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ABSTRACT 

It is generally known that the technology of communication has been 

developed to satisfy human need of communication. The main purpose is to help 

people obtain the fastest and most convenient means of communication. 

Telecommunication has been accepted as one of the major infrastructures for the 

development of the country. lt is one of the basic utilities in which every country must 

constantly develop as it has direct impact on the quality of life. In Thailand, 

Telecommu~ication, especially mobile phone business, has become high competition 

market. All of the mobile phone companies try hard to develop their products and 

services to satisfy the consumers. This study provides beneficial information for the 

entrepreneurs of mobile phone business to understand their customers better. And it 

can help marketer to identify relevant factors that influence customers buying 

intention. In addition, the marketer can create the appropriate marketing strategies by 

analyzing the opinion of people toward mobile phone gathered from questionnaires. 

This research may help mobile phone companies expand market share. It also help 

Orange mobile phone Company to develop the products and gain higher satisfaction 

from their consumer. 

This research studies on the topic of "Factors influencing Buying Intention of 

consumers' in Bangkok toward Orange mobile phone". The objectives of this research 

are divided into two main criteria. Firstly, to study the difference of consumer's 

buying intention toward Orange mobile phone as determined by demographic factors. 

Secondly, to study the relationship among the elements of marketing mix for services 

and buyer's buying intention toward Orange mobile phone. The primary data was 

collected through the survey method. The Questionnaires had been distributed to the 

sample of 400 respondents from 5 random shops or service centers of Orange in 

Bangkok. The results were analyzed by both descriptive and quantitative statistic 

methods. 

The results of the study indicated that the buying intention of Orange Mobile 

phone is different if the marketer defined the segment by age levels. The 



heterogeneity of age will cause the marketers difficulties in implementing their 

business. Ditf erent age may have different preferences and different intention to 

purchase. It is better for marketers to focus on the homogeneity term in order to target 

their product more efficiency. And for the marketing mix for services, the price 

variable has no effect on the buying intension of Orange mobile phone. Although the 

Place, People and Physical are statistically shown no relationship toward buying 

intension of Orange mobile phone, they are still the marketing tools needed to drive 

the perfects movement of marketing activities. For the other three variables, which are 

Service product, Promotion and Process, have some relationship with buying 

intension of Orange Mobile Phone. While Process attribute has shown the strongest 

relationship so that the continuously improvement on this attribute will influence the 

customer buying intention. The improvements on process include the network 

coverage and after sale service are very important. The marketer should expand the 

signal station to cover all possible areas in Bangkok and especially, the areas that out 

of reach of its rivalries. The second related attribute is Promotional factors, which 

shown the second strongest relationship relative to others. It is noticed that all other 

mobile system can provide quite no different in price and distribution channel. As a 

result, the competing strategy will be based on the promotion, the marketer may use 

the promotional package or call promotion plan, which is better or more attractive 

than other rivalries. Other attribute is Service product which shown the strength of 

relationship 15.3% are the signal and protection from illegal users. The marketer may 

produce the mobile phone that can response the signal from the network efficiency by 

developing the aerial in its mobile phone to increase its ability to send and receives 

the signal. The sim cards mqst be protected from the illegal users by locking the 

signal or cannot be tuned. 
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Chapterl 

Generalities of the study 

1.1 Introduction 

The technology of communication has been developed to satisfy human need 

for communication.fhe main purpose is to help people obtain the fastest and most 

convenient' means of communication. Telecommunication has been accepted as one of 

the infrastructures for the development of the country. It is one of the basic utilities in 

which every country must constantly develop as it has direct impact on the quality of 

life. It is generally accepted that mobile phone is the necessary factors; after food, 

accommodations, phannaceutics, cloths, and cars for Bangkok people today. 

Sometimes, it is also viewed as fashion item. There are many reasons why people 

need mobile phones; it helps in solving urgent problems, time saving, convenience of 

contact, and ease to carry. In addition, the last important factor is insufficient normal 

base telephone provision (Sasithom Itthanuwakin, 1956). 4:::) 

In Thailand, Telecommunication, especially mobile phone business, has high 

competition. All of the mobile phone companies try to develop their products and 

service, as much as possible, to be satisfactory to the consumers. Now, there are two 

major companies that are the market leaders or have the highest market share in this 

business. The first one is Advanced Info Service Public Co., Ltd (AIS). The second 

company is Total Access Communication (DTAC). And the new investor, TA Orange 

which is a joint venture between Chareon Pokhapan Thailand and Orange 

Telecommunication from England, which launched their product in March 2002. 

Consequently, the competitions in this business increase more and more. 

Today, there are nearly 12.6 million mobile phones used in Thailand and 

more than 80% of the users are in Bangkok. The mobile phone industry growth in 

1999 was at 19%. The penetration rate was at 4.4 access line per 100 people, which 
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was still low compared to other countries of comparable economic development. The 

low penetration implies high growth potential for mobile business (Telephone 

Organization of Thailand; July 2002). Absolutely, all of the companies have tried to 

be well prepared and ready before the free trade regulations are applied to this 

telecom business with regards to the WTO agreement in 2000. Therefore, due to the 

high competition of mobile phone, it substantially motivates to study the major 

parameters, which affect to the consumers' behavior and factors affect on the demand 

of mobile phone in Thailand. 

According to above reason leaded the researcher to be interested in 

studying the factors influencing purchase intention of consumers' of Bangkok toward 

Orange mobile phone product, which is newcomer in this business so The company 

have new strategies and new choice for customer that can choose. It also will be 

beneficial for the company to know all factor influencing to purchasing decision in 

order to know their weak point and to improve their product and service quality that 

should be responded to increase customer satisfaction in this competitive market. 

Thai Mobile Telecommunication 

As the result of strong growth in Thailand, consumer good ownership has 

increased dramatically in 1980s due to the rising incomes and aspirations of Thai 

consumers. Telecommunication is the one of basic utility in which every country must 

constantly develop as it has direct impact on the quality oflife. Since the more 

economic growing, the rising demand of communications will be. It will be clearly 

seen that Thailand still inadequate in fix-line service. That is the reason,/ the mobile 

phone service started in mid of 1986 and has continuously developed from ~..Qrdic 

._Mobile ~Telephone system {~M) 4 70 by the two stated owned operators namely 
" Telephone Organization of Thailand (TOT) and Communication Authority of 

Thailand (CAT) both are highly regulated under the supervision of the Ministry of 

Transport and Communications (MOTC). Telephone Organization of Thailand (TOT) 

provide basic fixed line local and domestic long distance service and international 

service to neighboring countries, while Communication Authority of Thailand (CAT) 

charged to focus international long distance service excluding neighboring countries. 

In practice, there is an overlap of responsibilities and they complete in some sectors of 



the industry. But still there is a lot of be done for the development of 

telecommunication infrastructure in Thailand. 

3 

Since 1990, the liberalization of the telecommunication industry has occurred due to 

the limited capacity of the TOT and CAT to fulfill the increasing demand for 

telecommunication service and to keep pace with rapid technological change. As a 

result, private finns have played a critical role in most projects, providing 

technological expertise and financial resources to expedite the development of 

telecommunication services. Thus, result in the telecommunication industry becomes 

more complex and the high competition. The government has allowed the private 

sectors to provide some telecommunication service under the model of Build­

Transfer-Operation (BTO) concession granted by TOT and CAT. 

Current Cellular Phone Market Situation 

There are, according to Porter ( l 980), five principal forces that detennine 

industty competition-the threat of new entrants, the threat of substitution, the 

bargaining power of buyers, the bargaining power of suppliers and, finally, the rivalry 

amongst existing competition in the industry. Determination of strategic group 

membership, if any, is an important first step in the analysis and shapes the nature of 

the Five Forces analysis. The Five-Force Model components might look like the 

following: 

Threat of new entrants: One has only to get the cheapest cost and network coverage. 

The reasons for this are fairly obvious. Barriers to entry are high. Capital 

requirements are high. Switching costs are important to the buyers and brand identity 

is probably not nearly as important as price and network coverage. Demand for this 

"service" is growing rapidly as industry demands larger numbers of profit in this in 

industry the threat of new entrants is high. 

Existing Competition: In addition to lot of "service "offering Post-paid service to 

Pre-paid Service by AIS and DTAC. Mobile phone service operators compete actively 

for incremental subscription. In some cases they engage in ~1price cutting" through 

increasing in call duration. Recently, We have seen a dramatic increase in the 



frequency and substance of advertising campait:,>ns for mobile phone services. Thus 

the force exerted by existing competitions is high. 

Bargaining Power of Suppliers: It is important, in this kind of analysis, to carefully 

enumerate the supplier group. Suppliers to the mobile phone industry would be 

mobile phone shops Given that legislators and regents have considerable power in 

some instances, one has to acknowledge that the principal supplier group exerts 

relatively more power in relationship to the industry. Thus the bargaining power of 

suppliers is low. 

Bargaining Power of Buyers: In mobile phone business, firms of service offerings 

have relatively high aggregate power, however, individual buyers can exert 

considerable power as a result of the inherent "buying" volume. Determining which 

segment of the market is to be served is a predecessor to the evaluation of the 

bargaining power of buyers. 

4 

The Threat of Substitutes: Due to technology advancement there are real substitutes 

for this product. This particular force would describe as high. 

Telecommunication Concept 

Telecommunication is the communicative technology of transmitting signals 

in the forms of voice, infonnation, imaged, etc., which can be characterized into two 

types: Fixed line Communication Networks, including basic telephone, international 

telephone, public telephone and the internet, etc. (ii) Wireless Communication 

Networks, including mobile phone, paging and trunked mobile, etc. (Rawadee 

Rattananubul and Apirudee Somboontanon, Bangkok of Thailand Journal·2001, p.31) 

Telephone Organization of Thailand (TOT) has taken mobile phone firstly in 

Thailand since 1986 in the system ofNMT 470 MHZ as well as the system of AMPS 

800 MHZ by Communication Authority of Thailand (CAT), the post and Telegraph 

department. They are under the responsibility of the Ministry of Transport and 

communications. Due to the effect of rapid economic growth during 1991·l995 

together with constraints in government investment and management effectiveness, 

the authorities cannot fully respond to higher demand for telecommunication service. 
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As a result, private operators were allowed to step in through concession grants under 

Build Transfer Operate (BTO) contract. 

Telecommunications business covers a large variety of services such as 

basic telephone, international telephone, mobile phone, paging, etc., which can be 

classified into two types as can be seen in the chart below: 

Figure 1.1 Thai Telecommunications classification 

Type of Thai Telecommunications 

Fixed-line Wireless Networks 

-Basic Telephone -Mobile Phone 

-International Phone -Paging 

-Public Phone -Trunked Mobile 

-Pin Phone -ISBN 

-Optic Fiber -Satellite 

-ISDN-Intemet 

Sources: Thailand Development Research Institute (TDRI) Agricultural and service 

Team, Bangkok of Thailand, 2000 

Wireless Communication Networks: Mobile phone 

It was firstly introduced in Thailand in 1986 by using Analogue System and 

was developed over time to Digital system. Currently, there are totally seven 



operators; TOT, CAT, AIS, DTAC, TAWAN and the latest one in the market is TA 

Orange. 

In 1986, Thailand stared to use mobile phone in Analogue system that was 

NMT and AMPS under the license of TOT and CAT, which later in 1990 concede 

AlS for 25 years and TAC 27 years. Noted that TAC changes the branded to DTAC 

on 28th of February 2001. 

Digital system was introduced in the market in 1994 to improve an 

effectiveness of transmission of signal. The systems used were GSM (Global System 

for Mobile Communication), PCN (Personal Communication Network), and CDMA 

(Code Division Multiple Access). There are seven operators; two operators are of 

state enterprise, TOT and CAT; five private operators, AIS, OT AC, DPC, TA WAN, 

TA-Orange. 

6 

Conventionally, mobile phone was using the system of subscription or post 

paid but presently there is a new alternative of mobile phone that users can fill their 

cash-card. This new altemative is called pre-paid, which an aim for market expansion 

to the lower group of especially, teenager group. 

Currently, AIS and DTAC provides the market prepaid mobile phone system 

under the brands one-2-call and Dprompt respectively. However, the use of mobile 

phone is still limited so Thai government has made a decision to operate the digital 

mobile phone suing 1900MHZ that is now in a stage of processing. 

Detail of current operators who provide network service in Thailand 

Current, there are nine operators and various technologies in Thailand cellular 

market, in reality there is only 2 major cellular companies Advanced Info Service 

(AIS) and Total Access Communication (DTAC). Both of companies' use a lot of 

strategy on order to attract customers such as price strategy, promotion, special 

service and so on. 
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Table 1.1 Concession Telecommunication 

Company Network Technology 

Telephone Organization of Thailand NMT470 

Communications Authority of Thai lane AMPS 800A 

Tawan Mobile CDMA800 --·-

Total Access Communications AMPS 8008 and GSM 1800 

Advance Info Service NMT 900 and GSM 900 

Digital Phone Company GSM 1800 

TA Orange GSM 1800 

Asia Wireless Communication ~ PHS derivative PCT 

ACT Mobile -~ 1900 MHZ (Standard to be selected) 
·"'-"""' 

Source: Compiled by Tote! Tty Ltd. From industry data, 2002 

Figure 1.2 Thailand Concession Structure 

I Fixed& VAS 

I Mobile: 

AIS 
GSM900 
NMT 900 

Mobile 
Digital 

TA 
Fixed 
PCT 

TAC 

TOT 

Fixed 
(NMT470) 

GSM 1800 
AMP800B 

TA Orange 
GSM 1800 

DPC 
GSM 1800 

Mobile 
Analog 

Mobile ~ 
PHS/PCT L:J 

CAT 

Int Gateway 
ANPS ROOA 

TAWAN §:1 
CDMA c:J 

I Concession I 
.................................................... 

Source: Compile by Tote! Tty Ltd. From industry data, 2002. 



Table 1.2 Major player in the market. 

Company Brand Technology Frequency 

AIS GSMAdvance GSM 900 

One-2-Call GSM 900 

MNT900 NMT 900 

DTAC Dpackage GSM PCN/800 AMP 1800 

-
Dprompt GSM PCN/800 AMP 1800 

TA Orange Talk Plans Wire free -~ 1800 

Just Talk Wire free ~ 1800 

Source: Compile by Totel Tty Ltd. From industry data, 2002. -
At first mobile phone operator offered Subscription system or Post-paid that 

customers have to pay for entrance fee, monthly fee and fee for airtime per minute of 

use. But now customers have new choice that's Pre-paid or Non Subscription system. 

NS in order to expand market base especial teenager group. For pre-paid system, the 

mobile phone unit is used with a scratch card where no registration is required. There 

is no registration fee or monthly fee .. Pre-paid phone are widely available in a variety 

of outlets, including bofikstores, convenience stores, gas stations, etc. This pre-paid 

service cuts down on operating expenses, such as the cost of preparing an invoice, 

receipt, etc., as well as reducing the risk of unpaid bills. 

Thailand cellular market is duopoly with AIS and DT AC as a primary seller of 

handsets. They have own distribution channels and dealer networks selling handsets 

nationwide. The government has tired to encourage parallel imports, but this has no 

gone well, because currently operators in cellular sector maintain control over the 

pricing and distribution of handsets. International Manufacturer Equipment 

8 
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Identification (IMEI) numbers are recorded and registered with the respective network 

operators to restrict the use of cellular phones on competing network. 

This also serves to restrict the import of handsets by any company except a 

network company. 

Until Recently, TA Orange who the company is newcomer in Thailand 

market. But they run long in this business in England. For TA Orange's introduction 

phase, they use aggressive marketing strategy such as offered low prices of mobile 

phone, send discount voucher in order to build brand awareness and market the 

different choice to offer customers. That's make the mobile competition among 

mobile phone operators continues at a torrid pace, local operators have found out 

mobile user today are like easy to find but hard to keep. Especially, situation the 

unlocking oflMEI (International Mobi.Ie Equipment Identification) Code, which 

would allow all mobile phones to enter its system. That makes customer have more 

choice to choose. 

Now, there are two major companies that are the marketing leader or have 

highest market share in mobile business. The first one is Advance Info Service Public 

Co., Ltd (AIS). The second company is Total Access Communication (OT AC). And 

the new investor, TA Orange is the third position. The market shares are as fol1ow: 



Figure 1.3 Market Mobile Share 

,--·------- --- ·---· 

i 
I 
I 
! 
' 

TA Orange 
6% 

AIS 
61% 

33% 

'"ERSt - - --------

~ ()A' 

Source: Bangkok Business Newspaper, at the end of 2002 -;. 

~ ?: 
r-

TA Orange Overview l::lt 

TA Orange is joint venture between Orange SA, UK. With 49%, along with 

TelecomAsia and Thai conglomerate Charon Pokphand Group, which jointly hold 

10 

51 %. The company has invested &600 million in Thailand, representing Orange's 

largest investment in Asia. TA Orange is building a nationwide 1800 MHz wire free™ 

Communications network to deliver innovative 2.5G servi~es to customers in 

Thailand under the Orange brand name. It initially launched its network in December 

2001 to TA Orange staff and has since focused on improving the quality of the service 

before undertaking a full public launch. 

Commercial launch: 

A television, radio and press advertising campaign, which is launching on 27 

March, support the publics launch. In addition a number of other marketing as part of 

the launch, TA Orange announced several key initiatives including: 
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New products and service: 37381 
- Orange Talk Plan "Found Program"-giving customers extra Talk time if they 

register for the Ta Orange service by 30 April 2002 

Orange Just Talk "Friend and Family,'-a special offer giving reduced rates for 

the 5 Friend & Family number until 30 April 2002 

- Handset special offers-from 27 March-30April, TA Orange customers will be 

able to purchase selected Siemens and Nokia handsets at special rates. 

Network quality: 

11 

TA Orange's network utilizes the latest technology and network design 

techniques· to ensure a world-class quality of coverage. The network is designed so 

that it will offer "Enhanced Full Rate" calls, which deliver significantly better sound 

quality than any other network in the market initiatives are being undertaken 

including a major charity fund-raising event on the evening of 27 March. 

Marketing Strategies 

Attracting and retaining the highest value customers 

Best quality network 

- Best customer setvice 

Innovative products 

- ·Best value 

Targeted offers 

- Leveraging the Orange brand & brand values 

Distinctive positioning and communications 

- Award-winning execution 

- Unique team culture 

Maintain competitive cost structures 

- Exploit cost synergies with CP and TA 

- Exploit cost synergies with Orange SA 
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1.2 Statement of problem 

At present, the increasing demand of mobile phone makes the market highly 

competitive. Thus, each brand attempts to use various marketing strategies in order to 

stimulate its sales. Hence, it is necessary for marketers to understand the reason for 

which consumers buy their products, which can be related to their product, price, 

place and promotion strategies. It is also necessary to understand the consumer's 

behavior toward Orange mobile phone. Therefore, the main concern of this study is to 

examine the factors influencing purchase intention of consumers' of Bangkok toward 

Orange mobile phone product 

The statement of problem related to this research is to find out the 

relationship between the following: 

I. Is there any difference in Consumer purchase intention toward Orange 

Mobile phone customer among demographic characteristics? 

2. Is there any relationship between each marketing mix for services and 

buyer's purchase intention toward Orange mobile phone? 

1.3 Research objective 

The purpose of this research is to provide better understanding factors 

affecting to consumers' purchasing intention this research in the case of Orange 

mobile phone product. The research has conducted research based on the following 

objectives: 

1. To study the difference in consumer's purchase intention toward Orange 

mobile phone when detennined by demographic factors. 



2. To study the relationship between each element of marketing mix for 

services and buyer's purchase intention toward Orange mobile phone. 

1.4 Scope of research 

13 

This research is intended to study and identify the factors influencing 

purchase intention of consumers' of Bangkok toward Orange mobile phone Thus, the 

result of this research is to provide better understanding consumer's buying behavior 

and factors influencing to consumer intention to buy an Orange mobile phone. In this 

research, the researcher divided the factor into 2 main groups that are individual 

characteristics of the respondents as the internal factors and marketing mix for service 

factors as the external factors. In the first group, individual characteristics of the 

respondents or demographic factors consist of age, gender, education level, 

occupation, and income, in the second group, marketing mix for services consist of 

service product, price, place, promotion, people, physical evidence and processing 

(7Ps). -r-
This research was conducted only in Bangkok with a high density of people 

by using survey research technique with the help of questionnaires. The target 

respondents are persons who have never used Orange mobile phone before, aged 

started from 18 years old and residing in Bangkok. They are mostly business people, 

government employees and also students. In addition, the infonnation about mobile 

phone industry obtained through brochures, articles, Internet, company' brochures, 

booklet, catalogue, business/ technology magazine, and the previous researches. 

