THE FORMATION AND POSSIBLE INFLUENCE FACTORS OF ATTITUDE
OF CORPORATE USERS TOWARD TA FREEPHONE 1-800 SERVICE
IN MANUFACTURING AND SERVICE INDUSTRIES

by
SUPAMARD HORMNIRUN

A Thesis Submitted in Partial Fulfiliment
of the Requirements for the Degree of

- Master of Business Administration

Graduate School of Business
Assumption University
- Bangkook Thailand

December 2002




MBA
St, Gabriel's Library, Ap
|59 Y
THE FORMATION AND POSSIBLE INFLUENCE FACTORS OF

ATTITUDE OF CORPORATE USERS TOWARD TA FREEPHONE 1-800
SERVICE IN MANUFACTURING AND SERVICE INDUSTRIES

By

SUPAMARD HORMNIRUN

A Thesis submitted in partial fulfillment
of the requirements for the degree of

Master of Business Administration

Examination Committee :

1. Bro. Vinai Viriyavidhayavong (Advisor) ........... L e
i, Dr. Navin Mathur (Member) KS\W\.
Hy / :
3. Dr. Michael Schemmann (Member) \/\“‘;i NLl bl
~ vey Lvoeede.
4. Assoc. Prof. Poonsak Sangsunt (MUA Representative) LzZ¥tiss, 2o,

Examined on : 18 December 2002
Approved for Graduation on :

o

Graduate School of Business
Assumption University
Bangkok Thailand
December
2002



ABSTRACT

Today, the telecommunication business is highly competitive. Each
corporation looks forward to build its core business competency through the use of
telecom network technology to satisfy its customer needs. TelecomAsia Co., Lid.
benefits from the study the information and factors that influence the attitudes of
corporate users toward its Freephone 1-800 service. This could help the company to
improve its product and service as well as in running its business more effectively.

The main objective of this study is to understand better the possible influence
of marketing mix factors toward attitude of corporate users of TA Freephone 1-800
service in manufacturing and service induétries. The primary data was collected
through 64 respondents who are TelecornAsia Freephone 1-800 service existing users
of TelecomAsia Co., Ltd. The respondents consist of 44 users in manufacturing and
20 in service industries. The descriptive and quantitative statistics are deployed to
analyze the result. |

There are ten hypotheses in this study. Pearson correlation coefficient is used
to test the relationship between the marketing mix elements and corporate user
attitudes toward TelecomAsia Freephone 1-800 service in manufacturing and service
industries at 0.01 and 0.05 significant level of confidence. The result shows that there
is a relationship between the overall marketing mix (Product, Price, Place, Promotion,
Physical evidence, Process and People) and the attitude of corporate users toward

TelecomAsia Freephone 1-800 service in manufacturing and service industries.



Resulting from the analysis, there are four main points that researcher would
like to strongly recommend regarding the continuous improvement possibilities for
TelecomAsia Co., Ltd.. They are Promotion, Physical Evidence, Process and People.
Finally, TelecomAsia Co., Ltd. should closely keep in touch with customers to
understand the changes of consumer behavior to improve and develop its products to

meet customer satisfaction.
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CHAPTER 1

GENERALITIES TO THE STUDY

Background relating Freephone 1-800 service

The dramatically changes in technology are taking place in the
telecommunications market worldwide in all segments and throughout all regions,
causing a significant increase in the demand for intelligent network (IN) equipment,
software and services. The changes are the result of several factors, including
deregulation and privatization, increased competition, standardization, technological
innovation, market convergence, and customer-driven product and service
development. The changes of the telecommunication market are creating a significant
increasing in competitive environment for service providers resulting in increase in
demand for IN platforms. (IDC Thailand, 2000)

Service providers that deploy IN platforms will benefit by maintaining or
mproving their competitive position, deploying converged platforms that reduce
costs, creating new revenue sources and complying with government regulations.

The adoption of INs 1is being driven by their ability to allow
telecommunications service providers to install and provide new services like voice
mail, call routing service, single number services, calling name delivery service
among many others. With INs service deployment, cost and time that market can
reduce significantly including service customization become more efficient.

TA Freephone 1-800 service is one of INs service that TelecomAsia has been
launched in year 2000. TA Freephone 1-800 service is the service that allows the
caller to make long distance calls free of charge while the receiving party is charged

for the cost of such calls.



Though, the researcher who has been works at TelecomAsia Co., Ltd. in the

marketing department. She has an inspiration and intention to study in depth the

analysis of TA Freephone 1-800 service toward marketing mix elements. The result of

this research will provide and generate information concerning targel customer,

marketing insights and general information for TelecomAsia to develop for better

action plans.

Thesis objectives

For this study, the researcher is particularly interested in the formation and

possible influence factors of attitude of corporate users toward TA Freephone 1-800

service in manufacturing and service industry. The researcher conducted research

based on the following objectives:

L.

To study the relationship between marketing mix elements and
manufacturing industry’s attitude of TA Freephone 1-800 service.

To study the relationship between marketing mix elements and service
industry’s attitude of TA Freephone 1-800 service.

To study the importance of marketing mix elements as perceived by the
corporate users of TA Freephoﬁe 1-800 service in manufacturing and
service industry.

To provide TelecomAsia with better understanding of its target market for
TA Freephone 1-800 service.

To generate information concerning general situation of TelecomAsia and

market insights for TelecomAsia to develop its better action plans.



Statement of the Problems

The establishment of Freephone 1-800 as a subsidiary of TelecomAsia in the
new millennium was expected to herald a new era of improved efficiency and faster
service creation of INs. The issues of marketing opportunities are not fully utilizing
and operating efficiently to achieve the highest optimal capacity to satisfy both
consumers and service providers. The primary drive for Freephone 1-800 service is
coming from large and medium business demand to customize flexible services to
serve their customers and employees better. Competition environments in this market
are forcing TelecomAsia to look at how Freephone 1-800 service can give them a
competitive advantage over their competitors.

According to the above mentioned, market competition is intense identifying
and understanding the possible influences of marketing mix elements and the attitude
of each individual service industries could help TelecomAsia achieve the highest
productivity as well as provide best services for its customers.

Scope of the Study

In spite of covering all both manufacturing and service industries. Only 44
manufacturing and 20 serviee industries are under studied. These respondents are
users of TelecomAsia Freephone 1-800 service in Bangkok area.

Significance of the Study
To provide TelecomAsia information on its strengths and weakness in term of

attitude for the company to adapt it’s present and future marketing strategies.
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Definition of terms

Affective component means corporate feelings toward Freephone 1-800 service.

Attitnde means corporate overall evaluation in terms of satisfaction, feeling and
intention to use that enables them to respond in consistently positive or negative way
toward Freephone 1-800 service.

Authorization Code / (AUTZ) - is the service type of Freephone 1-800 service which

user can determine incoming call 4 digit code before call in.

Behavioral component means corporate intention to use Freephone 1-800 service.

Call Distribution (CD) is the service type of Freephone 1800 service which user can

determine the incoming go to the destination by percentage.

Call forwarding on Busy / no answer (CF) is the service type of Freephone 1-800

service which can use in case of the destination number is busy or gets no answer the
call will be forwarded to another number automatically.

Call Limit / ( LIM } is the service type of Freephone 1-800 service which user can

determine the amount of pick up calls at the same time. For example, determine 1-800

number can pick up 5 calls from 120 fixed lines.

Call Queuing /(QUE) is the service type of Freephone 1-800 service which user can
determine the number of queues when it not available.

Cognitive component means corporate belief in Freephone 1-800 service.

Command Routing /(CMDR) is the service type of Freephone 1-800 service which

user can determine the Freephone 1-800 feature up to 10 features.
Corporate means the firm that uses TA Freephone 1-800 service in Bangkok area.

Customer Profile Management /(CPM) is the service type of Freephone 1-800 service

which user can change the feature whenever they want.



Customer Service Center 1s the application of Freephone 1-800 service to make a call

center.

Freephone 1-800 service is the service that callers make long distance calls free of

charge while receiving parties are charged for the cost of such calls.

Intelligent Network (IN) An intelligent network is a service independent

telecommunications network.

Originate Call Screen /(OCS) is the service type of Freephone 1-800 service which

the originate number of users will be determined whether they could call in or not to
1-800 number. For example, determine the users who use 077 code can call to 1-800
number but users who use 076 cannot call.

Originating Dependent Routing (ORD) is the service type of Freephone 1-800 service

that incoming calls will be distributed fo the originate number. For example, when
caller call from Chum- porn province that 077 is a code, the call will be distribute to
the long distance center in the area code 077.

Originating User Prompt /(QUP) is the service type of Freephone 1-800 service which

provides users a sub menu for each branch. For example;
1-800+2955+55 Press 1 contacts Ekamai branch

Press 2 contacts Nonthaburi branch

Press 3 contacts Charunsanitwong branch

Remote Employee Access is the application of Freephone 1-800 service which

provide the employee contact with the branch of firm.
Telemarketing means the application of Freephone 1-800 service, that provides
telesales.

Teleordering means the application of Freéphone 1-800 service, that provides call

teleordering.



Time Dependent Routing (TDR) is the service type of Freephone 1-800 service,

which the user can determine the outgoing call divided by day and time.



CHAPTER 2

REVIEW OF RELATED LITERATURE AND STUDIES

This chapter reviews the concepts and theories related to both dependent and
independent variables that are relevant to building up a conceptual model. Including
in the review are previous empirical researches.

Concepts and Theories related to the Research

This research concerns with many variables including attitude, knowledge
about Freephone 1-800 service in the area of marketing mix. The concepts and
theories of these variables are explained as follows.

The first theory is the service theory. Since, TA Freephone 1-800 is the
service product therefore it is necessary to know the nature of service product.
What is a Service?

The group of services is diverse yet represents only a fraction of the many
different industries found in the service sector. Because of this diversity, services have
traditionally been difficult to define. Complicating matters further is the fact that the
way in which services are created and delivered to customers is often hard to grasp
because many inputs and oufputs are intangible. Most people have little difficultly
defining manufacturing or mining or agriculture, but defining service can elude them.
Here are two approaches that capture the essence:

- A service is an act or performance offered by one party to another.
Although the process may be tied to a physical product, the
performance is essentially intangible and does not normally result
in ownership of any of the factors of production.(Lovelock.,2001)

- Services are economic activities that create value and provide

benefits for customers at specific times and places as a result of
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bringing about desire change in or on behalf of the recipient of the
service. (Lovelock.,2001)
Service Product As Intangible Performances

Although services often include tangible elements such as sleeping in a hotel
bed, using the telecommunication service- the service performance itself is basically
intangible. In services, the benefits come from the nature of the performance, which
requires a different marketing emphasis from marketing tangible goods, including a
need to employ tangible images and metaphors to demonstrate the competencies of
the service firm and to illustrate the benefits resulting from service delivery.
(Lovelock.,2001)

Difficulty of Customer Evaluation

Most physical goods tend to be relatively high in search properties, the
characteristics of the product that a customer can determine prior to purchasing it,
such as color, style, shape, price, fit, feel, hardness, and smell. Other goods and some
services, by contrast, may emphasize experience properties that can be diseerned only
after purchase or during consumption, such as taste, wearability, and ease of handling,
quietness and personal treatment. Finally, there are credence properties —
characteristics that customers find hard to evaluate even after consumption.

Service marketers can help customers overcome some of the unease that they
feel before purchasing a service by helping them to match their needs to specific
service features and educating them as to what to expect both during and after service
delivery. A firm that develops a reputation for considerate and ethical treatment of its
customers will gain the trust of its existing customers and benefit from positive word-

of-month referrals. (Lovelock.,2001)



Understanding Customer Needs and Expectations

Customers buy goods and services to meet specific needs, and they evaluate
the outcomes of their purchases based on what they expect to receive. Needs are
deeply rooted in people’s unconscious minds and concern long-term existence and
identity issues. When people feel a need, they are motivated to take action to fulfill it.
(Lovelock.,2001)
How Perceived Quality Relates to Satisfaction

Satisfaction can be defined as an attitude like judgment following a purchase
act or a series of consumer product interaction. Most studies are based on the theory
that the confirmation or disconfirmation of preconsumption product standards is the
essential determinant of satisfaction. So, in a service context, the model argues that
customers have certain service standards in mind prior to consumption (their
expectations), observe service performance and compare it with their standard, and
then form satisfaction judgments based on this comparison. The resulting judgment is
labeled negative disconfirmation if the service is worse than expected, positive
disconfirmation if better than expected, and simple confirmation if as expected. When
there is substantial positive disconfirmation plus pleasure and an element of surprise,

then customers are likely to be delighted.(Assael.,1995)



Figure 2.1: Benefits of Customer Satisfaction and Service Quality

Insulates Customers Encourages Repeat

From Competition
\ / Patronage and Loyalty

Customer

Can Create Sustainable S Enhances/Promotes
@ Satisfactio ol
Advantage (m“; sﬂii:c —Pusitive Word of Mouth
Quality)
Reduces Failure Costs / \ Lowers  Costs of
Attracting New Customers

Source: C. H. Lovelock, P.G. Patterson, and R.H. Waller, Service Marketing: Australia and
New Zealand (Sydney: Prentice Hall, 1998), 119.

Marketing Mix in Service Industry
The Eight components of integrated Service Management

When discussing strategies to market manufactured goods, marketers usually
address four basic strategic elements: product, price, place (or distribution), and
promotion (or communication). Collectively, these categories are often referred to as
the 4Ps of the marketing mix. (E. Jerome McCarthy.,1960). However, the distinctive
nature of service performances, especially such aspect as customer involvement in
production and the importance of the time factor, requires that other strategic
elements be included. To capture the nature of this challenge, we will be using the 8Ps
model of integrated service management, developed by Bernard H. Booms and May
J. Bitner which highlights the strategic decision variables facing managers of service
organizations. (Bernard H. Booms and Mary J. Bitner.,1981)
Product Elements. Managers must select the features of both the core product (either
a good or service) and the bundle of supplementary service elements surrounding it,
with reference to the benefits desired by customers and how well competing products
perform. In short, they must be attentive to all aspects of the service performance that

have the potential to create value for customers,

10
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Place, Cyberspace, and Time. Delivering product elements to customers involves

decisions on the place and time of delivery as well as on the methods and channels
employed. Delivery may involve physical or electronic distribution channels (or
both), depending on the nature of the service being provided. Use of messaging
services and the Internet allows information based services to be delivered in
cyberspace for retrieval by telephone or computer wherever and whenever it suits the
customer. Firms may deliver service directly to customers or through intermediary
organizations, such as retail outlets that receive a fee or percentage of the selling price
to perform certain tasks associated with sales, service, and customer contact. Speed
and convenience of place and time for the customer are becoming important
determinants in service delivery strategy.

Process. Creating and delivering product elements to customers requires the design
and implementation of effective processes that describe the method and sequence of
actions in which service operating system work. Badly designed processes are likely
to annoy customers when the latter experience slow, bureaucratic, and ineffective
service delivery. Similarly, poor processes make it difficult for frontline staff to do
their jobs well, result in low productivity, and increase the likelihood of service
failures.

Productivity and Quality. These elements, often treated separately, should be treated
strategically as interrelated. No service firm can afford to address either element in
isolation. Productivity relates to how inputs are transformed into outputs that are
valued by customers, whereas quality refer to the degree to which a service satisfies
customers by meeting their needs, wants, and expectations. Improving productivity is
essential to keep costs under control, but managers must beware of making

inappropriate cuts in service levels that are presented by customers (and perhaps by

11



employees, too) Service quality, as defined by customers, is essential for product
differentiation and building customer loyalty.

People. Many services depend on direct, personal interaction between customers and
a firm’s employees (such as getting a haircut or eating at a restaurant). The nature of
these interactions strongly influences the customer’s perceptions of service quality.
(Michael D. Hartline and O.C.Ferrell.,1996p.52-70.) Customer will often judge the
quality of the service they receive based on their assessment of the people providing
that service. They may also make judgment about other customers they encounter.
Successful service firms devote significant effort to recruiting, training, and
motivating their personnel. Firms often seek to manage customer behavior.
Promotion and Education. No marketing programs can succeed without effective
communications. This component plays three vital roles: providing needed
information and advice, persuading target customers of the merits of a specific
product, and encouraging them to take action at specific times. In service marketing,
much communication is educational in nature, especially for new customers.
Company may teach these customers about the benefit of the service, as well as where
and when to obtain it, and provide instruction on how to participate in service
processes.

Physical Evidence. The appearance of building, landscaping, vehicles, interior
furnishing, equipment, staff members, signs, printed materials and other visible cues
all provide tangible evidence of a firm’s service quality. Service firms need to manage
physical evidence carefully, because it can have a profound impact on customers’
impressions. In services with few tangible elements, such as insurance, advertising is

often employed to create meaningful symbols.

12



Price and Other User Costs. This component addresses management of the
expenditures and other outlays incurred by customers in obtaining benefits from the
service product. Responsibilities are not limited to the traditional pricing tasks of
establishing the selling price to customers, setting trade margins, and establishing
credit terms. Service managers also recognize and, where practical, seek to minimize
other burdens that customers may bear in purchasing and using a service, including
time, mental and physical effort, and unpleasant sensory experiences, such as noises
and smells.

The 7Ps of Service Marketing Mix

The bastc 4P’s of marketing mix seems not covering enough when applied
to service product. The marketing of services has to include other special
characteristics such as:

-~ Intangibility; services cannot be touched or stocked. They are to be
experienced.

- Inseparability; production, consumption and distribution are
simultaneous. ‘Production’ staffs are also the customer contact.

- Variability; quality is variable and customers tend to use price as
an indicator of quality.

- Perceived Risk; customers are less easily convinced of reliability

than with a tangible product.(Dibb&Simkin,1994)

13



Product

A product is anything that can be offered to a market for attention, acquisition,
use or consumption and that might satisfy a want or need (Kotler, 1997). Products that
are marketed include physical goods, services, person, distribution, organization, and
1deas (Kotler and Amstrong. 1997). Kotler and Amstrong (1997) mentioned each
product item offered to customers can be viewed on three levels and each level adds
more customer value. The most basic level is the core product, which addresses the
question what the buyer really want to buy? It consists of the problem solving services
or core benefits that consumers seek when they buy a product. Thus, when designing
products, marketers must first design the core benefits the product that will provide to
consumers. The second level is the actual product. Actual products may have as many
as five characteristics: a quality level, features, design, a brand name, and packaging.
The last is augmented product. It offers additional consumer service and benefits such
as after sales service, warranty, installation, delivery and credit etc. To customer, all
of these augmentations become an important part of the total product.

Assael (1993) states that a product is composed of intangible benefits as well
as tangible characteristics. As a result, a prqduct is defined as a bundle of attributes
and benefits designed to satisfy customer needs. The fact that consumers seek
different benefits means that they will see product differently. Therefore, a product is
not a uniform, well-defined entity. The definition of product cites three of its
components: the benefits it convey, its attributes, and its support services. The
benefits of the product those characteristics consumers see as potentially meeting their
needs or saying that product benefits identify the core product, because benefits
determine whether the consumer buys it. Product attributes identify the tangible

product or actual product coming from desired benefits. Product attributes not only

14
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include physical characteristics, they are also represented by the package and the
brand name. The third element of a product is post-sale support. Many products are
purchased on credit. Purchases also sometimes include delivery, installation,
warrantees, and service. A product that includes post sales support features is referred
to as an augmented product. The augmented product is particularly important in
industrial marketing, because many industrial products require post sale support.
Price

Price is the amount of money charged for a product or service. More broadly,
price is the sum of the values that consumers exchange for the benefits of having or
using the product or service (Kotler and Amstrong, 1997). Price is the only one of the
4Ps that produces revenue. Historically, price has been the major factor affecting
buyer choice. This is still true in poorer nation, and with commodity products. Thus,
when setting prices, the company must consider consumer perceptions of price and
how these perceptions affect consumers’ buying decisions. The different perception in
product or service quality lead to different identifying processes. On the other hand,
price itself is a strong indicator of quality in people’s minds particularly in the
absence of other data (Munroe, 1976). Moreover, Walters and Bergiel (1989) stated
price information supplied by business persuade to the extent that they reflect product
quality. Buyers rely on price to guide purchases, but price also conveys the social
worth of products to people. Price exerts psychological influence on consumers
because it appears to the emotions. Consumers as indicating a great quality difference
in the two products may perceive a slightly lower price than a competitor’s. This
response could be the deciding factor in the purchase. Low prices may be influential

in causing poor people to purchase or those who are socially conscious. The

15



emotional response to affordability may cause one to overlook quality considerations
related to the purchase.

