho (PA) rho (Pc)  alpha(o)

Existence needs 0.532 0.821 0.819 0.820

- X11 0.737***

- X12 0.779***

- X13 0.677***

- X14 0.722%%*
Relatedness needs 0.653 0.884 0.883 0.883

- X21 0.792%**

- X22 0.812%**

- X23 0.845%**

- X24 0.782%**

27



Journal of Value Chain Management and Business Strategy

Volume 3 Issue 2 April - June 2024

Table 3 Shows the test results for structural integrity and component weight (Cont.)

Dijkstra-Henseler's Joreskog's Cronbach's

Factors Loading  AVE
rho (PA) rho (Pc)  alpha(a)
Growth needs 0.519 0.817 0.811 0.804
- X31 0.742%**
- X32 0.726***
- X33 0.611***
- X34 0.792%**
Employee effectiveness 0.636 0.892 0.873 0.874
- Y11 0.636***
-Y12 0.745%**
- Y13 0.819%**
-Y14 0.957***
Employee retention 0.505 0.805 0.803 0.802
- Y21 0.647%**
- Y22 0.742%**
- Y23 0.740%**
- Y24 0.710%**

*** Statistical significance at .001 level
** Statistical significance at .01 level

* Statistical significance at .05 level

According to Table 3, it was found that all observed variables in the model have
factor loading values greater than 0.5, ranging from 0.611 to 0.957, indicating their reliability in
measurement. Dijkstra-Henseler’s rho (PA) values range from 0.805 to 0.892, Joreskog’s rho
(Po) ranges from 0.803 to 0.883, and Cronbach’s alpha (Q) falls within the range of 0.802 to
0.883. Importantly, all these values exceed the 0.7 threshold for reliability. Furthermore, the
latent variables demonstrate discriminant validity, with AVE values above 0.5, ranging from

0.505 to 0.653. This aligns with the established preliminary agreement (Henseler et al., 2016).
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Figure 2 Shows the results of hypothesis testing
Table 4 Show effects from model
Effects Beta t-test p-value Cohen’s F2
Existence needs —> Employee effectiveness -0.065  -0.431 333 0.003
Relatedness needs — Employee effectiveness -0.141  -0.831 203 0.013
Growth needs — Employee effectiveness ~ 0.852  6.359 .000*** 0.652
Existence needs — Employee retention 0.383  2.699 .003™ 0.202
Relatedness needs — Employee retention  0.327 1.949 026% 0.120
Growth needs — Employee retention 0.226  1.896 .029* 0.080

*** Statistical significance at .001 level
** Statistical significance at .01 level

* Statistical significance at .05 level

According to Table 4, it is found that motivation factors, specifically growth needs,
have a direct influence on employee effectiveness, with statistical significance at the .000
level. This relationship demonstrates a predictive power of 51.4 percent. Furthermore,
motivation factors related to existence needs, relatedness needs, and growth needs also
have a direct influence on employee retention. These relationships are statistically significant
at levels ranging from .029 to .003 and exhibit a predictive power of 72.3 percent. The impact
of this model, as indicated by Cohen’s F? value, falls within the range of 0.003 to 0.652. This

range, exceeding 0.35, signifies a significant effect, resulting in a high path coefficient (Beta).
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Discussions

1. Motivational factors, encompassing existence, relatedness, and growth needs, are
central to the success of Chinese companies and have a significant impact on employee
satisfaction, commitment and overall organizational performance. Satisfying existential needs,
including basic physiological needs, has a positive impact on job satisfaction, engagement and
productivity (Cai et al., 2019). Providing a safe workplace, competitive wages and job security
is crucial for motivation and reducing turnover. Relatedness needs, which is rooted in Chinese
Guanxi culture, emphasizes social interaction and a sense of belonging. Organizations that
foster interpersonal relationships and teamwork achieve higher job satisfaction and loyalty
(Wang & Chen, 2020). Activities such as team building and open communication channels are
essential for fulfilling the need for belonging. Growth needs that focus on self-actualization
and personal development are increasingly important to China's ambitious workforce.
Advancement opportunities, continuous learning and a culture of innovation attract and retain
top talent, which in turn boosts performance and competitiveness (Hu & Fan, 2019). In
summary, addressing these motivational factors creates a positive work environment that
leads to lower turnover, higher productivity and improved competitiveness. Considering the
socio-cultural context in China is crucial. Motivational strategies need to be aligned with
cultural nuances to improve employee satisfaction and engagement, with group-based
incentives being particularly effective.