1.5 Limitations of research 

For this research, the researcher intents to study consumer intention to buy 

Orange mobile phone product, which focus on purchase intention base on the type of 

marketing mix for services and demographic factors. In addition, the area of this is 

limited only selected area in Bangkok Metropolis. 



Moreover, the research results can represent purchase intention of 

consumers' of sample group in the period of the study only. The research results 

cannot be use as the representative for all time periods. 

1.6 Importance of the study 

14 

The study is intended to give information about demographic 

characteristics, and marketing mix for services affecting purchasing intention on 

Orange mobile phone. Therefore, it provides various benefits. The following are the 

benefits: 

l. It can help marketer to identify relevant factors that influence 

customers purchase intention. In addition, the marketer can set up the 

appropriate marketing strategy by analyzing the opinion of people 

toward mobile phone through the help of questionnaires. This can 

ultimately help them to expand market share. This will also help 

Orange mobile phone Company to develop the products and gain 

higher satisfaction of the consumer's needs. 

2. The result of this researcher will also provide useful information and 

suggestions to consumers in making decision to purchase Orange 

mobile phone. 

1. 7 Definition of terms 

Marketing Mix is the elements of product, price, place, distribution and promotion, 

which are at the organization's disposal in marketing its products and services to 

buyers (Proctor, 1996). 

Marketing Mix for services (7Ps) is the additional element in marketing strategy, 

which are service product, price, place, promotion, people, physical evidence and 

process. (Lovelock, Petterson and Walker, 1998) 
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Service product is a bundle of physical, service, and symbolic attributes designed to 

enhance consumer want satisfaction (Walters and Bergiel, 1989). 

Price is the money value that a buyer has to pay to the seller of an item in order to 

effect purchase (Proctor, 1996). 

Place/Distribution is the manner in which goods and services are made available to 

consumers (Proctor, 1996). 

Promotional mix is the advertising, sales promotion, personal selling and public 

relations (Proctor, 1996). 

People is many services require direct, personal interaction between customers ~nd 

the firm's personal or employees for the service to be "manufactured" and delivered 

(McDonald and Payne, 1996). 

Physical Evidence is the final component of the expanded marketing mix addresses 

the "tangible" components of the service experience (McDonald and Payne, 1996). 

Processing is the procedures, routines and policies, which influence how a service is 

created and delivered to customers (McDonald and Payne, 1996). 

Purchase Intention means consumers' tendency to act toward an object (Fishbein 

andAjzen, 1975). 

TA Orange represents Total TelecomAsia Orange Company Limited. 

Quality means the degree of excellence of goods or service the totality of the features 

and characteristics of a product or service that bear on its ability to satisfy stated or 

implied needs (Kotler, 1997 p.56). 

Analog System The First system in communication tliat has supported on voice basic 

only. It is easy to have any signal or wireless wave to interrupt. For example 

telephone home based and mobile phone system like NMT 470, Cellular 900, AMPS 

800, World phone 800. 

Digital System The new development of communication system that can support 

more with the computer. It gives the high quality of signal, high speed, clear voice, 

and less on signal interruption. The mobile phones in this system are Digital GSM, 

PCN 1800 and ISDN office mobile. 

AMPS (Advanced Mobile phone System) is a telephone in analog system which has a 

frequency in 800 MHZ. 

NTM (Nordic Mobile Telephone) is a telephone in the analog system. It uses the 

frequency of 900 MHZ. 
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PCN 1800 (Personal Communication Network) is a mobile phone in the digital 

system, which uses a frequency of 1800 MHZ. 

GSM (Global System for Mobile Communication) is a mobile phone in the digital 

system, which has a frequency of900 MHZ. It is a widely used 2 G digital mobile 

network technology. 
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Special service The value added service and other services which do not make or 

receive calls, for instant Voice Mail, CaJI forwarding, Call conference, Short message 

sending, Picture message, Voice bill, Horoscope, Lottery Info, Express link to pager 

and Mobile Internet ect. 
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Chapter2 

Literature review 

Section 1. Introduction 

In this chapter is to study the related theories and models necessary to 

develop the conceptual framework of the research. Theory is an interrelated set of 

statement of relation whose purpose is to explain and predict and model is any 

highly formalized representation of a theoretical framework, usually design through 

the use of symbols or other such physical analogues (David and Cosenza, 1993). 

Literature was reviewed in the following subject areas 1) The important of 

Consumer Buying Behavio;~)/Consumer Purchase decision process 3) Consumer 
..... ~·· ·' 

intention Behavior 4) Marketing Mix for services Concept 5) Source of Reference 

Demographic Factors 7) Described the previous empirical research. 

Section 2. Concepts and Theories which related the research 

The important of Consumer Buying Behavior 

Pride and Ferrell (1997) mentioned that Consumer buying behavior is the 

decision processes and acts of ultimate consumers involved in buying and using 

products. Lamb, Hair, and McDaniel (1996) stated that Consumer behavior 

describes the processes used by consumers to make purchase decision, as well as to 
.;".......... -···-·-····-·..-

use and dispose of the purchased good or service. The study of consumer behavior 

also includes the analysis of factors that influence purchase decision and product 

use. 

Skinner ( 1994) mentioned that Consumer behavior refers to the actions and decision 

processes of people who purchase goods and services for personal consumption. 
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people engage in when selecting, purchasing, and using products so as to satisfy needs 

and desires. 

Consumer Purchase Decision Process 

Kotler (1997) stated that The stages a buyer passes through in making 

choices about which products and seivices to buy is the purchase decision process, 

this process has the five stages shown in the figure 2.1: 1) problem recognition, 2) 

infonnation research, 3) alternative evaluation, 4) purchase decision, and 5) post 

purchase behavior. 

Figure 2.1: The purchasing decision model 

Problem recognition: 
Perceiving a need 

Jnfonnation research: 
seeking value 

* 
Evaluation of 
alternatives: assessing 
value * ~ 

Purchase decision: 
Buying value 

Post purchase behavior: 
Value in consumption or 
use 

Source: Kotler, Marketing Management, The Millennium Edition, (New Jersey: 

Prentice Hall International, Inc, 2000) 
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Here, the phases between 1-3 are the pre-purchase evaluation phase. Consumers use 

their marketing information to evaluate the products and services in all these 3 phases. 

All these 5 pre and post purchases are explained as follows: 

1. Problem recognition 

Kotler (1997) mentioned that the buying process starts when the buyers 

recognize a problem of need. The buyer senses a difference between his or her 

actual state and a desired state. The need can be triggered by internal or 

external stimuli. Bruners (1994) also quoted that need recognition is the result 

of discrepancy between the consumer's desired state (What the consumer 

would like) and the actual state (What the consumer perceives as already 

existing). Both the desired state and the actual state are influenced by the 

consumer's lifestyle and current situation. 

2. Information Search 

An aroused consumer will be inclined to search for more information. 

Consumer information sources fall into four groups: 

l. Personal Sources: Family, friend, neighbors, acquaintances. 

2. Commercial Sources: Advertising, salespersons, and dealers packing 

displays. 

3. Public Sources: Mass media, consumer-rating organii.ations. 

4. Experiential Sources: Handing, examining, using the product. 

3. Evaluation of Alternative 

Kotler (1996) mentioned that Consumers evaluate the competitive brand 

information and make a final judgment of the product. 

Basic concepts will help here to understand consumer evaluation process: 

1) The consumer is trying to satisfy a need. 

2) The consumer is looking for certain benefits from the product solution. 

3) The consumer sees each product as a bundle of attributes with varying 

abilities of delivering the benefits sought to satisfy this need. 

The attributes of interest to buyers by product: 

1) The Cameras: Picture sharpness, camera speeds, camera size, and price. 
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2) Hotels: Location, cleanliness, atmosphere, and price. 

3) Tires: Safety, tread life, ride quality, prices. 

4) Mouth wash: Colour, effectiveness, germ killing, capacity, price, and 

taste/flavor. 

4. Purchase Decision 

Kotler (2000) stated that in the evaluation stage, the consumer forms 

preferences among the brands in the choice set. The consumer may also form 

an intention to buy the most preferred brand. However, two factors can 

intervene between the purchase intention and the purchase decisioyJn 

executing a purchase intention, the consumer may make up to five-purchase 

sub-decision: a brand, vendor decision, quantity decision, timing decision, 

decisions and less deliberation. 

Figure 2.2: Steps between Evaluation of Alternatives and a Purchase Decision 

( \/: 
'-'A' 

! 

Evaluation of Purchase 
1----191 

alternatives Inte~tion 

Attitudes of 
others 

Unanticipated 
Situational 
factors 

Purchase 
decision 

Source: Philip Kotler (2000), Marketing Management, (10th ed.). New Jersey: 
Prentice-Hall. P.182. 

5. Post-purchase Behavior 

Kotler (1996) mentioned that after purchasing the product, the consumer will 

experience some level of satisfaction or dissatisfaction, the marketing's job 

does not end when the product is bought but continues into the post-purchase 

period. 

Markets must monitor the followings: 
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I) Post-purchase satisfaction 

After purchasing a product, a consumer may detect a flaw. Some 

buyers' will on longer want the flawed product, other will be indifferent 

to the flaw, and some may even see the flaw as enhancing the product's 

value. For instance, an upside-down page in the first edition of a famous 

author's book might make the book become a collectible item worth 

many times its original purchase price. Some flaws can be dangerous to 

consumers. Companies making automobiles, toy, and phannaceuticals 

must quickly recall any product that has the slightest chance of injuring 

users. 

2) Post-Purchase Actions. 

The consumer's satisfaction or dissatisfaction with the product will 

influence subsequent behavior. If the customer is satisfied, he or she 

will exhibit a higher probability of purchasing the product again. 

3) Post-Purchase Product Use and Disposal 

Marketers should also monitor how the buyers use and dispose of the 

product. 

Consumer Intention Behavior 

Fishbein and Ajazen (1975) defined that "the behavioral intentions" means the 

intentions of consumers to behave in a particular way with regard to the acquisition, 

disposition, and use of products and services or consumers' to act toward an object. 

Smith and Swinyard (1983) mentioned that consumers are unlikely to make a 

committed decision without strongly held favorable attitudes so when foreseeable 

costs are high, consumer will require a greater amount of attitude to bigger purchase. 

In many respects, intentions may be viewed as a special case of belief, in which 

the object is always the person him or herself and the attribute is always a behavior. 

As with a belief, the strength of an intention is indicated by the person's subjective 

probability that he or she will perform the behavior in question. It can be 

recommended that the strength of an intention be measure by a procedure, which 
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places the subject along a subjective-probability dimension involving a relation 

between him or herself and some action. In sum, when the probability dimension links 

the person to a behavior the concept "behavior intention "should be used (Fishbein 

and Ajzen, 1975). 

Consumer Behavior 

Hanna and Wozniak (2001) mentioned that the study of consumer behavior 

investigated the way individual chooses, purchase, uses, and disposes of goods and 

services in order to satisfy personal or household needs. The tenn consumer behavior 

differs from a similar term, buyer behavior, in that behavior is an umbrella term often 

understood to encompass business-to-business purchasing as well as personal 

consumption. 

Wilkie (1990) stated that consumer behavior consists of the activities people 

engage in when selecting, purchasing, and using products so as to satisfy needs and 

desires. Such activities involve mental and emotional processes, in addition to 

physical action. 

Lamp, Hair and McDeniel (1994) quoted that consumer behavior describes the 

process used to make purchase decisions, as well as to use and dispose of the 

purchased good or service. The study of consumer behavior also includes the analysis 

offac_!QrsJl1-'!! influence purcha~(! decisions and product use . 
............... ' -··-.. ·--·--~.... . . ··-------------· ········· . 

Model of Consumer Behavior * 
Kotler (2000) quoted that starting point understanding buyer behavior is the 

stimulus-response model shown in Figure 2.2 Marketing and environmental stimuli 

enter the buyer's consciousness. The buyer's characteristics and decision process lead 

to certain purchase decisions. The marketer's task is to understand what happens in 

the buyer's consciousness between the arrival of outside stimuli and the buyer's 

purchase decisions. 
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Figure 2.3 Model of Buyer behaviors 

Murl:eting Other stimuli Buyer's Buyer's docision process Buyer's decision 

Stimuli Characteristics 

Product Economic Cultural Problem recognition Product choice 

Pric.: Technolog.ical 
~ 

Social Information search r---. Brand choice 

Pluce Political Personal Evaluation of alternative Dealer choice 

Promotion Cultural Psycholop.icul Purchase ®':ision Purchase timing 

Postpurchase beh1nfor Purchase amount 

Source: Philip Kotler. (2000). Marketing Management. (10111 ed.). New Jersey: 

Prentice-Hall. P .161. 

From figure 2.3 illustrated model of consumer buying behavior. The marketing 

stimuli consist of the 4Ps.product, price, place or distribution, and promotion. Other 

stimuli include major forces and events in buyer's environment: economic, 

technological, political, and competition. Both of other stimuli and elements of the 

marketing mix enter the buyer's black box and interact with the buyer's characteristic 

and decision processes to produce a series of output inform of purchase decisions. 

Included within these is the question of whether to buy and, if so, which product and 

brand, which dealer, when, and in what quantities. The buyer characteristics including 

cultural, social, personal, and psychological factors influence how he/she perceived 

and react to the stimuli. The buyer's decision process consists of need recognition, 

information search, and evaluation of alternative, purchase decision, and post­

purchase behavior. Then, they are turned into a set of observable product choice, 

brand choice, dealer choice, purchase timing, and purchase amount. Nevertheless, not 

all of these decisions are applicable to every situation. These observable purchase 

decisions will be decried later. 

Marketing Mix for Services: 7Ps 

In recent years, those charged with developing the application of marketing in 

service sector have questioned whether the 4Ps approach to the marketing mix was 

sufficiently comprehensive. This expanded marketing mix will be found to be robust 

enough to cover most service-marketing situation. Of course, with the diversity of 

services, which exist, there could still be a few situations where it might be necessary 
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to vary the constituent element of this new marketing mix, but they will be relatively 

rare. By introducing the marketing mix into the earlier, it becomes possible to arrive 

at a far more accurate representation of how the marketing process for services really 

works. 

Lovelock, Patterson and Walker (1998) mentioned that the tradition four Ps of 

goods marketing are inadequate to describe the key tasks of a service marketer's job. 

First, we need to enchance the coverage of the original four elements in order to 

reflect the importance of the time faxtor in service delivery. Hence we will refer to the 

third element as Place and Time. There are necessitate three additional elements in 

marketing strategy: people, physical evidence, and process. These 7 Ps of services, 

showen in Figure 2.4, is discussed below. 

Yo 
Figure 2.4: An expanded marketing mix for services ~ 

People 

Product 
(Service) 

Promotion 

Physical evidence 

~ 

Price 
Time Process 

Source: Lovelock, Chirstopher H., Patterson, Paul G. and Walker, Rhett H. (1998). 

Services Marketing: Australia and New Zealand. (Sydney: Prentice Hall of Australia 

Pty Ltd, P.24) 

Kotler ( 1991) mentioned that marketing mix is the set of marketing tools that the 

firm uses to pursue its marketing objective in the target market. The company also has 



to decide how to divide the total marketing budget among the various tools in the 

marketing. Marketing mix is one of the key concepts in modern marketing theory. 

1. Service product 
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Kotler (2000), p.394) mentioned that product is anything that can be offered 

to a market to satisfy a want or need. Making specialized products for a few 

customers will provide them with product features very close to their needs. 

Assael (1993) stated that product is composed of intangible benefits as well 

as tangible attributes. As a result, product is defined as a bundle of attributes 

and benefits designed to satisfy customers' needs. In fact, consumer seeks 

different benefits means that will see product differently. However, it is 

generally expensive to manufacture only one version of a product. Thus, 

marketers must balance the benefit that target consumers derive from 

customization of product feature against the cost of providing multiple 

versions of the product (Hawkin, Best&Coney, 1994;p.15). Russ and 

Kirkpatrick (1982) mentioned that product is not just a physical object you 

buy, like a radio, a box of cereal, or a motorcycle. It is a bundle of features, 

characteristics or attributes that satisfy buyers' needs. This total product 

concept recognizes that buyers have needs they hope to satisfy with the 

products they purchase. Jn fact buyers often are not seeking the product 

itself, but rather its features, characteristic, or attributes. The difference is 

sometimes subtle but always important: we buy products not for what they 

re but what they can do. All the benefits that a product promises to deliver 

both physical and psychological, are part of the total product as show in 

figure 2.5: The total concept: the physical product is only a small part of the 

total product. 



Figure 2.5: The total product concept 

Instructions 

I ~livery / . __ P_h-ys_i_ca_I__. .__Sa_tI_· sf:-a-ct-io_n_, _ Product 

LJ I Approwl I LJ 
Source: Frederick A. Russ and Charies A. Kirkpatrick ( 1982). Marketing. P.206, 

Canada: Little, Brovm & Company Limited. 

Defining Services 

Lovelock, Patterson and Walker ( 1998) quoted that services have 
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traditionally been difficult to define because of their diversity and the fact 

the processes underlying production and delivery are often hard to grasp. In 

many cases, both inputs and outputs are intangible. Most people have little 

difficulty defining manufacturing or agriculture, but defining a service can 

elude them. Various definitions of services exist. 

Two that capture the essence of services are: 

- A service is any act or performance that one party can offer to 

another, and one that is essentially intangible and does not result 

in the ownership of anything. Its production may or may not be 

tied to a physical product. 

Services are economic activities that provide time, place and 

form utility, while bringing about a change in, or for, the 

recipient of the service. 

Activities involving the delivery of some physical element may be defined 

as a service rather than as a manufacturing activity when one or more of the 

following conditions adds significant extra value: 



Fast and timely executions of work by personnel who perform tasks 

those customers are unwilling or unable to perform themselves; 
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- The customization of process, delivery, and output to meet the purchase's 

specific requirements; 

- Expert knowledge on the part of the relevant personal~ 

- Appealing characteristics of the physical surroundings (or "servicescape") 

in which consumption of the physical output takes place. 

Service customers are buying either an experience or a perf onnance. 

2. Price. 

Koder and Annstrong ( 1997) mentioned that Effect of price on consumer 

behavior and their purchasing has been a favorite topic in a number of 

researches. Price is the amount of money charged for a product or service. It 

means that the sum of values that consumers exchange for the benefits of 

having or using the product or service. Joseph P. et. Al (1973) stated that 

Price is typically one of the most important factors influencing demand for a 

good or service. Hawkins, Best and Coney (1995) quoted that Price must 

pay to obtain the right to use the product or service. Economists often 

assume that lower price for the same product will result in more sales than 

higher prices. However, price sometimes serves as a signal of quality. 

Product priced too low might be perceived as having low quality. William et 

al (1991) mentioned that Thus, price has a positive effect on perceived 

quality, but a negative effect on value and the willingness to buy. When 

setting the prices, the marketers have to consider consumer perceptions on 

price and how these perceptions affect consumers' buying decision. 

3. Promotion 

Toffler and Imber (1987) mentioned that promotion mix has four types of 

promotion that support marketing objectives, including advertising, personal 

(face-to-face) selling, publicity (no paid advertising such as news bulletins 

or magazine articles), and sale promotions (product displays, trade shows 

and other sales events dealer allowances, coupons, contests, and a variety of 



other promotions that don't fit into the other three types) The relative 

importance of each varies, depending upon the market and product. 

Hoyer ( 1997) indicated most marketing communications including 
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advertising, personal selling and public relations attempt to influence 

consumer's brand preferences and product choice by presenting positive and 

negative features of brand and product choice. There are many previous 

researches founded that advertising and promotions are most related to 

consumers' purchasing decision. 