Hawkins, Best & Coney (1994,p.15) mentioned that price is the amount of
money one must pay to obtain the right to use the product. Economists often assume
that lower prices for the same product will result in more sales than higher prices.
However, price sometimes serves as a signal of quality. A product priced too low
might be perceived as having low quality. Therefore, setting a price requires a through
understanding of the symbolic role that price plays for the product and target market
in question.

Distribution

Distribution channel is a set of interdependent organizations involved in the
process of making a product or service available for use or consumption (Kotler,
1997). A marketing channel performs the work of moving goods from producers o
consumers. It overcomes the time, place, and possession gaps that separate goods and
services form those who need or want them. -(Kotler and Amstrong, 1997). Marketing
channel involves transportation and storing goods, acquiring and using funds to cover
the costs of the channel work, and assuming the risks of carrying out the channels
work (Hutchison E., 1987). Marketing channel plays a role in developing and
spreading persuasive communications about an offer and finding and communicating
with prospective buyers. Marketing channel helps marketers to shape and fit the offer
to the buyer’s needs and reach an agreement on price and other terms of the offer so
that ownership or possession can be transferred.

Walters and Bergiel (1989) mentioned that the marketing channel is important
to consumers because it determines the conditions under which the consumer must

shop. One important benefit of channel operations is to adjust, in the mind of
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consumers, the total product more nearly to consumers wants. Another benefit of
channels is to adjust the total cost of the product. The ability to communicate store
personality makes a substantial contribution fo customer convenience during the
search for information. Marketing channel also provide psychic satisfaction. Some
effects of store operations on consumers cannot be explained by any specific actions
taken by the firm. The shopper may just feel comfortable in the store. We refer to this
as psychic satisfaction. Psychic satisfaction experience during the consumer’s search.
Boone and Kurtz (1992) suggested distribution channels for services are largely due
to the intangibility of services. The service marketer is less concerned with storage,
transporting, and inventory control and typically employs shorter channels of
distribution. Another consideration is the need for continuing personal relationships
between performs and users of money services. Consumers will remain clients of the
same insurance agents, banks, or travel agents if they are reasonably satisfied.
Promotion

Promotion is any form of information, persuading, or reminding potential
customers about the firm or its products and services (Walters and Bergiel, 1989).
Promotion involves any technique, under the control of a seller that can communicate
favorable, persuasive information about that seller’s product to potential buyers, either
directly or through others who can influence purchase decisions. The two main
purposes in doing promotional business are to change attitude and behavior and to
strengthen the loyal customers to keep on doing what they are doing. After a company
has designed a product and offer to match the wants of its target market segment, it
needs to communicate this offer to buyers and persuade them to try it. Promotion is
typically designed to induce consumers to purchase the firm’s product because

consumers have a wide selection of products within most product categories. There
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are four main tools, which may be used to achieve these goals advertising, personal
selling, sales promotion, and public relations.

Personal selling is a form of person-to-person communication in which a seller
attempts to persuade prospective buyers to purchase the company’s products or
services but nowadays increasingly telephone sales and other forms of electronic
communication are being used (Shimp A., 1997).

Advertising involves either mass communication via newspapers, Magazines,
radio, television, and other media such as bi.llboards or direct communication that is
pinpointed to each business-to-business customer or ultimate consumer (Shimp A.,
1997).

Sales promotion consists of all marketing activities that attempt to stimulate
quick buyer action, or immediate sales of a product (Shimp A., 1997). In comparison,
advertising is designed to accomplish other objectives, such creating brand awareness
and influencing customer attitudes. Sales promotions are directed both at the trade
(wholesaler and retailers) and consumers.

Publicity, like advertising, describes non-personal communication to a
mass audience; but unlike advertising, the sponsoring company does not pay for
advertising time or space (Shimp A., 1997). Publicity usually assumes the form of
news items or editorial comments about a company’s products or services.

To address the special difficulties of services marketing 3 more ‘Ps’ can
be added in the marketing mix:

People. Staff selection, motivation and particularly customer care training are critical.
Physical Evidence. The décor and ambience are very much part of the product offer

as are customer testimonials and celebrity endorsement.
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Process. The efficiency of the process is what provides the benefits for the customer.
Efficiency can be monitored by measures of performance, e.g. based on satisfaction
questionnaires and ‘mystery customer’ surveys. (Dibb and Simkin , 1994).

Sandra Luxton (2001) stated that services often require a different
marketing strategy because of the characteristics, which make them distinct from
products. In order to manage these characteristics, service marketers developed the 7P
framework. As well as the original four P’s, product, price, place and promotion,
which still apply to services, the extra 3P’s, are people, process management and
physical evidence have been to the marketing strategy. These 3 groups need to be
managed in order to deliver a quality service that will satisfy customer needs.

People are customers of the organization as well as the service personnel and other
customers.

Process Management is how the service is delivered to the customer. Process
management is making sure that all this happens effectively and efficiently.

Physical evidence is what the customer can sense physically that contributes to their
perception of the service. Physical evidence comes in two kinds, essential and
peripheral. Essential is that evidence you cannot do without for the service to take
place and peripheral evidence refers to aﬁy’ching else consumers will view and
evaluate as part of the service quality.

According to theories, which are service, theory and marketing mix
theory. Service is the intangible product. There are many different tangible product
forms such as the characteristic of product or the strategy. As usual, both tangible and
intangible product must be having a strategy element. In tangible products, marketer

usually addresses four basics strategy elements. Lovelock said that strategies elements
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or marketing mix for service products would be using the 8Ps model of intergraded
service management.
Another author stated that strategies elements or marketing mix for

service products would be using the 7Ps model. TA Freephone 1-800 service is a
intangible service, this study of the attitude of using TA Freephone 1-800 service
toward marketing mix. It is very useful to use 7Ps strategy model to analyze TA
Freephone 1-800 service. To use 7Ps model of service management is a way to
conceptualize the business, define business strategy and format competitive analyses.
The three additional Ps broaden management’s perspective toward what they are
setting and how they want to delivery goods and service. To use 7Ps analyze the
attitude of corporate user toward TA Freephone 1-800 service can form and know the
implication of tﬁis service. Then, it will be reach the researcher objectives of this
study.
Attitudes
Definition of Attitudes

Hoyer & Macinnis(1984) define, An attitude is a “relatively global and
enduring evaluation of an object, issue, person,” or action. Aftitudes are overall
evaluations that express how much we like or dislike an object or an action. Attitudes
are learned, and they tend to persist over time. Attitudes reflect the overall evaluation
of how much we like the concept based on the set of associations linked to it, we also
have attitudes toward brands, product categories, ads, people, countries, types of

stores, and activities.
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Zimbardo & Leippe (1991), attitudes, is an evaluative disposition toward some
object based upon cognitions, affective reactions, behavioral intentions, and past
behaviors... that can influence cognitions, affective responses, and future intentions
and behaviors.

Jagdish N. Sheth, Bonwari Mittal, and Bruce I. Newmen (1999), attitudes are
consistent inclinations- whether favorable or unfavorable that people hold toward
products, services, people, place, or events. They can be more formally defined as
learned predispositions to respond in a consistent manner in respect to a given object.

Rachelle (1998), an attitude is an evaluative reaction toward a person or thing.
Because it composed of affective, behavioral, and cognitive dimensions, an attitude is
an efficient means of assessing one’s environment. Attitudes have also proven to be
useful constructs for psychological investigation, and have been a key component in
social psychological research.

Source of Attitudes

Jagdish N. Sheth, Bonwari Mittal, and Bruce I. Newmen, (1999) said that
there are three major sources of forming attitudes, they are personal experience with
objects, social interaction, and exposure to mass media.

Personal Experience with Objects: We constantly touch, taste, feel, try on , or
examine objects we encounter. Asked on this contact, we cvaluate objects in our
environment and form attitudes toward them. Marketers induce trials so that we can
experience products and their benefits firsthand before purchasing them.

Social Interaction: People tend fo acquire.attitude through social interaction, like
family members, friends, neighbors, and colleagues. Social groups, peer groups, and

work groups are also influential in molding a wide range of product and service
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related attitudes.'Many young people today choose to get a tattoo or have their body
pierced mainly to fit into and gain acceptancé by their peer group.
Exposure to Mass Media: No one has ever been exposed to so much information as
the present generation. The multitude of broadcast and cable networks, radio stations,
computer networks, newspapers, magazines, telephones, faxes, and mail services have
exposed us all to amounts of information no one ever thought possible. Events in
other parts of the world are immediately communicated around the globe. With such
an outpouring of information, the influence of mass media on attitude formation and
change cannot be underestimated. Most products today have become equally
universal; they are found in just about every country.
Structural Models of Attitudes

There are many structural models of attitudes such as single component of
attitude (Engel & Blackwell, 1993), three components of a attitudes (Engel &
Blackwell, 1993), and multiattribute attitude models (Engel & Blackwell, 1993). Each
model has its characteristic for measuring consumer’s attitude toward product or
brand. In this research, the researcher selected three components of attitudes as a
structural model of attitudes for measuring corporate user’s attitude toward TA
Freephone 1-800 service.
Three Components of Attitudes

Attitudes have traditionally been viewed as consisting of three components:
cognitive, affective, and conative. A person’s beliefs about some attitude object reside
within the cognitive component. The affective component represents a person’s like
or dislike of the attitude object. The conative component refers to the person’s action
or behavioral tendencies toward the attitude object (James F. Engle, Roger D.

Blackwell and Paulw. Miniard, 1993,p.322). |
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Figure 2.2: The components of attitudes
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1994,p.356
Cognitive component

The cognitive component consists of a consumer’s beliefs about an object. It is
important to keep in mind that beliefs need not be correct or true. The more positive
beliefs are associated with a brand and the more positive each belief is, the more
favorable the overall cognitive component is presumed to be (Del 1. Hawkins, Roger
J. Best and Kenneth A. Coney: 1994).

John C. Mowen and Michele Minor (1998) explained that consumer beliefs
are all knowledge a consumer has and all the inferences a consumer makes about
objects, their attributes, and their benefits. Objects are the products, people,

companies, and things about which people hold beliefs and attitudes. Attributes are
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the characteristics or features that an object may or may not have. Two broad classes
of attributes have been identified. Ini’rinsic_ attributes are those that pertain to the
actual quality of a product, while extrinsic attributes are those that apply to external
aspects of the product, such as its brand name, packaging, and labeling. Finally,
benefits are the positive outcomes that attributes provide to the consumer.

Affective component

Affective includes feeling or emotional reaction to an object represents the
affective component of an attitude. A consumer who state, “I like...” is expressing the
results of an emotional or affective evaluation of this brand. These attitude statements
imply an overall evaluation of the product (Del 1. Hawkins, Roger J. Best and
Kenneth A. Coney: 1994).

Behavioral component (Conative)

The behavioral component of an attitude is one’s tendency to respond in a
certain manner toward an object or activity. A series of decisions to purchase or not
purchase or to recommend it or other brands to friends would reflect the behavioral
component of an attitude (Del I. Hawkins, Roger J. Best and Kenneth A. Coney
1994).

Jagdish N. Sheth, Bonwari Mittal, and Bruce 1. Newmen (1999), the
traditional model of attitudes, called the tricomponent model, expresses this
interrelationship and posits that attitudes consist of three components: cognitive,
affective, and behavioral or conative. A schematic diagram of the traditional model of

attitudes appears in Figure2.3
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Figure2.3: Schematic conception of attitudes; The Traditional Model

Cognitive Component

{Knowledge, opinions,

faith, and values)

/

Behavioral Affective

Component Component

(Feeling of Like

(Action Tendency)

or dislike)

Source: Jagdish N. Sheth, Bonwari Mittal, and Bruce I. Newmen(1999) ) , the
traditional model of attitudes, called the tricomponent model.
Cognitive Component

The cognitive component is what we think we know about an attitude object.
Attitudes are beliefs could be based on knowledge, opinion, faith, or value systems.
Affective Component

The affective component of an attitude includes feelings of like or dislike,
representing our reaction to the cognitive aspéct of the attitude.
Behavioral or Conative Component

The behavioral or conative component of an attitude represents our tendency
to response in a certain way, as an expression of the favorable or unfavorable feelings

formed earlier. The behavioral component may take the form of overt behavior.
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Component consistency

Figure2.4 illustrates a critical aspect of attitudes; all three components tend to
be consistent. This means that a change in one attitude component tends to produce
related changes in the other components. This tendency is the basis for a substantial
amount of marketing strategy.

Figure 2.4: Attitude Component Consistency
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The Importance of Attitudes

Attitudes are important because they serve functions. They (1) guide our
thoughts (the cognitive function), (2) influence our feelings (the affecting function),
and (3) affect our behavior (the conative function).(Hoyer Wayne D,1984)
The Characteristics of Attitudes |

Attitudes can be described in terms of five main characteristics. Attitudes can
be described in term of their favorability how much we like or dislike an attitude
object. However, several additional characteristics can also be used to describe
attitudes. One is attitude accessibility. An accessible attitude is one that can be easily
and readily retrieved from memory. Attitudes can be described in term of their

attitude confidence or strength as well. Attitudes may also vary in their persistence
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or endurance. Finally, attitudes can be described in term of their resistance to

subsequent change. (Hoyer Wayne D, 1984)

When do attitudes predict behavior?

The marketers are interested not only in how attitudes are formed and can be

changed but also in knowing whether, when, and why attitudes will predict behavior.

Therefore, it is also useful to consider what affects the attitude behavior relationship.

L.

Level of Involvement/Elaboration. Attitudes are more likely to predict
behavior when cognitive involvement is high and consumers elaborate or think
extensively about the information that gives rise to their attitudes.

Knowledge and Experience. Attitudes are more likely to be strongly held and
predictive of behavior when the consumer is knowledgeable about or
experienced with the object of the attitude (i.e., has high ability).

Accessibility of Attitudes. Attitudes are more strongly related to behavior when
they are accessible or “top-of-mind.” Conversely, if an attitude cannot be
easily remembered, it will have little effect on behavior. Direct experience
(product usage) generally increases attitude accessibility for attributes that
must be experienced (e.g., tasted, touched), whereas advertising can produce
accessible attitudes for search attributes (e.g. price, ingredients, etc.),
especially when there are high levels of repetition.

Attitude Confidence. Confidence tends to be stronger when the attitude is
based on either a greater amount of information or on more trustworthy
information. And when we are confident, our attitudes are more likely to
predict our behaviors.

Specificity of Attitudes. Attitudes tend to be good predictors of behavior when

we are very specific about the behavior that they are trying to predict.
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6. Situational Factors. Intervening situational factors can also prevent a

behavior from being performed and can thus weaken the attitude-behavior

relationship.
7. Normative Factr ormative factors are also likely to affect the attitude-
1.1,
bel " 7 ¢ normative beliefs and motivation to comply will

LD

A 1 ” vior relationship.
A4S gg 17 | KU[V)\ ‘n personality types are more likely to exhibit
U 0 - £ :
/\ b ‘/O‘ 0 e v .ationships. Individuals who really like to think
# . "_l\ v

.. evidence stronger attitude behavior relationships because their
.uitudes will be based on high elaboration thinking. Also, people who are
guided more by their own internal dispositions (called low self-monitors) are
more consistent attitude behavior relationship. People who are guided by the
views and behaviors of others (called high self-monitors), on the other hand,
try to change their behavior to adapt to every unique situation. Thus, a high
self-monitor might choose a different beer depending on the situation; a low
self-monitor would choose the same beer regardless of the circumstances.
(Fishbien Martin, 1967)
Attitude Change Strategies
Marketers use a number of strategies that stem from the information
processing model in order to change consumer attitudes. These include making direct
comparisons against competitive brands, highlighting present brand aftributes, adding
new attributes, providing knowledge of alternatives or consequences, and changing

the relative values of brand attributes.(Hawkins Del & Coney,1995)
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Making Comparisons Against Competition

The comparison strategy attempts to change beliefs about the company’s
products in relation to those of competitors by emphasizing its advantages against
competing brands. Comparative advertising, used in many cases to accomplish this
objective, presents the company’s product along with another competing brand
mentioned by name; the message explains how the company’s product is better in
some way that the other brand.
Emphasizing Brand Attributes

The second strategy for changing attitudes centers on enhancing consumer
knowledge of certain attributes or features of the brand. This communication strategy
highlight less familiar attributes to create a positive disposition toward the brand.
Adding New Attributes

Another strategy for changing attitudes is to add one or more new attributes to
the product in an attempt to increase its attractiveness.
Providing Knowledge of Alternatives or Consequences

Providing consumers with evidence, facts, or figures that allow to make an
informed choice between existing alternatives is another strategy for changing
attitudes. Through this exercise in logic, conéumers can determine which alternative is
best for them.
Changing the Relative Value of Attributes

Still another approach to changing attitudes toward a product attempts to shift

the relative values of specific atfributes the product processes. (Hawkins Del &

Coney, 1995)
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Measurement of Attitudinal Components

There are many varieties of techniques for measuring attitudes such as rating
ranking, sorting, and choice technique. Generally, rating scales are the most common
practice to measure attitude. Further, the affective, cognitive, and behavioral
components of attitude may be measured by different means (William G. Zikmund,
2000).

Hawkins, Best & Coney (1992) explained that purchase and use behavior at
the brand level are predicted most accurately by overall measures of brand liking or
affect. However, since components of attitudes are often an integral part of a
marketing strategy, it is important that we are able to measure each component.

The cognitive component is measured by the beliefs consumers have about
product attributes. Naturally, a lack of product knowledge as well as inaccurate
knowledge could hinder the development of a positive overall attitude toward product
attributes. The affective or evaluative component is how consumers feel about the
product. Finally, the behavioral component is often the strength of intentions to buy
on the next purchase occasion or by past purchases.

To have a successful in business, the company should be develop and market
innovative products and services. It is essential for company to analyze consumer
behavior to understand the attitudes of them.

Attitudes is one factor that very important for both marketer of public policy
and marketers alike in their effort to anticipate and influence human behavior. There
are several meanings of attitudes. It can be the evaluation of an object, issue, person
or action to express how much we like or dislike, favorable or unfavorable.

As we know, there are many structural models of attitudes. The three

components is a model that compare with cognitive, affective and behavioral or
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conative. The cognitive component is the knowledge, belief, and opinion through
product or service. The affective component concerns in the feeling, emotion and
reaction toward product and services. The last component is behavioral or conative
components, which is an action tendency or intention toward products and services.

For three components of the attitudes theory can find the strong point or weak
point of the product or service. It helps us know about the consumer’s knowledge of
product, how customers feel with our products or services, and customer’s intention
of our product or services. After we know overall attitudes of customer, we will know
the real needs of customers that are very useful to use it for developing the product or
service to be better. Moreover, knowing the overall attitudes of customer whether
good or bad attitudes, it will be useful to find the strategy to improve the product or
service for customer. After using strategy changing customer attitude, it ‘will make
company have increase productivity and increase income.

Knowledge about Freephone 1-800 service
What is Freephone 1-800 service?

Freephone 1-800 service is the service that allows the caller to make long
distance calls free of charge while the receiving party is charged for the cost of such
calls.

Benefit of Freephone 1-800 service

Due to highly competitive market in service industry investors must find ways
to operate their business with high flexibility, speed and response to the customer
needs efficiently. Special benefits provided by Freephone 1-800 services to customer

are as followed:
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e Increase Call Center Productivity

¢ Enhance Customer Service

e Increase business Opportunity
Current market situation

Freephone 1-800 service is one of the value added service of fixed line
telephone which creates new sources of revenue to service providers. TOT is one of
the service providers in Thailand. At the beginning of time TOT provided Toll Free
088 service for the customer. Toll Free 088 services weak point is that the network of
Toll Free 088 service does not cover all of the country. Then, TOT switched to
Freephonel-800 service that has full area coverage in Thailand. In the year 2001,
there were 800 person subscribers to the services and more than 1,000 persons in the
year 2002. TA (TelecomAsia Co., Litd.) is one of Freephone service provider who has
64 corporate users in year 2002.
Competitor’s Environment.

There are only 2 providers of basic telecommunication infrastructure (The
fixed lines telephone) in Thailand. They are TOT and TelecomAsia.
Freephone 1-800 service providers in Thailand.
1.Telephone Organization of Thailand (TOT)

The first service provider Toll Free Service 088 and Freephone 1-800 service.

