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Abstract. To study the influencing factors of the employment rate of college students and guideline 
improving the employment rate of Guangxi Vocational University of Agriculture, 364 students of 6878 
graduates in 2022 were randomly selected.Total 60 questions covered the students' basic information,364 
valid samples were collected, and SPSS statistical analysis method was used to evaluate the degree of 
correlation and influence between independent variables and dependent variables. The analysis reveals that 
the employment demand for graduates is generally met, but continuous improvement in talent training is 
necessary, particularly in addressing the disparity between employer demands and students' abilities. In 
conclusion, 1.Product (Curriculum and Talent Training): The study identifies the need for continuous 
improvement in talent training to enhance the employment rate and satisfaction of graduates. 2.Price 
(Competitiveness in the Job Market): The increasing number of graduates has led to a decline in employers' 
expectations while simultaneously raising treatment and conditions, impacting graduates' 
competitiveness.3.Promotion (Information Asymmetry):Addressing information asymmetry through 
improved transmission of accurate employment information is crucial for boosting graduates' confidence 
and competitiveness.4.Channels (Employment Strategies):To enhance the employment rate, leveraging 
internet technology for precise online recruitment and creating additional channels through off-campus 
practice bases is recommended. 

1. Introduction 

1.1. Background 

Against the backdrop of intense global economic 
integration, the competition among countries and regions 
has intensified. Achieving sustainable economic 
development has become contingent on increasing 
employment rates[1][2]. Developed Western countries, 
especially the United States, have implemented various 
employment promotion policies to sustain economic 
growth[3]. In such a challenging landscape, universities 
play a pivotal role in nurturing talent and must 
continually strive to improve graduate employment rates 
to remain competitive[4]. 

Current Employment Scenario in China: as of 2022, 
China's Ministry of Education reported a historic high of 
10.76 million college graduates, with a year-on-year 
increase of 1.67 million[5]. Furthermore, the projection 
for 2023 estimates 11.58 million college graduates, 
leading to a structural issue of difficult recruitment and 
employment. Despite efforts by universities to explore 
new strategies to enhance graduate employability, the 
problem of "difficult employment for college students" 
remains unresolved. 

To study the influencing factors of the employment 
rate of college students and guideline improving the 
employment rate in and of Guangxi Vocational 
University of Agriculture, 6878 graduates of Guangxi 
Vocational University of Agriculture in 2022 have been 
covered. By Taro Yamane formula 364 students were 
randomly selected from them. The 4P Theory of 
Marketing, named product, price, place, and promotion, 
has been applied. 

1.2. Literature Review 

In terms of national policy, policies like Notice of the 
General Office of the Ministry of Human Resources and 
Social Security on Carrying out the Action of 2023 
Youth Employment Services for College Graduates and 
Other Youth, Notice of the Ministry of Education on 
Doing a Good Job in the Employment and 
Entrepreneurship Work of 2023 National Ordinary 
University Graduates, encouraged exploring market-
oriented and socialized employment channels, leveraging 
policy-based job recruitment, establishing a high-quality 
employment guidance service system, and providing 
targeted assistance to key groups to enhance 
employment prospects and vocational training 
opportunities for young groups, especially unemployed 
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graduates[6]. In Guangxi, The Department of Human 
Resources and Social Security of Guangxi, the 
Department of Education of the Autonomous Region, 
and the Communist Youth League Guangxi Committee 
jointly printed and issued the Work Plan for the 2023 
"Employment Plan in Guangxi" for college graduates in 
Guangxi. Policies like Implement the 2023 
"Employment Plan for College Graduates in 
Guangxi" ,Interpretation of the policy of the General 
Office of the People's Government of Guangxi on 
Several Measures to Further Promote Full Employment 
and Enhance Market Vitality proposed to carry out 
special implementation actions for policy services for 
college graduates to stabilize the employment situation 
for college graduates and attract talent to contribute to 
the development of Socialism with Chinese 
characteristics. Promoting high-quality and full 
employment is a major decision and deployment made 
by the Party Central Committee and the State Council, 
which is related to the vital interests of thousands of 
households, economic development, and social 
stability[8]. 