4. Distribution (Place) 

Walters and Bergiel (1989) mentioned that Place or Distribution means the 

movement of goods and service between the point of production and the 

point of consumption through organizations that perform a variety of 

marketing activities. Koselka (1992) stated that Distribution performs many 

key functions as infonnation, promotion, contact, matching, negotiation, 

physical distribution, financing, and risk taking~ it plays a role in developing 

and spreading persuasive communications about an offering, finding, and 

communicating with perspective buyers. Hawkin, Best and Coney (1995) 

also supported distribution mean having the product available where target 

customers can buy it is essential to success. Distribution plays role in 

developing and spreading persuasive communications about an offer and 

finding and communicating with prospective buyers. Distribution helps 

marketers to shape and fit the offer to buyer's needs and reach an agreement 

on price other term of the offer so that ownership or possession can be 

transferred. Walters and Beriel (1989) suggested that the marketing channel 

is important to consumers because it determines the conditions under which 

the consumer must shop. Distribution can be seen to present opportunities 

for gaining distinctive competence relative to competitors. While an 

enterprise can offer good products at competitive prices, communicated 

effectively to the right people, all these factors are let down if products are 

not available in the right place and at the right time. Assael (1998) quoted 

that~ it is possible that consumers who wish to reduce the time and effort in 

brand selection also seek to minimize time and effort in store selection. 
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5. People 

Many services require direct, personal interaction between customers and 

the firm's personal or employees for the service to be "manufactured" and 

delivered (e.g. haircut, medical advice, fitness class, travel agency advice). 

These interactions strongly influence the customer's perception of service 

quality. It has been said that "the person delivering the service is the 

service"-that is, customer assessments of quality are often based on largely 

on how they assess the person(s) with whom they are dealing. McDonald 

and Payne ( 1996) mentioned that since people are an essential element in the 

production and delivery of services, the quality and behavior of the 

company's staff largely determine the quality of the service. This is 

particularly true in respect of those whose jobs involve high levels of 

customer contract. 

6. Physical Evidence 

The final component of the expanded marketing mix addresses the "tangible 

"components of the service experience. In the absence of any tangible goods, 

cues indicating the quality of a service come from other contexts. There is of 

course the heightened role for the social interaction that facilitates the 

exchange and the environmental conditions within which it occurs. Physical 

surroundings and other visible cues can therefore have a profound effect on 

the impression customers' form about the quality of the service they receive. 

For example, the atmosphere of the shop center can attractive customer. The 

atmosphere here including chair, table and counter service. Physical 

surroundings also help to shape the feeling and reactions of customers and 

employees. The significant of the physical environment and atmosphere 

have long been reCOf,1Ilized in the retailing industry. 

7. Processing 

McDonald and Payne ( 1996) mentioned that the procedures, routines and 

policies, which influence how a service is created and delivered lo 

customers, could clearly be instrumental in determining how customer 

Friendly'the Company is perceived to be. Lovelock, Patterson and Walker 
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(1998) stated that Employees often depend on efficient and effective 

"backstage" processing systems to enable them to deliver high quality 

service. How do you fell if you are handed an inaccurate bill when you leave 

a hotel, find mistakes on your bank statements or arrive at a restaurant where 

you had reserved a table for dinner, only to find that they have lost your 

reservation and given your table to somebody else? These processing system 

failures not only cause considerable customer frustration, but prompt 

customers to vent their anger on a blameless employee. Poorly designed 

processing system makes it very difficult for front-line staff to do their jobs 

well. 

Service as a process 

Lovelock, Patterson and Walker ( 1998) mentioned that customer 

involvement in production is often cited as a distinctive characteristic of 

services, it stands to reason that we should determine if different types of 

processes result in different levels of customer involvement. It also suggests 

that service marketers may find it helpful to understand the process by which 

services are created. 

According to the fact analysis from the researcher's point of view, the 

researcher has focused on seven factors, which are product, price, place, 

promotion, participant, physical evidence and processing. The reason that 

researcher interested a11 elements because Orange mobile phone company 

needs all factors to determine. °" O' ii:!!!.' 

· rl1Bi.l'ilt\-t>' 

Source of Reference Regarding Demographic factors 

Before developing the marketing plans, marketers need to study and 

understand consumer behavior. Consumer behavior is influenced by four major 

factors: cultural, social, personal and psychological. To study these factors can 

provide clues on how to reach and serve consumers more effectively. But this 

research study will not focus all these factors only personal factor (demographic 

factors) will be mentioned. 
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Kotler (1997) mentioned that Buyer's decisions are influenced by personal 

characteristics or demographic factors as the internal factors. Schiffmsan and kanuk 
(. 

( 1978) stated that Personal factors are individual characteristics including age, sex 

race, income, education, and occupation, are most often basis for market 

segmentation. They are generally easy to identify and to measure; furthermore, they 

can often be associated with the usage of specific product. Engel, Blackwell, and 

Miniard (1993) quoted individuals apply a variety of criteria in evaluating purchase, 

which will vary in importance or influence in shaping selection. William Stanton 

( 1991) also indicated that the demographic segmentation is the most common basis 

for segmenting consumer markets in categories. This segmentation is divided into 

different parts on the basis of demographic variables; age, sex, family-lifecycle stage, 

income distribution, occupation, and education backhrround. Schiffman and Kanuk, 

1978 indicated the demographic characteristics such as age, income, occupation, sex 

and education are most often used as the basic for market segmentation. They are 

generally easy to identify a to specific product. 

2 .. 1 Gender 

Kotler (1997) mentioned that Gender means the condition of being either male 

or female. Gender has always been a distinguishing segmentation variable. Gender 

influences to consumer's thinking, values, attitude, behavior, want and buying 

decision. It means males and females have different thinking, value, attitude, and 

behavior, want and buying decision. Occasionally, other marketers notice an 

opportunity for gender segmentation. For many years, market segmentation by gender 

has been an obvious choice for products such as clothing, shoes, and personal care 

items, and personal item. In recent years, ther~ 'have been some interesting variations 

on traditional gender-based redesigned and repositioned fort the female and male 

segment of the market (Stanton, Etzel, and Walker, 1994) 

2 . . 2 Age 

Schiffman and Kanuk (1994) mentioned that the period of time a person has 

lived is called age. Product needs often vary with consumer age; marketers have 

found age to be a particularly useful demographic variable to distinguish segments. 

Many marketers have curved themselves in niche in the marketplace by concentrating 
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on a specific age segment. Kotler (1997) quoted that since, consumer wants and 

abilities change with age. People buy different goods and services over their lifetime. 

For example, target potential of GSM 1800 is the teenager who sensitive on the price 

changes so that the company should position the product at the lower p1ice. 

2 .. 3 Education 

The level of education is the important factor making the different purchasing 

behavior. The knowledge or skill level one obtained or developed by a learning 

process through forn1al instruction at a school or college is called educational level. 

People coming from the same subculture, social class, and occupation may lead quite 

different education background. From many research study founded that the 

consumers with the different education level took for product differently. The 

consumers having high educational level tends to consumer the high quality products 

than the consumer having low education level since the high educational level 

consumers have the correct knowledge about consuming. For example, the highly 

educated people view quality of product to be more important than the lower 

education do, contrary, lower education people view price to be more important for 

them than higher education people do. Consumers often choose products, services, 

and activities over others because they are associated with a certain education. 

Murphy and Enis (1985) staled that marketing implications of a highly educated 

market environment are quite significant. These individuals want products that are 

more sophisticated. They are also critical of marketers who do not offer consistent 

quality in their products. 

2 . .4 Occupation 

A person's occupation also influences consumer consumption patter (Kotler, 

Ang, Leong and Tan (1996) mentioned that Occupation reflects values, attitudes, taste 

and lifestyle. Marketers try to identify the occupational groups that have an above­

average interest in their products and services. Occupation, income and education 

tented tot be correlation on almost a cause and effect relationship. Schiffman and 

Kanuk (1994) stated that High-level occupations that produce high income usually 

require advanced educational training. 
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2 .. 5 Income 

Ang, Leong, and Tan (1996) mentioned that Income has long been an 

important variable for distinguishing market segments. Product choice is greatly 

affected by one's economic circumstances. People's economic circumstances consist 

of their spend able income (its level, stability, and time pattern), savings and assets 

(including the percentage that is liquid), debts, borrowing power, and attribute toward 

spending versus saving. Schiffman and Kanuk ( t 994) stated that The major problem 

with segmenting the market on the basis of income alone is that income simply 

indicates the ability (or inability) to pay for a product, while the actual choice may be 

based on personal lifestyle, test, and values.variables largely determines by 

occupation and education. Income is a factor relating to purchasing behavior. Income 

as a determinate factor can detennine consumers 'need, thinking and behavior. 

Previous Empirical Research 

Taylor, Steven (1994), A. studied" the relationship between service quality 

and consumer satisfaction in the formation of purchase intentions across 4 service 

industries: health care, recreation services, transportation, and communications 

services" A total of 426 completed questionnaires were analyzed to better understand 

the relationship between service quality and consumer satisfaction in the formation of 

purchase intentions across 4 service industries. The results, coupled with the evidence 

in the emerging services literature, suggest that consumer satisfaction is best 

described as moderating the service quality/purchase intention relationship. The 

managerial and research implications of the study are discussed. 

Hanwongjirawat (2001), studied" Attitude and Satisfaction of mobile phone 

users in Bangkok metropolitan" The objectives are to study attitude and satisfaction 

of mobile phone users in Bangkok metropolitan. The study emphasizes on comparing 

the attitude and satisfaction of the subscribers of two major market leaders (AIS and 

DTAC). The results of the study indicate that there is no difference in attitude 

between AIS and OT AC, but AIS has better positive mean score than DTAC. 

Laroche, Michel (1996). Studied "study that examines the relationships among 

brand familiarity, confidence in brand evaluations, brand attitudes, and purchase 
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intention" The results from structural equation modeling reveal that familiarity with a 

brand influences a consumer's confidence toward the brand, which in turn affects 

his/her intention to purchase the same brand. Moreover, a consumer's attitude toward 

a specific brand is influenced by his/her familiarity with the brand. An obvious 

implication of these results is that, in order to increase a consumer's intention to 

purchase a specific brand, a marketer needs to enhance his/her confidence in the 

brand, which may be realized by providing the consumer with more product-related 

information or direct experience. 

Bunsantisuk (2000), studied" Factor Influencing Consumers' Decision 

Making for Prepaid Card Service Mobile Buyer in Bangkok Metropolitan Areas" The 

. objectives are to study mobile phone buying behavior and factors influencing 

consumers' purchasing decision for prepaid card mobile of people in Bangkok. The 

study emphasizes on Prompt mobile phone service of TAC in order to be a gridline to 

improve marketing strategy for prepaid card mobile phone service providers. The 

study results show that the reason for purchasing is mostly for personal use. There is a 

difference in consumers' decision making for Prepaid Card Service Mobile Buyer 

when segmented by demographic factors, Most of the respondents think that the cost 

of mobile is quite reasonable and they receive good services. The marketing factor 

that has the most impact on purchasing decision is channel distribution. And the 

analysis tells that the geographical factor has the most impact on consumers' decision 

making of Prompt mobile phone. 

Mizerski, Richard (1994) studied" examined the responses that new rock 

music creates in listeners and how these responses influence the intention to later 

purchase the music." The objectives are to study the responses that new rock music 

creates in listeners and how these responses influence the intention to later purchase 

the music. Data were obtained from the questionnaire responses of 215 undergraduate 

business students at a large southern university. The study results indicate that the 

sensorial, emotional, imagine, and analytic responses to music all have direct effects 

on the affective and experiential responses, which in turn influence purchase 

intention. The strongest indicator of purchase intention is the need to experience the 

music. 

Srisuk ( 1999) studied' Consumer expectations on the mobile Telephone 

Service in Bangkok Metropolitan". There is a difference in consumers' decision 
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making for Prepaid Card Service Mobile Buyer when segmented by demographic 

factors the customers' expectation on mobile telephone service in Bangkok 

Metropolitan in the aspects of convenience, special services, all center services and 

the method of payment. The results of the study show that the customer expectations 

were not different in terms of sex, socio-economic situation and occupation. The 

customers' expectations expressed were greater than the customer service rendered in 

all aspects: convenience, special services, all center service and the method of 

payment. The customers' expectations were also not related to the customer service. 

Charkornkrew (2003) studied "Factors influencing Consumer Decision 

Making and Attitude Wedding Studio Bangkok". The objectives are to study factors 

influencing Consumer Decision Making and Attitude Wedding Studio Bangkok. The 

study emphasizes on demographic factors and marketing mix for services. The study 

results show that there is a difference in consumer attitude toward wedding studio 

when segmented by demographic factors, which consist of gender, age, education 

level, occupations and income levels. For marketing mix for services, it can be 

concluded that there is a relationship between price and price range in consumer 

decision making toward wedding studio, while there is no relationship between 

product, place, promotion and participant and price range in consumer decision 

making to ward wedding studio. 
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Chapter3 

Research Framework 

This chapter encompassed the framework of this research along with the 

elaboration of theoretical framework. It is logically developed, described and 

elaborated network of associations among studied variables. In section 2, it discusses 

all hypothesis statements, which will be tested for this study. In section 3, the 

infom1ation of concepts and variable operationalization of this research is explained. 

3.1 Theoretical Framework 

Sekaran ( 1992) mentioned that a theoretical Framework is a conceptual model 

of how one theorizes the relationship among the several factors that have been 

identified as important to the problems. Mc Daniel; Gates (1999) stated that It 

clarifies the questions and it summarized the overall concepts being investigated. 

For this research study, the researcher builds conceptual model on prior 

researcher identify several variables that influencing purchasing intention toward 

Orange mobile phone in Bangkok metropolitans. This research consists of many 

variables. Independent variables include marketing mix for services (service product, 

price, place, promotion, people, physical evidence and processing) and demographic 

factors (gender, age, education, occupation and income level). Dependent variables 

include purchasing intention. The researcher developed the conceptual model by 

relating the theories of marketing mix for services and demographic factor to the 

theory of purchasing intention. The conceptual model of this research is presented in 

Figure 3.1 



Independent Variable 

Marketing mix for services 

- Servic~ product 
- Price 
- Place 
- Promotion 
- People 
- Physical evidence 
- Processing 

Demographic Factors 

~ Gender 
- Age 
- Education 
- Occupation 
- Income 
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Figure 3.1 

Dependent Variable 

Purchasing Intention 
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3.2 Research Hypotheses 

After developing the conceptual model, the researcher set up many hypotheses for 

finding the results that the researcher would like to know about marketing mix for 

services and demographic influencing purchasing intention. The researcher separated 

the hypotheses into 12 groups. 

The hypotheses in group one focused on Service product variable VS purchasing 

intention variable. 

The hypotheses in group two focused on Price variable VS purchasing intention 

variable. 

The hypotheses in group three focused on Place variable VS purchasing intention 

variable. 

The hypotheses in group four focused on Promotion variable VS purchasing intention 

variable 

The hypotheses in group five focused on People variable VS purchasing intention 

variable 

The hypotheses in group six focused on Physical evidence variable VS purchasing 

intention variable 

The hypotheses in group seven focused on Process variable VS purchasing intention 

variable 

The hypotheses in group eight focused on Gender variable VS purchasing intention 

variable. 

The hypotheses in group nine focused on Age level variable VS purchasing intention 

variable. 

The hypotheses in group ten focused on Education level variable VS purchasing 

intention variable. 

The hypotheses in group eleven focused on Occupation variable VS purchasing 

intention variable. 

The hypotheses in group twelve focused on Income variable VS purchasing intention 

variable. 

As s result, this comes to the hypothesis statements as follows: 



Hypotheses: 

H lo: There is no relationship between product variable and purchasing intention. 

H 1 i: There is relationship between product variable and purchasing intention. 

H2o: There is no relationship between Price variable and purchasing intention. 

H21: There is relationship between Price variable and purchasing intention. 

HJo: There is no relationship between Place variable and purchasing intention. 

H31: There is relationship between Place variable and purchasing intention. 

H4o: There is no relationship between Promotion variable and purchasing intention. 

1141: There is relationship between Promotion variable and purchasing intention. 
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HSo: There is no relationship between Participant variable and purchasing intention. 

H51: There is relationship between Participant variable and purchasing intention. 

H6o: There is no relationship between Physical evidence variable and purchasing 

intention 

H61: There is relationship between Physical evidence variable and purchasing 

intention. 

H7o: There is no relationship between Process variable and purchasing intention 

H71: There is relationship between Process variable and purchasing intention. 

H8o: There is no difference in purchasing intention variable when determined by 

Gender. 



H8t: There is a difference in purchasing intention variable when determined by 

Gender. 
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H9o: There is no difference in purchasing intention variable when determined by Age 

level. 

H9i: There is a difference in purchasing intention variable when determined by Age 

level. 

HlOo: There is no difference in purchasing intention variable when determined by 

Education level. 

HlOi: There is a difference in purchasing intention variable when determined by 

Education level. 

Ht h: There is no difference in purchasing intention variable when determined by 

Occupation. 

Hll1: There is a difference in purchasing intention variable when determined by 

Occupation. 

H12o: There is no difference in purchasing intention variable when determined by 

Income. 

H12t: There is a difference in purchasing intention variable when determined by 

Income. 
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3.3 Concepts and Variables Operationalization 

A concept is a generalized idea about a class of objects or processes. A 

concept must be made operational in order to measured. (tn operational definition 

gives meaning to a concept by specifying the activities or operations necessary to 

measure it. The operation definition specifies what must be done to measure the 

concept under investigation. Operational definitions help the researcher specify the 

rules for assigning numbers. The value assigned in the measuring process can be 

manipulated according to certain mathematical rules. Once the variables of interest 

have been identified and defined conceptually, a specific type of scale· must be 

selected. This study applies three types of scale: Nominal , Ordinal and interval scale. 

The appropriate statistical procedure must be selected to analyze each scale. 

Table 3.1 will be shown the operational component of influencing variables along 

with operational component of explained variables as shown in table 3 .2 as follow: 

-
/ 

I \ 
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Table 3.1 Operational component of influencing variables 

Concept Concept Definition Operational Level of 

Component Measurement 

Product Anything that can be - Quality of signal Interval Scale 

offered to satisfy a - Protection unallowable users 

need or want - Value-added services 

Price The amount of money - Monthly fees Interval Scale 

charges for a product - Call charged per minutes 
~ - Value-added service charged 

~ 

Place The places where - Number of Shops for service Interval Scale 

customers convenience - Location of shop center 

to buy the product - Number of general shops 

~ I~ - Convenient and easy to go 
1 ln - Size of shop center 

- Shop displays 

Promotion All the activities the - TV and Radio Advertisement Interval Scale 

company undertakes to - Print Advertisement 

communicate and ,,... - Internet Advertisement 

promote its product to - Booth demonstration at 

the target market · Department store 

- Variety of promotion 

packages 

- Special price program 

.-) 
- Promotion programs are 

interesting 

- Social responsibility 
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Table 3.1: Continued 

Concept Concept Definition Operational Le\'el of 

Component Measurement 

Participant The person who - Courtesy of service provider Interval Scale 

delivery services or - Understand customer's need 

contract with customer. - Attentiveness in providing 

service 

- Politeness of service provider 

Physical The final component of - Well display Interval Scale 

Evidence the expanded \ - Suitable atmosphere 

marketing mix 

()A' addresses the 

"tangible" components 

~ of the service 

expenence ~ -
Process The procedures, - Public Relations covering Interval Scale 

routines and policies, wide range of customers 

which influence how a - Effective of information 

service is created and - Advanced Technical of 

del ivered to customers service 

- Good image of service 

- Good after~sales service 

- Network coverage areas 
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Table 3.1: Continued 

Concept Concept Operational Level of 

Definition Component Measurement 

Gender Sex identification Male or female Nominal Scale 

of one person 

Age Number of years Duration of life specific Ordinal Scale 

calculating the life to one person 

of one person 

Education Level of a person 's Individual 's highest Nominal Scale 

formal education degree of study 

Occupation Employment of one Career occupied by one Nominal Scale 

person person 

Income Money received Individual receives per Ordinal Seale 

during a given month ~ ;::...; 
c :=::i 

period as salary or ll 
= 

allowance 
... ~ 
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Table 3.2: Operational definition of explained variables 

Concept Concept Operational Level of 

Definition Component Measurement 

Purchase intention Consumers' - Intention to buy Orange Ordinal Scale 

tendency to act mobile phone 

toward an object 
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Chapter4 

Research Methodology 

The purpose of this chapter is to provide an overview of the research 

methodology that will be selected for use in this research. This section reveals the 

sources of primary and secondary data, respondents and sampling procedure, the 

research instrument and questionnaires, data collection and gathering procedure and 

statistical treatment of hypotheses testing. 