2. Employee effectiveness is critical to a company's success and contributes directly
to its overall performance. Effective employees play a critical role in increasing productivity,
delivering high quality services and ensuring greater customer satisfaction, thereby promoting
business growth and competitiveness (Liu et al., 2016). In China's rapidly evolving business
landscape, influenced by globalization, technological advancement and changing consumer
preferences (Cao et al., 2017), companies must adapt quickly and efficiently to survive in the
long term. Highly efficient employees, characterized by their adaptability and commitment to
continuous learning, enable companies to respond promptly to changing market dynamics
and thus gain a competitive advantage (Xu & Shen, 2019). Engaged employees show more
commitment, satisfaction and motivation, which leads to lower turnover (Qin et al., 2017).
Their willingness to go beyond defined roles stimulates innovation and fosters a positive work
environment — critical factors for organizational success. Employee effectiveness has a direct
impact on customer satisfaction and loyalty through efficient services, personal interactions

and effective problem solving. Effective employees who possess emotional intelligence,
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cultural sensitivity and adaptability respond to diverse customer needs, maintain long-term
customer relationships and improve brand reputation and market share.

3. The study on employee retention shows that the high turnover in Chinese
companies is primarily due to the intense competition in the labor market caused by a
shortage due to a low birth rate, rapid economic growth and an aging population. To address
this challenge, organizations should focus on retaining their employees by offering competitive
compensation packages, promoting professional development opportunities and cultivating a
positive work environment. Management practices play a crucial role in influencing the
turnover rate in Chinese companies. Li and Zhang's (2020) research shows that a lack of
support and guidance leads talented employees to seek out companies with inspiring and
skill-enhancing managers. This aligns with the findings of Wang et al. (2020), who suggest that
a lack of advancement opportunities is a major factor in turnover. To counteract this trend,
companies should invest in training and development programs, establish clear promotion
paths and offer opportunities to improve skills and career advancement. Cultural factors such
as guanxi (personal relationships) also contribute to employee turnover in China. The study
by Shen et al. (2019) shows that employees are more likely to seek other opportunities if they
feel that career growth and recognition are determined solely by personal relationships rather
than performance or merit.

4. The study on the relationship between motivational factors, employee
effectiveness and employee retention shows that motivational factors, especially growth
needs, directly influence employee effectiveness in Chinese companies. The younger
workforce, the so-called millennials, place great importance on personal development, career
growth and continuous learning. Neglecting these needs can lead to lower job satisfaction,
reduced loyalty and loss of motivation among Chinese employees (Rong, 2013; Xin & Wang,
2016; Liu et al,, 2017). Although meeting these needs intuitively seems to be crucial for
increasing employee effectiveness, the relationship is not always clear, especially for the
needs of Existence and relatedness. In addition, the study finds that motivational factors,
including existence needs, relationship needs and growth needs, directly influence employee
retention in Chinese organizations. Existence needs, which relate to physiological and safety
standards, have an impact on employee retention according to Herzberg's two-factor theory.
Competitive pay, benefits and a safe working environment contribute to the fulfillment of
these needs. Relationship needs, which emphasize social contact and positive relationships

between employees, correspond to the collectivist culture in China. Creating a positive work

31



Journal of Value Chain Management and Business Strategy

Volume 3 Issue 2 April - June 2024

atmosphere through collaboration and team-building events promotes employee retention.
Finally, srowth needs that focus on personal and professional development, skill building and
career advancement are critical to retaining top talent. Offering training programs, defined
advancement opportunities, and fostering a culture of continuous learning and innovation
have a positive impact on employee engagement and retention rates in China's dynamic
business environment (Tang & El-demellawy, 2020; Kwan et al., 2017; Yuan & Woodman, 2010;
Guo & Nord, 2017).

The new body of Knowledge found in this study

This research has provided insights into the application of ERG theory in motivating
employees to increase their performance and commitment to the organization. The key
motivating force for improving employee performance in work tasks is identified as the need
for Growth. This stems from employees' expectation that they can develop personally and
professionally within their role or through job mobility. Consequently, employees are driven
to perform beyond the expectations of the organization, which encourages their managers'
efforts to support and encourage their aspirations. Such support consists of creating a
meaningful link between employees' efforts and the company's commitment to monitoring
the development of their skills and the expansion of their knowledge. At the same time, the
three motivational forces— - existence needs, Relatedness needs and Growth needs— - are
critical components in creating a sense of stability and belonging for employees within the
organization. These needs are adequately met and ensure the livelihood of employees,
while their bonds with superiors and colleagues contribute to a cohesive team dynamic, a
key aspect of organizational effectiveness. In addition, the inspiration that comes from career
advancement is a driving force for employees to choose to stay with the company and
contribute to the progressive growth of the organization. In summary, integrating ERG theory
into understanding and satisfying employees' motivational needs, especially Growth needs,
plays a critical role in cultivating a workforce that is not only competent, but also deeply

connected and committed to the sustainable development of the organization.