Recent researches related to domestic and 
international employment market marketing and 
employment strategies for college graduates have been 
done. Marketing and the 4P of marketing theory are 
applied. Through the analysis of the employment 
situation of college graduates, Adejumo,(2021) believed 
that the prominent contradiction between supply and 
demand is the main factor affecting the employment of 
college graduates. Dou Liwen ( 2021) proposed to 
improve the education system and strengthen 
cooperation between schools and enterprises[7]. And 
recent researches related to the employment rate of 
universities based on 4Ps theory, Zhang Shuhua (2021) 
explores ways to improve the employment rate of 
graduates: clear division of labor among all employees, 
and strengthening responsibility; Diversified forms of 
employment promotion and introduction of incentive 
measures for employment; Utilize internet platforms to 
strengthen online employment guidance[9]; Master the 
employment trends of graduates and provide targeted 
guidance; Deeply explore employment opportunities and 
provide classified guidance to promote the employment 
rate of graduates in universities under the new 
situation[10]. 

1.3. theoretical basis and Research 
Methodology 

This paper takes four steps to improve the employment 
rate of Guangxi Vocational University of Agriculture by 
applying the 4P marketing theory: population and 
sample group, research instruments, data collection and 
Data analysis and statistics.The author sent 364 
questionairs students in Guangxi Vocational University 
of Agriculture for data collection through Wechat group, 
QQ group, and official account of Guangxi Vocational 
University of Agriculture. Total 60 questions covered the 
students' basic information 4 topics, the survey of 
employment of graduates of Guangxi Vocational 

University of Agriculture, the survey of employment 
problems and countermeasures of graduates of Guangxi 
Vocational University of Agriculture and the students' 
overall evaluation of the school employment service 
scale by the Likert 5-point scale(1 = very unimportant; 2 
= unimportant; 3 = average;4 =Important; 5 = Very 
important). 364 valid samples were collected, and SPSS 
statistical analysis method (regression analysis, 
correlation analysis) was used to evaluate the degree of 
correlation and influence between independent variables 
and dependent variables. 

2. Result of analysis 

2.1. Descriptive analysis 

This part is the overall evaluation of school employment 
services by students, a total of 60 indicators, 364 valid 
samples were collected, and SPSS statistical analysis 
method (regression analysis, correlation analysis) was 
used to evaluate the degree of correlation and influence 
between independent variables and dependent variables. 
Some constructive comments and suggestions enable 
students to better understand and meet the needs of the 
market. 

Table 1. Descriptive statistical analysis. 

Variable 
quantity 

Mean value
（M） 

Standard 
deviation
（SD） 

Product 3.940 0.919 
Price 3.681 0.892 

Channel 3.923 0.962 
Promotion 
Activity 3.931 0.899 

Table 1 reveals key statistics for the application of 4P 
marketing theory to enhance the employment rate of 
graduates at Guangxi Vocational University of 
Agriculture. The mean values and standard deviations 
(SD) for the product (M = 3.940, SD = 0.919), 
promotion activities (M = 3.931, SD = 0.899), channel 
(M = 3.923, SD = 0.962), and price (M = 3.681, SD = 
0.892) orderly. Notably, the mean differences between 
products, channels, and promotional activities are 
relatively small. The only noticeable gap lies in the 
average values of products and prices. This suggests that 
students exhibit a preference for the quality of teaching 
and learning resources, emphasizing aspects such as 
college students' career development planning, 
professional choice, and employment intentions. 