4.1 Methods of Research used 

Churchill (1999) mentioned that descriptive research is used to describe the 

characteristics of certain groups as well as to estimate the proportion of people in a 

specified population who behave in a certain way. The descriptive research employed 

in this study in order to describe the Marketing for service factors and Demographic 

factors influencing purchasing intention toward orange mobile phone LTD. in 

Bangkok metropolitans. 

In order to gather the data of the Mobile phone users, survey is a very 

appropriate research technique because it is a method of primary data collection based 

on communication with a representative sample of individuals. Kumer, Aaker & Day 

( 1999) stated that the principle advantage of the survey method is that it can collect a 

great deal of data about an individual respondent at one time. Survey also provides a 

quick, inexpensive, efficient and accurate means of assessing information about a 

population. 

Moreover, to explore the reason that lies behind the statistical differences 

between groups that may emerge from surveys, the exploratory research method is 

another method that is applied to this study. Also, to obtain some background 

infonnation where absolutely nothing is known about the problem area, the 

hypotheses are formulated for the investigation (Malhotra & Birks, 2000). Thus the 

hypotheses about the relationship between the Marketing for service factors and 

Demographic factors influencing purchasing intention are examined in this research. 
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4.2 Respondents and Sampling Procedures. 

Target population 

Population refers to the entire group of people, events or thing of interest that 

the researcher wishes to investigate (Sekaran, 1992). Zikmund ( 1997) stated that 

population is defined as any complete !,>roup of entries that share some common set of 

characteristics. Davis and Cosenz.a (1993) mentioned that population refers to the 

complete set of unit of analysis under investigation.fhe target populations of this 

research study are both males and females who have never used Orange mobile phone 

before, aged at least 18 years old and residing in Bangkok metropolis. The reason for 

selecting this group of people to be the target population is because they are mostly 

business people, government employees and students etc, who have the power to 

purchase a mobile phone and also have ideas about the product. 

~ 
Sampling Unit -,... 

As the target population of this research is individuals, so the sampling unit is 

the same as the population element. Therefore, sampling unit in this research is both 

males and females who have never used Orange mobile phone before, aged at least 18 

years old and residing in Bangkok metropolis. 

Sampling Method 

The sample of this research was specific to the respondents who have never used 

Orange mobile phone before in Bangkok only. Orange has 19 shops and service 

centers in Bangkok (www.orange.co.th). The steps of sampling procedure are as 

follow: 

Step 1- The researcher used simple random sampling, with which each 

respondent has an equal chance of being selected. The researcher randomly draws 5 

shops or service centers of Orange out of the 19 shops or service centers of Orange in 

Bangkok. The results are as follows: 

1. Central Lardprao 2. Siam Discover Center 3. Unit Center-Silom Tower 
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4. Seacon Square 5 .. fashion Island 

Step 2- After that the researcher used the quota sampling method by setting 80 

samples for each of the 5 shops or service centers in order to get the total sample of 

respondents to be equal to 400 respondents. 

Table 4-1: Sampling size classified 

Orange Shop or Service centers 

Central Lardprao 80 

Siam Discover Center 80. 

Unit Center-Silom Tower 80 

Seacon Square ~ \'...\\ 80 

Fashion Island 
'0) \\""' 

80 

Total sample size 400. 

Step 3- Finally, the researcher used the convenience method in order to collect 

the data in the field since it was a convenient way and saved the cost of this study 

Sample size 

As the population of Orange mobile phone consumer who come to make a look 

or buy Orange mobile phone at the shop center is unknown in order to determine the 

sample size, the researcher references the sample size from previous studied as 

follows: 

I. Hanwongjirawat (2001) studied the attitude.and satisfaction of mobile phone 

user in Bangkok metropolitan focusing on comparing the attitude and 

satisfaction of the subscribers of two major market leaders (AIS and DTAC) 

and used 400 respondents for sample size. 

2. Maivijit (2001) studied the factors influencing on Consumers' Purchase 

decision for Mobile phone Product and used minimum of 369 respondents for 

sample size. 

3. Son gt is (200 I) studied the investigation of differences in perceived product 

characteristics and personality traits between mobile Internet innovators and 

non-innovators and used 400 respondents for sample size. 



Therefore, this research used 400-sample size for collecting the primary data 

questionnaires. 

3.3 Research Instrument/ Questionnaire 
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In this study, structured questionnaires will be used for data collection because 

questionnaire is the most flexible method comparing to other methods. Structured 

questionnaires help respondents to make quick decisions by making a choice among 

the several alternatives that are provided. 

Self-distributing questionnaire will be used as a tool for collecting the data 

needed for the research and the questionnaire will be distributed directly to the 

respondents. Each variable is transformed into simple, easy and concise statements, 

which totally exclude the possibilities of ambiguity, illusions and misinterpretations. 

The questionnaires consist of two parts 

1. In the first part, the questions are about the demographic background of the 

respondents and consists of 5 questions, which are multiple choices. Each 

respondent was asked questions about his or her demographic infonnation, 

for example gender, age, occupation, education, and income. ,, 

2. In the second part, the questions are about the marketing for services factors 

that influence purchasing intention. There are 33 questions, which consist of 

questions about product, price, place, promotion, participant, physical 

evidence and process. 

3. In the third part, questions are about the purchase intention. There are 5 

questions 

Variable Measurement 

The independent variables in this research are Marketing mix for service factors 

which are product, price, place, promotion, participant, physical evidence, process and 

Demo&rraphic factors which include gender, age, occupation, education, and income 

and the dependent variable is the purchasing intention. 
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Part l: Personal information of the respondent will be ask find out the profile of 

the respondents measured by gender, age, education level, occupation and income. 

Part 2: Likert-Type scale is applied to ask the respondents about Marketing mix 

for service factors that Influencing Purchase intention consist of product, price, place, 

promotion, participant, physical evidence and process. 

Part 3: Purchase intention, the question asked about Purchase intention of 

consumer in other factors. 

3.4 Pretesting 

Pretests are trial runs with a group of respondents for the purpose of detecting 

problems in the questionnaire instructions or design. In a pretest, the researcher looks 

for evidence of ambiguous questions and respondent misunderstanding, whether the 

questions mean the same thing to all respondents, the point at which respondent 

fatigue sets in, places in the questionnaire where a respondent is likely to tenninate, 

and other considerations (Zikmund, 1999). 

The questionnaires are pretested and "debugged" before widespread distribution. 

The formats of the questionnaires, and the wording and sequence of the questions, 

affect the validity of the responses and, in the number (rate) of response received 

(McBumey, 1994 ). Pretest should be done with at least 33 questionnaires, mostly 

using 50~70 questionnaires. (Vanichbuncha, 2000). 

Fifty sets of the questionnaires are to be pretested to the target respondents. In 

pretesting, it is essential for the researcher to look for evidence of ambiguous 

questions, inappropriate wording, and so fourth. Then mistakes must be corrected and 

adjusted to fit the respondents understanding and to make sure that the questions are 

not biased or lead the· respondents to certain answers. 

Reliability Testing 

Reliability is the degree to which measures are free from errors and therefore 

yield consistent results. It is applied to the measure when similar results are obtained 

over time and across situations (Zikmund, I 991 ). It is used for pretesting the 

reliability of the questionnaire before collecting the primary data. This research study 



uses Cronbach's-Alpha as the technique for testing the internal consistency. 

Cronbach's-Alpha measurement produces the mean of all possible split-half 

coefficients resulting from different splitting of measurement instrument. 

Cronbach's-Alpha can range from 0 to I. A value of0.6 or less is usually viewed as 

unsatisfactory (Hawkin and Tull, 1993). Coefficient alpha provides a summary 

measure of the interrelations that exit among a set of i terns. 

Table 4-2: Reliability Test 

Measure Cronba.ch's-Alpha -. --·-----.. ·~-.... _ 
No. of case :::! 50 

No. of items = 3 (product) \\~"'E 0.6977 
3 (price) 0.7189 

o~ 5 (place) 0.8757 

8 (promotion) 0.8153 

~ 4 (participant) 0.6772 

2 (physical evidence) 0.8321 ~ -6 (process) 0.8718 r-
l::lt 
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From the above table, the reliability analysis of this questionnaire on part2 (Marketing 

Mix for services) indicates an alpha value of each group, which is above the standard 

of0.6. Therefore, it can be concluded that the questionnaires for collecting the 

primary data is reliable. 1 ti 

3.5 Collection of data/ Gathering Procedures 

There are two main sources of data, which are primary and secondary data. The 

primary data will be collected through the questionnaires. The secondary data was 

collected from textbooks, journals, magazines, newspapers, articles, the Internet 

articles and theoretical studies. 

On the primary data, the researcher prepared the question both in English and 

Thai for better understanding of respondents. The researcher had distributed all the 

questionnaires by him in each area. The questionnaires will be collected at the 

selected places as mentioned in the table 4.1 
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All the feedback on the questionnaires was brought back to be examined and 

analyzed through SPSS/PC. The questionnaires were designed to examine the 

demographic, marketing mix for services toward the purchase intention of the Orange 

mobile Phone users who are both males and females, aged at least 18 years old and 

residing in Bangkok metropolis. The researcher had made a pretest of the 

questionnaires; about 50 people were examined for reliability before the 

questionnaires were actually used. 

3.6 Statistical Treatment of Data 

To analyze the data collected from the respondents, the Statistical Package for 

Social Science (SPSS) program is used for both descriptive analysis and cross­

tabulation. Spearman's Rank Correlation Coefficient is also calculated to test the 8 

hypotheses to identify the relationship between marketing factors and Demographic 

factors influencing purchasing intention. 

Descriptive analysis 

In order to interpret the data gathered, descriptive analysis is applied to 

transfonn the raw data into a form that will make them easy to understand and 

interpret; rearrange, order, and manipulate data to generate descriptive information 

such as frequency distributions, percentage distributions, and means (Zikmund, 

1997a). 

Cross-Tabulation 

Cross-Tabulation is also another technique to organize data by groups. In this 

research, the respondents are both males and females who are now using Orange 

mobile phones, aged at least 18 years old and residing in Bangkok metropolis. This 

fonn of analysis also facilitates the type of relationship among variables. Since market 

segmentation is a major component of marketing strategy for many organizations, 

cross tabulating the results of marketing research helps clarify the research findings as 

they pertain to market segments (Zikmund, 1997a). 
~~-·-
~ ~ \~·'\~~() ·~ 



Spearman 's Rho 

Measurement levels of this study are interval and ordinal scales (Jamomman, 

2537), The researcher uses Spearman's Rho to analyze the relationship between 

marketing mix for services and purchase intention. 

Kruska-Wallis 
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The researcher uses Kruskal to analyze the differences in the purchase intention 

toward Orange mobile phone when segmented by demographic factors. (Age, 

education, occupation and income) 

Mann-Whitney 

The researcher uses Mann-Whitney to analyze the differences in the purchase 

intention toward Orange mobile phone when segmented by demographic factors. 

(Gender) 
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Chapters 

Data Analysis 

This chapter is emphasized on the analysis of the collected Primary data from 

400 questionnaires from the target respondents. The data analysis part can be divided 
I 

into two sections. The first section is concerned with the descriptive statistics of the 
.--········Z:;.-·-----------... . 

respondents and the second is the inferential testing oft~ research hypotheses . 
...... _ ......•.. ,. __ -· . ... ·· ··~·--- ..... ................................... ,. .. .,. 

The questionnaires were collected during the month of June 2003, at Central 

Lardprao, Siam Discover Center, Unit Center-Silom Tower, Seacon Square and 

Fashion Island. 

5.1 Descriptive Statistics 

In order to interpret the data gathered, descriptive analysis is applied to 

transform the raw data into a form that will make them easy to understand and 

interpre/ rearrange, order, and manipulate data to generate descriptive information 

such as frequency distributions, percentage distributions, and means (Zikmund, 

l 997a). The study on the topic of "Factors Influencing Purchase intention on 

consumers' of Bangkok Toward Orange Mobile phone Service" collected the primary 

data through 400 questionnaires with the target populations. The data analysis part 

can be divided into 2 sections as follow: 

I. Respondent Characteristics or demographic factors are including 

Gender 

Age 

Education 

Occupation 

Income 

2. Frequency analysis results of marketing mix for services as the independent and 

dependent variable of purchase intention: 

Independent variable: 



Quality of signal 

Protection unallowable users 

Value-added services 

Monthly fees 

Call charged per minutes 

Value-added service charged 

- Number of Shops for service 

- Location of shop center 

- Number of general shops 

- Convenient and easy to go 

- Size of shop center 

- Shop displays \JERs1ry 
- TV and Radio Advertisement ()A' 
- Print Advertisement 

- Internet Advertisement 

Booth demonstration at Department store 

- Variety of promotion packages 

- Special price program 

- Promotion programs are interesting 

- Social responsibility 

- Courtesy of service provider 

- Understand customer's need 

- Attentiveness in providing service 

Politeness of service provider 

- Well display 

- Suitable atmosphere 

- Public Relations covering wide range of customers 

- Effective of information 

- Advanced Technical of service 

- Good image of service 

- Good after-sales service 

- Network coverage areas 

~ .,_, -~ 
~ 
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Dependent variable: 

- Purchase intention 

Respondent characteristics: 

Table 5.1 Gender 

Gender 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Male 160 40.0 40.0 40.0 

Female 240 60.0 60.0 100.0 

Total 400 100.0 100.0 

As shown in table5 .1, the respondents' characteristics shown out of 400 respondents, 

160 respondents are male and the left 240 is female. It is accounted for 40% male 

respondents and 60% off emale respondents. 

Table 5.2 Age 

Age 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Below 18 19 4.8 4.8 4.8 

18-22 187 46.8 
o'-

46.8 51.5 

23-28 123 30.8 30.8 82.3 

29-34- 38 9.5 9.5 91.8 

35·40 15 3.8 3.8 95.5 

Over 40 18 4.5 4.5 100.0 

Total 400 100.0 100.0 

As shown in table 5.2, the composition of each age range is shown. There are all 6 

ranges of age in which the majority of respondents is 18-22 years old, which is 46.8%, 

followed by 23-28 years old which is 30.8%, 29-34 years old which is 9.5% and 

below 18 for 4.8%, over 40 for 4.5% and 35-40 years old for 3.8%, respectively. 
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Table 5.3 Occupation 

Occu1U1tion 

Cumulative 
frequency Percent Val id Percent Percent 

Valid Student 219 54.8 54.8 

Ci\il service employee/State 
18 4.5 4.5 

enterprise employee 

Pril'ate sector employee 86 21.5 21.5 

Homemaker 12 3.0 3.0 

Omi Business 34 8.5 8.5 

Others • Sales representative 6 1.5 1.5 

Others · Subordinate 7 1.8 1.8 

Others • Merchant 12 3.0 3.0 

Others • Not specify 6 1.5 1.5 

Total 400 !00.0 100.0 

As shown in table 5.3, the occupation group will be classified into 9 categories. The 

majority group of respondents are student which are 219 respondents accounted for 

54.8%, followed by 86 respondents from private sector employee which are 21.5%, 

8.5% are business owner, 4.5 are the civil service employee/state enterprise employee. 

Moreover, there are also 1.5% of respondents don't specify their occupation. 

Table 5.4 Education Level 

* Highest education level 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Below Bachelor's degree 122 30.5 30.5 30.5 

Bachelor's degree 259 64.8 64.8 95.3 

Master's degree 19 4.8 4.8 100.0 

Total 400 100.0 100.0 

As shown in table 5.4, the education level will be categories as 3 major levels. The 

majority of the respondents are during their bachelor's degree for 259 respondents 

which are 64.8%, followed by the below bachelor's degree respondents for 30.5%, 

and the left 4.8% is the respondents who is during or complete master's degree. 

54.8 

59.3 

80.8 

83.8 

92.3 

93.8 

95.5 

98.5 

100.0 
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Table 5.5 Average salary per month 

Average salary per month 

Cumulative 
Frequency Percent Valid Percent Percent 

r · 

Valid Less than I 0,000 222 55.5 55.5 55.5 

I 0,000 - 20,000 I LO 27.5 27.5 83.0 

20,00 I - 30,000 17 4.3 4.3 87.3 

30,001 - 40,000 18 4.5 4.5 91.8 

Greater than 40,000 33 8.3 8.3 100.0 

Total 400 100.0 100.0 

As shown in· table 5.5, there are 5 ranges of average salary per month, the most 

common group of respondents have the average salary per month below 10,000 which 

accounted for 55.5% followed by 27% are 10,000-20,000, 8.3% have greater than 

40,000 a month. The least common group of respondent have the income per month 

around 20,001-30,000. 

Table 5.6 Product Attributes 

Table 5.6.1 Quality of signal 

Valid Not at all important 

Not so important 

Neutral 

Fairly important 

CY.~.· impo.rtant 

Total 

_,.-·"' ... ·---...... l 

Product ( Quality of sig~at1 

Frequency Pe cent 

69.3 ' 

100.0 

. . -r-
l::lit 

~ 
Valid Percent 

.3 

1.5 

9.8 

19.3 

100.0 

Cumulative 
Percent 

.3 

1.8 

11.5 

30.8 

100;? 
· ~ 

Refer to the table 5.6.1 which is Quality jf ~jgn_!!, 277 respondents or 69.3~ of 

respon~~Jl..!~ rank this attri,lmte is \C~~-·;;;~nt 1,1011e . f~r .. ili~ir-.p.~rchasin~~ ·de~i~i~~. ,,,_._ ....... ,,.,,,. ... ~ ..... ,.............. . ..... .... ········ · . ' ,, . •········· ·..... ' 

while 77 out of 400 respondents or 19.3 % of total respondents perceive thaUt is 

\~ fairly important,11 9.8% for lneutra( 1.5% for 'not so important'and 0.3% forlnot at all 

important for their purchasing decision. 
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Table 5.6.2 Protection system for illegal users 

Product - Protccttion system for illegal users 
... - ·- -· - ·-·-- . -= ---- I --· .. ,._ ··- ·- ,--· 

Cumulati\'e 
Frequency Percent Valid Percent Percent 

Valid Not so important 9 2.3 2.3 2.3 

Neutral 44 11.0 11.0 13.3 

Fairly important 85 21.3 21.3 34.5 

Very important 262 65.5 65.5 100.0 

Total 400 100.0 100.0 

Refer to the table 5.6.2 which is Protection system for illegal users, More than half of 

the respondents perceive that this attribute is very important which is accounted for 

65 .5% of the total respondents, while 21.3% of the total respondents perceive that it is 

fairly important followed by 11 % perceives that it is neutral for them and 2.3% 

perceives that this attribute is not so important for their purchasing intension. 

Table 5.6.3 offering different value-added service 

Product - Offer different value-added service 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Not at all important 4 1.0 l.O 1.0 

Not so important 18 4.5 4.5 5.5 

Neutral 109 27.3 
~ 

27.3 32.8 

Fairly important ~ 110 27.5 27.5 60.3 

Very important 159 39.8 39.8 100.0 

Total 400 100.0 100.0 

Refer to table 5.6.3 which is the offering different value-added service, 159 

respondents out of 400 or 39.8% perceive that this attribute is very important and for 

110 respondents perceive that it is fairly important, in nearly proportion 109 

respondents out of 400 perceive that it is neutral important for them. Only little 

percentage of respondents perceives that this attribute is not so important and not at 

all important which is 4.5% and 1 % respectively. 
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Table 5. 7 Pricing Attribute 

Table 5.7.1 Monthly line rental fee 

Price - Monthly line rental fees 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Not at al! important 8 2.0 2.0 2.0 

Not so important 52 13.0 13.0 15.0 

Neutral 94 23.5 23.5 38.5 

Fairly important 74 18.5 18.5 57.0 

Very important 172 43.0 43.0 100.0 

Total 400 100.0 100.0 

Refer to the table 5.7. l, which is monthly line rental fee, only 2% of respondents 

perceive that this attribute is not at all important while 43% perceive that it is very 

important, followed by 23.5% of respondents perceive it as neutral things to concern 

in their purchasing intension. 