- Toll Free 088 offers only to numbers having the Stored Program

Control (SPC) system within the Metropoﬁtan arca. In 1998, there were 33 more
subscribers to this service. At the end of September 1998 the number of customers
subscriber to this service totaled to 318 persons in all. There are some weak point of
Toll Free 088 sefvice, then TOT developed new completed technology and transferred

to serve customer that is Freephone 1800 service.
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- Freephone 1-800 service is the new technology, which is an
improved version of Toll Free 088 with the same communication
system, but can offer more services than Toll Free 088.The
limitation of Toll Free 088 is the area coverage, which is only in
Metropolitan whereas the Freephone 1-800 can serve anywhere in
the country. Freephone 1-800 service is beneficial to businesses in
promoting their products to client and resulting in creating good
image.

Service Rate:

There are three parts of Freephone 1-800 service rate, which are the initial
payments, monthly fees and the usage fees. All the cost will be charged to the service
providers. |

- Initial payment of 1,000 Baht for registration (For new Free Phone
1-800)

- Monthly fee of 120 Baht per line

- Call will be charged as standard rates from anywhere.

2. TelecomAsia Co., Ltd. Corporation (TA)

TA Freephone 1-800 service, value-added service for TA’s fixed lines, is
one of Intelligent Network Services that allows call cost to be charged to TA
Freephone 1-800 service customers instead of callers. Calls can be both local calls
and distant calls (International calls, calls from mobile phone, and calls from PCT
are inaccessible). By the Intelligent Network, TA Freephone 1-800 service
provides the highest efficiency as well as highest security in servicing.

Furthermore, with several optional service features, a TA Freephone 1-800 service
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customer also gains multibenefits from flexible management that he/she can
maneuver in accordance with his/her need.

How to Call TA Freephone 1-800 service

The method of calls is very simple. The caller only dials 1-800 and follows

by 6 digit number, which is the number of destination that a TA Freephone 1-800
service customer can assign according to his/her request. If the TA Freephone 1-
800-service number is 295-555, for instance, callers have to dial 1-800-295-555 to
call a particular TA Freephone 1-800 number.

Optional Services Features of TA Freephone 1-800 service.

Besides the basic service of TA Freephone 1-800 service, there are numerous
optional service features, classified into 4 types, which enhance the performance of
customer contacts and also provide the diverse abilities in servicing.

1. Call Screening

This feature is designed to screen callers’ numbers so that a TA
Freephonel-800 service customer receives only willing-to-receive numbers. There
are 2 functions available in this feature: Authorization Code and Originate Call
Screen.

1.1 Authorization Code (AU"TZ) This function allows the TA
Freephone 1-800 service customer to screen received calls by requesting a personal
identification number

1.2 Originate Call Screen (OCS) This function allows the TA
Freephone 1-800 service customer to specify the origins of numbers to be received or
not. For instance, as specified before, the callers who have area code of 077 cannot

access a particular TA Freephone number,
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2. Call Routing
With this feature, calls will be routed according to the call routing
program designed by the TA Freephone 1-800 service customer. There are 4 functions
included in this feature, they are Time Dependent Routing, Originating Dependent
Routing, Call Distribution, as well as Originating User Prompt.

2.1 Time Dependent Routing (TDR) This function allows the
FPH customers to route calls to different destination based on the time of day and the
day of week. The FPH customers can make direct call, which are made on a specified
day to a particular location, or can change destinations depending on each time zone
of day or day of week. For instance, if calls are made during non-business hours, they
can be routed to a head quarter so TDR can eliminate the need for around the clock
service at all locations.

2.2 Originating Dependent Routing (ODR) This function route calls

to the appropriate destination based on the calling user’s geographical area. The FPH
customers can device service user according to originating area and can decide
destination to receive calls from any area.

2.3 Call Distribution (CD) This function distributes calls on a
percentage basis to multiple destinations. The FPH customers can predetermine the
percentage of calls to be routed to each destination.

2.4 Originating User Prompt (OUP) This function allows the FPH
customers to define their own customized announcements. Therefore, calls are routed
based on the option that the callers select in response to an announcement provided

over the telephone.
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3. Advanced Function
To ensure that the TA Freephone customer will not miss any calls
because every call is very important to the customer’s business, Advanced Function,
the optional service feature for managing attempting calls, have 3 functions to handle
this, including Call Forwarding on Busy / No Answer, Call Limit, and Call Queuing,
3.1 Call Forwarding on Busy / No Answer (CF) This function allows

calls to be forwarded to another specified number when the first destination is busy or

not attended.

3.2 Call Limit (LIM) This function can specified the maximum
number of calls that can simultaneously terminate to a destination.

3.3 Call Queuing (QUE) This function allows calls to be queued when

all the lines are busy at the called destination. Call destination is established as soon
as the destination becomes available. The FPH customers can specify the maximum
numbers of calls that can simultaneously terminate to a destination. A customized
announcement can be prepared to tell the caller that can be prepared to tell the callers
that his or her call is in the queue.
4. Optional Service to Design Other Optional Services
In management, flexibility is as important as intelligence. Optional

Service to Design Other Optional Services, therefore, is offered to the TA Freephone
customers so they are able to design their own program, up to 10 program, and to
casily change their whenever they want. There are 2 functions included in this feature:

Command Routing and Customer Profile Management,
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4.1 Command Routing (CMDR) This function enables service
customers to build up to 10 different routing plans by combining the other routing
functions.

4.2 Customer Profile Management (CPM) TA Freephone customers
can change routing plans according to their requirements whenever they want.
Benefits of Using TA Freephone

TA Freephone 1-800 service is a service created to help the company to have
good image and good service for customers.
e Increase Call Center Productivity
Call centers both large and small are critical components of the
marketing efforts for many leading-edge companies' marketing efforts. TA Freephone
1-800 service programs help them operate at peak performance by the use of
automated call routing, ensuring the caller is directed to the right location the first
time. It allows agents to efficiently handle those needing personal attention.
¢ Enhance Customer Service
Satisfied customers are loyal customers, so it pays to resolve their
concerns quickly. TA Freephone 1-800 services let you deliver service more
efficiently. One Freephone number provides a convenient, single point of contact for
all the customers needs. For example, callers can reach customer service, technical
support, or purchase products.
¢ Increase Business Opportunities
Even though you may have several destinations, your customers
contact you via only one Freephone 1-800 number. The more convenient of customer
contacts, the greater opportunities of your business. Moreover, your customers won't

definitely be abandoned. This means your cost will be very high? No, with TA
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Freephone 1-800 service you won’t miss any customer calls and don’t have to pay
high cost simultaneously.

With TA Freephone 1-800 service, your products are more attractive to
customers since they don’t have to pay for any call costs. Therefore, response from
customers, which means “Business Opportunity”, increases. Furthermore, TA
Freephone 1-800 service provides you more marketing channel. As everyone knows,
more marketing channel means more selling opportunities. Thus, TA Freephone 1-
800 service is one of the best alternatives that you should not look over.

Tariff Rates

TA Freephone 1-800 service has a tariff rate as follow:

e Access Charge 1,000.Baht / FPH number

e Optional Service Feature 20 Baht- / Monthly / Feature
® Change service charge 30 Baht/time

e  Usage Charge

- The rate for a local call 3 Baht scall or 1 Baht /minute

- The rate for a long distance 3-12 Baht sminute

Target Customers

The target customers of TA Freephone 1-800 service are business customers
who want to raise their customer service’s c-;uality and efficiency. The customers of
these business don’t have to pay any call cost occurred, but the TA Freephone 1-800
service customers who are business owners will pay instead. A TA Freephone 1-800
number can also be applied for internal communication. For instance, if a company

has sales department that require sales representatives to regularly go up countries, the
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communication of that company will be efficient and convenient by using TA
Freephone.
Previous Studies related to the Research

TelecomAsia studied “ Corporate-Users toward Toll free and Freephone
1-800 in Thailand” .The corporate survey was conducted with 203 companies from
various business segment including banking, healthcare, trading, transportation,
communication, manufacturing, service and entertainment. In term of corporate users
respondents were asked to indicate the awareness towards toll free and Freephone 1-
800 service including knowledge, interest and current use of Freephone 1-800
service.(IDC Thailand,2000)
Perception towards Toll Free Service

Toll Free Service 088 is a free long distance call which government and
corporate provide to their customer and public for calling government units and
company from anywhere including Bangkok and up country area free of charge by
supporting call fee from government and corporate.
Awareness towards Toll Free Service

Respondents were asked about awareness towards toll free service and 45.81%
of the respondents knew toll free service. Comparing respondents among each
segment, respondents from wholesale/retail, Transportation, bank/finance/insurance,
manufacturing and service segment knew toll free service accounting for 42.11%,
53.85%, 48.28%, 40.00% and 37.84%, respectively.

Most respondents knew toll free service as a long distance call which they can
access companies free of charge, dial 088 and then press the number respondents

need, which is paid by the companies
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67.94% of the respondents did not know about free phone service and 32.26%
of them were aware of free phone service. Out of the 32.26% who knew about the
service, 50.00% of them were from communication/utility/government sector
followed by 43.75% of them from wholesale/retail sector and 42.86% each from
hospital/healthcare and manufacturing segments.

The 93 respondents who knew toll free phone were further asked on free
phone service. It was found that 32.26% of the respondents knew free phone service.
43.75% of them came from wholesale/retail segment followed by 42.86% of them
from the manufacturing segment.

Most of the respondents who knew the free phone service mentioned it as a
call, which can be made to corporate companies free of charge. They also know it as
a service where corporate companies provide service to customers by way of giving
them access to companies information free pf charge for, which the companies pay
the service charge. Respondents also understand free phone service as a call that can

be made from anywhere free of charge including outside Thailand.
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CHAPTER 3

RESEARCH FRAMEWORK

This chapter aims at forming and elaborating the conceptual model, generating
all hypothesis statements that will be tested and also providing the information of
concepts and variables operationalization.

Theoretical Framework and Elaboration on The Conceptual Model
Theoretical Framework of Structural Models of Attitudes

There are many structural models of attitudes such as single component of
attitude, three components of an attitude, and multiatiribute attitude models. (Engel &
Blackwell, 1993), Each model has its characteristic for measuring consumer’s attitude
toward product or brand. In this research, the researcher selected three components of
attitudes as a structural model of attitudes for measuring corporate user’s attitude
toward TA Freephone 1-800 service.

Three Components of Attitudes

Attitudes have traditionally been viewed as consisting of three components:
cognitive, affective, and conative. A person’s beliefs about some attitude object reside
within the cognitive component. The affective component represents a person’s like
or dislike of the attitude object. The conative component refers to the person’s action
or behavioral tendencies toward the attitﬂde object (James F. Engle, Roger D.

Blackwell and Paul w. Miniard, 1993,p.322).
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Figure 3.1: Theoretical Framework; The components of attitudes

Stimuli:
A belief about specific attributes or
Products, > Cognitive > overall object >
situations, type
of industry,
user
back i Emotions or feelings about specific Overall
ackgroun atfributes or overall object Attitudes.
> Affective > g
knowledge and
other attitude

objects.

Behavioral intentions with respect
to specific attribute or overall

» Behavioral > object >

(conative)

Source: Adapted from Dell. Hawkins, Roger J. Best and Kenneth A. Coney:
1994,p.356
Cognitive component

The cognitive component consists of a consumer’s beliefs about an object. It is
important to keep in mind that beliefs need not be correct or true. The more positive
beliefs are associated with a brand and the more positive each belief is, the more
favorable the overall cognitive component is presumed to be (Del 1. Hawkins, Roger
J. Best and Kenneth A. Coney: 1994,p.356).

John C. Mowen and Michele Minor (1998, p.242) explained that consumer
beliefs are all knowledge a consumer has and all the inferences a consumer makes
about objects, their attributes, and their benefits. Objects are the products, people,

companies, and things about which people hold beliefs and attitudes. Attributes are
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the characteristics or features that an object may or may not have. Two broad classes
of attributes have been identified. Intrinsic attributes are those that pertain to the
actual quality of a product, while extrinsic attributes are those that apply to external
aspects of the product, such as its brand name, packaging, and labeling. Finally,
benefits are the positive outcomes that attributes provide to the consumer.

Affective component

Our feeling or emotional reaction to an object represents the affective
component of an attitude. A consumer who states, “I like...” is expressing the resuits
of an emotional or affective evaluation of this brand. These attitude statements imply
an overall evaluation of the product (Del I. Hawkins, Roger J. Best and Kenneth A.
Coney:1994 ,p.358).

Behavioral component (Conative)

The behavioral component of an attitude is one’s tendency to respond in a
certain manner towards an object or activity. A series of decisions to purchase or not
or to recommend other brands to friends would reflect the behavioral component of an
attitude (Del I. Hawkins, Roger J. Best and Kenneth A. Coney:1994, p.359).
Elaborating The Conceptual Model

The conceptual model consists of many variables. Independent variables
include marketing mix of TA Freephone 1-800 service (Product, Price, Place,
Promotion, Physical evidence, Process and People). Dependent variables include the
overall attitudes of corporate user towards TA Freephone 1-800 service.

The researcher developed the conceptual model by relating the theories of
attitude model (Figure3.1) and marketing mix towards TA Freephone 1-800 service.

The conceptual model of this research is presented in Figure 3.2
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Figure 3.2: Conceptual Model of The Attitudes of corporate users toward TA

Freephone 1-800 service in manufacturing and service industries.

Independent Variable

Dependent Variable

Corporate users in
manufacturing
industry and
Service industry.

The 7Ps of
Service
Marketing Mix

-Product
-Price
-Place
-Promotion
-Physical
Evidence
-Process
-People

The attitudes of
corporate
Users toward TA
Freephone 1-800
service in
manufacturing
industry and
service industry.
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Hypothesis Statement

Hypotheses are generated after the conceptual model to find the result that the
researcher would like to know about corporate users attitude toward marketing mix of
TA Freephone 1-800 service. The hypotheses are divided into 2 groups.

The hypothesis in group one focuses on the marketing mix variables and the
attitudes of corporate users toward TA Freephone 1-800 service variable in
manufacturing industry.

The hypothesis in group two focuses on the marketing mix variable and the
attitudes of corporate users toward TA Freephone 1-800 service variable in service
mdustry.

Hypotheses Group 1: The marketing mix variable and the attitude of
corporate users toward TA Freephone 1-800 service variable in manufacturing
industry.

Hypothesis 1:

Hlo. There is no relationship between each of marketing mix variable
(Product, Price, Place, Promotion, Physical Evidence, Process and People) and the
corporate users belief toward TA Freephone 1-800 service variable in manufacturing
industry.

H1i. There is a relationship between each of marketing mix variable (Product,
Price, Place, Promotion, Physical Evidence, Process and People) and the corporate
users belief toward TA Freephone 1-800 service variable in manufacturing industry.
Hypothesis 2:

H2o0. There is no relationship between each of marketing mix variable

(Product, Price, Place, Promotion, Physical Evidence, Process and People) and the
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corporate users feeling toward TA Freephone 1-800 service variable in manufacturing
industry.

H2i. There is a relationship between each of marketing mix variable (Product,
Price, Place, Promotion, Physical Evidence, Process and People) and the corporate
users feeling toward TA Freephone 1-800 service variable in manufacturing industry.
Hypothesis 3:

H3o0. There is no relationship between each of marketing mix variable
(Product, Price, Place, Promotion, Physical Evidence, Process and People) and the
corporate users intend to use toward TA Freephone 1-800 service variable in
manufacturing industry.

H3i. There is a relationship between each of marketing mix variable (Product,
Price, Place, Promotion, Physical Evidence, Process and People) and the corporate
users intend to use toward TA Freephone 1-800 service variable in manufacturing
industry.

Hypothesis 4:

H4o. There is no relationship between the each of marketing mix variable
(Product, Price, Place, Promotion, Physical Evidence, Process and People) and the
corporate users attitudes toward TA Freephone 1-800 service variable in
manufacturing industry.

H4i. There is a relationship between the each of marketing mix variable
(Product, Price, Place, Promotion, Physical Evidence, Process and People) and the
corporate users attitudes toward TA Freephone 1-800 service variable in

manufacturing industry.
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Hypothesis 5:

HS5o. There is no relationship between the overall of marketing mix variable
and the corporate users attitudes toward TA Freephone 1-800 service variable in
manufacturing industry.

HSi. There is a relationship between the overall of marketing mix variable and
the corporate users attitudes toward TA Freephone 1-800 service variable in
manufacturing industry.

Hypothesis Group 2: The marketing mix variable and the attitudes of corporate
users toward TA Freephone 1-800 service variable in service industry.
Hypothesis 6:

Hé6o. There is no relationship between each of marketing mix variable
(Product, Price, Place, Promotion, Physical Evidence, Process and People) and the
corporate users belief toward TA Freephone 1-800 service variable in service
industry.

Ho6i. There is a relationship between each of marketing mix variable (Product,
Price, Place, Promotion, Physical Evidence, Process and People) and the corporate
users belief toward TA Freephone 1-800 service variable in service industry.
Hypothesis 7:

H70. There is no relationship betﬁrecn each of marketing mix variable
(Product, Price, Place, Promotion, Physical Evidence, Process and People) and the
corporate users feeling toward TA Freephone 1-800 service variable in service
mdustry.

H7i. There is a relationship between each of marketing mix variable (Product,
Price, Place, Promotion, Physical Evidence, Process and People) and the corporate

users feeling toward TA Freephone 1-800 service variable in service industry.
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Hypothesis 8:

HS8o. There is no relationship between each of marketing mix variable
(Product, Price, Place, Promotion, Physical Evidence, Process and People) and the
corporate users intend to use toward TA Freephone 1-800 service variable in service
industry.

H8i. There is a relationship between each of marketing mix variable (Product,
Price, Place, Promotion, Physical Evidence, Process and People) and the corporate
users intend to use toward TA Freephone 1-800 service variable in service industry.
Hypothesis 9:

H9o. There is no relationship between the each of marketing mix variable
(Product, Price, Place, Promotion, Physical Evidence, Process and people) and the
corporate users attitudes toward TA Freephone 1-800 service variable in service
industry.

H9i. There is a relationship between the each of marketing mix variable
(Product, Price, Place, Promotion, Physical Evidence, Process and people) and the
corporate users attitudes toward TA Freephone 1-800 service variable in service
industry.

Hypothesis 10;

H100. There is no relationship between the overall of marketing mix variable
and the corporate users attitudes toward TA Freephone 1-800 service variable in
service industry.

H10i. There is a relationship between the overall of marketing mix variable
and the corporate users attitudes toward TA Freephone 1-800 service variable in

service industry.
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Concept and Variable Operationalization

This section is concerned with the definition and the measurement of concept
of each variable. For the conceptual definition, it gives meaning to a concept by
specifying the activities to measure. It helps the researcher to specify the rules for
assigning numbers. The properties of the scale of numbers may allow the researcher
to add, subtract, or multiple answers. There are a great many scales or number
systems. It is traditional to classify scales of measurement on the basis of the
mathematical comparisons that are allowable with these scales. (William G. Zikmund,

2000,p.275).
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Table3.1: Table of Independent Variables Operationalization

Independent Variables

Conceptual Conceptual Level of
Concept

Definition Component Measurement
Business Industry -Manufacturing -Chemical Pharmacy Nominal Scale

Industry -Factory

- Food and beverage

-Service Indusiry

- Advertising
-Airlines
Telemarketing
~Banking
-Communication
-Healthcare
-Insurance

- Property

Nominal Scale

The Service Marketing

Mix

- Product

-Use  for  business

e
requirement
-Use  for  business
solution
Use for  enhance
business competency
-Use for increased
business productivity
customer

-Use for

pleasure

Interval Scale
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- Price

-Reagonable price
-Compare service fee
and quality

-Consider price shown

Interval Scale

-Place

-Apply through direct
sales
-Apply through call
center
-Apply through internet

service

Interval Scale

- Promotion

~Ad campaigns are seen
frequently

~Various media provide
tﬂe information

- Various promotion

Interval Scale

- Physical evidence

- Name recognition
- Site reference

- ISG 9002

Interval Scale

- Process

-Process complication
-Solution process

-Coverage information

Interval Scale
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- People

-Information provided

by sales
representatives.
-Adequacy of

information  provided
by sales
representatives.

-Knowledge of sales

representatives.