2.2. Testing demographic differences in related 
variables, Analysis of Gender Demographic 
Differences 

Table 2. Analysis of Variance results 

 

Gender (Mean ± Standard 
Deviation) F p 

Male(n=186) Female(n=178) 

product 3.96±0.95 3.92±0.89 0.136 0.712 
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Gender (Mean ± Standard 
Deviation) F p 

Male(n=186) Female(n=178) 

Price 3.59±0.92 3.78±0.86 3.893 0.049* 

channel 4.03±0.94 3.81±0.97 4.472 0.035* 

promotion 
activity 3.85±0.87 4.02±0.92 3.173 0.076 

* p<0.05 ** p<0.01 
Table 2 shows that there are significant differences in 

some variables between male and female students in 
terms of product, price, channel, and promotion activity 
preferences. Specifically, male students show a higher 
preference for the product (M =3.96, SD =0.95) and 
channel (M =4.03, SD =0.94) compared to female 
students (M =3.92, SD =0.89 for product and M =3.81, 
SD =0.97 for channel). However, female students exhibit 
a stronger preference for promotion activities (M =4.02, 
SD =0.92) compared to male students (M =3.85, SD 
=0.87). 

2.3. professional demographic analysis of 
variance 

Table3. Results of professional demographic analysis of 
variance 

 

Major (mean ± standard deviation) 

F p 
Literature 

and 
history(n=9

2) 

Science and 
engineering(n

=187) 

Economi
cs and 

manage
ment 

(n=46) 

Arts(n=
39) 

Produc
t 4.08±0.96 3.83±0.92 3.98±0.83 4.08±0.

90 
1.8
25 

0.1
42 

Price 3.63±0.95 3.64±0.90 3.85±0.84 3.82±0.
76 

1.1
09 

0.3
45 

Chann
el 3.96±0.99 3.90±0.97 3.85±0.99 4.05±0.

83 
0.4
01 

0.7
52 

Promo
tional 
activit

y 

3.97±0.94 3.90±0.88 4.00±0.97 3.92±0.
81 

0.2
22 

0.8
81 

* p<0.05 ** p<0.01 

Table 3 illustrates that various professional samples 
exhibit no significant differences in the association with 
product, price, channel, and promotion activities (p > 
0.05). 

2.4. Correlation analysis 

Table 4. Pearson 
 Graduate employment rate 

Product 0.581** 
Price 0.673** 

Channel 0.516* 
Promotional 

activity 0.580** 

* p < 0.05, ** p < 0.01 

Table 4 shows that the graduate employment rate is 
significantly correlated with all four variables at a 
significance level of 0.05 (p <0.05). The correlation 
coefficient for product is 0.581, indicating a strong 
positive relationship between the two variables. The 
correlation coefficient for price is 0.673, suggesting an 
even stronger positive relationship. The correlation 
coefficient for channel is 0.516, which indicates a 
moderate positive relationship. Finally, the correlation 
coefficient for promotional activity is 0.580, indicating a 
strong positive relationship between these two variables. 

2.5. Regression analysis 

Table 5. Model summary 

R R 2 Adjustment 
R 2 

Model 
error 

RMSE 

DW -
value 

AIC -
value 

BIC -
value 

0.688 0.546 0.539 0.804 2.103 884.043 903.529 
Table 5 shows that the regression model has a good 

fit, with an R-squared value of 0.546, indicating that 
54.6% of the variation in graduate employment rate can 
be explained by the four variables. The adjustment R-
squared value of 0.539 suggests that the model is 
relatively robust to the inclusion of additional variables. 
The Model error RMSE is 0.804, indicating that the 
model predicts graduate employment rate within an 
average error of 0.804 units. 

Conducting a linear regression analysis with product, 
price, channel, and promotional activities as independent 
variables and the graduate employment rate as the 
dependent variable, the table above indicates an R-
square value of 0.546. This implies that the combination 
of products, prices, channels, and promotional activities 
can account for 54.6% of the variation in the 
employment rate of graduates. 

Table 6. ANOVA Table(process) 

 Sum of 
squares df Mean 

square F p -value 

regression 124.457 4 31.114 47.489 0.000 

Residual 
error 235.214 359 0.655   

total 359.670 363    

Table 6 shows that the F-test conducted on the model 
yielded a significant result (F = 47.489, p = 0.000 < 
0.05). This indicates the meaningfulness of the model 
construction. 