Table 5. 7.2 Rate of call service charged 

P1ice - Rate of call sel'vice cha1·ged 

" e 2. • 
Cumulative 

Frequency Percent Valid Percent Percent 

Valid Not at all important 4 1.0 1.0 1.0 

Not so important J 10 2.5 2.5 3.5 

Neutral 43 i 10.8 10.8 14.3 

Fairly important 80 20.0 20.0 34.3 

Very important 263 65.8 65.8 100.0 

Total 400 100.0 100.0 

Refer to the table 5.7.2, which is rate of call service charged, only I% of respondents 

perceive that this attribute is not at all important while 65.8% perceive that it is very 

important, followed by 10.8% of respondents perceive it as neutral things to concern 

in their purchasing intension. 
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Table 5.7.3 Value-added service charge 

P1ice • Value--added service charged 

Cumulative 
Fr~uency Percent Valid Percent Percent 

Valid Not at all important 4 1.0 1.0 LO 

Not so important 27 6.8 6.8 7.8 

Neutral 88 22.0 22.0 29.8 

fairly important 98 24.5 24.5 54.3 

Very important 183 45.8 45.8 100.0 

Total 400 100.0 100.0 

Refer to the table 5.7.3, which is value-added service charge, only 1% of respondents 

perceive that this attribute is not at all important while 45.8% perceive that it is very 

important, followed by 22% of respondents perceive it as neutral things to concern in 

their purchasing intension. 

Table 5.8 Place Attribute 

Table 5.8.1 sufficient number of shops for service customer 

Place • Sufficient number of shops fo1· service customer 
'"- '" -··. ·-- ... 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Not at all important 6 1.5 1.5 1.5 

Not so important 14 3.5 3.5 5.0 

Neutral 119 29.8 29.8 34.8 

Fairly important 146 36.5 36.5 71.3 

Very important 115 28.8 28.8 100.0 

Total 400 100.0 100.0 

Refer to the table 5.8.1, which is sufficient number of shops for service customer, 

only 1.5% of respondents perceive that this attribute is not at all important while 

28.8% perceive that it is very important, followed by 29.8% of respondents perceive it 

as neutral things to concern in their purchasing intension. 
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Table 5.8.2 Location of shop center 

Place ~ Location of shop center 

Cumulative 

-··- -· ___Fr~uen~· Percent Valid Percent Percent 
--·--- ·---- -- - . 

Valid Not at all important 12 3.0 3.0 3.0 

Not so important 14 3.5 3.5 6.5 

Neutral 124 3l.O 31.0 37.5 

Fairly important 157 39.3 39.3 76.8 

Very important 93 23.3 23.3 100.0 

Total 400 100.0 100.0 

Refer to the lable 5.8.2, which is location of shop center, only 3% of respondents 

perceive that this attribute is not at all important while 23.3% perceive that it is very 

important, followed by 31 % of respondents perceive it as neutral things to concern in 

their purchasing intension. 

Table 5.8.3 Convenient and easy to go 

Place - Convenient and easy to go 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Not at all important 9 2.3 2.3 2.3 

Not so important 16 4.0 4.0 6.3 

Neutral 
v~ 

107 26.8 26.8 33.0 

Fairly important 152 38.0 38.0 11.0 

Very important 116 29.0 29.0 100.0 

Total 400 100.0 100.0 

Refer to the table 5.8.3, which is Convenient and easy to go, only 2.3% of respondents 

perceive that this attribute is not at all important while 29% perceive that it is very 

important, followed by 26.8% of respondents perceive 1t as neutral things to concern 

in their purchasing intension. 
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Table 5.8.4 Size of shop center 

Place • Size of shop ccnccr 

Cumulative 
FrequenC)'. Percent Valid Percent Percent 

- - ... 
Valid Not at all important 9 2.3 2.3 2.3 

Not so important 18 4.5 4.5 6.8 

Neutral 114 28.5 28.5 35.3 

Fairly important 123 30.8 30.8 66.0 

Very important 136 34.0 34.0 100.0 

Total 400 100.0 100.0 

Refer to the table 5.8.4, which is size of shop center, only 2.3% of respondents 

perceive that this attribute is not at all important while 34% perceive that it is very 

important, followed by 28.5% of respondents perceive it as neutral things to concern 

in their purchasing intension. 

Table 5.8.5 Easy to buy product from general shop 

Place - Easy to buy product from general shop 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Not at all important 7 1.8 1.8 1.8 

Not so important 20 5.0 5.0 6.8 

Neutral 102 25.S 

~ 
25.5 32.3 

Fairly important ~ 157 39.3 39.3 71.5 

Very important 114 28.S 28.5 100.0 

Total 400 100.0 100.0 

Refer to the table 5.8.5, which is easy to buy product from general shop, only 1.8% of 

respondents perceive that this attribute is not at all important while 28.5% perceive 

that it is very important, followed by 25.5% of respondents perceive it as neutral 

things to concern in their purchasing intension. 
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Table 5.9 Promotion Attribute 

Table 5.9.1 TV and Radio Advertisement 

Promotion - TV and Radio Advertisment 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Not at all important 4 LO 1.0 1.0 

Not so important 15 3.8 3.8 4.8 

Neutral 104 26.0 26.0 30.8 

Fairly important 166 41.5 41.5 72.3 

Very important 111 27.8 27.8 100.0 

Total 400 100.0 100.0 

Refer to the table 5.9.1, which is TV and Radio Advertisement perceive that this 

attribute is not at all important while 27.8% perceive that it is very important, 

followed by 26% of respondents perceive it as neutral things to concern in their 

purchasing intension. 

Table 5.9.2 Printed advertisement 

Promotion • Print Advcrtismcnt 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Not at all important 3 .8 .8 .8 

Not so important J 22 5.5 5.5 6.3 

Neutral 131 32.8 32.8 39.0 

Fairly important 149 37.3 37.3 76.3 

Very important 95 23.8 23.8 100.0 

Total 400 100.0 100.0 

Refer to the table 5.9.2, which is printed advertisement, only 0.8% of respondents 

perceive that this attribute is not at all important while 23.8% perceive that it is very 

important, followed by 32.8% of respondents perceive it as neutral things to concern 

in their purchasing intension. 
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Table 5.9.3 Internet advertisement 

Promotion - lntemet Advertisment 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Not at all important 12 3.0 3.0 3.0 

Not so important 45 I l.3 11.3 14.3 

Neutral 133 33.3 33.3 47.5 

Fairly important 135 33.8 33.8 81.3 

Very important 75 18.8 18.8 100.0 

Total 400 100.0 100.0 

Refer to the table 5.9.3, which is internet advertisement, only 3% of respondents 

perceive that this attribute is not at all important while 18.8% perceive that it is very 

important, followed by 33.3% of respondents perceive it as neutral things to concern 

in their purchasing intension. 

.,_.. 
Table 5.9.4 Booth demonstration at department store -r-

P1·omotion - Booth demonstration at Department sto1'e 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Not at all important 3 .8 .8 .8 

Not so important 24 6.0 6.0 6.8 

Neutral 116 29.0 29.0 35.8 

Fairly important 161 40.3 40.3 76.0 

Very important 96 24.0 24.0 100.0 

Total 400 100.0 100.0 

Refer to the table 5.9.4, which is Booth demonstration at department store his attribute 

is not at all important while 24% perceive that it is very important, followed by 29.0% 

of respondents perceive it as neutral things to concern in their purchasing intension. 
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Table 5.9.5 Variety of promotion packages 

Promotion~ Variety of promotion packages 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Not at all important 7 1.8 1.8 1.8 

Not so important 12 3.0 3.0 4.8 

Neutral 60 15.0 15.0 19.8 

Fairly important 117 29.3 29.3 49.0 

Very important 204 51.0 51.0 100.0 

Total 400 100.0 I00.0 

Refer to the table 5.9.5, which is variety of promotion packages that this attribute is 

not at all important while 51 % perceive that it is very important, followed by 15% of 

respondents perceive it as neutral things to concern in their purchasing intension. 

Table 5.9.6 Special price/price off program 

Promotion - Special price/ price off program 
I: . .. 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Not at all important 3 .8 .8 .8 

Not so important 9 2.3 2.3 3.0 

Neutral 86 21.5 21.5 24.5 

Fairly important 120 30.0 30.0 54.5 

Very important 182 45.5 45.5 100.0 

Total 400 100.0 100.0 

Refer to the table 5.9.6, which is special price/price off program, only 0.8% of 

respondents perceive that this attribute is not at all important while 45.5% perceive 

that it 1s very important, followed by 21.5% of respondents perceive it as neutral 

things to concern in their purchasing intension. 
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Table 5.9. 7 Promotion such as contest for sending SMS to PP Island 

Promotion v Such as contest for sending SMS to PP island 

Cumulative 
Frequency Percent Valid Percent Percent 

-
Valid Not at all important 21 5.3 5.3 5.3 

Not so important 34 8.5 8.5 13.8 

Neutral 142 35.5 35.5 49.3 

Fairly important 123 30.8 30.8 80.0 

Ve!)' important 80 20.0 20.0 100.0 

Total 400 100.0 100.0 

Refer to the table 5.9.7, which is promotion such as contest for sending SMS to PP 

island, only 5.3% of respondents perceive that this attribute is not at all important 

while 20% perceive that it is very important, followed by 35.5% of respondents 

perceive it as neutral things to concern in their purchasing intension. 

Table 5.9.8 Promotion activities enhancing social responsibility 

Promotion - There are promotion activities enhancing social responsibility such as a 
program suppo11ing Jet ski sport 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Not at all important 17 4.3 4.3 4.3 

Not so important 53 13.3 13.3 17.5 

Neutral 
,,. 

135 33.8 33.8 51.3 

Fairly important 97 24.3 24.3 75.5 

Very important 98 24.5 24.5 100.0 

Total 400 I 00.0 100.0 

Refer to the table 5.9.8, which is promotion activities enhancing social responsibility 

such as program supporting Jet Ski sport, only 4.3% of respondents perceive that this 

attribute is not at all important while 24.5% perceive that it is very important, 

followed by 33.8% of respondents perceive it as neutral things to concern in their 

purchasing intension. 
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Table 5.10 Participant Attributes 

Table 5.10.l Courtesy of service provider 

Participant - Courtesy of service provider 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Not at all important 5 1.3 l.3 1.3 

Not so important 12 3.0 3.0 4.3 

Neutral 59 14.8 14.8 19.0 

Fairly important 118 29.5 29.5 48.5 

Very important 206 51.5 51.5 100.0 

Total 400 100.0 100.0 

Refer to the table 5.10.1, which is courtesy of service provider, only 1.3% of 

respondents perceive that this attribute is not at all important while 51.5% perceive 

that it is very important, followed by 14.8% of respondents perceive it as neutral 

things to concern in their purchasing intension. 

Table 5.10.2 Understanding of customer's need 

Participant - Understand customer's need 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Not at all important 4 1.0 1.0 1.0 

Not so important 7 11 2.8 ~ 2.8 3.8 

Neutral 50 12.5 12.5 16.3 

Fairly imp.ortant 122 30.5 30.5 46.8 

Very important 213 53.3 53.3 100.0 

Total 400 100.0 100.0 

Refer to the table 5.10.2, which is understanding of customer's need, only 1.0% of 

respondents perceive that this attribute is not at all important while 53.3% perceive 

that it is very important, followed by 12.5% of respondents perceive it as neutral 

things to concern in their purchasing intension. 
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Table 5.10.3 Attentiveness in providing service 

Participant - Attentiveness in providing service 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Not at all important 5 1.3 1.3 1.3 

Not so important 9 2.3 2.3 3.5 

Neutral 53 13.3 13.3 16.8 

Fairly important 95 23.8 23.8 40.5 

Very important 238 59.5 59.5 100.0 

Total 400 100.0 100.0 

Refer to the table 5.10.3, which is attentiveness in providing service, only l.3% of 

respondents perceive that this attribute is not at all important while 59.5% perceive 

that it is very important, followed by 13.3% of respondents perceive it as neutral 

things to concern in their purchasing intension. 

Table 5.10.4 Politeness of service provider 

Participant - Politeness of service provider 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Not at all important 4 1.0 LO LO 

Not so important 9 2.3 2.3 3.3 

Neutral a, 55 13.8 13.8 17.0 

Fairly important 95 23.8 23.8 40.8 

Very important 237 l 59.3 59.3 100.0 

Total 400 100.0 100.0 

Refer to the table 5.10.4, which is politeness of service provider, only l.0% of 

respondents perceive that this attribute is not at all important while 59.3% perceive 

that it is very important, followed by 13.8% of respondents perceive it as neutral 

things to concern in their purchasing intension. 
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Table 5.11 Physical Attributes 

Table 5.11.1 Display 

Physical· Well display 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Not at all important 10 2.5 2.5 2.5 

Not so important 32 8.0 8.0 10.5 

Neutral 110 27.5 27.5 38.0 

Fairly important 143 35.8 35.8 73.8 

Very important 105 26.3 26.3 IOO.O 

Total 400 100.0 100.0 

Refer to the table 5 .11. l, which is the display, only 2. 5% of respondents perceive that 

this attribute is not at all important while 26.3% perceive that it is very important, 

followed by 27.5% of respondents perceive it as neutral things to concern in their 

purchasing intension. 

Table 5.11.2 Suitable atmosphere 

Physical • Suitable atmosphere 

·= 
Cumulative 

Frequency Percent Valid Percent Percent 

Valid Not at all important 4 1.0 1.0 1.0 

Not so important 33 8.3 8.3 9.3 

Neutral 104 26.0 26.0 35.3 

Fairly important 125 31.3 31.3 66.5 

Very important 134 33.5 33.5 100.0 

Total 400 100.0 100.0 

Refer to the table 5.11.2, which is suitable atmosphere, only 1.0% of respondents 

perceive that this attribute is not at all important while 33.5% perceive that it is very 

important, followed by 26% of respondents perceive it as neutral things to concern in 

their purchasing intension. 
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Table 5.12 Process Attribute 

Table 5.12.1 Good public relations covering wide range of customers 

Process - Good Public Relations covering \\ide range of customers 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Not at all important 11 2.8 2.8 2.8 

Not so important 30 7.5 7.5 10.3 

Neutral 79 19.8 19.8 30.0 

Fairly important 120 30.0 30.0 60.0 

Very important 160 40.0 40.0 100.0 

Total 400 100.0 lOO.O 

Refer to the table 5.12.1, which is the good public relations covering wide range of 

customers, only 2.8% of respondents perceive that this attribute is not at all important 

while 40% perceive that it is very important, followed by 19.8% of respondents 

perceive it as neutral things to concern in their purchasing intension. 

Table 5.12.2 Good provision of information on promotion which is correct 

Process - Good provision of infonnation on promotion which is correct, clear and fast 
service to customer 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Not at all important 7 1.8 l.8 !.& 

Not so important 41 10.3 10.3 12.0 

Neutral 80 20.0 20.0 32.0 

Fairly important 125 31.3 31.3 63.3 

Very important 147 36.8 36.8 100.0 

Total 400 100.0 100.0 

Refer to the table 5.12.2, which is the good provision of information on promotion 

which is correct, clear and fast service to customer, only 1.8% of respondents perceive 

that this attribute is not at all important while 36.8% perceive that it is very important, 
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followed by 20% of respondents perceive it as neutraJ things to concern in their 

purchasing intension. 

Table 5.12.3 Development of technical capacity of service 

Process - Developed Techincal capacity of service 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Not at all important 8 2.0 2.0 2.0 

Not so important 35 8.8 8.8 10.8 

Neutral 72 18.0 18.0 28.8 

Fairly important 94 23.5 23.5 52.3 

Very important 191 47.8 47.8 100.0 

Total 400 100.0 100.0 

Refer to the table 5 .12.3, which is the development of technical capacity of service, 

only 2% of respondents perceive that this attribute is not at all important while 47.8% 

perceive that it is very important, followed by 18% of respondents perceive it as 

neutral things to concern in their purchasing intension. 

Table 5.12.4 Good image of after-sales service * 
Process - Good image of after-sales service 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Not at all important 9 2.3 2.3 2.3 

Not so important 26 6.5 6.5 8.8 

Neutral 80 20.0 20.0 28.8 

Fairly important 59 14.8 14.8 43.5 

Very important 226 56.5 56.5 100.0 

Total 400 100.0 100.0 

Refer to the table 5.12.4, which is the good image of after-sales service, only 2.3% of 

respondents perceive that this attribute is not at all important while 56.5% perceive 

that it is very important, followed by 20% of respondents perceive it as neutral things 

to concern in their purchasing intension. 
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Table 5.12.5 Good after-sales service 

Process .. Good ater .. sales service 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Not at all important 2 .5 .5 .5 

Not so important II 2.8 2.8 3.3 

Neutral 45 11.3 11.3 14.5 

Fairly important 88 22.0 22.0 36.5 

Very important 254 63.5 63.5 100.0 

Total 400 100.0 100.0 

Refer to the table 5.12.5, which is good after-sales service, only 0.5% of respondents 

perceive that this attribute is not at all important while 63.5% perceive that it is very 

important, followed by 11.3% of respondents perceive it as neutral things to concern 

in their purchasing intension. 

Table 5.12.6 Network coverage areas 

Process - Network coverage areas 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Not at all important 4 1.0 1.0 1.0 

Not so important 
, 

11 2.8 ~ 2.8 3.8 

Neutral 36 9.0 9.0 12.8 

Fairly important 48 12.0 12.0 24.8 

Very important 301 75.3 75.3 100.0 

Total 400 100.0 100.0 

Refer to the table 5.12.6, which is network coverage areas, only 1.0% of respondents 

perceive that this attribute is not at all important while 75.3% perceive that it is very 

important, followed by 9% of respondents perceive it as neutral things to concern in 

their purchasing intension. 
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Table 5.13 Purchasing intension 

Do you intend to buy Orange mobile phone? 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Definitely not buy 14 3.5 3.5 3.5 

Probably not buy 42 10.5 10.5 14.0 

Uncertainty 130 32.5 32.5 46.5 

Probably buy 120 30.0 30.0 76.5 

Definitely buy 94 23.5 23.5 100.0 

Total 400 100.0 100.0 

Refer to the table 5.13, which is the purchasing intension of ORANGE mobile phone, 

only 23.5% of respondents perceive that this attribute is not at all important while 

3.5% perceive that it is very important, followed by 32.5% of respondents perceive it 

as neutral things to concern in their purchasing intension. 



5.2 Hypothesis Testing Results 

Mann-Whitney Test 

Hypothesis 1 Purchasing Intension VS Gender 

Hol: There is no difference in term of purchasing intension toward Orange Mobile 

Phone when segmented by gender 

Hal: There is a difference in term of purchasing intension toward Orange Mobile 

Phone when segmented by gender 

Table 5.14 

Test Statistics" 

Do you intend 
to buy Orange 
mobile phone? 

Mann-Whitney U 17755.000 

Wilcoxon W 46675.000 

z · 1.327 

Asymp. Sig. (2-tailed) .185 

a. Grouping Variable: Gender 
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Refer to the above table, the computed Mann-whitney U shows value 

of 0.185. In which at the significant level of 0.05 (95% confident interval), p value 

shows 0.185, which is greater than 0.05 therefore, the null hypothesis failed to reject. 

It can simply mean that there is no difference in tenn of purchasing intension toward 

Orange Mobile Phone when segmented by gender. 

Kruskal-Wallis Test 

Hypothesis 2 Purchasing Intension VS Age 

Ho2: There is no difference in tenn of purchasing intension toward Orange Mobile 

Phone when segmented by age levels. 

Ha2: There is a difference in term of purchasing intension toward Orange Mobile 

Phone when segmented by age levels. 



Table 5.15 

Test Statisticsu,b 

Chi-Square 

df 

Asxmp. Si9. 

Age 

12.027 

4 

.017 

a. Kruskal Wallis Test 

b. Grouping Variable: Do you intend 
to buy Orange mobile phone? 
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From the above table, the Asymp. Significant shows that at the level of 

significant 95% or 0.05 the significance value in the table shows 0.017 which is less 

than 0.05. Therefore, the null hypothesis is rejected. It can simply mean that there is 

some difference in tenn of purchasing intension toward Orange Mobile Phone when 

segmented by age levels. By most of them are teenager (18-22 years old). 