Interval Scale
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Table 3.2: Table of Dependent Variables Operationalization

Dependent Variables

Conceptual Conceptual Level of
Concept
Definition Component Measurement
Attitudes - Cognitions - Service reliability Interval Scale
-Service economically
- Service customization
- Affective -Good feeling with | Interval Scale
seryice
-Happiness with service
-Overall favorability
- Conations -TelecomAsia’s Interval Scale

preference of usage
-Recommendation  to
other

-Trial of other service

provider
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CHAPTER 4

RESEARCH METHODOLOGY

Since this research is to study in attitudes of corporate users toward TA
Freephone 1-800 service of TelecomAsia Co.Ltd in manufacturing and service
industries, only the corporate users in Bangkok area who have usage experience, are
selected as its respondents.

The following are the collection and analysis of the attitude of person who
work in the organization that use TA Freephone 1-800 service. They are divided into
5 sections. Section one explains about research method. Section two is about the
respondents and procedures. Section three concerns about instruments/questionnaires
Section four informs about collection of data and data gathering procedures. The last
section is about the statistical method for data analysis.

Research Methods

The knowledge about the influence of marketing mix factors that effect
attitudes of TA Freephone 1-800 service would be derived from the data collection
and the data analysis of the attitudes of its users.

Gathering of the data, survey technique is deployed because it 1s a method of
primary data collection based on communication with a representative sample of
individuals. Survey provides a quick, inexpensive and efficient outcome.

Research methodology uses both the descriptive research and quantitative
research. The descriptive statistics will be used to describe the data in qualitative
aspects. The aims of descriptive research are to describe the differential of one
situation to another or to diagnose the ev.ent to understand the results by using
frequency and percentage and quantitative research uses Pearson Correlation

Coefficient.
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Sources of data

Survey through questionnaires is used to collect primary sources of data they
are distributed to samples of corporate users in 44 manufacturing and 20 service
industries that are using TA Freephone 1-800 service.

Respondents and Procedures
Target Population and Sample Size

The target population is people who work in organization that use TA Free
Phone 1-800 service in manufacturing and service industries. There are 44
respondents in the manufacturing industry and 20 respondents in the service industry.
Research Instruments/Questionnaires

The questionnaires are designed after the concept and wvariable of
rationalization. They ask the respondents to express their feelings and perception
related to the marketing mix in general by using five points Likert Scales. The attitude
components will be applied to each question to examine respondents’ attitudes toward
marketing mix as well. There are 3 parts that consist of General data, Attitudes toward
use of TA Freephonel-800 service and service marketing mix.

Part I: General data instruments consist of type of business that respondents
operate. Whether it is manufacturing, or service industry. The question of general data
is applied from the previous study in Awareness of Freephone 1-800 service in
Thailand by IDC Thailand (2000).

Part II: Afttitudes toward the use of TA Freephone 1-800 service consists of
nine statements derived from the three components of attitudes including perceived
cognition, affect, and conation. All of the question are applied from Customer

behavior: Consumer Behavior and Beyond (Jagdish, 1999). Respondents are screened

based on their experience of usage. Five points Likert-scale is used to indicate the
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degree of respondents assignment to each statement from strongly agree to strongly
disagree.

Part III: Service Marketing Mix elements instrument consists of twenty-three
statements measuring the respondents attitude toward marketing mix of TA
Freephone 1-800 service. The researcher investigates seven elements that are product,
price, place, promotion, physical evidence, process, and people. The product element
is applied from previous study by Oya Culpan (1995). Another part is applied from
previous study of Jarusin (2001). Respondents are screened based on their experience
of usage. Five points Likert-scale is used to indicate the degree of respondents
assignment to each statement from strongly agree to strongly disagree.

Pilot Study

Churchill (1999) stated that each question in the questionnaire should be
reviewed to ensure that the question is not confusing or ambiguous, potentially
offensive to the respondents, leading or bias inducing and also is easy to answer.
Thus, the real test of questionnaire is used to find out how it performs under actual
conditions of data collection. Pretests is vital and are defined as trial runs with a group
of respondents for the purpose of detecting problems in the questionnaire instructions
or design. In the pretest, the researcher looks for evidence of ambiguous questions
other considerations.

The researcher pre-tested the questionnaires by distributing 20 copies of the
questionnaires to respondents. After collecting the data, the researcher examined the
reliability of these questionnaires by using Cronbach Alpha scales (Cronin & Tayler,
1992) in SPSS program to find out the value of the questionnaire’s reliability. The

result of reliability analysis after examining of the pilot study is shown in Table 4.1
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Table 4.1: Reliability Analysis-Scale (Cronbach’s Coefficient Alpha)

Operationalization Dimensions Reliability
Attitude toward use TA Freephone 1-800 0.8863
service
Service Marketing Mix 0.8527

Sekaran (1992) mentioned that if the reliability value is at least 0.6, it is
considered reliable. As the result of reliability analysis from the pilot study,
questionnaires in this research are sufficient for examining the relationship between
attitude of TA Freephone 1-800 service and marketing mix in Bangkok because
Coefficient’s Alpha Scale of the pilot study is greater than 0.6.

Collection of Data and Data Gathering Procedures

To collect data for this research, the structured interview with closed-form
questionnaire will be used. This method would offer a number of benefits to the
researcher. As there 1s no doubt that the interviewers are likely to bias with the
different situations with different interviewees. Therefore, the sfructured interview
would minimize this bias and could provide data with more neutral information from
the interviewees’ point of their communicative component. Beside that, it is a possible
way to utilize less skilled interviewers is basically to provide and record the answers.
Another structured interview is Computer-Administered Questionnaires, which are
increasingly being administered electronically across the network through the use of
E-mail or the Internet. The merit of this approach include its relative low cost, the
case with which it can be administered, elimination of interviewer bias, and the
opportunity to do instantaneous evidence collection and analysis. (Dan Remenyi,

2000)
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On the primary data, the researcher prepared the questionnaire both in English
and Thai for better understanding of respondents. The researcher had distributed all
the questionnaires by herself to corporate users of TA Freephone 1-800 service of
manufacturing and service industries. The questionnaires were collected during 1-10
December 2002

All the feedback on the questionnaires was brought back to be examined and
analyzed through SPSS/PC. The questionnaires were designed to examine the
attitudes of corporate users toward TA Freephone 1-800 service in manufacturing and
service industries.

Statistical Method for Data Analysis

The completed questionnaires that are returned from all respondents will be
calculated and computed by Software Statistical Package of the Social Science (SPSS
10.0.5 for window program). From modified conceptual framework, descriptive
analysis, and correlation coefficient are main selected statistics for this research to
measure the relationship among elements. The researcher sets 95 percent and 99
percent confidence.

Descriptive Analysis

In order to interpret the data gathered, descriptive analysis is applied to
transform the raw data into a form. The form 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 (Zigmund, 1997).
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Correlation Analysis

Correlation analysis involves measuring the closeness of the relationship
between two or more variables; it considers the joint variation of two measures,
neither of which is restricted by the experiment. (Churchill, 1991).

A positive correlation reflects a tendency for a high value in one variable to be
associated with high value m the second. A negative correlation reflects an
association between a high value in one variable and a low value in the second
variable. The expression for the sample correlation coefficient (v) 1s called the
Pearson product-moment correlation coefficient that measures the degree to which
there is a linear association between two intervals scaled variables (Kumar, Aaker and

Day, 1999; p.490). Correlation analysis has a value between 1 and +1 that indicates

the strength of the linear relationship between two quantitative variables called
bivariate correlation. This correlation is used to analyze this research.
Neil J. Solkind (2000) identified the degree of relationship between variables

as follows:

Table 4.2: The Interpreting the Correlation Coefficient

Correlation between Meaning
0.81-1.00 Very Strong
(0.61-0.80 Strong
0.41-0.60 Moderate
0.21-0.40 Weak
QAOO-O.ZO Very Weak

Source: Neil J. Solkind, Exploring Rescarch, 2000, p.207-208
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Pearson Product-Moment Correlation Coefficient
The concept of simple correlation provides a measure of the relationship
between two variables, which the Pearson product-moment correlation coefficient is

used for this study. The correlation coefficient can be expressed as follow:

NEXY - (ZX)2Y)

=
Ve @x) Jlomy vy )
When, r = Correlation Coefficient
N = Sample size
X = Sum of the individual’s score of X variable
Y = Sum of the individual’s score of Y variable
XY = Sum of the product of each X multiple Y score
X2 = Sum of the individual X score, square
TY - Sum of the individual Y score, square
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CHAPTER 5

PRESENTATION OF DATA AND CRITICAL DISCUSSION OF RESULTS
This chapter is primarily concermned with the results of the survey from the
procedures discussed earlier in Chapter 4. The objective of this research is to measure
the possible influence marketing mix factors of the corporate users toward TA
Freephone 1-800 service in manufacturing and service industries. Respondents are
users, who have experience in using TA Freephone 1-800 service in Bangkok area.
The data analysis presentation and interpretation based on the data of 64 samples
colleted consist of following two sections: (1) The result of the descriptive analysis of
the study to summarize the general data by frequency and percentage of general data,
and (2) Hypothesis Testing to measure the relationship of among elements in ten
hypotheses tested by correlation coefficient.
Description analysis of Type of Industry

Table 5.1: Type of Industry

Type of Industry
Count %
Type of Industry Manufacturin 44 68.8%
Service 20 31.2%
Group 64 100.0

From Table 5.1 There are 44 manufacturing respondents and 20 service
industry respondents. The manufacturing industry in this research is 68.8% and 31.2%

in service industry.
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Description analysis of Attitude Elements

Table 5.2: The Cognition of Manufacturing and Service Industries

Cognition
TA
TA Freephon
Freephon 1-800
TA 1-800 service
Freephon service able
1-800 €CoNomic customiz
service than its
reliable service to your
its provide needs
Kind of Manufacturin Coun 44 44 44
busines Mean 468 4,25 445
Std 47 44 58
Service Coun 20 20 20
Mean 4.45 4.25 4.30
Std 51 72 .66
Group Coun 64 64 64
Mea 4.61 4.25 4.41
Std A9 53 61

1=Strongly Disagree,2=Disagree,3=Neutral 4=Agree,5=Strongly Agree

From table 5.2, with the means values of 4.68, 4.25 and 4.45, the result

indicates that the manufacturing industry agrees strongly in belief that TA Freephone

1-800 service is reliable, and agrees that it is more economical than other service

providers, and also agrees that it has the ability to customize to their service

respectively. To find from the service industry also shows the same results. The

means values of the service industry are 4.45, 4.25 and 4.3.0f the same order.

62




Table 5.3: The Affect of Manufacturing and Service Industries

Affect
You are
very happy
When you | to be using The overall
use TA TA performance
Freephone | Freephone TA
1-800 1-800 Freephone
service, service for 1-800
you feel your service is
good business excellent
Kind of Manufacturing | Count 44 44 44
business Mean 4.41 4.41 442
Std Deviation 50 .50 50
Service Count 20 20 20
Mean 4.25 4.00 4.00
Std Deviation .55 .65 5E
Group Total | Count 64 64 64
Mean 4.36 4.28 4.30
Std Deviation 52 .58 Db

1=Strongly Disagree,2=Disagree,3=Neutral,4=Agree,5=Strongly Agree

From table 5.3, with the means values of 4.41, 4.41 and 4.43 show that
manufacturing industry feels good, is happy and agrees that the overall performance is
excellent when they use TA Freephone 1-800 service.

Service industry means value of 4.25 indicates that they feel good when the
use TA Freephone 1-800 service. They are happy using the service with the means
value of 4.00 and also agree with the excellence of the overall performance of TA

Freephone 1-800 service with the means value of 4.00.
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Table 5.4: The Conation of Manufacturing and Service Industries

Conations
You prefer use TA | You are often
Freephone 1-800 | recommending
service for your TA Freephone
business more 1-800 service You want
than you use to other to try other
other service business service
provider associates provider
Kind of Manufacturing | Count 44 44 44
business Mean 4.36 3.70 2.41
Std Deviation 49 T3 50
Service Count 20 20 20
Mean 4.10 3.70 3.50
Std Deviation .64 73 .83
Group Total | Count 64 64 64
Mean 4,28 3.70 2.75
Std Deviation 55 73 .80

1=Strongly Disagree,2=Disagree,3=Neutral 4=Agree,5=Strongly Agree

From Table 5.4, in the preference dimension, with the means value of 4.36 in

manufacturing industry and 4.10 in service industry, show that both agree that they

prefer the use of TA Freephone 1-800 service to other service providers. In the area of

recommending others to use this service, the means value are both 3.7, which mean

that they are between neutral to agree to recommend this service to other business.

As for the dimension of try other service providers, the means value is 2.41 for

manufacturing industry and 3.5 for service industry, this indicates that both

manufacturing industry and service industry are neutral to seek for other service

providers.
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Description analysis of Marketing Mix Elements

Table 5.5: Descriptive analysis of Product element.

Product
Using TA
Using TA Using TA Freephone | Using TA
Using TA | Freephone | Freephone 1-800 Freephone
Freephone 1-800 1-800 service 1-800
1-800 service is service has service is a
service is a the enhance increased good
requireme | solution for your your pleasure
nt for your your business business for your
business '| problems | competency | productivity | customers
Kind of Manufacturing | Count 44 44 44 44 44
business Mean 4.70 4.25 4.09 4.30 4,52
Std Deviation .46 .78 I 46 BH1
Service Count 20 20 20 20 20
Mean 4.40 4.00 4.20 4.40 4.30
Std Deviation .50 T3 .83 .60 .66
Group Totat | Count 64 64 64 64 64
Mean 4.61 417 4.13 4.33 4.45
Std Deviation 49 T7 79 51 .56

1=8trongly Disagree,2=Disagree,3=Neutral 4=Agree,5=Strongly Agree

From Table 5.5, in the area of being a requirement, the means value of 4.7 of

manufactaring industry and 4.40 of service industry, indicate that both agree that the

service of TA Freephone 1-800 service is the requirement of doing their business. In

the area of solution, the means value of 4.25 of manufacturing industry and 4.00 of

service industry, indicate that both agree that the service of TA Freephone 1-800

service is the solution for their problems. In the area of enhancement to their business

competency, the means value of 4.09 of manufacturing industry and 4.20 of service

industry, indicate that both agree that the service of TA Freephone 1-800 service

enhance their business competency. In the area of increased productivity, the means

value of 4.30 of manufacturing industry and 4.40 of service industry, indicate that

both agree that the service of TA Freephone 1-800 service increase their business

productivity. In the area of pleasure for their customers, the means value of 4.52 of
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manufacturing industry and 4.30 of service industry, indicate that both agree that the

service of TA Freephone 1-800 service is a good pleasure for their customers.

Table 5.6: Descriptive analysis of Price element.

Price
Compare
service fees and
TA Freephone quality for TA At the price
1-800 service Freephone shown,| would
rate is 1-800 service consider use
reasonable acceptable to TA Freephone
price your need 1-800 service
Kind of Manufacturing | Count 44 44 44
business Mean 4.32 4.05 3.68
Std Deviation 56 .65 AT
Service Count 20 20 20
Mean 395 3.90 3.85
Std Deviation .76 .64 A
Group Total | Count 64 64 64
Mean 4.20 4.00 373
Std Deviation .65 B4 BT

1=8trongly Disagree,2=Disagree,3=Neutral 4=Agree,5=Strongly Agree

From Table 5.6, in the area of reasonable price, the means value of 4.32 of

manufacturing industry indicates that manufacturing industry agrees that the price of

the rate service of TA Freephone 1-800 service is reasonable whereas the service

industry is neutral with the means value of 3.95. In comparing the service fees with

the quality obtained, the means value of 4.05 of manufacturing industry indicates that

manufacturing industry agrees that they are acceptable to their needs. This same area

is neutral to service industry with the means value of 3.90. In the area of continuing

making use of TA Freephone 1-800 service at the present price, the means value of

3.68 of manufacturing industry and 3.85 of service industry, indicate that both are

neutral.

66




Table 5.7: Descriptive analysis of Place element.

Place
You prefer to You prefer to
apply TA apply TA If there is

Freephone Freephone internet service

1-800 service | 1-800 service to apply this

through sales through call service, you
representatives center prefer to use it
Kind of Manufacturing | Count 44 44 44
business Mean 4.09 2.91 3.39
Std Deviation .68 .29 B85
Service Count 20 20 20
Mean 4.05 2.80 3.25
Std Deviation .89 .62 79
Group Total | Count 64 64 64
Mean 4.08 2.88 3.34
Std Deviation 74 42 70

1=Strongly Disagree,2=Disagree,3=Neutral, 4=Agres,5=Strongly Agree

From Table 5.7, in the area of applying this service through sales

representatives, the means value of 4.09 of manufacturing industry and 4.05 of service

industry, indicate that both agree that they prefer to apply TA Freephone 1-800

service through sales representatives. As for call center, the means value of 2.91 of

manufacturing industry and 2.80 of service industry, indicate that both disagree to

apply TA Freephone 1-800 service through call center. In the area of applying this

service through internet, the means value of 3.39 of manufacturing industry and 3.25

of service industry, indicate that both manufacturing and service industry are neutral

to apply this service through internet.
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Table 5.8: Descriptive analysis of Promotion element.

Promotion
The Ad There are
campaigns various media TA
for TA o provide the Freephone
Freephone information 1-800 service:
1-800 service about TA has various
are seem Freephone sales
frequently 1-800 service promotion
Kind of Manufacturing | Count 44 44 44
business Mean 3.16 248 2.45
Std Deviation .83 .63 50
Service Count 20 20 20
Mean 3.35 2,55 2.35
Std Deviation 75 69 59
Group Total | Count 64 64 64
Mean 3.22 2.50 242
Std Deviation .81 .64 53

1=Sfrongly Disagree,2=Disagree,3=Neutral 4=Agree,5=Strongly Agree

From Table 5.8, in the area of the advertising campaigns whether they see

frequently or not, the means value of 3.16 of manufacturing industry and 3.35 of

service industry, indicate that both manufacturing and service industries are neutral.

In the area whether there are various media providing them sufficient information, the

means value of 2.48 of manufacturing industry and 2.55 of service industry, indicate

that both disagree that they see various media providing them sufficient information

about TA Freephone 1-800 service. In the area of sales promotion the means value of

2.45 of manufacturing industry and 2.35 of service industry, indicate that both

disagree that TA Freephone 1-800 service has various sales promotions.
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Table 5.9: Descriptive analysis of Physical Evidence element.

Physical Evidence

TA Freephone ISO 9002
1-800 service There are recognition your

name recognition many site decision in

influence your references in using TA

decision in using TA Freephone Freephone

this service 1-800 service 1-800 service

Kind of Manufacturing | Count 44 44 44
business Mean 3.93 4,02 3.82
Std Deviation .62 .66 .90
Service Count 20 20 20
Mean 4,10 2.25 410
Std Deviation 64 79 A
Group Total | Count 64 64 64
Mean 3.98 3.47 3.91
Std Deviation .63 1.08 .85

1=Strongly Disagree,2=Disagree,3=Neutral 4=Agree,5=Strongly Agree

From Table 5.9, in the area of name recognition whether it influences their
decision to use TA Freephone 1-800 service or not, the means value of 3.93 of
manufacturing industry, indicate that manufacturing industry is neutral whereas in
service industry the means value is 4.10 which indicates that service industry agrees.
In the area of site references, the means value of 4.02 of manufacturing industry
indicates that manufacturing industry agrees that there are many site references in TA
Freephone 1-800 service. The means value of 2.25 of service industry indicates that
service industry disagrees that there are many site references in TA Freephone 1-800
service. In the area of ISO 9002 recognition, the means value of 3.82 of
manufacturing industry, indicates that manufacturing industry is neutral about ISO
9002 recognition their decision in using TA Freephone 1-800 service. The means
value of 4.10 of service industry indicates that service industry agrees that ISO 9002
recognition of TA Freephone 1-800 service has influence to their decision to use this

service.

69



Table 5.10: Descriptive analysis of Process element,

Process

TA Freephone When you need

1-800 service staffs TA Freephone

To apply TA give solution for you 1-800 service

Freephone 1-800 just in time, when information, our

service is you have a staff provide for

complicated problems you justin time
Kind of Manufacturing | Count 44 44 44
business Mean 2.66 3.55 3.55
Std Deviation 48 59 .59
Service Count 20 20 20
Mean 2.90 2.55 2.45
Std Deviation 45 .60 .60
Group Total | Count 64 64 64
Mean 273 3:23 3.20
Std Deviation A8 5 78

1=Strongly Disagree,2=Disagree,3=Neutral,4=Agree,5=Strongly Agree

From Table 5.10, in the area of process complication, the means value of 2.66

of manufacturing industry and 2.90 of service industry indicate that both disagree that

the process to apply TA Freephone 1-800 service 1s complicated. In the area of staffs

providing solutions when they have problems in time, the means value of 3.55 of

manufacturing industry indicates that manufacturing industry is neutral. This is more

or less the same as in the service industry with the means value of 2.25 which

indicates that they disagree. In the area of staffs provide information just in time, the

means value of 3.55 of manufacturing industry indicates that manufacturing industry

is neutral. The means value of 2.45 of service industry indicates that service industry

disagrees to the service aforementioned.
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Table 5.11: Descriptive analysis of People element.