Table 7. Regression coefficient (process) (n = 364) 

 

Nonnormali
zed 

coefficient 

Standar
dization 
coefficie

nt t p 95% CI VIF 

B Standar
d error Beta 

Constan
t 

0.88
1 0.291 - 3.02

9 
0.003

** 
0.311 ~ 
1.451 - 

Product 0.59
6 0.048 0.550 12.2

93 
0.000

** 
0.501 ~ 
0.691 

1.09
9 

Price 0.02
2 0.051 0.020 0.43

2 
0.026

* 
-0.122 ~ 

0.078 
1.14

2 
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Nonnormali
zed 

coefficient 

Standar
dization 
coefficie

nt t p 95% CI VIF 

B Standar
d error Beta 

Channe
l 

0.08
3 0.045 0.080 1.83

6 
0.037

* 
-0.006 ~ 

0.171 
1.03

9 
Promoti

onal 
activity 

0.10
1 0.050 0.091 2.01

8 
0.044

* 
0.003 ~ 
0.199 

1.12
2 

Dependent variable: graduate employment rate 

* p < 0.05, ** p < 0.01 
As depicted in Table7, the regression analysis reveals 

the following significant findings: 
The regression coefficient for the product is 0.881 (t 

= 3.029, p = 0.003 < 0.01), indicating a substantial and 
positive impact on the employment rate of graduates. 

The regression coefficient for price is 0.022 (t = 
0.432, p = 0.026 < 0.05), signifying a noteworthy and 
positive influence on the employment rate of graduates. 

The regression coefficient for the channel is 0.083 (t 
= 1.836, p = 0.0037 < 0.01), indicating a significant and 
positive impact on the employment rate of graduates. 

The regression coefficient for promotional activities 
is 0.101 (t = 2.018, p = 0.0044 < 0.05), suggesting a 
significant and positive effect on the employment rate of 
graduates. 

The study focuses on the application of the 4P 
marketing theory to address the challenges in the 
employment rate of graduates at Guangxi Vocational 
University of Agriculture. Despite the university's efforts 
to expand its scale and enhance teaching and research, 
the employment rate of graduates remains low, attributed 
to issues such as curriculum-market mismatch, 
inadequate teaching methods, and a gap between talent 
training and societal needs. 

The application of the 4P marketing theory, 
encompassing product, price, place, and promotion, 
proves to be an effective strategy for tackling these 
challenges. The analysis reveals that the employment 
demand for graduates is generally met, but continuous 
improvement in talent training is necessary, particularly 
in addressing the disparity between employer demands 
and students' abilities. 

Product (Curriculum and Talent Training): The study 
identifies the need for continuous improvement in talent 
training to enhance the employment rate and satisfaction 
of graduates. The mismatch between recruitment 
conditions and students' abilities needs attention for 
better employment outcomes. 

Price (Competitiveness in the Job Market): Graduates 
from Guangxi Vocational University of Agriculture face 
challenges in the competitive job market. The increasing 
number of graduates has led to a decline in employers' 
expectations while simultaneously raising treatment and 
conditions, impacting graduates' competitiveness. 

Promotion (Information Asymmetry): Graduates 
demonstrate an understanding of employer needs in 
theory, but in practice, they face challenges due to 
incomplete and inaccurate employment information. 

Addressing information asymmetry through improved 
transmission of accurate employment information is 
crucial for boosting graduates' confidence and 
competitiveness. 

Channels (Employment Strategies): The survey 
indicates that graduates often rely on personal networks 
for job opportunities, with a lower emphasis on online 
channels. To enhance the employment rate, leveraging 
internet technology for precise online recruitment and 
creating additional channels through off-campus practice 
bases is recommended. 