Hypothesis 3 Purchasing Intension VS Occupation 

Ho3: There is no difference in tenn of purchasing intension toward Orange Mobile 

Phone when segmented by occupations. 

Ha3: There is a difference in tem1 of purchasing intension toward Orange Mobile 

Phone when segmented by occupations. 

Table 5.16 

Test Statistics8 •b 

Occupation 

Chi-Square 5.877 

df 4 

Asymp. Sig. .208 

a. Kruskal Wallis Test 

b. Grouping Variable: Do you intend 
to buy Orange mobile phone? 
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From the above table, the Asymp. Significant shows that at the level of 

significant 95% or 0.05 the si!,mificance value in the table shows 0.208 which is 

greater than 0.05. Therefore, the null hypothesis failed to reject. It can simply mean 

that there is no difference in tenn of purchasing intension toward Orange Mobile 

Phone when segmented by Occupation. 

Hypothesis 4 Purchasing Intension VS Education level 

Ho4: There is no difference in tenn of purchasing intension toward Orange Mobile 

Phone when segmented by education levels. 

Ha4: There is a difference in tenn of purchasing intension toward Orange Mobile 

Phone when segmented.by education levels. 

Table 5.17 

Test Statistics•,b 
~·--~ 7 . 

Highest 
education level 

Chi-Square 

df 

Asymp. Sig. 

a. Km skal Wallis Test 

3.859 

4 

.425 

b. Grouping Variable: Do you intend 
to buy Orange mobile phone? 

* 
From the above table, the Asymp. Significant shows 0.425 which is greater 

than 0.05. Therefore, the null hypothesis failed to reject. It can simply mean that 

there is no difference in tenn of purchasing intension toward Orange Mobile Phone 

when segmented by educational levels. 

Hypothesis 5 Purchasing Intension VS Salary 

Ho5: There is no difference in term of purchasing intension toward Orange Mobile 

Phone when segmented by salary. 



Ha5: There is a difference in term of purchasing intension toward Orange Mobile 

Phone when segmented by salary. 

Table 5.18 

Test Statistics u,b 

Chi-Square 

df 

Asymp. Sig. 

Average salary 
per month 

7.170 

4 

.127 

a. Kruskal Wallis Test 

b. Grouping Variable: Do you intend 
to buy Orange mobile phone? 
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From the above table, the Asymp. Significant shows that at the level of 

significant 95% or 0.05 the si!,rnificance value in the table shows 0.127 which is 

greater than 0.05. Therefore, the null hypothesis failed to reject. It can simply mean 

that there is no difference in term of purchasing intension toward Orange Mobile 

Phone when segmented by salary per month. 

Spearman's Rho Test 

From this point using Spearman's Rho, which is to test the relationship for 

ordinal level of measurement, will test the followed hypothesis. 

Hypothesis 6 Purchasing Intension VS Product Attribute 

Ho6: There is no relationship between the purchasing intension of orange mobile 

phone and the product attributes. 

Ha6: There is a relationship between the purchasing intension of orange mobile phone 

and product attributes. 
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Table 5.19 

Conelations 

Do you 
lnrend to 

buy Orange 
mobile 
ohone? 

Spearman's-iho " - bo you intend t0 buy- Correlation Coefficient UlOO 
Orange mobile phone? Sig. (Nailed) 

N 400 
PROOUCT Correlation Coefficient .153** 

Sig. (2-taited) .002 
N 400 

**. Correlation is significant at th<? .01 lev<?I (2·tailed). 

From the above table, the bivariate test using Spearman's rho shows the p 

value of 0.002. , The p value 0.002 is less than 0.0 I so the null hypothesis is rejected. 

It can be explain that there is a relationship exists between the purchasing intension of 

orange mobile phone and product attributes. The degree of relationship between these 

two variables is 0.153, which is the value of the correlation coefficient. It is quite 

weak relationship between these two variables. 

Hypothesis 7 Purchasing Intension VS Pricing Attribute 

Ho7: There is no relationship between the purchasing intension of orange mobile 

phone and the pricing attributes. 

Ha7: There is a relationship exists between the purchasing intension of orange mobile 

phone and pricing attributes. 

Table 5.20 

Correlations 

Spearman's rho Do you intend to buy Correlation Coefficient 
Orange mobile phone? Sig. (2·tailed) 

N 
PRICE Correlation coemc1ent 

Sig. (2-talled) 
N 

Do you 
intend to 

buy Orange 
mobile 
phone? PRICE 

1.000 -.028 
.578 

400 400 
-.028 1.000 
.578 
400 400 

PRODUCT 
.153*• 
.()()2 

400 
1.000 

400 
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From the above table, the bivariate test using Spearman's rho shows the p 

value of 0.578. By using 95% confident level, the p value 0.578 is greater than 0.05 

so the null hypothesis failed to reject. It can be explain that there is no relationship 

between the purchasing intension of orange mobile phone and pricing attributes. 

Hypothesis 8 Purchasing Intension VS Place Attribute 

Ho8: There is no relationship between the purchasing intension of orange mobile 

phone and the place attributes. 

Ha8: There is a relationship between the purchasing intension of orange mobile phone 

and place attributes. 

Table 5.21 

Correlations 

Do you 
intend to 

buy orange 
mobile 
hone? PLACE 

Spearman's rho Do you intend to buy 
Orange mobile phone? 

PLACE 

Correlation Coefficient 
Sig. (2-tailed) 
N 

Correlation Coefficient 
Sig. (2-tailed) 
N 

1.000 -.005 
.920 

400 400 
-.005 1.000 
.920 
400 400 

From the above table, the bivariate test using Spearman's rho shows the p 

value of 0.920. By using 95% confident level, the p value 0.920 is greater than 0.05 

then the null hypothesis failed to reject. It can be explain that there is no relationship 

between the purchasing intension of orange mobile phone and place attributes. 

Hypothesis 9 Purchasing Intension VS Promotional Attribute 

Ho9: There is no relationship exists between the purchasing intension of orange 

mobile phone and the promotional attributes 

Ha9: There is some relationship exists between the purchasing intension of orange 

mobile phone and promotional attributes 
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Table 5.22 

Con-elations 

Do you 
intend to 

buy Orange 
mobile 
ohone? 

Speannan's rho Do you intend to buy Correlation Coefficient 1.000 
Orange mobile phone? Sig. (Hailed) 

N 400 
PROMO Correlation Coefficient .284** 

Sig. (2-t:ailed) .000 

N 400 

••. Correlation is significant at the .01 level (2·tailed). 

From the above table, the bivariate test using Spearman's rho shows the p 

value of 0.000. , The p value 0.000 is Jess than 0.01 then the null hypothesis is 

rejected. It can be explain that there is a relationship between the purchasing 

intension of orange mobile phone and promotional attributes. The degree of 

relationship exists between this two variables is 0.284 which is the value of the 

correlation coefficient. It is quite weak relationship between these two variables. 

Hypothesis 10 Purchasing Intension VS Participant Attribute 

Ho I 0: There is no relationship between the purchasing intension of orange mobile 

phone and the participant attributes. 

Hal 0: There is a relationship between the purchasing intension of orange mobile 

phone and participant attributes. 

Table 5.23 

Correlations 

Do you 
intend to 

buy Orange 
mobile 
ohone? PARTICIP 

Spearman's rho Do you intend to buy Correlation Coefficient 1.000 .097 
Orange mobile phone? Sig. (2-tailed) .053 

N 400 400 
PARTICIP Correlation Coefficient .097 1.000 

Sig. (2-talled) .053 
N 400 400 

PROMO 
.284'"" 

.000 

400 
1.000 

400 
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From the above table, the bivariate test using Spearman's rho shows the p 

value of 0.053. By using 95% confident level, the p value 0.053 is greater than 0.05 

so the null hypothesis is failed to be rejected. It can be explain that there is no 

relationship exists between the purchasing intension of orange mobile phone and 

participant attributes. 

Hypothesis 11 Purchasing Intension VS Physical Attribute 

Ho 11: There is no relationship between the purchasing intension of orange mobile 

phone and the physical attributes. 

Iia 11: There is a relationship between the purchasing intension of orange mobile 

phone and physical attributes. 

Table 5.24 

Correlations 

Do you 
intend to 

cf), buy Orange 
mobile 
phone? PHYSIC 

Spearrnan's rho Do you intend to buy Correlation Coefficient 1.000 .094 
Orange mobile phone? Sig. (2-tailed) .061 

/;... 

-~ 
N 400 400 

PHYSIC Vl Correlation Coefficient .094 1.000 
Sig. (2-tailed) .061 
N 400 400 

From the above table, the bivariate test using Speannan's rho shows the p 

value of 0.061. By using 95% confident level, the p value 0.061 is greater than 0.05 

so the null hypothesis failed to reject. It can be said that there is no relationship 

between the purchasing intension of orange mobile phone and physical attributes. 

Hypothesis 12 Purchasing Intension VS Process Attribute 

Hol2: There is no relationship between the purchasing intension of orange mobile 

phone and the process attributes. 



83 

Hal2: There is a relationship between the purchasing intension of orange mobile 

phone and process attributes. 

Table 5.25 

CorTelations 

Do you 
intend to 

buy Orange 
mobile 
Phone? 

Spearman's mo Do you Intend to buy Correlation c.oeffident 1.000 
Orange mobile phone? Sig. (2·1ailed) 

N 400 
PROCESS Correlation (.oeffident .514 .. 

Sig. (2-tai!ed) .000 
N 400 

**· Correlation Is significant at the .o 1 level (2-tailed). 

From the above table, the bivariate test using Spearman's rho shows the p 

value of 0.000. , The p value 0.000 is less than 0.01 so the null hypothesis is rejected. 

It can be said that there is a relationship between the purchasing intension of orange 

mobile phone and process attributes. The degree of relationship exists between this 

two variables is 0.514 which is the value of the correlation coefficient. It is quite 

strong relationship between these two variables. 

PROCESS 
.514*' 
.000 
400 

1.000 

400 



St. Gabriel's Library, Au 
84 

Chapter6 

Research Results and Discussion 

This chapter provides the conclusi_~n of research results along with the 

discussion for th_i~_r~~~are~s~ction one is-~he Summary of results from h~~othesis 
testing. Section two is)he concfusion drawn against the research objective: Section ) 

'-.....' ... -- . . . . -~ . 

th~ee isi-ecommendation for the research. And .tl€_1ast section .is'"the suggestion for 

further research. 

·ise~ti~-;i} Summary of results from hypothesis testing 

,.-.-:---············· . .J 

This study is aimed at identifies factors influencing purchase intention on 

consumers' toward Orange Mobile phone service by divided into 2 objectives. Each 

result of hypotheses presented in Table 5.14-5.25. Moreover, this study includes the 

demographic profile of consumers toward Orange Mobile phone. The results of study 

are described and explained as follows: 

With regard to the 400 samples of data collected from the survey of 5 

locations most of them were female (60.0%), with age levels from 18 to 22 years old 

(46.8%). Furthermore, most of them were student (54.8%), holding a Bachelor's 

degree (64.8%) and received salary per month below 10,000 bath (55.5%) as 

presented in Table 5.1-5.5. 

Summary of Hypothesis testing (Mann- Whitney) 

Table6.1 Purchasing Intension VS Gender 

Demographic Factors Significant Value (P Value) Result 

Gender 0.185 No Difference 
- -

The result of Mann-whitney test for hypothesis about difference in Consumer 

purchase intention toward Orange Mobile phone customer among demographic 
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characteristic (Gender) is highlighted in Table 6.1. It shows that the Hypothesis accept 

Ho. This suggests that there is no difference in purchasing intention variable when 

detennined by gender factor. 

Summary of Hypothesis testing ((Kruskal-Wallis) 

Table6.2 Purchasing Intension VS Demographic factors except gender 

Demographic Factors Significant Value (P Value) Result 

Age 0.017 Some Difference 

Occupation 0.208 No Difference 

Education Level 0.425 ~ ~,,~ lE !R? ~~ No Difference 

Salary 0.127 ~ ..... No Difference 

The results of Kruskal-Wallis test for hypothesis about difference in Consumer 

purchase intention toward Orange Mobile phone customer among demographic 

characteristic included age, occupation, education level and salary are highlighted in 

Table 6.2. It shows that 3out of 4 Hypotheses accept Ho. This suggests that there is no 

difference in purchasing intention variable when detennined by occupation, education 

level and salary factor. But this suggests that there is difference in purchasing 

intention variable when detennined by age. 

Summary of Hypothesis testing (Spearman's Rho) 

Table 6.3 Purchasing Intension VS each element of marketing mix for services 

Studied Significant Value (P Value) Result 

Attributes 

Product 0.002 Weak relationship existed (15.3%) 

Price 0.578 No relationship existed 

Place 0.920 No relationship existed 

Promotion 0.000 Weak relationship existed (28.4%) 

Participant 0.053 No relationship existed 
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Physical 0.061 No relationship existed 

Process 0.000 Strong relationship existed ( 51. 4 % ) 

This Table presents relationship between each element marketing mix for 

services and buyer's purchase intention toward Orange mobile phone. The results of 

the test highlighted in Table 6.3 suggest that three hypotheses should be rejected and 

other four hypotheses should be accepted. With this, it can be concluded that product, 

promotion and process are related to purchase intention for Orange Mobile phone 

setvice, while price, place, participant and physical are not related to purchase 

intention for Orange Mobile phone setvice. 

~;J~?clusion drawn against the research objectiv"' 

Base on the inquisition reflected in the statement of problem, there are two 

main objectives of the research as have been formulated and stated in chapter 1. These 

research objectives can be enumerated again as follows: 

Objective 1: To study the difference in consumer's purchase intention toward Orange 

mobile phone when determined by demographic factors. 

To study the difference in consumer's purchase intention toward Orange 

mobile phone when determined by demographic factors are discussed as follows: 

From the summarized table, the results shown that only one demographic 

factors that have some difference in this factor toward the purchasing intension of 

Orange Mobil Phone. This is simply means that difference ages of customers have 

difference-purchasing intension of Orange Mobile Phone. The reason that why 

purchase intention is diference when segmented by age levels so difference with other 

previous study because most of Orange customer were student so effect to limit in 

ability to pay for a product. This analysis result is consistent with the previous studies 

of Bunsantisuk (2000) who studied Factor Influencing Consumers' Decision Making 

for Prepaid Card Setvice Mobile Buyer in Bangkok Metropolitan Areas the study 

results show that There is a difference in consumers' decision making for Prepaid 
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Card Service Mobile Buyer when segmented by demographic factors and 

Charkomkrew (2003) who studied Factors influencing Consumer Decision Making 

and Attitude Wedding Studio Bangkok the study results show that there is a 

difference in consumer attitude toward wedding studio when segmented by 

demographic factors, which consist of gender, age, education level, occupations and 

income levels. 

Objective 2: To study the relationship between each element of marketing mix for 

services and buyer's purchase intention toward Orange mobile phone. 

To study the relationship between each element of marketing mix for services 

and buyer's purchase intention toward Orange mobile phone are discussed as follow: 

From the summarized table, using the Spearman's Rho tests seven attributes. The 

results are shown out of seven attributes, there are only three attributes that have the 

relationship with purchasing intension of Orange Mobile Phone. And out of three 

attributes that haven't the relationship with purchasing intension, "Process" has the 

strongest relationship with purchasing intension of Orange Mobile Phone, while 

"Promotion" and "Product" have 28.4% and 15.3% strength of relationship 

respectively. This analysis result is consistent with the previous studies of 

Charkomkrew (2003) who studied Factors influencing Consumer Decision Making 

and Attitude Wedding Studio Bangkok the study results show that marketing mix for 

services, it can be concluded that there is a relationship between price and price range 

in consumer decision making toward wedding studio, while there is no relationship 

between product, place, promotion and participant and price range in consumer 

decision making to ward wedding studio. Bunsantisuk (2000) who studied Factor 

Influencing Consumers' Decision Making for Prepaid Card Service Mobile Buyer in 

Bangkok Metropolitan Areas the study results show that the marketing factor that has 

the most impact on purchasing decision is channel distribution . 

. ... - .. --~------

.. ~i:c:~_:jkommendation 
Detennining the right target customers is the critical activities of every 

marketer before launching the product effectively. From the research result, the 
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purchasing intension of Orange Mobile phone is different when the marketer defined 

the segment by age levels. The heterogeneity of age will cause the marketer to 

perfonn difficult strategy to implement. Different age may have different preference 

and intension to purchase. It is likely easy for marketer to focus on the homogeneity 

term to target their product easily. 

Moreover, after properly define the target customers; the right marketing tools 

also need to be designed to suit such customers. There are high competitions among 

the mobile phone system so they cut the price to compete with the other rivalry but 

the price is not much difference to make customer to shift their purchasing intension 

toward Orange Mobile Phone. So the price variable has no effect on the purchasing 

intension. of Orange. The Place, Participant and Physical, although they are 

statistically shown no relationship toward purchasing intension of Orange but they are 

still the marketing tools to drive the perfects movement of marketing activities 

For the other three variables which are Product, Promotion and Process These 

three factors shown that statistically have some relationship with purchasing intension 

of Orange Mobile Phone. While Process attribute shown the strongest relationship so 

that the improvement on this attribute continuously will provide the customer with 

intension to purchase. The improvements on process include the network coverage 

and after sale service are very critical. So the marketer can increase the signal station 

to cover all possible areas in Bangkok and especially the areas in which others 

rivalries are low at. Moreover, for improvement of process, the marketer can keep up 

the best standard of customer service such as the advising of information, no-defect 

after fixing malfunction, and provide enough call centers to response to the incoming 

inquired calls. The second related attribute is Promotional factors which shown the 

next strongest relationship relative to others. Notice that all other mobile system can 

provide quite no different in price and provide the availability as the same so the 

competing strategy will be on the promotion, the marketer may use the promotional 

package or call promotion which is better or even attractive than other rivalries such 

as call 1,000 minutes pay 1,500 baht and exempt of monthly fee and if they call in the 

same network system the call charge per minute will be reduce to 1.5 baht. The 

marketer can use the buy one get one free to attract customer by using direct strategy: 

1 sim card free 1 sim card or indirect strate1=,>y by buy 1 mobile phone that use the 

Orange network system will get another free. Other attribute is Product which shown 

the strength of relationship 15.3% are the signal and protection from illegal users. 
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The marketer may produce the mobile phone that can response the signal from the 

network efficiency by developing the aerial in its mobile phone to increase its ability 

to send and receives the signal. The sim cards must be protected from the illegal 

users by locking the signal or cannot be tuned. 

Finally, If the marketers give up the no relationship factors and focus on only 

the factors that have the direct relationship the customer may shift their attitude and 

moreover, the high gap between price, place, participant and physical attribute will 

cause the marketer of Orange to loss the market share if at the same time the rival 

competitors are emphasis on such attributes. 

Section 4. Further Research 

As this research focuses on Factors influencing Purchase intention on 

consumers' of Bangkok toward Orange mobile phone, there are other factors that 

should be investigated in the further as follows: 

1. As this research studied the factors influencing Purchase intention on 

consumers' of Bangkok toward Orange mobile phone, it will be 

helpful for the related parties to study consumer behavior toward 

Orange mobile phone. 

2. For further study, the part of markeiing mix for services can be applied 

to study the similar topic like the attitude and consumer satisfaction of 

consumers toward Orange mobile phone. 

3. This research limits the. scope of the study to Bangkok Metropolis 

only. The data are collected from target population at random shops or 

service centers of Orange in Bangkok. Further research should collect 

data from population in other important provinces such as Chiangmai 

or Chonburi province because these provinces are large province and 

have more customers. The results of this research will be beneficial for 

marketers who want to expand their target audience to upcountry. 
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APPENDIX: A QUESTIONAIRE 



Questionnaire 

This questionnaire is designed as a tool for collecting data ofrespondents' the factors 

influencing purchasing decision of Orange mobile phone users in Bangkok Metropolitan. The 

survey is conducted for the purpose of the preparation of a thesis for the completion of Master's 

Degree in Business Administration, Assumption University. Please answer the questionnaires 

regarding the facts; the answer will be used in the research analysis only. 