People
Sales
Sale representatives representatives Sales

informing you about inform enough representatives
the information of TA | information of TA | are knowledgeable

Freephone 1-800 Freephone 1-800 in TA Freephone

service service 1-800 service

Kind of Manufacturing | Count 44 44 44
business Mean 4.02 3.52 3.48
Std Deviation .55 .66 .66
Service Count 20 20 20
Mean 3.40 2.35 2.30
Std Deviation 75 75 73
Group Total | Count 64 64 64
Mean 3.83 3.16 3.11
Std Deviation .68 .88 .88

1=Strongly Disagree,2=Disagree,3=Neutral, 4=Agree,5=Strongly Agree

From Table 5.11, in the area of informing information by sale representatives,

the means value of 4.02 of manufacturing industry indicate that manufacturing agree.

The means value of 3.40 of service industry indicates that service industry is neutral.

In the area of sale representatives inform enough information, the means value of 3.52

of manufacturing industry indicates that manufacturing industry is neutral .The means

value of 2.35 of service industry indicates that service industry disagrees In the area

of sale representatives knowledge whether they are knowledgeable or not, the means

value of 3.48 of manufacturing industry indicates that manufacturing industry is

neutral The means value of 2.30 of service industry indicates that service industry

disagrees.
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Hypothesis Testing

This study investigates to assess users attitude toward TA Freephone
1-800 service. The researcher examines ten hypotheses, which classified into two
groups for supporting research objectives. The first group includes five hypotheses.
They measure the relationship between the seven marketing mix elements and the
attitudes toward TA Freephone 1-800 service in manufacturing industry. This
measurement is evaluated by using correlation coefficient test. The second group
includes five hypotheses. They measure the relationship between the seven marketing
mix elements and the attitudes toward TA Freephone 1-800 service in service
industry. This also will be evaluated by using correlation coefficient test.

Group I: The marketing mix variable and the attitude of corporate users toward TA
Freephone 1-800 service variable in manufacturing industry.
Hypothesis 1:

Hlo. There is no relationship between each of marketing mix variable
(Product, Price, Place, Promotion, Physical Evidence, Process and People) and
the corporate users belief toward TA Freephone 1-800 service variable in
manufacturing industry.

H1i. There is a relationship between each of marketing mix variable
(Product, Price, Place, Promotion, Physical Evidence, Process and People) and
the corporate users belief toward TA Freephone 1800 service variable in

manufacturing industry.
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Table 5.12: The Analysis of Relationship between Cognition and Marketing Mix in

Manufacturing Industry Using Correlation Coefficient

Correlations between Cognitions and 7P ( Product,Price,Place,Promotion,Physical Evidence,Process,People )

Physical
Product Price Place | Promotion | Evidence | Process | People
Cognitions | Pearson Correlation .605™ 196 067 -.048 .288 -073 A4
Sig. (2-tailed) .000 203 .665 757 .058 .636 472
N 44 44 44 44 44 44 44

**. Correlation is significant at the 0.01 level (2-tailed).

Product and Belief

The Pearson correlation analysis shown in Table5.12 with a 2-tailed
significance of 0.000,which was Iess than 0.01 (0.000 < 0.01) indicated that there was
a statistically significant difference in correlation between product variable and the
corporate belief toward TA Freephone 1-800 service variable in manufacturing
industry.

Therefore, the null hypothesis was rejected which means that there is a
relationship between the product variable and the corporate users belief toward TA
Freephone 1-800 service variable in manufacturing industry.

For the Pearson correlation at the 0.605, it means that product elements and
the corporate belief of TA Freephone 1-800 service have a positive relationship at
60.5percent at the 99 percent confident levels.

Price and Belief

The Pearson correlation analysis shown in Table5.12 with a 2-tailed
significance of 0.203,which was more than 0.01 (0.203 > 0.01) indicated that there
was a statistically significant difference in correlation between price variable and the
corporate belief toward TA Freephone 1-800 service variable in manufacturing

industry,
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Therefore, the null hypothesis was accepted which means that there is no
relationship between the price variable and the corporate users belief toward TA
Freephone 1-800 service variable in manufacturing industry.

For the Pearson correlation at the 0.196, it means that price elements and the
corporate belief of TA Freephone 1-800 service have a negative relationship at 19.6
percent at the 99 percent confident levels.

Place and Belief

The Pearson correlation analysis shown in Table5.12 with a 2-tailed
significance of 0.665,which was more than 0.01 (0.665 > 0.01) indicated that there
was a statistically significant difference in correlation between place variable and the
corporate users belief toward TA Freephone 1-800 service variable in manufacturing
industry.

Therefore, the null hypothesis was accepted which means that there is no
relationship between the place variable and the corporate users belief toward TA
Freephone 1-800 service variable in manufacturing industry.

For the Pearson correlation at the 0.067, it means that place elements and the
corporate belief of TA Freephone 1-800 service have a negative relationship at 6.7
percent at the 99 percent confident levels.

Promotion and Belief

The Pearson correlation analysis shown in Table5.12 with a 2-tailed
significance of 0.757,which was more than 0.01 (0.757 > 0.01) indicated that there
was a statistically significant difference in correlation between promotion variable and
the corporate users belief toward TA Freephone 1-800 service variable in

manufacturing industry.
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Therefore, the null hypothesis was accepted which means that there is no
relationship between the promcﬁon variable and the corporate users belief toward TA
Freephonel-800 service variable in manufacturing industry.

For the Pearson correlation at the 0.048, it means that promotion elements and
the corporate belief of TA Freephone 1-800 service have a negative relationship at 4.8
percent at the 99 percent confident levels.

Physical Evidence and Belief

The Pearson correlation analysis shown in Table5.12 with a 2-tailed
significance of 0.058,which was more than 0.01 (0.058 > 0.01) indicated that there
was a statistically significant difference in correlation between physical evidence
variable and the corporate users belief toward TA Freephone 1-800 service variable in
manufacturing industry.

Therefore, the null hypothesis was accepted which means that there is no
relationship between the promotion variable and the corporate users belief toward TA
Freephone 1-800 service variable in manufacturing industry.

For the Pearson correlation at the 0.288, it means that physical evidence
elements and the corporate belief of TA Freephone 1-800 service have a negative
relationship at 5.8 percent at the 99 percent confident levels.

Process and Belief

The Pearson correlation analysis shown in Table5.12 with a 2-tailed
significance of 0.636,which was more than 0.01 (0.636 > 0.01) indicated that there
was a statistically significant difference in correlation between process variable and
the corporate users belief toward TA Freephone 1-800 service variable in

manufacturing industry.
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Therefore, the null hypothesis was accepted which means that there is no
relationship between the process variable and the corporate users belief toward TA
Freephone 1-800 service variable in manufacturing industry.

For the Pearson correlation at the 0.073, it means that process elements and
the corporate belief of TA Freephone 1-800 service have a negative relationship at 7.3
percent at the 99 percent confident levels.

People and Belief

The Pearson correlation analysis shown in Table5.12 with a 2-tailed
significance of 0.472,which was more than 0.01 (0.472 > 0.01) indicated that there
was a statistically significant difference in correlation between people variable and the
corporate users belief toward TA Freephone 1-800 service variable in manufacturing
industry.

Therefore, the null hypothesis was accepted which means that there is no
relationship between the people variable and the corporate users belief toward TA
Freephone 1-800 service variable in manufacturing industry.

For the Pearson correlation at the 0.111, it means that people elements and the
corporate belief of TA Freephone 1-800 service have a negative relationship at 11.1

percent at the 99 percent confident levels.
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Hypothesis 2:

H2o0. There is no relationship between each of marketing mix variable
(Product, Price, Place, Promotion, Physical Evidence, Process and People) and
the corporate users feeling toward TA Freephone 1-800 service variable in
manufacturing industry.

H2i. There is a relationship between each of marketing mix variable
(Product, Price, Place, Promotion, Physical Evidence, Process and People) and
the corporate users feeling toward TA Freephone 1-800 service variable in
manufacturing industry.

Table 5.13: The Analysis of Relationship between Affect and Marketing Mix in

Manufacturing Industry Using Correlation Coefficient

Correlations between Affect and 7P ( Product,Price,Place,Promotion,Physical Evidence,Process,People )

Physical
Product Price Place | Promotion | Evidence | Process | People
Affect Pearson Correlation 633" 412 308" 246 573" .290 .3496*
Sig. (2-tailed) .000 .005 044 107 .000 .056 .008
N 44 44 44 44 44 44 44

**. Correlation is significant at the 0.01 leve! (2-tailed).
*. Correlation is significant at the 0.05 level (2-tailed).

Product and Feeling

The Pearson correlation analysis shown in Table5.13 with a 2-tailed
significance of 0.000,which was less than 0.01 (0.000 < 0.01) indicated that there was
a statistically significant difference in correlation between product variable and the
corporate users feeling toward TA Freephone 1-800 service variable in manufacturing
industry.

Therefore, the null hypothesis was rejected which means that there is a
relationship between the product variable and the corporate users feeling toward TA

Freephone 1-800 service variable in manufacturing industry.

77




For the Pearson correlation at the 0.633, it means that product elements and
the corporate users feeling of TA Freephone 1-800 service have a positive relationship
at the 63.3 percent at the 99 percent confident level.

Price and Feeling

The Pearson correlation analysis shown in Table5.13 with a 2-tailed
significance of 0.005,which was less than 0.01 (0.005 < 0.01) indicated that there was
a statistically significant difference in correlation between price variable and the
corporate users feeling toward TA Freephone 1-800 service variable in manufacturing
industry.

Therefore, the null hypothesis was rejected which means that there is a
relationship between the price variable and the corporate users feeling toward TA
Freephone 1-800 service variable in manufacturing industry.

For the Pearson correlation at the 0.412, it means that price element and the
corporate users feeling of TA Freephone 1-800 service have a positive relationship at
the 41.2 percent at the 99 percent confident level.

Place and Feeling

The Pearson corrclation analysis shown in Table5.13 with a 2-tailed
significance of 0.044,which was less than 0.01 (0.044 <0.01) indicated that there was
a statistically significant difference in correlation between place variable and the
corporate users feeling toward TA Freephone 1-800 service variable in manufacturing
industry.

Therefore, the null hypothesis was rejected which means that there is a
relationship between the place variable and the corporate users feeling toward TA

Freephone 1-800 service variable in manufacturing industry.
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For the Pearson correlation at the 0.305, it means that place element and the
corporate users feeling of TA Freephone 1-800 service have a positive relationship at
the 30.5 percent at the 95 percent confident level.

Promotion and Feeling

The Pearson correlation analysis shown in Table5.13 with a 2-tailed
significance of 0.107,which was more than 0.01 (0.107 > 0.01) indicated that there
was a statistically significant difference in correlation between promotion variable and
the corporate users feeling toward TA Freephone 1-800 service variable in
manufacturing industry.

Therefore, the null hypothesis was accepted which means that there is no
relationship between the promotion variable and the corporate users feeling toward
TA Freephone 1-800 service variable in manufacturing industry.

For the Pearson correlation at the 0.246, it means that promotion element and
the corporate users feeling of TA Freephone 1-800 service have a negative
relationship at 24.6 percent at the 95 percent confident level.

Physical Evidence and Feeling

The Pearson correlation analysis shown in Table5.13 with a 2-tailed
significance of 0.000,which was less than 0.01 (0.000 < 0.01) indicated that there was
a statistically significant difference in correlation between physical evidence variable
and the corporate users feeling toward TA Freephone 1-800 service variable in
manufacturing industry.

Therefore, the null hypothesis was rejected which means that there is a
relationship between the physical evidence variable and the corporate users feeling

toward TA Freephone 1-800 service variable in manufacturing industry.
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For the Pearson correlation at the 0.573, it means that physical evidence
element and the corporate users feeling of TA Freephone 1-800 service have a
positive relationship at 57.3 percent at the 99 percent confident level.

Process and Feeling

The Pearson correlation analysis shown in Table5.13 with a 2-tailed
significance of 0.056,which was more than 0.01 (0.056 > 0.01) indicated that there
was a statistically significant difference in correlation between process variable and
the corporate users feeling toward TA Freephone 1-800 service variable in
manufacturing industry.

Therefore, the null hypothesis was accepted which means that there is no
relationship between the process variable and the corporate users feeling toward TA
Freephone 1-800 service variable in manufacturing industry.

For the Pearson correlation at the 0.290, it means that process element and the
corporate users feeling of TA Freephone 1-800 service have a negative relationship at
29.0 percent at the 99 percent confident level.

People and Feeling

The Pearson correlation analysis shown in Table5.13 with a 2-tailed
significance of 0.008,which was less than 0.01 (0.008 < 0.01) indicated that there was
a statistically significant difference in correlation between people variable and the
corporate users feeling toward TA Freephone 1-800 service variable in manufacturing
industry.

Therefore, the null hypothesis was rejected which means that there is a
relationship between the people variable and the corporate users feeling toward TA

Freephone 1-800 service variable in manufacturing industry.
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For the Pearson correlation at the 0.396, it means that people clement and the
corporate users feeling of TA Freephone 1-800 service have a positive relationship at
39.6 percent at the 99 percent confident level.

Hypothesis 3:

H3o0.There is no relationship between each of marketing mix variable
(Product, Price, Place, Promotion, Physical Evidence, Process and People) and
the corporate users intend to use toward TA Freephone 1-800 service variable in
manufacturing industry.

H3i.There is a relationship between each of marketing mix variable
(Product, Price, Place, Promotion, Physical Evidence, Process and People) and
the corporate users intend fo use toward TA Freephone 1-800 service variable in
manufacturing industry.

Table 5.14: The Analysis of Relationship between Conation and Marketing Mix in

Manufacturing Industry Using Correlation Coefficient

Correlations between Conations and 7P { Product,Price,Place,Promotion,Physical Evidence,Process,People )

Physical
Product Price Place | Promotion | Evidence | Process | People
Conations Pearson Correlation 511 .291 AT76™ .376* 480" .234 .269
Sig. (2-tailed) .000 .056 .001 012 001 126 .078
N 44 44 44 44 44 44 44

**. Correlation is significant at the 0.01 level (2-tailed).
*. Correlation is significant at the 0.05 level (2-tailed).

Product and Intend to use

The Pearson correlation analysis shown in Table5.14 with a 2-tailed
significance of 0.000,which was less than 0.01 (0.000 < 0.01) indicated that there was
a statistically significant difference in correlation between product variable and the
corporate users intend to use toward TA Freephone 1-800 service variable in

manufacturing industry.
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Therefore, the null hypothesis was rejected which means that there is a
relationship between the product variable and the corporate users intend to use toward
TA Freephone 1-800 service variable in manufacturing industry.

For the Pearson correlation at the 0.511, it means that product element and the
corporate users intend to use of TA Freephone 1-800 service have a positive
relationship at 51.1 percent at the 99 percent confident level.

Price and Intend to use

The Pearson correlation analysis shown in Table5.14 with a 2-tailed
significance of 0.056,which was more than 0.01 (0.056 > 0.01) indicated that there
was a statistically significant difference in correlation between price variable and the
corporate users intend to use toward TA Freephone 1-800 service variable in
manufacturing industry.

Therefore, the null hypothesis was accepted which means that there is no
relationship between the price variable and the corporate users intend to use toward
TA Freephone 1-800 service variable in manufacturing industry.

For the Pearson correlation at the 0.291, it means that price element and the
corporate users intend to use of TA Freephone 1-800 service have a negative
relationship at 29.1 percent at the 99 percent confident level.

Place and Intend to use

The Pearson correlation analysis shown in Table5.14 with a 2-tailed
significance of 0.001,which was less than 0.01 (0.001 < 0.01) indicated that there was
a statistically significant difference in correlation between place variable and the
corporate users intend to use toward TA Freephone 1-800 service variable in

manufacturing industry.
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Therefore, the null hypothesis was rejected which means that there is a
relationship between the place variable and the corporate users intend to use toward
TA Freephone 1-800 service variable in manufacturing industry.

For the Pearson correlation at the 0.476, it means that place element and the
corporate users intend to use of TA Freephone 1-800 service have a positive
relationship 47.6 percent at the 99 percent confident level.

Promotion and Intend to use

The Pearson correlation analysis shown in Table5.14 with a 2-tailed
significance of 0.012,which was less than 0.01 (0.012 < 0.01) indicated that there was
a statistically significant difference in correlation between promotion variable and the
corporate users intend fo use toward TA Freephone 1-800 service variable in
manufacturing industry.

Therefore, the null hypothesis was rejected which means that there is a
relationship between the promotion variable and the corporate users intend to use
toward TA Freephone 1-800 service variable in manufacturing industry.

For the Pearson correlation at the 0.376, it means that promotion element and
the corporate users intend to use of TA Freephone 1-800 service have a positive
relationship 37.6 percent at the 95 percent confident level.

Physical Evidence and Intend to use |

The Pearson correlation analysis shown in Table5.14 with a 2-tailed
significance of 0.001,which was less than 0.01 (0.001 < 0.01) indicated that there was
a statistically significant différence in correlation between physical evidence variable
and the corporate users intend to use toward TA Freephone 1-800 service variable in

manufacturing industry.

83



Therefore, the null hypothesis was rejected which means that there is a
relationship between the physical evidence variable and the corporate users intend to
use toward TA Freephone 1-800 service variable in manufacturing industry.

For the Pearson correlation at the 0.480, it means that physical evidence
element and the corporate users intend to use of TA Freephone 1-800 service have a
positive relationship 48.0 percent at the 99 percent confident level.

Process and Intend to use

The Pearson correlation analysis shown in Table5.14 with a 2-tailed
significance of 0.126,which was more than 0.01 (0.126 > 0.01) indicated that there
was a statistically significant difference in correlation between process variable and
the corporate users intend to use toward TA Freephone 1-800 service variable in
manufacturing industry.

Therefore, the null hypothesis was accepted which means that there is no
relationship between the process variable and the corporate users intend to use toward
TA Freephone 1-800 service variable in manufacturing industry.

For the Pearson correlation at the 0.234, it means that process element and the
corporate users intend to use of TA Freephone 1-800 service have a negative
relationship 23.4 percent at the 99 percent confident level.

People and Intend to use

The Pearson correlation analysis shown in Table5.14 with a 2-tailed
significance of 0.078,which was more than 0.01 (0.078 > 0.01) indicated that there
was a statistically significant difference in correlation between people variable and the
corporate users intend to use toward TA Freephone 1-800 service variable in

manufacturing industry.
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Therefore, the null hypothesis was accepted which means that there is no
relationship between the people variable and the corporate users intend to use toward
TA Freephone 1-800 service variable in manufacturing industry.

For the Pearson correlation at the 0.269, it means that people element and the
corporate users intend to use of TA Freephone 1-800 service have a negative
relationship 26.9 percent at the 99 percent confident level.

Hypothesis 4:

H4o. There is no relationship between the each of marketing mix variable
(Product, Price, Place, Promotion, Physical Evidence, Process and people) and
the corporate users attitudes toward TA Freephone 1-800 service variable in
manufacturing industry.

H4i. There is a relationship between the each of marketing mix variable
(Product, Price, Place, Promotion, Physical Evidence, Process and people) and
the corporate users attitudes toward TA Freephone 1-800 service variable in
manufacturing industry.

Table 5.15: The Analysis of Relationship between each of marketing mix and the
Corporate users attitudes toward TA Freephone 1800 service in

Manufacturing industry.

Correlations
Physical
Product Price Place |Promotion | Evidence | Process | People
{ Cognition, Pearson Correlation 705" 370* .336* .230 547" 192 323"
Affect, Sig. (2-tailed) .000 013 .026 133 .000 212 032
Conations ) Iy 44 44 44 44 44 44 a4

**. Correlation is significant at the 0.01 level (2-tailed).
*. Correlation is significant at the 0.05 level (2-tailed).

85




Product and Attitudes

The Pearson correlation analysis shown in Table5.15 with a 2-tailed
significance of 0.000,which was less than 0.01 (0.000 < 0.01) indicated that there was
a statistically significant difference in correlation between product variable and the
corporate users attitude toward TA Freephone 1-800 service variable in
manufacturing industry.