Implications of the study
The study underlines the central role of employee motivation for productivity and
employee retention. A nuanced understanding of motivational elements enables managers to

foster a positive work environment, increase employee engagement and improve
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organizational performance. Below are the managerial and academic implications of a study
of motivational factors that influence employee effectiveness and retention.

1. Implications for management: From a management perspective, understanding
individual motivational factors is critical. Managers can tailor motivational strategies to the
specific needs of employees, whether they are intrinsic or extrinsic factors, resulting in higher
job satisfaction and productivity. Emphasizing consistent communication, feedback and strong
leadership support fosters a positive work environment and reduces turnover.

2. Academic Implications: On an academic level, the study provides insights into
various aspects of employee effectiveness and retention. It contributes to the development
of theories and frameworks for motivational strategies in organizations. By identifying key
factors that influence employee satisfaction and engagement, researchers can help
organizations implement effective retention strategies to reduce turnover rates. In addition,
academic research can help identify the most effective motivational techniques so that
organizations can create a positive work environment that promotes employee engagement

and satisfaction.

Future Research

First, examining the impact of intrinsic and extrinsic motivational factors on employee
performance and retention. Intrinsic motivation arises from internal elements, while extrinsic
motivation involves external benefits such as compensation. Understanding their interplay
provides insights that organizations can use to cultivate an environment that fosters employee
engagement and long-term retention.

Second, examining the impact of leadership styles, such as transformational or
transactional, on motivation and subsequent effectiveness and retention. Identifying effective
leadership styles promotes employee satisfaction and loyalty and creates a stable
motivational climate.

Third, examining individual differences, such as personality traits and values, helps to
develop personalized motivational strategies.

Finally, using mixed research methods that integrate quantitative and qualitative
methods provides a holistic perspective on the complex link between motivational variables,
employee performance and employee retention. This approach combines statistical data with

human narratives for a comprehensive analysis.
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QUALITY OF LIFE FACTORS AFFECTING ORGANIZATIONAL ENGAGEMENT
OF PESTICIDE COMPANY EMPLOYEES IN BANGKOK AND
PATTAYA CITY CHONBURI

Thotsapohn Chanpetsi!’
Tongfu Siriwong?

Laksamee Thungwha’

Abstract

The purpose of this study is to compare the organizational commitment of pesticide
company employees in Bangkok and Pattaya City, Chonburi Province based on personal
factors and to examine the quality-of-life factors that influence the organizational
commitment of pesticide company employees in Bangkok and Pattaya City, Chonburi
Province. The sample for this research consists of 192 employees of pesticide companies in
Bangkok and Pattaya City, Chonburi Province, selected using convenience sampling. The data
was collected using a questionnaire. The data were analyzed using frequency, percentage,
mean, standard deviation and hypothesis tests such as t-test, one-way analysis of variance
and multiple regression analysis.

The results showed that respondents with different levels of education, work
experience, and average monthly income had statistically significant differences in
organizational commitment among employees of pesticide companies in Bangkok and Pattaya
City, Chonburi Province at the .05 level. In addition, quality of life factors such as pride in the
company, career advancement and job security, company charter, and fair and adequate
compensation significantly influenced the organizational commitment of pesticide company
employees in Bangkok and Pattaya City, Chonburi Province at the .05 level with a predictive
power of 67.8%.

Keywords: Quality of Life, Organizational Engagement, Pesticide Company
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auysal faiudadnguinogeililunsidensdu 192 degrs Taeld35nmsquduvunuazain
(Convenience Sampling) Mmmtinnuuisidausaduaiiuingunmmuasuasdiosnive) S
a3 Insthuvuaeunaliudddansvdemihnududuiuuuaeunuluwnliuninnudiensy
MNIGRITGEH