Pari l: Personal Data 

Please mark '1 in the blank that it is the most accurate. 

1. Gender: 

0 Male ~'t\"' 0 Female 

2. Age: ~ 
0 Below 18 0 18-22 0 23-28 D 29-34 

D 35-40 D Above 40 

3 . Occupation: 

D Student D Civil service employee/State enterprise employee 

D Private sector employee D Home maker 

D Own Business D Other (Please specific) ........ . .... ... . 

4. Highest education level: 

D Below Bachelor's degree D Bachelor' s degree 

D Master's degree D Higher Master's degree 

5. Average salary per month: 

D Less than 10,000 D 10,000-20,000 

0 20,001 - 30,000 D 30,001 -40,000 D Greater than 40,000 



l 

2 

3 

4 

5 

6 

7 

8 

9 

IO 

11 

12 

13 

14 

15 

! 16 

17 

18 

Part 2: Factors influencing consumer purchasing decision of Orange mobile 
phone. 

Please consider the following factors of the marketing mix, how they affect or their importance 

to your purchasing decision of Orange mobile phone. Please mark ./ in the blank that is the 
most accurate for you. 

Not at all Not so Fairly Very 
important important Neutral important Important 

Product 
""n ~\n ~ . 

Quality of signal . \~\I \J .u I. 
l 2 3 4 5 

Protection system for illegal users l 2 3 4 5 

Offer the different value-added services I 2 3 4 5 

Price 

Monthly line rental fees 1 2 3 4 5 

Rate of call service charged 1 2 3 4 5 

Value-added service charged I 2 3 4 5 

Place 

Sufficient number of Shops for service I 2 3 4 5 
customer 
Location of shop center 

d'I I 2 3 4 5 

Convenient and easy to go I 2 3 4 5 

Size of shop center 1 2 3 4 5 

Easy to buy product from general shop l 2 3 4 5 

Promotion 

TV and Radio Advertisement 1 2 3 4 5 
- ···----·--· .. 

4 ·--·-· 

Print Advertisement l 2 3 4 5 

Internet Advertisement l 2 3 4 5 

Booth demonstration at Department l 2 3 4 5 
store 
Variety of promotion packages l 2 3 4 5 

Special price/ price off program l 2 3 4 5 

Promotion programs are interesting and l 2 3 4 5 
attract customers 



such as a contest for sending SMS to PP 
island. 

19 There are promotion activities I 2 3 4 5 
enhancing social responsibility 
such as a program supporting Jet ski 
sport 
Partici(!ant 

20 Courtesy of service provider I 2 3 4 5 

21 Understand customer's need I 2 3 4 5 

22 Attentiveness in providing service I 2 3 4 5 

23 Politeness of service provider l 2 3 4 5 

Physical evidence I 2 3 4 5 

24 Well display _(,~\~ I 2 3 4 5 

25 Suitable atmosphere \9) v 

I 2 3 4 5 
0-... 

Process -
I 2 3 4 5 

26 Good Public Relations covering wide l 2 3 4 5 
range of customers 

27 Good provision of information on l 2 3 4 5 
promotion which is correct, clear and 
fast service to customer 

28 Developed Technical capacity of service I 2 3 4 5 

29 Good image of after-sales service l 2 3 4 5 

30 Good after-sales service I 2 3 4 5 

31 Network coverage areas ~?~- l 2 3 4 5 
.... Vj 



Part 3: Purchasing intention 

Please mark '1 in the blank that is the most accurate. 

1. Do you intend to buy Orange mobile phone? 

D Defmitely buy 

D Probably buy 

D Uncertainly 

D 
D 

Probably not buy 

Definitely not buy 



.,:?! ... d .J A I ,, ,, 
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APPENDIX: B RELIABILITY ANALYSIS 



Reliability- PRODUCT 

******Method I (space saver) will be used for this analysis ****** 

RELIABILITY ANALYSIS - SCALE (ALPHA) 

Mean Std Dev Cases 

1. BOI 4.5575 .7504 400.0 
2. B.02 4.5000 .7788 400.0 
3. B.03 4.0050 .9707 400.0 

Reliability Coefficients 

N of Cases= 400.0 N ofltems = 3 

Alpha = .6977 

Reliability - PRICE 
****** Method 1 (space saver) will be used for this analysis ****** 

-
R E L I AB I LIT Y AN AL Y S I S - SC ALE (ALPHA) 

Mean Std Dev Cases 

I. B.04 3.8750 1.1631 400.0 * 2. B.05 4.4700 .8579 400.0 ot~~Q>., 3. B.06 4.0725 l.0173 400.0 
~$~ 

Reliability Coefficients 

N of Cases = 400.0 N of Items= 3 

Alpha = .7189 



Reliability - PROMOTION 
******Method I (space saver) will be used for this analysis**"'*** 

R EL I AB I LI T Y AN A L Y S I S - S C ALE (ALP H A) 

Mean Std Dev Cases 

I. B.12 3.9125 .8785 400.0 
2. B.13 3.7775 .8972 400.0 
3. B.14 3.5400 1.0154 400.0 
4. B.15 3.8075 .8958 400.0 
5. B.16 4.2475 .9373 400.0 
6. B.17 4.1725 .8943 400.0 
7. B.18. 3.5175 1.0666 400.0 
8. B.19 3.5150 1.1238 400.0 

Reliability Coefficients 

N of Cases = 400.0 
~ 

N ofltems = 8 

Alpha = .8153 
Q.. 

Reliability - PARTICIPANT 
****** Method 1 (space saver) will be used for this analysis ****** 

-
R EL I AB I LIT Y AN AL Y S I S - S CALE (ALP HA) 

Mean Std Dev Cases 
~~ 

l. B.20 4.2700 .9078 400.0 ~t\$~ 
2. B.21 4.3225 .8691 400.0 
3. B.22 4.5025 2.6348 400.0 
4. B.23 4.3800 .8761 400.0 

Reliability Coefficients 

N of Cases= 400.0 N of Items= 4 

Alpha = .6772 



Reliability- PHYSICAL 
******Method 1 (space saver) will be used for this analysis****** 

R EL I AB I LIT Y AN ALYS I S - SC ALE (ALPHA) 

Mean Std Dev Cases 

l. B.24 
2. B.25 

3.7525 
3.8800 

Reliability Coefficients 

N of Cases = 400.0 

Alpha = .8321 

Reliability - PROCESS 

1.0118 400.0 
1.0016 400.0 

N of Items= 2 

**"'***Method l (space saver) will be used for this analysis****** 

REL I AB IL IT Y AN ALY SI S - SC ALE (ALPHA) 

Mean Std Dev Cases 

l. B.26 3.9700 1.0710 400.0 
2. B.27 3.9100 1.0629 400.0 
3. B.28 4.0625 1.0893 400.0 
4. B.29 4.1675 1.0966 400.0 
5. B.30 4.4525 .8364 400.0 
6. B.31 4.5775 .8431 400.0 

Reliability Coefficients ''J'ff 

N of Cases= 400.0 N ofitems = 6 

Alpha = .8718 



Reliability - PLACE 
****** Method I (space saver) will be used for this analysis ****** 

REL I A B r Lr T y AN AL y s I s - s c ALE (AL pH A) 

Mean Std Dev Cases 

l. B.07 3.8750 .9200 400.0 
2. B.08 3.7625 .9478 400.0 
3. B.09 3.8750 .9522 400.0 
4. B.10 3.8975 .9997 400.0 
5. B. I 1 3.8775 .9406 400.0 

Reliability Coefficients 

N of Cases= 400.0 N ofitems = 5 

Alpha= .8757 



APPENDIX: C DESCRIPTIVE 

ANALYSIS TABLE 



APPENDIX 

Frequency Table 
Gender 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Male 160 40.0 40.0 40.0 

Female 240 60.0 60.0 100.0 

Total 400 100.0 100.0 

Age 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Below 18 19 4.8 4.8 4.8 

18-22 187 46.8 46.8 51.5 

23-28 123 30.8 30.8 82.3 

29-34- 38 9.5 9.5 91.8 

35-40 15 3.8 3.8 95.5 

Over40 18 4.5 4.5 100.0 

Total 400 100.0 100.0 

Occupation 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Student 219 54.8 54.8 54.8 

Civil service employee/State 
18 4.5 

., 
4.5 59.3 enterprise employee 

fl Private sector employee 86 21.5 21.5 80.8 

Homemaker 12 3.0 3.0 83.8 

Own Business 34 8.5 8.5 92.3 

Others - Sales representative 6 1.5 1.5 93.8 

Others - Subordinate 7 1.8 1.8 95.5 

Others - Merchant 12 3.0 3.0 98.5 

Others ~ Not specify 6 1.5 l.5 100.0 

Total 400 100.0 100.0 



St. Gabriel's Library~··Au 

Hig;;est education level 

Cwnulative 
Frequency Percent Valid Percent Percent 

Valid Below Bachelor's degree 122 30.5 30.5 30.5 

Oachclor's degree 259 64.8 64.8 95.3 

Master's degree 19 4.8 4.8 100.0 

Total 400 IOO.O IOO.O 

Average salary per month 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Less than 10,000 222 55.5 55.5 55.5 

10,000. 20,000 

~ 
l 10 27.5 27.5 83.0 

20,00 I - 30,000 17 4.3 J; 4.3 87.3 

30,00 I - 40,000 18 4.5 4.5 91.8 

Greater than 40,000 33 8.3 8.3 100.0 

Total 400 100.0 100.0 

Product - Quality of signal 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Not at all important 1 .3 .3 .3 

Not so important 6 1.5 1.5 1.8 

Neutral 39 9.8 9.8 11.5 

Fairly important 77 19.3 19.3 30.8 

Very important 277 69.3 69.3 100.0 

Total 400 100.0 100.0 

Product - Protecttion system for illegal users 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Not so important 9 2.3 2.3 2.3 

Neutral 44 11.0 11.0 13.3 

Fairly important 85 21.3 21.3 34.5 

Very important 262 65.5 65 .5 100.0 

Total 400 100.0 100.0 



Pl'o<lud - Offer different value-added service 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Nol at all important 4 1.0 1.0 1.0 

Not so important 18 4.5 4.5 5.5 

Neutral 109 27.3 27.3 32.8 

Fairly important 110 27.5 27.5 60.3 

Very important 159 39.8 39.8 100.0 

Total 400 100.0 100.0 

Price - Monthly line rental fees 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Not at all important 8 2.0 2.0 2.0 

Not so important 52 13.0 13.0 15.0 

Neutral 94 23.5 23.5 38.5 

Fairly important 74 18.5 18.5 57.0 

Very important 172 43.0 43.0 I00.0 

Total 400 100.0 100.0 

Price - Rate of call service charged 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Not at all important 4 1.0 1.0 LO 
Not so important IO 2.5 2.5 3.5 

Neutral 43 I0.8 Q 10.8 14.3 

Fairly important ~ 80 20.0 20.0 34.3 

Very important 263 65.8 65.8 100.0 

Total 400 100.0 100.0 

Price - Value-added service charged 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Not at all important 4 1.0 1.0 1.0 

Not so important 27 6.8 6.8 7.8 

Neutral 88 22.0 22.0 29.8 

Fairly important 98 24.5 24.5 54.3 

Very important 183 45.8 45.8 100.0 

Total 400 100.0 100.0 



Place - Sufficiciit iiumlx:r of shops for service customer 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Nol at all important 6 1.5 1.5 1.5 

Nol so important 14 3.5 3.5 5.0 

Neutral 119 29.8 29.8 34.8 

Fairly important 146 36.5 36.5 71.3 

Very important 115 28.8 28.8 100.0 

Total 400 100.0 100.0 

Place - Location of shop center 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Not at all important 12 3.0 3.0 3.0 

Not so important 14 3.5 3.5 6.5 

Neutral 124 31.0 31.0 37.5 

Fairly important 157 39.3 39.3 76.8 

Very important 93 23.3 23.3 100.0 

Total 400 100.0 100.0 

Place - Convenient and easy to go 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Not al all important 9 2.3 2.3 2.3 

Not so important 16 4.0 4.0 6.3 

Neutral 

'11 
107 26.8 26.8 33.0 

Fairly imporumt 152 38.0 38.0 71.0 

Very important I 16 29.0 29.0 100.0 

Total 400 100.0 100.0 

Place - Size of shop center 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Not at all important 9 2.3 2.3 2.3 

Not so important 18 4.5 4.5 6.8 

Neutral 114 28.5 28.5 35.3 

Fairly important 123 30.8 30.8 66.0 

Very important 136 34.0 34.0 100.0 

Total 400 100.0 100.0 



Place - Easy (o l.>uy pt'udocl from general shop 

Cumulati\'C 
Frequency Percent Valid Percent Percent 

Valid Nol at all important 7 1.8 1.8 1.8 

Not so important 20 5.0 5.0 6.8 

Neutrnl 102 25.5 25.5 32.3 

Fairly important 157 39.3 39.3 71.5 

Very important 114 28.5 28.5 100.0 

Total 400 100.0 100.0 

Promotion - TV and Radio Advertisment 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Nol at all important 4 1.0 1.0 1.0 

Not so important 15 3.8 3.8 4.8 

Neutral 104 26.0 26.0 30.8 

Fairly important 166 41.5 41.5 72.3 

Very important Ill 27.8 27.8 100.0 

Total 400 100.0 100.0 

Promotion - Print Advcrtisment 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Not al all important 3 .8 .8 .8 

Not so important 22 5.5 5.5 6.3 

Neutral 131 32.8 

~ 
32.8 39.0 

Fairly important ~ 149 37.3 37.3 76.3 

Very important 95 23.8 23.8 IOO.O 

Total 400 100.0 100.0 

Promotion - Internet Advertisment 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Not at all important 12 3.0 3.0 3.0 

Not so important 45 11.3 11.3 14.3 

Neutral 133 33.3 33.3 47.5 

Fairly important 135 33.8 33.8 81.3 

Very important 75 18.8 18.8 100.0 

Total 400 100.0 100.0 



P.-01;;01io1i - Booth <lciiiu1istration at Department store 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Not at all important 3 .8 .8 .8 

Not so important 24 6.0 6.0 6.8 

Neutral 116 29.0 29.0 35.8 

Fairly important 161 40.3 40.3 76.0 

V cry important 96 24.0 24.0 100.0 

Total 400 100.0 100.0 

Promotion - Variety of promotion packages 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Not at all important 7 1.8 1.8 1.8 

Not so important 12 3.0 3.0 4.8 

Neutral 60 15.0 15.0 19.8 

Fairly important 117 29.3 29.3 49.0 

Very important 204 51.0 51.0 100.0 

Total 400 100.0 100.0 

Promotion - Special price/ price off program 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Not at all important 3 .8 .8 .8 

Not so importnnt 9 2.3 2.3 3.0 

Neutral 86 21 .5 21.5 24.5 
ol. 

Fairly important 
?~ 

120 30.0 30.0 54.5 

Very important 182 45.5 45.5 100.0 

Total 400 100.0 100.0 

Promotion - Such as contest for sending SMS to PP island 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Not at all important 21 5.3 5.3 5.3 

?'!ot so important 34 8.5 8.5 13.8 

Neutral 142 35.5 35.5 49.3 

Fairly important 123 30.& 30.& &0.0 

Very important 80 20.0 20.0 100.0 

Total 400 100.0 100.0 



Promctivn - There ;:ire promotion acth.~tics enhancing sc~h~J rcsponsibiHty :;~th as a 
program sapp.crting Jtt ski SP-Ort 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Not at all important 17 4.3 4.3 4.3 

Not so important 53 13.3 13.3 17.5 

Neutral 135 33.8 JJ.8 51.3 

Fairly impor'.a.'1t 97 24.3 24.3 75.5 

Very impvrUuit 98 24.5 "A C 
L...-.J 100.0 

Total 400 100.0 JOO.O 

Participant - Courtesy of ser.·itc prnvidcr 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Not at all important 5 l.3 1.3 1.3 

Not so importa.;t '" 3.0 3.0 4.3 IL 

Neutral 59 14.8 14.8 19.0 

Fairly important !18 29.5 29.5 48.5 

Very important 20G 51.5 51.5 100.0 

Totcil 400 100.0 100.0 

Particip~nt .. Undcrotand customcrts need 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Not at all important 4 LO 1.0 1.0 

Not so important 11 2.8 

~ 
2.8 3.8 

Neutral ~ 50 12.5 12.5 16.3 

Fairly important 122 30.5 30.5 46.8 

Very important 213 53.3 53.3 100.0 

Total 400 100.0 100.0 

Participant - Attentiveness in providing service 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Nol al all important 5 1.3 1.3 1.3 

Not so important 9 2.3 2.3 3.5 

Neutral 53 13.3 13.3 IG.8 

Fairly important 95 23.8 23 .8 40.5 

Very important 238 59.5 59.5 100.0 

Total 400 100.0 100.0 



P1t11-idpant - Politeness of service provider 

Cwnulative 
Frequency Percent Valid Percent Percent 

Valid Not at all important 4 1.0 1.0 1.0 

Not so important 9 2.3 2.3 3.3 

Neutrnl 55 13.8 13.8 17.0 

Fairly important 95 23.8 23.8 40.8 

Very important 237 59.3 59.3 100.0 

Total 400 100.0 100.0 

Physical - Well display 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Not at all important JO 2.5 2.5 2.5 

Not so important 32 8.0 8.0 10.5 

Neutral 110 27.5 27.5 38.0 

Fairly important 143 35.8 35.8 73.8 

Very important 105 26.3 26.3 100.0 

Total 400 100.0 100.0 

Physical - Suitable atmosphere 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Not at all important 4 1.0 1.0 1.0 

Not so important 33 8.3 8.3 9.3 

Neutral 104 26.0 26.0 35.3 

Fairly important 7 125 31.3 31.3 66.5 

Very important 134 33.5 33.5 100.0 

Total 400 100.0 100.0 

Process - Good Public Relations covering wide range of customers 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Not at all important II 2.8 2.8 2.8 

Not so important 30 7.5 7.5 10.3 

Neutral 79 19.8 19.8 30.0 

Fairly import.ant 120 30.0 30.0 GO.O 

Very important 160 40.0 40.0 100.0 

Total 400 100.0 100.0 



Process - Good provision of information on promotion which is correct, clear and fast 
service to customer 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Not at all important 7 l.8 1.8 l.8 

Not so important 41 10.3 10.3 12.0 

Neutral 80 20.0 20.0 32.0 

Fairly important 125 31.3 31.3 63.3 

Very important 147 36.8 36.8 100.0 

Total 400 100.0 100.0 

Process - Developed T echincal capacity of service 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Not at all important 8 2.0 2.0 2.0 

Not so important 35 8.8 8.8 10.8 

Neutral 72 18.0 18.0 28.8 

Fairly important 94 23.5 23.5 52.3 

Very important 191 47.8 47.8 100.0 

Total 400 100.0 100.0 

Process - Good image of after-sales service 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Not at all important 9 2.3 2.3 2.3 

Not so important 26 6.5 6.5 8.8 

Neutral 80 20.0 ~ 20.0 28.8 

1~ Fairly important 59 14.8 14.8 43.5 

Very important 226 56.5 56.5 100.0 

Total 400 100.0 100.0 

Process - Good ater-sales service 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Not at all important 2 .5 .5 .5 

Not so important II 2.8 2.8 3.3 

Neutral 45 11.3 11.3 14.5 

Fairly important 88 22.0 22.0 36.5 

Very important 254 63.5 63.5 100.0 

Total 400 100.0 100.0 



Process - Network coverage areas 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Not al all important 4 1.0 1.0 1.0 

Not so important II 2.8 2.8 3.8 

Neutral 36 9.0 9.0 12.8 

Fairly important 48 12.0 12.0 24.8 

Very important 301 75.3 75.3 100.0 

Total 400 100.0 100.0 

Do you intend to buy Orange mobile phone? 