Therefore, the null hypothesis was rejected which means that there is a
relationship between the product variable and the corporate users attitude toward TA
Freephone 1-800 service variable in manufacturing industry.

For the Pearson correlation at the 0.705, it means that product element and the
corporate users attitude of TA Freephone 1-800 service have a positive relationship at
70.5 percent at the 99 percent confident level.

Price and Attitudes

The Pearson correlation analysis shown in Table5.15 with a 2-tailed
significance of 0.013,which was less than 0.01 (0.013 < 0.01) indicated that there was
a statistically significant difference in correlation between price variable and the
corporate users attitude toward TA Freephone 1-800 service variable in
manufacturing industry.

Therefore, the null hypothesis was rejected which means that there is a
relationship between the price variable and the corporate users attitude toward TA
Freephone 1-800 service variable in manufacturing industry.

For the Pearson correlation at the 0.370, it means that price element and the
corporate users attitude of TA Freephone 1-800 service have a positive relationship at

37.0 percent at the 95 percent confident level,
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Place and Attitudes

The Pearson correlation analysis shown in Table5.15 with a 2-tailed
significance of 0.026,which was less than 0.01 (0.026 < 0.01) indicated that there was
a statistically significant difference in correlation between place variable and the
corporate users attitude toward TA Freephone 1-800 service variable in
manufacturing industry.

Therefore, the null hypothesis was rejected which means that there is a
relationship between the place variable and the corporate users attitude toward TA
Freephone 1-800 service variable in manufacturing industry.

For the Pearson correlation at the 0.3306, it means that place element and the
corporate users attitude of TA Freephone 1-800 service have a positive relationship at
33.6 percent at the 95 percent confident level.

Promotion and Attitudes

The Pearson correlation analysis shown in Table5.15 with a 2-tailed
significance of 0.133,which was more than 0.01 (0.133 > 0.01) indicated that there
was a statistically significant difference in correlation between promotion variable and
the corporate attitude toward TA Freephone 1-800 service variable in manufacturing
industry.

Therefore, the null hypothesis was accepted which means that there is no
relationship between the promotion variable and the corporate users attitude toward
TA Freephone 1-800 service variable in manufacturing industry.

For the Pearson correlation at the 0.230, it means that promotion element and
the corporate users attitude of TA Freephone 1-800 service have a negative

relationship at 23.0 percent at the 95 percent confident level.
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Physical Evidence and Attitudes

The Pearson correlation analysis shown in Table5.15 with a 2-tailed
significance of 0.000,which was less than 0.01 (0.000 < 0.01) indicated that there was
a statistically significant difference in correlation between physical evidence variable
and the corporate users attitude toward TA Freephone 1-800 service variable in
manufacturing industry.

Therefore, the null hypothesis was rejected which means that there is a
relationship between the physical evidence variable and the corporate users attitude
toward TA Freephone 1-800 service variable in manufacturing industry.

For the Pearson correlation at the 0.547, it means that physical evidence
element and the corporate users attitude of TA Freephone 1-800 service have a
positive relationship at 54.7 percent at the 99 percent confident level.

Process and Attitudes

The Pearson correlation analysis shown in Table5.15 with a 2-tailed
significance of 0.212,which was more than 0.01 (0.212 > 0.01) indicated that there
was a statistically significant difference in correlation between process variable and
the corporate users aftitude toward TA Freephone 1-800 service variable in
manufacturing industry.

Therefore, the null hypothesis was accepted which means that there is no
relationship between the process variable and the corporate users attitude toward TA
Freephone 1-800 service variable in manufacturing industry.

For the Pearson correlation at the 0.192, it means that process element and the
corporate users attitude of TA Freephone 1-800 service have a negative relationship at

19.2 percent at the 99 percent confident level.
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People and Attitudes

The Pearson correlation analysis shown in Table5.15 with a 2-tailed
significance of 0.032,which was less than 0.01 (0.032 < 0.01) indicated that there was
a statistically significant difference in correlation between people variable and the
corporate users attitude toward TA Freephone 1-800 service variable in
manufacturing industry.

Therefore, the null hypothesis was rejected which means that there is a
relationship between the people variable and the corporate users attitude toward TA
Freephone 1-800 service variable in manufacturing industry.

For the Pearson comelation at the 0.323, it means that people element and the
corporate attitude of TA Freephone 1-800 service have a positive relationship at 32.3
percent at the 95 percent confident level.

Hypothesis 5:

H50. There is no relationship between the overall of marketing mix
variable and the corporate users attitudes toward TA Freephone 1-800 service
variable in manufacturing industry.

HS5i. There is a relationship between the overall of marketing mix
variable and the corporate users attitudes toward TA Freephone 1-800 service

variable in manufacturing industry.
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Table 5.16: The Analysis of Relationship between overall of marketing mix and the

corporate users attitudes toward TA Freephone 1800 service in

manufacturing industry.

Correlations

{ Cognition, Affect, Conations }

{ Product, Price, Place, Promotion, Physical | Pearson Correlation .544*
Evidence, Process, People ) Sig. (2-tailed) 000
N 44

**. Correlation is significant at the 0.01 level (2-tailed).

The Pearson correlation analysis shown in Table5.16 with a 2-tailed

significance of 0.000,which was less than 0.01 (0.000 < 0.01) indicated that there was

a statistically significant difference in correlation between the overall of marketing

mix variable and the corporate users aftitudes toward TA Freephone 1-800 service

variable in manufacturing industry.

Therefore, the null hypothesis was rejected which means that there is a

relationship between the overall of marketing mix variable and the corporate users

attitudes toward TA Freephone 1-800 service variable in manufacturing industry.

For the Pearson correlation at the 0.544, it means that the overall of marketing

mix and the corporate users attitudes toward TA Freephone 1-800 service in

manufacturing industry have a positive relationship at 54.4 percent at the 99 percent

confident level.
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Group II: The marketing mix variable and the attitudes of corporate users toward TA
Freephone 1-800 service variable in service industry.
Hypothesis 6:

Hé6o. There is no relationship between each of marketing mix variable
(Product, Price, Place, Promotion, Physical Evidence, Process and People) and
the corporate users belief toward TA Freephone 1-800 service variable in service
industry.

H6i. There is a relationship between each of marketing mix variable
(Product, Price, Place, Promotion, Physical Evidence, Process and People) and
the corporate users belief toward TA Freephone 1-800 service variable in service

industry.

Table 5.17: The Analysis of Relationship between Cognitions and Marketing Mix in

Manufacturing Industry Using Correlation Coefficient

Correlations between Cognitions and 7P ( Product,Price,Place,Promotion,Physical Evidence,Process,People )

Physical
Product Price Place | Promotion | Evidence | Process People
Cognitions Pearson Correlation A27 038 .043 217 A95* 279 312
Sig. (2-tailed) .061 873 .858 358 026 .234 181
N 20 20 20 20 20 20 20

*. Correlation is significant at the 0.05 level (2-tailed).

Product and Belief

The Pearson correlation analysis shown in Table5.17 with a 2-tailed
significance of 0.061,which was more than 0.01 (0.061 > 0.01) indicated that there
was a statistically significant difference in correlation between product variable and
the corporate users belief toward TA Freephone 1-800 service variable in service

industry.

9

[



Therefore, the null hypothesis was accepted which means that there is no
relationship between the product variable and the corporate users belief toward TA
Freephone 1-800 service variable in service industry.

For the Pearson correlation at the 0.427, it means that the product and the
corporate users belief toward TA Freephone 1-800 service in service industry have a
negative relationship at 42.7 percent at the 95 percent confident level.

Price and Belief

The Pearson correlation analysis shown in Table5.17 with a 2-tailed
significance of 0.873,which was more than 0.01 (0.873 > 0.01) indicated that there
was a statistically significant difference in correlation between price variable and the
corporate users belief toward TA Freephone 1-800 service variable in service
industry.

Therefore, the null hypothesis was accepted which means that there is no
relationship between the price variable and the corporate users belief toward TA
Freephone 1-800 service variable in service industry.

For the Pearson correlation at the 0.038, it means that the price and the
corporate users belief toward TA Freephone 1-800 service in service industry have a
negative relationship at 3.8 percent at the 95 percent confident level.

Place and Belief

The Pearson correlation analysis shown in Table5.17 with a 2-tailed
significance of 0.858,which was more than 0.01 (0.858 > 0.01) indicated that there
was a statistically significant difference in correlation between place variable and the

corporate belief toward TA Freephone 1-800 service variable in service industry.
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Therefore, the null hypothesis was accepted which means that there is no
relationship between the place variable and the corporate users belief toward TA
Freephone 1-800 service variable in service industry.

For the Pearson correlation at the 0.043, it means that the place and the
corporate users belief toward TA Freephone 1-800 service in service industry have a
negative relationship at 4.3 percent at the 95 percent confident level.

Promotion and Belief

The Pearson correlation analysis shown in Table5.17 with a 2-tailed
significance of 0.358,which was more than 0.01 (0.358 > 0.01) indicated that there
was a statistically significant difference in correlation between promotion variable and
the corporate users belief toward TA Freephone 1-800 service variable in service
industry,

Therefore, the null hypothesis was accepted which means that there is no
relationship between the promotion variable and the corporate users belief toward TA
Freephone 1-800 service variable in service industry.

For the Pearson correlation at the 0.217, it means that the promotion and the
corporate users belief toward TA Freephone 1-800 service in service industry have a
negative relationship at 21.7 percent at the 95 percent confident level.

Physical Evidence and Belief

The Pearson correlation analysis shown in Table5.17 with a 2-tailed
significance of 0.026,which was less than 0.01 (0.026 < 0.01) indicated that there was
a statistically significant difference in correlation between the physical evidence
variable and the corporate users belief toward TA Freephone 1-800 service variable in

service industry.
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Therefore, the null hypothesis was rejected which means that there is a
relationship between the physical evidence variable and the corporate users belief
toward TA Freephone 1-800 service variable in service industry.

For the Pearson correlation at the 0.495, it means that the physical evidence
and the corporate users belief toward TA Freephone 1-800 service in service industry
have a positive relationship at 49.5 percent at the 95 confident level.

Process and Belief

The Pearson correlation analysis shown i Table5.17 with a 2-tailed
significance of 0.234,which was more than 0.01 (0.234 > 0.01) indicated that there
was a statistically significant difference in correlation between process variable and
the corporate users belief toward TA Freephone 1-800 service variable in service
industry.

Therefore, the null hypothesis was accepted which means that there is no
relationship between the process variable and the corporate users belief toward TA
Freephone 10800 service variable in service industry.

For the Pearson correlation at the 0.279, it means that the process and the
corporate users belief toward TA Freephone 1-800 service in service industry have a
positive relationship at 27.9 percent at the 95 confident level.

People and Belief

The Pearson correlation analysis shown in Table5.17 with a 2-tailed
significance of 0.181,which was more than 0.01 (0.181 > 0.01) indicated that there
was a statistically significant difference in correlation between people variable and the

corporate belief toward TA Freephone 10800 service variable in service industry.
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Therefore, the null hypothesis was accepted which means that there is no
relationship between the people variable and the corporate users belief toward TA
Freephone 10800 service variable in service industry.

For the Pearson correlation at the 0.312, it means that the people and the
corporate users belief toward TA Freephone 1-800 service in service industry have a
positive relationship at 31.2 percent at the 95 confident level.

Hypothesis 7:

H70. There is no relationship between each of marketing mix variable
(Product, Price, Place, Promotion, Physical Evidence, Process and People) and
the corporate users feeling toward TA Freephone 1-800 service variable in
service industry.

H7i. There is a relationship between each of marketing mix variable
(Product, Price, Place, Promotion, Physical Evidence, Process and People) and
the corporate users feeling toward TA Freephone 1-800 service variable in
service industry.

Table 5.18: The Analysis of Relationship between Affect and Marketing Mix in

Service Industry Using Correlation Coefficient

Correlations between Affect and 7P ( Product,Frice,Place,Promotion,Physical Evidence,Process,People )

Physical
Product Price Place |Promotion | Evidence | Process | People
Affect Pearson Correlation .646* 327 .303 -.069 .405 .095 .239
Sig. (2-tailed) .002 160 195 q72 .076 .689 31
N . 20 20 20 20 20 20 20

**. Correlation is significant at the 0.01 level (2-tailed).
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Product and Feeling

The Pearson correlation analysis shown in Table5.18 with a 2-tailed
significance of 0.002,which was less than 0.01 (0.002 < 0.01) indicated that there was
a statistically significant difference in correlation between the product variable and
the corporate users feeling toward TA Freephone 1-800 service variable in service
industry.

Therefore, the nuli hypothesis was rejected which means that there is a
relationship between the product variable and the corporate users feeling toward TA
Freephone 1-800 service variable in service industry.

For the Pearson comrelation at the 0.646, it means that the product and the
corporate users feeling toward TA Freephone 1-800 service in service industry have a
positive relationship at 64.6 percent at the 99 confident level.

Price and Feeling

The Pearson correlation analysis shown in Table5.18 with a 2-tailed
significance of 0.160,which was more than 0.01 (0.160 > 0.01) indicated that there
was a statistically significant difference in correlation between price variable and the
corporate users feeling toward TA Freephone 1-800 service variable in service
industry.

Therefore, the null hypothesis was accepted which means that there is no
relationship between the price variable and the corporate users feeling toward TA
Freephone 1-800 service variable in service industry.

For the Pearson correlation at the 0.327, it means that the price and the
corporate users feeling toward TA Freephone 1-800 service in service industry have a

negative relationship at 32.7 percent at the 99 confident level.
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Place and Feeling

The Pearson correlation analysis shown in Table5.18 with a 2-tailed
significance of 0.195,which was more than 0.01 (0.195 > 0.01)indicated that there
was a statistically significant difference in correlation between place variable and the
corporate users feeling toward TA Freephone 1-800 service variable in service
industry.

Therefore, the null hypothesis was accepted which means that there is no
relationship between the place variable and the corporate users feeling toward TA
Freephone 1-800 service variable in service industry.

For the Pearson correlation at the 0.303, it means that the place and the
corporate users feeling toward TA Freephone 1-800 service in service industry have a
negative relationship at 30.3 percent at the 99 confident level.

Promotion and Feeling

The Pearson correlation analysis shown in Table5.18 with a 2-tailed
significance of 0.772,which was more than 0.01 (0.772 > 0.01) indicated that there
was a statistically significant difference in correlation between promotion variable and
the corporate users feeling toward TA Freephone 1-800 service variable in service
industry.

Therefore, the null hypothesis was accepted which means that there is no
relationship between the promotion variable and the corporate users feeling toward
TA Freephone 1-800 service variable in service industry.

For the Pearson correlation at the 0.069, it means that the promotion and the
corporate users feeling toward TA Freephone 1-800 service in service industry have a

negative relationship at 6.9 percent at the 99 confident level.
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Physical Evidence and Feeling

The Pearson correlation analysis shown in Table5.18 with a 2-tailed
significance of 0.076,which was more than 0.01 (0.076 > 0.01) indicated that there
was a statistically significant difference in correlation between physical evidence
variable and the corporate users feeling toward TA Freephone 1-800 service variable
in service industry.

Therefore, the null hypothesis was accepted which means that there is no
relationship between the physical evidence variable and the corporate users feeling
toward TA Freephone 1-800 service variable in service industry.

For the Pearson correlation at the 0.405, it means that the physical evidence
and the corporate users feeling toward TA Freephone 1-800 service in service
industry have a negative relationship at 40.5 percent at the 99 confident level.

Process and Feeling

The Pearson correlation analysis shown in Table5.18 with a 2-tailed
significance of 0.689,which was morc than 0.01 (0.689 > 0.01) indicated that there
was a statistically significant difference in correlation between process variable and
the corporate users feeling toward TA Freephone 1-800 service variable in service
industry.

Therefore, the null hypothesis was accepted which means that there is no
relationship between the process variable and the corporate users feeling toward TA
Freephone 1-800 service variable in service industry.

For the Pearson correlation at the 0.095, it means that the process and the
corporate users feeling toward TA Frecphone 1-800 service in service industry have a

negative relationship at 9.5 percent at the 99 confident level.
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People and Feeling

The Pearson correlation analysis shown in Table5.18 with a 2-tailed
significance of 0.311,which was more than 0.01 (0.311 > 0.01) indicated that there
was a statistically significant difference in correlation between people variable and the
corporate users feeling toward TA Freephone 1-800 service variable in service
industry.

Therefore, the null hypothesis was accepted which means that there is no
relationship between the people variable and the corporate users feeling toward TA
Freephone 1-800 service variable in service industry.

For the Pearson correlation at the 0.239, it means that the people and the
corporate users feeling toward TA Freephone 1-800 service in service industry have a
negative relationship at 23.9 percent at the 99 confident level.

Hypothesis 8:

H8o. There is no relationship between each of marketing mix variable
(Product, Price, Place, Promotion, Physical Evidence, Process and People) and
the corporate users intend to use toward TA Freephone 1800 service variable in
service industry.

H8i. There is a relationship between each of marketing mix variable
(Product, Price, Place, Promotion, Physical Evidence, Process and People) and
the corporate users intend to use toward TA Freephone 1800 service variable in

service industry.
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Table 5.19: The Analysis of Relationship between Conation and Marketing Mix in

Service Industry Using Correlation Coefficient

Correlations between Conations and 7P { Product,Price,Place,Promotion,Physical Evidence,Process,People )

Physical
. Product Price Place |Promotion | Evidence | Process | Peopls
Conations Pearson Correlation .529* A31 S5 010 218 .042 - 065
Sig. (2-tailed) 017 .058 015 .966 .365 .859 785
N 20 20 20 20 20 20 20

*. Correlation is significant at the 0.05 level (2-tailed).

Product and Intend to use

The Pearson correlation analysis shown in Table5.19 with a 2-tailed
significance of 0.017,which was less than 0.01 (0.017 < 0.01) indicated that there was
a statistically significant difference in correlation between the product variable and
the corporate users intend to use toward TA Freephone 1-800 service variable in
service industry.

Therefore, the null hypothesis was rcjected which means that there is a
relationship between the product variable and the corporate users intend to use toward
TA Freephone 1800 service variable in service industry.

For the Pearson correlation at the 0.529, it means that the product and the
corporate users intend to use toward TA Freephone 1-800 service in service industry
have a positive relationship at 52.9 percent at the 95 percent confident level.

Price and Intend to use

The Pearson correlation analysis shown in Table5.19 with a 2-tailed
significance of 0.058,which was more than 0.01 (0.058 > 0.01) indicated that there
was a statistically significant difference in correlation between the price variable and
the corporate users intend to use toward TA Freephone 1-800 service variable in

service industry.
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Therefore, the null hypothesis was accepted which means that there is no
relationship between the price variable and the corporate users intend to use toward
TA Freephone 1-800 service variable in service industry.

For the Pearson comrelation at the (0.431, it means that the price and the
corporate users intend to use toward TA Freephone 1-800 service in service industry
have a negative relationship at 43.1 percent at the 95 percent confident level.

Place and Intend to use

The Pearson correlation analysis shown in Table5.19 with a 2-tailed
significance of 0.015,which was less than 0.01 (0.015 < 0.01) indicated that there was
a statistically significant difference in correlation between the place variable and the
corporate users intend to use toward TA Freephone 1-800 service variable in service
industry.

Therefore, the null hypothesis was rejected which means that there is a
relationship between the place variable and the corporate users intend to use toward
TA Freephone 1-800 service variable in service industry.

For the Pearson correlation at the 0.535, it means that the place and the
corporate users intend to use toward TA Freephone 1-800 service in service industry
have a positive relationship at 53.5 percent at the 95 percent confident level.
Promotion and Intend to use

The Pearson correlation analysis shown in Table5.19 with a 2-tailed
significance of 0.966,which was more than 0.01 (0.966 > 0.01) indicated that there
was a statistically significant difference in correlation between the promotion variable
and the corporate users intend to use toward TA Freephone 1-800 service variable in

service industry.
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Therefore, the null hypothesis was accepted which means that there is no
relationship between the promotion variable and the corporate users intend to use
toward TA Freephone 1-800 service variable in service industry.

For the Pearson correlation at the 0.010, it means that the promotion and the
corporate users intend to use toward TA Freephone 1-800 service in service industry
have a negative relationship at 1.0 percent at the 95 percent confident level.

Physical Evidence and Intend to use

The Pearson correlation analysis shown in Table5.19 with a 2-tailed
significance of 0.355,which was more than 0.01 (0.355 > 0.01) indicated that there
was a statistically significant difference in correlation between the physical evidence
variable and the corporate users intend to use toward TA Freephone 1-800 service
variable in service industry.