2. A3 09807 I luN15I9Y Ao kuuaeUn1y (Questionnaire) A WAIWIY UINANITNUNIY
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F35uNTTULAENITENAE e IaenrdaeiuTRgUIsEasAn1sANY Usenaunie 1) Wuuasuniy
Yadwudruyanavesinaviuvdeunty tneddnvasiduraiuvateTanvunaiednden
2) wuuasuanuisaiuaunmdia Tneddnuvazidudmauvaedauuulseidiuai (Likert’s Scale)
5 5¥U Wag 3) wuuasuauiedtunsgniluesdnsg Tnefldnuvazidumanuyansla wuulsiii
A (Likert’s Scale) 5 5eiu ndaanarauvvasuang3deliiuuvasunad i llsgmsinud
A599E0UAINULT B9n5I90LE 011 (Content Validity) 91u3u 3 vinu lagdan I0C 11nn31 .5 Fuld
Tunndednudsdendamuiswmsadaion Mnduihuvuasunufiiumsuiuludludeuios
udalunmass 19 (Try-out) Aunguuszensilailingudieg1sdiuiu 30 au iiotandeses
1AM 8371 (Reliability) faen13mArdLUTEANS weavn (Alpha coefficient) Wy denog
5119 .893-.929 Fannnin .70 Feieduuvasuamiinudeu Gaase LaaLarguiY, 2560)

3. nshnzidouyalun1sided Ysznevludae 1) msdiasgiadfidenssaun
(Descriptive Statistics) Usznauludae n15uanuas aaud (frequency) A13auas (Percentage)
Aade (Mean) wardnuideauuinnsgiu (Standard Deviation) uay 2) MsviadeUaLMAgIUF8adA
\Weayu1 (Inference Statistics) Usgnauluaig n1snaaeuil (t-test) N153LAT18MAILLUTUTIU
N149LA 872 (One-way Analysis of Variance: F-test) LLazmﬁmswﬁmﬁmaaawnqm (Multiple

Regression Analysis)
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fanunmlan 91w 105 au (Feag 54.7) UszaunsAnwiegluseauuSayans 311U 126 AU
($ovay 65.6) GUsvaunisallun1svhauiesndy 5 ¥ $1uau 85 au (Gevay 44.3) uasiiseldinduse
Weou 15,001-25,000 U 91U 85 Al (Sevay 44.3)
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M19197 3 wansnan1snadevaNuAg IulIeAUN TRt NTUlueAnSTanUlun T

Aaudswennsal B Std. Error  Beta t Sig.
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AUTTTUYRUIANS 152 067 177 228 .000*
fupmounuiusITuRaITiEe 081 .040 .099 1.99  .000*

Adjusted R? = 0.678 F = 97.822 Sig = .000*
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THE QUALITY OF WORKING LIFE AFFECTING ORGANIZATION
COMMITMENT EMPLOYEES OF A TOUR COMPANY IN BANGKOK

Preeyarat Saihikum'

Sompon Thungwha?

Abstract

The purpose of this study is to compare the organizational commitment of
employees of a tour company in Bangkok according to personal factors and to examine the
quality of work life that influences the organizational commitment of employees. The sample
used for this research consisted of 145 employees of a tour company in Bangkok selected by
simple random sampling. A questionnaire was used for data collection. The data were
analyzed using frequency, percentage, mean, standard deviation and hypothesis testing with
t-test, one-way analysis of variance and multiple regression analysis.

The results showed that personal factors, including gender, status, education, and
work experience, did not differ in terms of organizational commitment, except for employees
with different ages and incomes, which showed statistically significant differences in terms of
organizational commitment at the .05 level. As for quality of work life, factors such as
organizational constitution, job characteristics, social involvement, and social integration within
the organization had a significant impact on organizational commitment among employees of

a travel company in Bangkok at the .05 level, with a predictive power of 74.8%.

Keywords: Quality of Working Life, Organization Commitment, Tour Company
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PRINCIPLES OF HUMAN RESOURCE DEVELOPMENT IN BASIC
NEGOTIATION TRAINING FOR EFFECTIVE CONFLICT MANAGEMENT

Pawaris Anusornphanich®”

Abstract

This article aims to illustrate the principles of human resource development in basic
negotiation training and the application of these principles to conflict management in
organizations through a review of the literature and previous research. Negotiation training
helps reduce conflict and promotes teamwork, with a focus on maximizing organizational
benefits. It also enhances individual negotiation skills outside the organization to improve
efficiency and success in various situations. HR development should focus on systematic
negotiation training with clear objectives and a thorough needs analysis for participants. The
development of content and training processes should be tailored to the context and needs
of the organization, including continuous monitoring and evaluation to improve the
effectiveness of the training. In addition, training should focus on the practical application of
negotiation skills in real-life situations so that participants can use these skills in both
professional and everyday life. Therefore, organizations should continuously promote
negotiation training and conflict management skills at all levels to create a coherent and

efficient organizational culture.

Keywords: Human Resource Development, Training, Negotiation, Conflict Management
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