Cwnulalive 
Frequency Percent Valid Percent Percent 

Valid Definitely not buy 14 3.5 3.5 3.5 

Probably not buy 42 10.5 10.5 14.0 

Uncertainty 130 32.5 32.5 46.5 

Probably buy 120 30.0 30.0 76.5 

Definitely buy 94 23.5 23.5 100.0 

Total 400 100.0 100.0 



APPENDIX: D HYPOTHESIS TABLE 



Hypothesis 1: Product 

Nonparametric Correlations 

Correlations 

Do you 
intend to 

buy Orange 
mobile 
phone? PRODUCT 

Spearman's rho Do you intend to buy Correlation Coefficient 1.000 .153* 
Orange mobile phone? Sig. (2-taited) .002 

N 400 400 
PRODUCT Correlation Coefficient .153* 1.000 

Sig. (2-tailed) .002 
N 'ri 400 400 

**. Correlation is si nificant at the .01 level 2-tailed . g ( CJ V" 

Hypothesis 2: Price 

Nonparametric Correlations 

Correlations 

Do you 
intend to 

buy Orange 
mobile 
phone? PRICE 

Spearman's rho Do you intend to buy Correlation Coefficient 1.000 -.028 
Orange mobile phone? Sig. (2-tailed} .578 

N 400 400 
PRICE Correlation Coefficient -.028 1.000 

Sig. (2-tailed) .578 
N 400 400 



Hypothesis 3: Place 

Nonparametric Correlations 

Correlations 

Spearman's rho Do you intend to buy 
Orange mobile phone? 

PLACE 

Hypothesis 4: Promotion 

Non para metric Correlations 

Correlation Coefficient 
Sig. (2-tailed) 
N 
Correlation Coefficient 
Sig. (2-tailed) 
N 

Correlations 

~ 

Spearman's rho Do you intend to buy Correlation Coefficient 
Orange mobile phone? Sig. (2-tailed) 

- , N 
PROMO 

-
Correlation Coefficient 
Sig. (2-tailed) 
N 

**. Correlation is significant at the .01 level (2-talled). 

Do you 
intend to 

buy Orange 
mobile 
hone? PLACE 

1.000 -.005 
.920 

400 400 
~.005 1.000 
.920 
400 400 

Do you 
intend to 

buy Orange 
mobile 
phone? PROMO 

1.000 .284* . .ooo 
400 400 

.284* 1.000 

.000 
400 400 



Hypothesis 5: People 

Nonparametric Correlations 

Correlations 

Do you 
intend to 

buy Orange 
mobile 
phone? PARTICIP 

Spearman's rho Do you intend to buy Correlation Coefficient 1.000 .097 
Orange mobile phone? Sig. (2-tailed) .053 

N 400 400 
PARTIOP Correlation Coefficient .097 1.000 

Sig. (2-tailed) .053 
N " 400 400 

( 

Hypothesis 6: Physical evidence 

Nonparametric Correlations 

Correlations 

Do you 
intend to 

buy Orange 
mobile 
phone? PHYSIC 

Spearman's rho Do you Intend to buy Correlation Coefficient 1.000 .094 
Orange mobile phone? Sig. (2-tailed) .061 

N 400 400 
PHYSIC Correlation Coefficient .094 1.000 

Sig. (2-tailed) .061 
N 400 400 



Hypothesis 7: Process 

Nonparametric Correlations 

Correlations 

Spearrnan's rho Do you intend to buy Correlation Coefficient 
Orange mobile phone? Sig. (2-tailed) 

N 
PROCESS Correlation Coefficient 

Sig. (2-tailed) 
N 

**. Correlation is significant at the .01 level (2-tailed). 

Hypothesis 8: Demographic 

Mann-whitney Test 

Gender 

Test Statistics• 

Mann-Whitney U 

Wilcoxon W 

z 
Asvmp. Sie. (2-tailed) 

Do you intend 
to buy Orange 
mobile phone? 

17755.000 

46675.000 

-1.327 

.185 

a. Grouping Variable: Gender 

Do you 
intend to 

buy Orange 
mobile 
phone? PROCESS 

1.000 .514* 
.000 

400 400 

.514* 1.000 

.000 
400 400 



Age 

NParTests 
Kruskal-Wallis Test 

Ranks 

Do you intend to buy 

Definitely not buy 

Probably not buy 

Uncertainly 

Probably buy 

Dcfu1itely buy 

Total 

Test Statistics•·b 

Chi-Square 

df 

Asvmp. Sig. 

Age 

12.027 

4 

.017 

a. Kruskal Wallis Test 

N 

14 

42 

130 

120 

94 

400 

b. Grouping Variable: Do you intend 
to buy Orange mobile phone? 

Mean Rank 

254.75 

221.96 

182.27 

214.87 

189.70 



NParTests 
Kruskal-Wallis Test 

Ranks 

Do you intend to buy 

Occupation Definitely not buy 

Probably not buy 

Uncertainty 

Probably buy 

Definitely buy 

Total 

Test Statistics"'b 

Chi-Square 

df 

Asymp. Sig. 

Occupation 

5.877 

4 

.208 

a. Kruskal Wallis Test 

N 

14 

42 

130 

120 

94 

400 

b. Grouping Variable: Do you intend 
to buy Orange mobile phone? 

MeanRank 

245.57 

199.68 

187.71 

21 I.47 

197.84 



NParTests 
Kruskal-Wallis Test 

Ranks 

Do you intend to buy 

Highest education level Definitely not buy 

Probably not buy 

Uncertainty 

Probably buy 

Definitely buy 

Total 

Test Statistics•,b 

Highest 
education level 

Chi-Square 

df 

Asymp. Sig. 

a . Kruskal Wallis Test 

3.859 

4 

.425 

N 

b. Grouping Variable: Do you intend 
to buy Orange mobile phone? 

Mean Rank 

14 197.57 

42 219.88 

130 204.47 

120 200.64 

94 186.60 

400 



NParTests 
Kruskal-Wallis Test 

Ranks 

Do you intend lo buy N 

A veragc salary per month Definitely not buy 

Probably not buy 

Uncertainty 

Probably buy 

Definitely buy 

Total 

Test Statistics•,b 

Average salary 
per month 

Chi-Square 7.170 

df 4 

Asymp. Sig. . 127 

a. Kruskal Wallis Test 

b. Grouping Variable: Do you intend 
to buy Orange mobile phone? 

14 

42 

130 

120 

94 

400 

St. Gabriel's "Library, Au 

Mean Rank 

222.46 

217.82 

198.32 

21 I.15 

178.91 
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Table 5.12.5 Good after-sales service 

Process - Good ater-sales service 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Not at all important 2 .5 .5 .5 

Not so important II 2.8 2.8 3.3 

Neutral 45 11.3 11.3 14.5 

Fairly important 88 22.0 22.0 36.5 

Very important 254 63.5 63.5 100.0 

Total 400 100.0 100.0 

Refer to the table 5.12.5, which is good after-sales service, only 0.5% of respondents 

perceive that this attribute is not at all important while 63.5% perceive that it is very 

important, followed by 11.3% of respondents perceive it as neutral things to concern 

in their purchasing intension. 

Table 5.12.6 Network coverage areas 

Process - Network coverage a1'Cas 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Not at all important 4 1.0 1.0 l.O 

Not so important f 11 ~ 2.8 2.8 3.8 

Neutral 36 9.0 9.0 12.8 

Fairly important 48 12.0 12.0 24.8 

Very important 301 75.3 75.3 100.0 

Total 400 100.0 100.0 

Refer to the table 5.12.6, which is network coverage areas, only 1.0% of respondents 

perceive that this attribute is not at all important while 75.3% perceive that it is very 

important, followed by 9% of respondents perceive it as neutral things to concern in 

their purchasing intension. 
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Table 5.13 Purchasing intension 

Do you intend to buy Orange mobile phone? 

Cumulative 
Frequency Percent Valid Percent Percent 

Valid Definitely not buy 14 3.5 3.5 3.5 

Probably not buy 42 10.5 10.5 14.0 

Uncertainty 130 32.5 32.5 46.5 

Probably buy 120 30.0 30.0 76.5 

Definitely buy 94 23.5 23.5 100.0 

Total 400 100.0 100.0 

Refer to the table 5.13, which is the purchasing intension of ORANGE mobile phone, 

only 23 .5% of respondents perceive that this attribute is not at all important while 

3.5% perceive that it is very important, followed by 32.5% ofrespondents perceive it 

as neutral things to concern in their purchasing intension. 



5.2 Hypothesis Testing Results 

Mann-Whitney Test 

Hypothesis 1 Purchasing Intension VS Gender 

Ho 1: There is no difference in term of purchasing intension toward Orange Mobile 

Phone when segmented by gender 

Hal: There is a difference in tenn of purchasing intension toward Orange Mobile 

Phone when segmented by gender 

Table 5.14 

Test Statistics8 

Do you intend 
to buy Orange 
mobile phone? 

Mann-Whitney U I 7755.000 

Wilcoxon W 46675.000 

z · I.327 

Asvmp. Sig. (2-tailed) .185 

a. Grouping Variable: Gender 

75 

Refer to the above table, the computed Mann-whitney U shows value 

of 0.185. In which at the significant level of 0.05 (95% confident interval), p value 

shows 0.185, which is greater than 0.05 therefore, the null hypothesis failed to reject. 

It can simply mean that there is no difference in term of purchasing intension toward 

Orange Mobile Phone when segmented by gender. 

Kruskal-Wallis Test 

Hypothesis 2 Purchasing Intension VS Age 

Ho2: There is no difference in tenn of purchasing intension toward Orange Mobile 

Phone when segmented by age levels. 

Ha2: There is a difference in term of purchasing intension toward Orange Mobile 

Phone when segmented by age levels. 



Table 5.15 

Test Statisticsu,b 

Chi-Square 

df 

As~mp. Sig. 

Age 

12.027 

4 

.017 

a. Kruskal Wallis Test 

b. Grouping Variable: Do you intend 
to buy Orange mobile phone? 

76 

From the above table, the Asymp. Significant shows that at the level of 

significant 95% or 0.05 the significance value in the table shows 0.017 which is less 

than 0.05. Therefore, the null hypothesis is rejected. It can simply mean that there is 

some difference in term of purchasing intension toward Orange Mobile Phone when 

segmented by age levels. By most of them are teenager (18-22 years old). 

Hypothesis 3 Purchasing Intension VS Occupation 

Ho3: There is no difference in tenn of purchasing intension toward Orange Mobile 

Phone when segmented by occupations. 

Ha3: There is a difference in term of purchasing intension toward Orange Mobile 

Phone when segmented by occupations. 

Table S.16 

Test Statistics8•b 

Occupation 
Chi-Square 5.877 

df 4 

Asymp. Sig. .208 

a. Kruskal Wallis Test 

b. Grouping Variable: Do you intend 
to buy Orange mobile phone? 
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From the above table, the Asymp. Significant shows that at the level of 

significant 95% or 0.05 the significance value in the table shows 0.208 which is 

greater than 0.05. Therefore, the null hypothesis failed to reject. It can simply mean 

that there is no difference in tenn of purchasing intension toward Orange Mobile 

Phone when segmented by Occupation. 

Hypothesis 4 Purchasing Intension VS Education level 

Ho4: There is no difference in tenn of purchasing intension toward Orange Mobile 

Phone when segmented by education levels. 

Ha4: There is a difference in tenn of purchasing intension toward Orange Mobile 

Phone when segmented.by education levels. 

Table 5.17 

Test Statistics11•b 

Chi-Square 

df 

Asymp. Sig. 

Highest 
education level 

3.859 

4 

.425 

a. Kruskal Wallis Test 

b. Grouping Variable: Do you intend 
to buy Orange mobile phone? 

,,. 

From the above table, the Asymp. Significant shows 0.425 which is greater 

than 0.05. Therefore, the null hypothesis failed to reject. It can simply mean that 

there is no difference in tenn of purchasing intension toward Orange Mobile Phone 

when segmented by educational levels. 

Hypothesis 5 Purchasing Intension VS Salary 

Ho5: There is no difference in term of purchasing intension toward Orange Mobile 

Phone when segmented by salary. 



Ha5: There is a difference in term of purchasing intension toward Orange Mobile 

Phone when segmented by salary. 

Table 5.18 

Test Statistics u,b 

Chi-Square 

df 

Asymp. Sig. 

Average salary 
per month 

7.170 

4 

.127 

a. Kruskal Wallis Test 

b. Grouping Variable: Do you intend 
to buy Orange mobile phone? 
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From the above table, the Asymp. Significant shows that at the level of 

significant 95% or 0.05 the si!,rnificance value in the table shows 0.127 which is 

greater than 0.05. Therefore, the null hypothesis failed to reject. It can simply mean 

that there is no difference in term of purchasing intension toward Orange Mobile 

Phone when segmented by salary per month. 

Spearman's Rho Test 

From this point using Spearman's Rho, which is to test the relationship for 

ordinal level of measurement, will test the followed hypothesis. 

Hypothesis 6 Purchasing Intension VS Product Attribute 

Ho6: There is no relationship between the purchasing intension of orange mobile 

phone and the product attributes. 

Ha6: There is a relationship between the purchasing intension of orange mobile phone 

and product attributes. 
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Table 5.19 

Coneletions 

Ooyou 
Intend to 

buyOranoe 
mobile 
ohone? 

Spearman·s· iho Do you iribind t:O buy Correlation CoeffiCient 
.. .. 

UlOO 
Orange mobile phone? Sig. (Nailed) 

N 400 

PRODUCT Correlation Coefficient .153** 
Sig. (2-tailed} .002 

N 400 

••. Correlation is significant at the .01 level (2-tailed). 

From the above table, the bivariate test using Speannan' s rho shows the p 

value of 0.002. , The p value 0.002 is less than 0.0 I so the null hypothesis is rejected. 

It can be explain that there is a relationship exists between the purchasing intension of 

orange mobile phone and product attributes. The degree of relationship between these 

two variables is 0.153, which is the value of the correlation coefficient. It is quite 

weak relationship between these two variables. 

Hypothesis 7 Purchasing Intension VS Pricing Attribute 

Ho7: There is no relationship between the purchasing intension of orange mobile 

phone and the pricing attributes. 

Ha7: There is a relationship exists between the purchasing intension of orange mobile 

phone and pricing attributes. 

Table 5.20 

Spearman's rho Do you intend to buy 

Correlations 

Correlation Coefficient 
Orange mobile phone? Sig. (2·tailed) 

N 

PRICE C.orrelatlon c:oemctent 
Sig. (2-tailed) 
N 

Do you 
intend to 

buy Orange 
mobile 
phone? PRICE 

1.000 -.028 
.578 

400 400 
-.028 1.000 
.578 
400 400 

PRODUCT 
.153*' 

.002 

400 
1.000 

400 
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From the above table, the bivariate test using Speannan's rho shows the p 

value of 0.578. By using 95% confident level, the p value 0.578 is greater than 0.05 

so the null hypothesis failed to reject. It can be explain that there is no relationship 

between the purchasing intension of orange mobile phone and pricing attributes. 

Hypothesis 8 Purchasing Intension VS Place Attribute 

Ho8: There is no relationship between the purchasing intension of orange mobile 

phone and the place attributes. 

Ha8: There is a relationship between the purchasing intension of orange mobile phone 

and place attributes. 

Table 5.21 

Correlations 

Do you 
,,.,.,;;, intend to 

Q.. buy Orange 
mobile 
ohone? PLACE 

Spearman's rho Do you intend to buy Correlation Coefficient 1.000 -.005 
Orange mobile phone? Sig. (2-tailed) .920 

N 400 400 
PLACE Correlation Coefficient -.005 1.000 

Sig. (2-tailed) .920 
N 400 400 

From the above table, the bivariate test using Spearman's rho shows the p 

value of 0.920. By using 95% confident level, the p value 0.920 is greater than 0.05 

then the null hypothesis failed to reject. It can be explain that there is no relationship 

between the purchasing intension of orange mobile phone and place attributes. 

Hypothesis 9 Purchasing Intension VS Promotional Attribute 

Ho9: There is no relationship exists between the purchasing intension of orange 

mobile phone and the promotional attributes 

Ha9: There is some relationship exists between the purchasing intension of orange 

mobile phone and promotional attributes 
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Table 5.22 

Con-elations 

Do you 
intend to 

buy Orange 
mobile 
ohone? 

Speannan's rho Do you intend to buy Correlation Coefficient 1.000 
Orange mobile phone? Sig. (Hailed) 

N 400 
PROMO Correlation Coefficient .284** 

Si9. (2-t:ailed) .000 

N 400 

••. Correlation is significant at the .01 level (2·tailed). 

From the above table, the bivariate test using Spearman's rho shows the p 

value of 0.000. , The p value 0.000 is Jess than 0.01 then the null hypothesis is 

rejected. It can be explain that there is a relationship between the purchasing 

intension of orange mobile phone and promotional attributes. The degree of 

relationship exists between this two variables is 0.284 which is the value of the 

correlation coefficient. It is quite weak relationship between these two variables. 

Hypothesis 10 Purchasing Intension VS Participant Attribute 

Ho 10: There is no relationship between the purchasing intension of orange mobile 

phone and the participant attributes. 

Hal 0: There is a relationship between the purchasing intension of orange mobile 

phone and participant attributes. 

Table 5.23 

Correlations 

Do you 
intend to 

buy Orange 
mobile 
ohone? PARTICIP 

Spearman's rho Do you intend to buy Correlation Coefficient 1.000 .097 
Orange mobile phone? Sig. (2-tailed) .053 

N 400 400 
PARTICIP Correlation Coefficient .097 1.000 

Sig. (2-talled) .053 
N 400 400 

PROMO 
.284'"" 

.000 

400 
1.000 

400 
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From the above table, the bivariate test using Spearman's rho shows the p 

value of 0.053. By using 95% confident level, the p value 0.053 is greater than 0.05 

so the null hypothesis is failed to be rejected. It can be explain that there is no 

relationship exists between the purchasing intension of orange mobile phone and 

participant attributes. 

Hypothesis 11 Purchasing Intension VS Physical Attribute 

Ho 11: There is no relationship between the purchasing intension of orange mobile 

phone and the physical attributes. 

Iia 11: There is a relationship between the purchasing intension of orange mobile 

phone and physical attributes. 

Table 5.24 

Correlations 

Do you 
intend to 

t/), buy Orange 
mobile 
phone? PHYSIC 

Spearrnan's rho Do you intend to buy Correlation COefficient 1.000 .094 
Orange mobile phone? Sig. (2-tailed) .061 

<-''\(;..,; ... 
- ,_ N 400 400 

PHYSIC ., f., Correlation Coefficient .094 1.000 
Sig. (2-tailed) .061 
N 400 400 

From the above table, the bivariate test using Speannan's rho shows the p 

value of 0.061. By using 95% confident level, the p value 0.061 is greater than 0.05 

so the null hypothesis failed to reject. It can be said that there is no relationship 

between the purchasing intension of orange mobile phone and physical attributes. 

Hypothesis 12 Purchasing Intension VS Process Attribute 

Hol2: There is no relationship between the purchasing intension of orange mobile 

phone and the process attributes. 
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Ha 12: There is a relationship between the purchasing intension of orange mobile 

phone and process attributes. 

Table 5.25 

Co1Telations 

Do you 
intend to 

buy Orange 
mobile 
ohone? 

Spearman's mo Do you Intend to buy Correlation coefficient 1.000 
Orange mobile phone? Sig. (2-tailed) 

N 400 
PROCESS Correlation coefficient .514** 

Sig. (2-t.ailed) .000 

N 400 

*'. Correlation is significant at the .01 level (2-tailed). 

From the above table, the bivariate test using Spearman's rho shows the p 

value of 0.000. , The p value 0.000 is less than 0.01 so the null hypothesis is rejected. 

It can be said that there is a relationship between the purchasing intension of orange 

mobile phone and process attributes. The degree of relationship exists between this 

two variables is 0.514 which is the value of the correlation coefficient. It is quite 

strong relationship between these two variables. 

PROCfSS 
.514* 

.000 
400 

1.000 

400 




	Cover and Title Page
	Abstract
	Acknowledgement
	Table of Contents
	List of Tables
	List of Figures
	Chapter  1 :  Generalities of the Study
	Chapter  2 :  Literature Review
	Chapter  3 :  Research Framework
	Chapter  4 :  Research Methodology
	Chapter  5 :  Data Analysis
	Chapter  6 :  Research Results and Discussion
	Reference
	Appendix : A
	Appendix : B
	Appendix : C
	Appendix : D