Therefore, the null hypothesis was accepted which means that there is no
relationship between the physical evidence variable and the corporate users intend to
use toward TA Freephone 1800 service variable in service industry.

For the Pearson correlation at the 0.218, it means that the physical evidence
and the corporate users intend o use toward TA Freephone 1-800 service in service
industry have a negative relationship at 21.8 percent at the 95 percent confident level.
Process and Intend to use

The Pearson correlation analysis shown in Table5.19 with a 2-tailed
significance of 0.859,which was more than 0.01 (0.859 > 0.01) indicated that there
was a statistically significant difference in correlation between the process variable
and the corporate users intend to use toward TA Freephone 1-800 service variable in

service industry.
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Therefore, the null hypothesis was accepted which means that there is no
relationship between the process variable and the corporate users intend to use toward
TA Freephone 1-800 service variable in service industry.

For the Pearson correlation at the 0.042, it means that the process and the
corporate users intend to use toward TA Freephone 1-800 service in service industry
have a negative relationship at 4.2 percent at the 95 percent confident level.

People and Intend to use

The Pearson correlation analysis shown in Table5.19 with a 2-tailed
significance of 0.785,which was more than 0.01 (0,785 > 0.01) indicated that there
was a statistically significant difference in correlation between the people variable and
the corporate users intend to use toward TA Freephone 1-800 service variable in
service industry.

Therefore, the null hypothesis was accepted which means that there is no
relationship between the people variable and the corporate users intend to use toward
TA Freephone 1-800 service variable in service industry.

For the Pearson correlation at the 0.065, it means that the people and the
corporate users intend to use toward TA Freephone 1-800 service in service industry

have a negative relationship at 6.5 percent at the 95 percent confident level.
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Hypothesis 9:

HY90. There is no relationship between the each of marketing mix variable
(Product, Price, Place, Promotion, Physical Evidence, Process and People) and
the corporate users attitudes toward TA Freephone 1-800 service variable in
service industry.

HY9i. There is a relationship between the each of marketing mix variable
(Product, Price, Place, Promotion, Physical Evidence, Process and People) and
the corporate users attitudes toward TA Freephone 1-800 service variable in
service industry.

Table 5.20: The Analysis of Relationship between each of marketing mix and the
corporate users attitudes toward TA Freephone 1-800 service in Service

industry.

Correlations

Physical
Product Price Place |Promotion | Evidence | Process | People
Cognition, Pearson Correlation ARy .387 429 074 .534* 497 228
Affectt Sig. (2-tailed) .000 .091 .059 757 .015 404 .333
Conations Iy 20 | 20 20 20 20 20 20

**. Correlation is significant at the 0.01 level (2-tailed).

*. Correlation is significant at the 0.05 level (2-tailed).

Product and Attitudes

The Pearson correlation analysis shown in Table5.20 with a 2-tailed
significance of 0.000,which was less than 0.01 (0.000 < 0.01) indicated that there was
a statistically significant differencc in correlation between the product variable and
the corporate users attitude toward TA Freephone 1-800 service variable in service

industry.
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Therefore, the null hypothesis was rejected which means that there is a
relationship between the product variable and the corporate users attitude toward TA
Freephone 1-800 service variable in service industry.

For the Pearson correlation at the 0.771, it means that the product and the
corporate users attitude toward TA Freephone 1-800 service in service industry have a
positive relationship at the 0.771 or 77.1 percent at the 95 percent confident level.

Price and Attitudes

The Pearson correlation analysis shown in Table 5.20 with a 2-tailed
significance of 0.091,which was more than 0.01 (0.091 > 0.01) indicated that there
was a statistically significant difference in correlation between the price variable and
the corporate users attitude toward TA Freephone 1-800 service variable in service
industry.

Therefore, the null hypothesis was accepted which means that there is no
relationship between the price variable and the corporate users attitude toward TA
Freephone 1-800 service variable in service industry.

For the Pearson correlation at the 0.387, it means that the price and the
corporate users attitude toward TA Freephone 1-800 service in service industry have a
negative relationship at 38.7 percent at the 95 percent confident level.

Place and Attitudes

The Pearson correlation analysis shown in Table5.20 with a 2-tailed
significance of 0.059,which was more than 0.01 (0.059 > 0.01) indicated that there
was a statistically significant difference in correlation between the place variable and
the corporate users attitude toward TA Freephone 1-800 service variable in service

industry.
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Therefore, the null hypothesis was accepted which means that there is no
relationship between the place variable and the corporate users attitude toward TA
Freephone 1-800 service variable in service industry.

For the Pearson correlation at the 0.429, it means that the place and the
corporate users attitude toward TA Freephone 1-800 service in service industry have a
negative relationship at 42.9 percent at the 95 percent confident level.

Promotion and Attitudes

The Pearson correlation analysis shown in Table5.20 with a 2-tailed
significance of 0.757,which was more than 0.01 (0.757 > 0.01) indicated that there
was a statistically significant difference in correlation between the promotion variable
and the corporate users attitude toward TA Freephone 1-800 service variable in
service industry.

Therefore, the null hypothesis was accepted which means that there is no
relationship between the promotion variable and the corporate users attitude toward
TA Freephone 1-800 service variable in service industry.

For the Pearson correlation at the 0.074, it means that the promotion and the
corporate users attitude toward TA Freephone 1-800 service in service industry have a
negative relationship at 7.4 percent at the 95 percent confident level.

Physical Evidence and Attitudes

The Pearson correlation analysis shown in Table5.20 with a 2-tailed
significance of 0.015,which was less than 0.01 (0.015 < 0.01) indicated that there was
a statistically significant difference in correlation between the physical evidence
variable and the corporate users attitude toward TA Freephone 1-800 service variable

in service industry.
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Therefore, the null hypothesis was rejected which means that there is a
relationship between the physical evidence variable and the corporate users attitude
toward TA Freephone 1-800 service variable in service industry.

For the Pearson correlation at the 0.534, it means that the physical evidence
and the corporate users attitude toward Freephone 1800 service in service industry
have a positive relationship at 53.4 percent at the 95 percent confident level.

Process and Attitudes

The Pearson correlation analysis shown in Table 5.20 with a 2-tailed
significance of 0.404,which was more than 0.01 (0.404 > 0.01) indicated that there
was a statistically significant difference in correlation between the process variable
and the corporate users attitude toward TA Freephone 1-800 service variable in
service industry.

Therefore, the null hypothesis was accepted which means that there is no
relationship between the process variable and the corporate users attitude toward TA
Freephone 1-800 service variable in service industry.

For the Pearson correlation at the 0.197, it means that the process and the
corporate users attitude toward Freephone 1800 service in service industry have a
negative relationship at 19.7 percent at the 95 percent confident level.

People and Attitudes

The Pearson correlation analysis shown in Table5.20 with a 2-tailed
significance of 0.333,which was more than 0.01 (0.333 > 0.01) indicated that there
was a statistically significant difference in correlation between the people variable and
the corporate users attitude toward TA Freephone 1-800 service variable in service

industry.
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Therefore, the null hypothesis was accepted which means that there is no
relationship between the people variable and the corporate users attitude toward TA
Freephone 1800 service variable in service industry.

For the Pearson correlation at the 0.228, it means that the people and the
corporate users attitude toward Freephone 1800 service in service industry have a
negative relationship at 22.8 percent at the 95 percent confident level.

Hypothesis 10:

H100. There is no relationship between the overall of marketing mix
variable and the corporate users attitudes toward TA Freephone 1-800 service
variable in service industry.

H10i. There is a relationship between the overall of marketing mix
variable and the corporate users attitudes toward TA Freephone 1-800 service
variable in service industry.

Table 5.21: The Analysis of Relationship between overall of marketing mix and the

corporate users attitudes toward TA Freephone 1-800 service in Service

industry.
Correlations
" ( Cognition. Affect, Conations )
( Product, Price, Place, Promation, Pearson Correlation 616
Physical Evidence, Process, People ) Sig. (2-tailed) 004
N 20

**. Correlation is significant at the 0.01 level (2-tailed).

The Pearson correlation analysis shown in Table 521 with a 2-tailed
significance of 0.004,which was less than 0.01 (0.004 < 0.01) indicated that there was
a statistically significant difference in correlation between the overall of marketing
mix variable a_md the corporate users altitudes toward A Freephone 1-800 service

variable in service industry.
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Therefore, the null hypothesis was rejected which means that there is a
relationship between the overall of marketing mix variable and the corporate users
attitudes toward TA Freephone 1-800 service variable in service industry.

For the Pearson correlation at the 0.616, it means that the overall of marketing
mix and the corporate users attitudes toward TA Freephone 1-800 service in service

industry have a positive relationship at 61.6 percent at the 99 percent confident level.
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Summary of Results from Hypotheses Testing

Table 5.22: Summary of Results from Hypothesis Testing in Manufacturing Industry

R e e
H1.10) There isno r ship between the product 000
variable and the corporate users belief toward TA
Freephone 1-800 service variable in manufacturing

industry.

H1.20) There is no relationship between the price variable | .203 Accept
and the corporate users belief toward TA Freephone
1-800 service variable in manufacturing industry.

H1.30) There is no relationship between the place variable | 665 Accept
and the corporate users belief toward TA Frcephone
1-800 service variable in manufacturing industry.

H1.40) There is no relationship betwcen the promotion A7 Accept
variable and the corporate users belief toward TA
Freephone 1-800 service variable in manufacturing
industry.

H1.50) There is no relationship between the physical 058 Accept
evidence variable and the corporate users belief toward
TA Freephone 1-800 service variable in manufacturing
industry.

H1.60) There is no relationship between the process 636 Accept
variable and the corporale users belicf toward TA
Freephone 1-800 service variable in manufacturing
industry.

H1.70) There is no relationship between the people 472 Accept
variable and the corporate users belicf toward TA
Freephone 1-00 service variable in munufacturing
industry.

438

H2.10) There is no relationship between the product 000
variable and the corporate users feeling toward TA
Freephone 1-800 service variable in manufacturing

industry.

H2.20) There is no relationship between the price variable | .005 Reject
and the corporate users fecling toward TA Frecphone
1-800 service variable in manufacturing ndustry.

H2.30) There is no relationship betwoeen the place variable | .044 Reject
and the corporate users feeling towar:{ TA Freephone
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1-800 service variable in manufacturing industry.

H2.40) There is no relationship between the promotion
variable and the corporate users feeling toward TA
Freephone 1-800 service variable in manufacturing
industry.

107

Accept

H2.50) There is no relationship between the physical
evidence variable and the corporate users feeling toward
TA Freephone 1-800 service variable in manufacturing
industry.

000

Reject

H2.60) There is no relationship between the process
variable and the corporate users feeling toward TA
Freephone 1-800 service variable in manufacturing
industry.

.056

Accept

H2.70) There is no relationship between the people
variable and the corporate users feeling toward TA
Freephone 1-800 service variable in manufacturing
industry.

s Ll E e
3.10) There is no relationship between the product

variable and the corporate users intend to use toward TA
Freephone 1-800 service variable in manufacturing
industry.

.008

Reject

H3.20) There is no relationship between the price variable
and the corporate users intend to use toward TA
Freephone 1-800 service variable in manufacturing
industry.

.056

Accept

and the corporate users intend to use toward TA
Freephone 1-800 service variable in manufacturing
industry.

H3.30) There is no relationship between the place variable

001

Reject

H3.40) There is no relationship between the promotion
variable and the corporate users intend to use toward TA
Freephone 1-800 service variable in manufacturing
industry.

012

Reject

H3.50) There is no relationship between the physical
evidence variable and the corporate users intend to use
toward TA Freephone 1-800 service variable in
manufacturing industry.

.001

Reject

H3.60) There is no relationship between the process
variable and the corporate users intend to use toward TA
Freephone 1-800 service variable in manufacturing
industry.

126

Accept
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H3.70) There is no relationship between the people
variable and the corporate users intend to use toward TA
Freephone 1-800 service variable in manufacturing
industry.

H4.10) There is no relationship between the product
variable and the corporale users attitude toward TA
Freephone 1-800 service variable in manufacturing
industry.

078

000

Accept

Reject

H4.20) There is no relationship between the price variable
and the corporate users attitude toward TA Freephone 1-
800 service variable in manufacturing industry.

013

Reject

and the corporate users attitude toward TA Freephone 1-
800 service variable in manufacturing industry.

H4 .30} There is no relationship between the place variable

026

Reject

H4.40) There is no relationship between the promotion
variable and the corporate users attitude toward TA
Freephone 1-800 service variable in manufacturing
industry.

133

Accept

H4.50) There is no relationship between the physical
evidence variable and the corporate users attitude toward
TA Freephone 1-800 service variable in manufacturing
industry.

000

Reject

H4.60) There is no relationship between the process
variable and the corporate users attitude toward TA
Freephone 1-800 service variable in manufacturing

industry.

212

Accept

H4.70) There is no relationship between the people
variable and the corporate users attitude toward TA
Freephone 1-800 service variable in manufacturing
industry.

I150) There is no relationship between overall marketing
mix( Product, Price, Place, Promotion, Physical
Evidence, Process, People } and attitude in
Manufacturing Industry

032

000

Reject

**_Correlation is significant at the 0.01 level (2-tailed)
*. Correlation is significant at the 0.05 level (2-tailed)
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Table 5.23: Summary of Results from Hypothesis Testing in Service Industry

S

[ R A el b SR
H6.10) There is no relationship between the product
variable and the corporate users belief toward TA
Freephone 1-800 service variable in service industry.

H6.20) There is no relationship between the price variable
and the corporate users belief toward TA Freephone
1-800 service variable in service industry.

873

Accept

H6.30) There is no relationship between the place variable
and the corporate users belief toward TA Freephone 1-800
service variable in service industry.

858

Accept

Ho6.40) There is no relationship between the promotion
variable and the corporate users belief toward TA
Freephone 1-800 service variable in service industry.

358

Accept

H6.50) There is no relationship between the physical
evidence variable and the corporate users belief toward
TA Freephone 1-800 service variable in service industry.

026

Reject

H6.60) There is no relationship between the process
variable and the corporate users belief toward TA
Freephone 1-800 service variable in service indusiry.

234

Accept

H6.70) There is no relationship between the people
variable and the corporate users belief toward TA
Freephone 1-800 service variable in service industry.

H7.10) There is no relatioﬁéhip betwee}l the product
variable and the corporate users feeling toward TA
Freephone 1-800 service variable in service industry.

181

Accept

H7.20) There is no relationship between the price variable
and the corporate users feeling toward TA Freephone
1-800 service variable in service industry.

160

Accept

H7.30) There is no relationship between the place variable
and the corporate users feeling toward TA Freephone 1-
800 service variable in service industry.

93

Accept

H7.40) There is no relationship between the promotion
variable and the corporate users feeling toward TA
Freephone 1-800 service variable in service industry.

a72

Accept

H7.50) There is no relationship between the physical
evidence variable and the corporate users feeling toward

076

Accept
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TA Freephone 1-800 service variable in service industry.

H7.60) There is no relationship between the process 689 Accept
variable and the corporate users feeling toward TA

Freephone 1-800 service variable in service industry.

H7.70) There is no relationship between the promotion J11 Accept

variable and the corporate users feeling toward TA
Freephone 1-800 service variable in service industry.

variable and the corporate users intend to use toward TA
Freephone 1-800 service variable in service industry.

H8.20) There is no relationship between the price variable
and the corporate users intend to use toward TA
Freephone 1-800 service variable in service industry.

058

H8.30) There is no relationship between the place variable
and the corporate users intend to use toward TA
Freephone 1-800 service variable in service industry.

015

Reject

HB8.40) There is no relationship between the promotion
variable and the corporate users intend to use toward TA
Freephone 1-800 service variable in service industry.

966

Accept

H&.50) There is no relationship between the physical
evidence variable and the corporate users intend to use
toward TA Freephone 1-800 service variable in service
industry.

355

Accept

HE.60) There is no relationship between the process
variable and the corporate users intend to use toward TA
Freephone 1-800 service variable in service industry.

.859

Accept

H8.70) There is no relationship between the people
variable and the corporate users intend to use toward TA
Freephone 1-800 service variable in service industry.

:.. .
H9.10) There is no relationship between the product

variable and the corporate users attitude toward TA

Freephone 1-800 service variable in service industry.

785

Accept

H9.20) There is no relationship between the price variable
and the corporate users attitude toward TA Freephone 1-
800 service variable in service industry.

091

Aceept

H9.30) There is no relationship between the place variable
and the corporate users attitude toward TA Freephone 1-
800 service variable in service industry,

059

Accept
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H9.40) There is no relationship between the profnotion 457 Accept
variable and the corporate users attitude toward TA
Freephone 1-800 service variable in service industry.

H9.50) There is no relationship between the physical 015 Reject
evidence variable and the corporate users attitude toward
TA Freephone 1-800 service variable in service industry.

H9.60) There is no relationship between the process 404 Accept
variable and the corporate users atfitude toward TA
Freephone 1-800 service variable in service industry.

H9.70) There is no relationship between the people 333 Accept
variable and the corporate users attitude toward TA
Freephone 1-800 service variable in service industry.

mix( Produet, Price, Place, Promotion, Physical
Evidence, Process, People ) and attitude in service
industry.

** Correlation is significant at the 0.01 level (2-tailed)
*, Correlation is significant at the 0.05 level (2-tailed)
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CHAPTER 6

SUMMARY, CONCLUSIONS AND RECOMMENDATIONS

In this chapter, the finding of the descriptive analysis and the ten hypotheses
are summarized. The first part of the summary is the result of the descriptive analysis
of the study and hypotheses testing. The second part are recommendations that
composed of suggestions for further study and practical implications.

Summary of The results of the descriptive analysis of the study

Figure 6.1: The Respondents

Kind of Business

The respondents of this research are the corporate users who are using TA
Freephone 1-800 service. There are 44 respondents in manufacturing industry, which

is 68.8% of all respondents, and 20 respondents in service industry, which is 31.2%.
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The result of statistic analysis of cognition element, both manufacturing and
service industries agree that TA Freephone 1-800 service is reliable, economical and
customized its service to their needs. In the area of affect, both manufacturing and
service industries feel good, happy to use TA Freephone 1-800 service. They also feel
that the overall performance of TA Freephone 1-800 service is excellence. In the area
of conation, both manufacturing and service industries prefer to use TA Freephone
1-800 service rather than other serviced providers and would like to recommend this
service to other businesses.