In conclusion, the study highlights the significance of 
the 4P marketing theory in addressing the complexities 
surrounding the employment rate of graduates. By 
strategically applying principles related to product, price, 
promotion, and channels, Guangxi Vocational University 
of Agriculture can enhance its efforts to bridge the gap 
between education and industry demands, ultimately 
improving the employment outcomes for its graduates. 

3. Conclusions 
The research concludes that the application of 4P 
marketing theory can indeed enhance the employment 
rate of graduates from Guangxi Vocational University of 
Agriculture. The optimization of curriculum, emphasis 
on practical experience, comprehensive career planning 
services, and the expansion of employment channels 
contribute to improving graduates' competitiveness and 
adaptability in the job market. The key findings and 
conclusions of the study are as follows: 

Positive Employment Rate in 4P Marketing Elements: 
The employment rate of graduates from Guangxi 
Vocational University of Agriculture surpasses the 
average level in the aspects of products, prices, channels, 
and promotional activities. 

Significant Impact of 4P Marketing Theory: 
Graduates who are exposed to 4P marketing theory 
exhibit a significantly higher employment rate compared 
to those who are not. This suggests a positive correlation 
between understanding and implementing marketing 
principles and higher employment outcomes. 

Positive Correlation Between Marketing Elements 
and Employment Rate: There is a significant positive 
correlation between the employment rate of graduates 
and the elements of products, prices, channels, and 
promotional activities. This implies that a holistic 
marketing approach positively influences employment 
outcomes. 

Demographic Differences: Significant differences are 
observed in gender demography, but no notable 
differences exist in terms of profession. This highlights 
the need for targeted strategies based on individual 
differences. 

Recommendations for Improvement: To further 
enhance graduates' employment rates, the study suggests 
practical measures, including curriculum optimization to 
meet market demands, the introduction of practical 
courses and collaboration with enterprises, 
comprehensive career planning services, personalized 
career development assistance, entrepreneurship 
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education, and support programs. Additionally, 
strengthening cooperation with enterprises, expanding 
employment channels through online platforms, and 
enhancing school visibility through publicity, cultural 
activities, and alumni engagement is recommended. 

In summary, the research advocates for a 
comprehensive and tailored approach to improve the 
employment outcomes of graduates. By aligning 
curriculum and services with market needs, providing 
personalized career planning, and enhancing visibility 
through strategic partnerships and effective promotion, 
Guangxi Vocational University of Agriculture can better 
equip its graduates for success in the competitive job 
market. 

The current research is limited to methodological 
diversification, limited research object and Lack of 
Global Perspective, we recommend that the future 
researchers could Diversified Application of 4P 
Marketing Theory: Future researchers are encouraged to 
explore diverse applications of 4P marketing theory. 
This involves investigating how this theory can be 
effectively applied to enhance the employment rates of 
graduates through innovative methods and practices. 

Wider Research Scope: Expand the research scope to 
include various higher vocational colleges and different 
professional fields. This broader perspective can offer a 
more comprehensive understanding of the applicability 
and effectiveness of 4P marketing theory in improving 
employment rates. 

Market Sensitivity: Researchers should keep a keen 
eye on market changes and industry trends. Adapting 
and updating marketing strategies in response to 
dynamic market conditions is essential. Integrating the 
latest information into teaching processes can enhance 
graduates' adaptability and competitiveness in the job 
market. 

Enhanced Career Planning Guidance: Future studies 
should focus on providing more comprehensive and 
personalized career planning services. Strengthening 
career planning guidance can help graduates align their 
interests, abilities, and career goals, ultimately 
improving employment satisfaction and quality. 

Innovative Training Models: Researchers are 
encouraged to innovate in the realm of talent training 
models. Integrating 4P marketing theory with advanced 
marketing concepts can lead to the development of 
unique and effective training models. Exploring methods 
such as innovation and entrepreneurship education and 
interdisciplinary integration can contribute to cultivating 
graduates with innovative thinking and practical skills, 
aligning with market demands and industry development. 
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