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Abstract

The purpose of this research is to study ehtrepreneurs' level of marketing
mix usage, which is known as the combination of product, price, place, promotion,
people, processes, and physical evidence (the 7 P’s). In addition, the research also
compared the 7 P’'s usage level with a focus on each of the elements of marketing mix
in terms of the demographics. Also, this research includes the entrepreneurs’
suggestions for Koh Yor agro-tourism attractions in Songkhla province.

The subjects in this study were 103 Koh Yor entrepreneUrs were selected
from seven different areas on the island. The instfuments for data collection were a
questionnaire analyzed by using percentage, Amean (3(_), standard deviation (S.D.), t-test
and F-test to ascertain whether there were significant differences.

Major findings of this study are:

1. Overall, the level of marketing mix used by the entrepreneurs was at the
medium level. To consider each of the elements of marketing mix, it was found that the
most popular element used by the entfepreneurs was physical evidence at the average
of 3.54. People and promotion were ranked at the second and the third places at the
average of 3.40 and 3.28, respectively. The fourth and the fifth places were processes
and product at the average of 3.23 and 3.21 respectively. Meanwhile, price and
promotion were the elements used less by entrepreneurs at the average of 3.11 and

3.06 respectively.



2. The comparative analysis results of the usage level in terms of the age,
gender, educational background, training experience, and work experience revealed
that: Entrepreneurs of different genders, ages, educational backgrounds, training experiences,
and work experiences do not have any differences in their usage level of marketing mix
either overall terms or individual ones.

3. In interviews with the entrepreneurs’, their suggestions include:

1) For service product consideration, the entrepreneurs agreed that
more new quality services should be launched and standardized.

2) For pricing consideration, a standard service price was suggested.

3) For place consideration, preparing a detailed tourist guide to provide
information for tourists is needed.

4) For promotion consideration, the availability of interesting activities
that represent the uniqueness of locals was suggested as the effective way for promotion.

5) For people consideration, staff training was important as well as
selecting qualified staff.

6) For process consideration, it was suggested that every tourist attracﬁon
should always be well prepared to provide the best service.

7) For physical evidence consideration, the development of Koh Yor

agro-tourism attractions with a focus on safety should be considered.
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