Concerning the seven marketing mix elements, in the area of product, both
manufacturing and service industries strongly agree that the use of TA Freephone 1-
800 service is a requirement for their business and TA Freephone 1-800 service is a
good pleasure for them. They also agree that TA Freephone 1-800 service is the
solution to their problems, enhances their business competency and increases their
business productivity. In the area of price, both manufacturing and service industries
agree that TA Freephone 1-800 service price rate is reasonable, when compared with
the service fees and quality. In the area of place, both of manufacturing and service
industries agree that they prefer applying TA Freephone 1-800 service through sales
representatives and Internet. As for call center, they are indifferent. In the area of
promotion, both manufacturing and service industries agree that there are various
media to provide the information about TA Freephone 1-800 service and TA
Freephone 1-800 service has various sales promotion, they have no opinion
concerning seeing frequently the advertising campaign. In the area of physical
evidence, manufacturing industry agrees that TA Freephone 1-800 service name
recognition influences their decision in using this service, there are many site

references in TA Freephone 1-800 service and ISO-9002 recognition influences their
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decision in using this service. Service industry agree that TA Freephone 1-800 service
name recognition influence their decision in using this service and ISO-9002
recognition influence their decision in using this service. As for the site reference
service industry is neutral. In the area of process, both manufacturing industry and
service industry disagrees that application of the service is complicated. They agree
that TA Freephone 1-800 service staffs could give solution and information in time,
The last area is people, manufacturing industry agrees that sales representatives gives
them adequate information and they are ais;o knowledgeable about their work. For
service industry, they are indifferent as regards fo information given by sale
representatives. They disagree that sales representatives inform enough information of
TA Freephone 1-800 service but they agree that sales representatives are
knowledgeable. |
Conclusion of Hypotheses Testing
Manufacturing Industry

The result from testing of the first lhypothesis to the fifth one to find the
relationship between the seven marketing mix and attitude of TA Freephone corporate
users in manufacturing industty shows that in the area of product, there is a
relationship between cognition, affect, conation and product. In the area of price, there
is a relationship between affect and price in positive moderate relationship. In the area
of place, there are relationships between affect, conation and place in the positive
weak and moderate respectively. In the area of promotion, there is a relationship
between conation and promotion in positive weak relationship. In the area of physical
evidence, there are relationships between affect, conation and physical evidence in
positive moderate relationship. In the area of people, there is a relationship between

affect and people in positive weak relationship. There is no relationship between
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cognition, affect, conation and process. In the area of attitude and seven marketing

mix, there are relationships between attitude and product, price, place, physical

evidence and people. There are no relationship between Promotion, Process and

attitudes. The last one is the area of the attitude and overall of 7Ps, there is a

relationship between attitude and 7Ps i the positive moderate relationship. These are

tabulated as follow:

Table 5.24: Summary of the relationship between the seven marketing mix and

attitudes of TA Freephone 1-800 service of corporate users in

manufacturing industry,

Hypothesis Product Price Place Promotion Physical Process People Overall
LEvidence Marketing
Mix

H1i:Cognitions Strong

H2: Affect Strong Moderate Weak Moderate Weak

113: Conations Moderate Moderate Weak Moderate

H4: Attitudes Strong Weak Weak Moderate Weak

HS5:Attitudes Moderate
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Service Industry

The result from testing of the sixth hypothesis to the tenth to find the
relationship between the seven marketing mix and attitude of TA Freephone 1-800
service of corporate users in service industry shows that in the area of product, there
are relationships between affect, conation and product in positive strong and moderate
relationship in respectively. In the area of place, there is a relationship between
conation and place in positive moderate relationship. In the area of physical evidence,
there is a relationship between cognition and physical evidence mn positive moderate
relationship. There are no relationship between cognition, affect, conation and price,
promotion, process and also people. In the area of the attitude and seven marketing
mix, there are relationships between attitude and product, physical evidence in
positive strong and moderate relationship respectively. There are no relationship
between attitudes and price, place, promotion, process and people. The last one is the
area of the attitude and overall of 7Ps, there is a relationship between attitude and 7Ps

in the positive strong relationship. These are also could be tabulated as follow:
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Table 5.25: Summary of the relationship between the seven marketing mix and

attitudes of TA Freephone 1-800 service of corporate users in service

industry.
Hypothesis Product Price Place Promotion Physical Process People Overalt
Evidence Marketing
Mix
Ho6:Copnitions Moderate
HT: Affect Strong
HE: Conations Moderale \ Maderate
HY: Attitudes Strong Moderate
H10: Attitudes Straong
Recommendations

Based on the fact that telecommuniqation business in Thailand still has big
opportunity for growth, competition is becoming more intense both from the existing
rivalries and the threat of new entrants, customer attitudes which is directly related to
customer satisfaction, service marketing seems to be the solution for corporations to

plan for their strategies.
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Services often require a different marketing strategy because of the
characteristics that make them distinct from products. In order to manage these
characteristics, service marketers could develope the 7P strategy for initiating more
efficient service marketing strategy.

Product

TA Freephone 1-800 service sale representatives should be knowledgeable
regarding the requirements of each type of their customers. Knowing the exact needs
can be of tremendous assistance to the company in developing their product to match
up with customers’ need. The result of this study provides the information on
significant product relationship relating to the corporate attitudes both in
manufacturing and service industries. TelecomAsia Co., Ltd. should pay more
attention to the features of the product, which should have more varieties to maintain
and retain the customers.

Price

Today, corporate users agree that the price rate of this service is reasonable
when compared to the quality of the service. To satisfy customers to continue using
the service TelecomAsia Co., Ltd. should Be able to create a strategy for pricing
elements. For example, the company should create a new program or a new service
rate for each kind of industry or each kind of business as different kind of businesses

has different kinds of usage.
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Place

TelecomAsia Co., Ltd. should be concemmed with creating a channel that
would be easily accessible to the corporate users in using the service. The respondents
who provide positive answers agree to apply this service through sales representatives
and the Internet. These are the people that TelecomAsia should be most concerned.
Moreover, TelecomAsia should change the role of the call center to be more helpful
and informative in accepting calls regarding problems from customers.

Promotion

TelecomAsia Co., Ltd. should advertise more through various media to
provide information, as TA Freephone 1-800 is the newest service of TelecomAsia.
The company should educate the users about what this product is, what the benefits
are and how this product can enhance their businesses and ete. Moreover,
TelecomAsia should offer extended services to the users. The other technique is to
organize events and seminars relating to providing information about this service and
inviting member of the companies that use this service as key speakers. This
technique can gain new customers and TelecomAsia Co., Ltd. will come to know the
potential customers who exist in the market.

Physical Evidence

From the result of the study, corporate users agree that name recognition
through ISO 9002 has influenced the making of decisions to use this service.
TelecomAsia Co., Ltd. should announce the site reference in the advertisements that
can entice customers to use this service. If TelecomAsia Co., Ltd. can provide more
education regarding the site reference to customers, it will increase TelecomAsia Co.,

Itd. corporate users.
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Process

TelecomAsia Co., Ltd should reduce some complicated and unnecessary
processes to provide quick and easy convenience for customers. TelecomAsia Co.,
Ltd. should design the work mstruction process that eliminates the complicated tasks.
Each department such as sales, engineering or call center should have clear and
precise work instructions.
People

TelecomAsia Co., Ltd. should set up fraining programs for sales
representatives and related staff that provides services to customers. The program
should include general knowledge of TA Freephone 1-800 service, service mind,
negotiation and sales call process. Having a knowledgeable and efficient staff and
sales representatives can help the company increase its productivity and revenue.

According to the analysis results, there are four main points that the researcher
would like to strongly recommend for continnous improvement possibilities for
TelecomAsia Co., Ltd. The first is the promotion; TelecomAsia Co., Ltd. has weak
promotion campaign in both manufacturing and service industry. TelecomAsia Co.,
Ltd. should educate and inform the public about TA Freephone 1-800 service. For
example, the company should provide for government organizations to use the service
as social public service hot line to provide information to consumers. In generating
physical evidence in service marketing the company can gain access to the public and
educate them. In this way the physical evidence will be increased automatically.
Regarding the process, TelecomAsia Co., Ltd. being a telecommunication service
provider should provide timely and efficient response performance. The call center
should be manned 24 hours, 7 days a week. Moreover, the information or the process

that can be processed via Internet or website i1s beneficial as it can save time and cost
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for both TelecomAsia Co., Lid. and customers. The last issue, which is very important
is people. As staff and sales representatives are the people who encounter the
customers daily, their first good impression is essential in influencing the customers
to use this product. Moreover, sales representatives and staff should be
knowledgeable with regards to TA Freephone 1-800 service,

Finally, as attitudes can change all the time, it is imperatives for TelecomAsia
Co., Ltd. to keep in touch with customers to understand the changes in consumer
behavior because this product is new and needs improvement and development to
provide customer satisfaction.
Further Study

TA Freephone 1-800 is a new product of TelecomAsia Co., Ltd. It has few
customers in both of manufacturing and service industries. Therefore, it is
recommended to fulure researchers to investigate more respondents in each industry.
The studies should also focus on the differences in the attitudes of manufacturing and
service industries in the area of marketing mix as well as on the applications of each

business.
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Questionnaires to Study Attitudes of Corporate user toward
TA Freephone 1-800 service in Thailand

This questionnaire is a partial of fulfillment of the requirement for the Degree of Master of Business
Administration Assumption University.
Please indicate your opinion as to extent to which you agree or disagree with the following statemenis
of your attitudes toward TA Freephonel-800 service remember that there are no right or wrong
answers-research is inferested in the numbers that show your attitudes foward TA Freephone 1-800
service in Bangkok.
Part I: General Data

1.What kind of your business company?

----- Advertising ----~ Food and Beverage
----- AirlinesTelemarketing ----- Factory

----- Banking ----- Healthcare

----- Communication ----- Insurance

----- Chemical Pharmacy ~=-== Property

————— Others

Part II: Attitudes toward use TA Freephone 1-800 service

Strongly Disagree (SD) 1
Disagree (DA) 2
Neutral (N) 3
Agree (AG) 4
Strongly Agree (SA) 5
5D DA N AG SA
Cognitions
1) TA Freephone 1-800 service is reliable in its service. i 2 3 4 5
2) TA Freephone 1-800 service economical than other I 2 3 4 5
service provider.
3) TA Freephone 1-800 service is able to customize its ! 2 3 4 5
service to your needs.
Affect
43} When you use TA Freephone 1-800 service, you feel 1 2 3 4 5
good.
5) You are very happy to be using TA Freephone 1-800 1 2 3 4 5
service for your business.
6) The overall performance TA Freephone 1-800 service 1 2 3 4 5

is excellent.



Conations

7) You prefer use TA Freephone 1-800 service for your 1
business more than you use other service provider.

8) You are often recommending TA Freephone 1-800 i
service to other business associates,

9) You want to try other service provider. I

Part II : Service Marketing Mix

Product

10) Using TA Freephone 1-800 service is a requirement 1
for your business.

11) Using TA Freephone 1-800 service is the solution I
for your problems.

12) Using TA Freephone 1-800 service enhance your i
business competency

13) Using TA Freephone 1-800 service has increased !
your business productivity.

14) Using TA Freephone 1-800 service is a good pleasure 1

for your customers.

Price

15) TA Freephone 1-800 service rate is reasonable price. 1

16) Compare service fees and quality for TA Freephone 1-800 1
service acceptable to your need.

17) At the price shown, I would consider use TA Freephone 1

1-800 service.

Place

18) You prefer to apply TA Freephone 1-800 service 1
through sales representatives.

19) You prefer to apply TA Freephone 1-800 service 1
through call center.

20) If there is internet service to apply this service, 1

you prefer to use it.

Promotion

21) The Ad campaigns for TA Freephone 1-800 service 1
are seen frequently.

22) There are various media to provide the information 1

about TA Freephone 1-800 service,



23) TA Freephone 1-800 service has various sales promotion. 1

Physical Evidence

24) TA Freephone 1-800 service name recognition influence 1
you decision in using this service.

25) There are many site references in TA Freephone 1-800 1
service.

26) ISO 9002 recognition influenceyou decision in using i

TA Freephone 1-800 service.

Process

27) To apply TA Freephone 1-800 service is complicated. !

28) TA Freephone 1-800 service staffs give solution 1
for you just in time, when you have a problems.

29) When you need TA Freephone 1-800 service [

mformation, our staff provide for you just in time.

People

30} Sales representatives informing you about the information 1
of TA Freephone 1-800 service. '

31) Sales representatives inform enough information of 1
TA Freephone 1-800 service.

32) Sales representatives are knowledgeable in TA Freephone 1

1-800 service.

THANK YOU



Questionnaires to Study Attitudes of Corporate user toward
TA Freephone 1-800 service in Thailand

¥
a 1 & - a w o - wow ow o
maeuaiifhdnmilwednoiinudszdnmwiuda uminndovdadudy (ABAC)
o d [ I A uord o ¥ RS o <
njan Quumnuavamnmifasiuvosingt diudaon o lintudoe fudennude it Moafu anude/ anuddni
vufidouins TA Freephone 1-800 lififinoufignuieiia fitedesmsnswanufadtu/anuidnvesdaenunn

v v ¥
gouniinafuuinis TA Freephone 1-800 Tufuingamma winlu,

it 1: General Data

L usimvesviudaeglugstenuyia?

4 4

————— Taryan -==== DM TUALIATOIAY
————— enisiiv -—--- Tsanugammnssu
----- U ~---- fEAufeITEYA W
----- fanemsdens --== Alsziiude

=1 o T4 (3 - o
---—= (AT AuA —==-= BEANTHUNTHE

4

————— 9]

dni2 : Attitudes toward use TA Freephone 1-800 service

Taiiudawadata (SD) 1
Tiiudae (DA) 2
e (N) 3
wiudie (AG) 4
fiudawet (SA) 5

SD DA N AG SA

Cognition

1) u§ms TA Freephone 1-800 fuisnsiiindofiold 1 2 3 4 5

2) 13ms TA Freephone 1-800 haimsiiguannnnd 1 2 3 4 5
Aifusmesiou

3) uin1s TA Freephone 1-800 aunzavfunfaoidnmn 1 2 3 4 5
ATMABIMTYBagN

Affect

4) vmeddndifiol#uins TA Freephone 1-800 1 2 3 4 5
5) vimigd@nwelalumsiduims TA Freephone 1-800 1 2 3 4 5

AUUTHNUSINIH

6) Tavnmsmvinid@dnininmg TA Freephone 1-800 @ 1 2 3 4 5




Conation

7) vumolafior1u5ms TA Freephone 1-800 1nnnh
gluimasodu

8) vihuuugiinims TA Freephone 1-800Wfudvogiue

9) viudesnisnaasslduinig Freephone 1-800 sndhi

1Bmssodu

daui 3: Service Marketing Mix

Product

10) w33 TA Freephone 1-800 dluuimsiitaamsushe
ApuTHMYIM

11) 18ms TA Freephone 1-800 dhunmsfiamnsaidly
Harr I duus iy

12) win1s TA Freephone 1-800 iffuuSmstiiiuasyfing
amifuuSinusarhu

13) u3ms TA Freephone 1-800 #hl¥uSfnusayiniil
wlddimnnty

14) v3ms TA Freephone 1-800 iluusnisfiaduni

flaweleliugndwesiim

Price

15) swmmesuims TA Freephone 1-800d s miimzay

4 " - .
16) wenlBsuiousmduguamlumsIiuing TA Freephone

1-800 fnmumazes

17) vwsmituanssgvimezdanalduins TA Freephone

1-800

2 3 ! 5
2 3 4 5
2 3 4 5
2 3 4 5
2 3 4 5
2 3 4 5
2 3 4 5
2 3 4 5
2 3 4 5
2 3 i 5
2 3 4 5




Place

18) viwmiinnuwelolunisvelduinig TA Freephone 1-800 3 5
ANy

19) vimdinrwmalolunivelduins TA Freephone 1-800 3 5
Auguénanaysns(Call Center)

20) vudlaamalownfinswelduing TA Freephone 1-800 3 5
#mlnternet

Promotion

21) Tuwarwesnims TA Freephone 1-800 annsasiu 3 5
winifieos

22) sideduenmnelifoyaferunins  TA Freephone 3 5
1-800

23) uims TA Freephone 1-800 iluvSmsitits wmsduady 3 5
msneitnanmag

Physical Evidence

24) anii¥oidossoauinig TA Freephone 1-800 fiduiwa 3 5
aomsdadulolumslduimg

25) uims TA Freephone 1-800 ifhunfnsitiiaomi 3 5
819891110

26) 1S0 9002 fignEnadendadulelumslduias 3 5

Process

27) msweldufms TA Freephone 1-800 fituneuitfudfon 3 5

28) dwihilveauSnis TA Freephone 1-800 aunanud 1y 3 5
Ham i Idhuafinangens

29) lf}ﬂ‘l’imﬁ'mﬂWﬁwsma’fﬁ)gan‘fﬂ'ls TA Freephone 1-800 3 5

Wiz Tius mevn A luna s ey




People

30) wiinswmusonushdeyanieguesing
TA Freephone 1-800

31) winawwerwisauugidoyavesuimg

TA Freephone 1-80074ad1afains

32) wiinynwwiiniudifioafuing TA Freephone 1-800

YBUR R,
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APPENDIX B:

Corporate Users of TA Freephone 1-800 Service



Corporate Users of TA Freephone 1-800 service

2 1800295570 {Effem Thailand

3 1800295558 |[FMP Distribution Limited

4 1800295516 {Michelin Group

5 | 1800295588 |Nestle

6 | 1800295545 [PaG

7 1800295547 [PC Zone

8 1800295523 [S.Y.K. Factory & Products
9 1800826826 |TA Orange

10 | 1800295504 |United Factory

11 | 1800295537 |nasyusaudunindlye 1
12 | 1800295519 |mAtala (Inauans)

18 | 1800295589 |uniinlaasinladn (Usznsalne)
14 | 1800295593 [Ina@il Waud

15 | 1800295525 [AI08tHA

16 | 1800295522 |AaTmupfiiuiifiasaeia d1in
17 | 1800295578 |[193039AW 9117

18 | 1800295531 |daysel usmasd

19 | 1800295574 |laasmine Ulniden
20 | 1800295530 |Zad fin

21 | 1800295502 |#i.la iafimaad (1979)
22 | 1800295507 |fifilo Iwdu

23 | 1800295585 [inaslu ( Uszwnalne )
24 | 1800295555 |Inewfing

25 | 1800295563 |Inegegflenans

26 | 1800295565 |Inely

27 | 1800295595 [wisnanlanausziuie
28 | 1800295509 |V wa naiada

29 | 1800295572 [yqnijuiing 2544

30 | 1800295550 |Unn.dvuraindssingf
31 | 1800295527 [uuEfngaduas

32 | 1800205543 [ass saviududed

33 | 1800295508 [sanduinduvasinodd




Corporate Users of TA Freephone 1-800 service

18002956517

fdfusrfiinfonanmaad

34

35 | 1800295532 lunnfiunay (Hwned

36 | 1800295506 |sfiAnSaninad

37 | 1800295538 |giftewaninog (Uszmalne)

38 | 1800295505 {3121Y5d

39 | 1800295579 [31A (Uszinelne)

40 | 1800295518 | 98KU"A

41 1800295652 |iganimranaavens 41An

42 | 1800295590 |15296

43 | 1800205580 |dB Nfadw IUHUA

44 | 1800295526 |anunndindy

45 | 1800295513 [anguiion

46 | 1800295528 |dnafnings

47 [1800295511 [wanniud dansnasmusay nrnslng
48 | 1800295515 [AanNnne sui

49 | 1800295559 [nANNIWdnTIAIELEH

50 | 1800295592 |ndnniwdinnianamusan nysing
51 | 1800205582 |Wade ialulad (Uszinelne)

52 | 1800295564 [Waudand inunywdasideasd
53 | 1800205554 [awwdiu loniu lulavs

54 | 1800295561 [l dndmsa(ine)

55 | 1800295514 |poaddud wiawimah

56 | 1800295520 |daws illev Buwlmosiuduua

57 | 1800295510 jauind dad

58 | 1800295500 o u1Ag

59 | 1800206660 |aanlaaillnsidex

60 | 1800295560 |gu1 wanimd Tadud pasuatstu
61 | 1800205568 |09 Bugiisud

62 | 1800295575 [1om15Rd lanladud (Usznalne) $1im
83 | 1800295541 [ioufindzad uad (Ina)

64 | 1800295666 |Land) uoaGaunun 41in  ( Usziude)




APPENDIX C:

Reliability of Questionnaires



otal Statistics

T R A ]

27
28
29

bility Coefficients

Cases =

scale
Mean

if item-

Deleted

115.0156
115,3750
115.21868
115.2656
115.3438
115.3281
115.3438
115.5219
116.6750
115.0156
115.4531
115.5000
115.2969
115.1719
115.4219
115. 6250
115.8906
115.5469
116.7500
116.2813
116.4063
117.1250
117.2031
115.6406
116.1563
115.7168
116.8906
116.3906
116.4219
115.7969
116.4688
116.5156

64.0

Scale
Variance
LT Ttem
Deleted

105,586G93
107.6667
108.173¢
105.245¢8
105.4355%
104.2875
104.5784
103.374¢
11&.6506
105.7299
102.5692
103.3651
106.2121
106.017¢
104.7875
107.0000
18€.5751
101.5216
109.5238
108.9355
104.2435
106.9048
107.5613
104.2656
101 . 9%d«d
101.5704
111.1783
102.0196
101.8986
102.9263
101.6498
100.8251

Corrected
Item-
Total

Correlation

L2921
.3692
L2760
L6181
L5304
.6583
.6393
.5503
-.4170
. 6008
%0 706
L5040
MLER
A943
.5166
.3487
4372
.6680
L2686
], ke
.3908
. 3561
.3836
<5743
L4097
SrellThe ks
.0632
.6243
L6056
L6278
L5446
158561

N of Items

Alpha
il Item
Deleted

. 8962
L8951
.8866
.8917
L8927
.890¢
.8912
L8916
L9110
.8922
S8913
L8927
P tas
.B933
.8926
#B8955
L6941
.8894
.B964
.B8986
.8951
.8954
.8948
.8917
.8963
.8913
.8890
.8903
.8906
.8905
L8919
. 8307
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APPENDIX D:

Frequency Analysis



kind of business

roup 1 oial
Manufacturing Service
Count Row % | Col% Count Row % Col % Count Row % Col %
TA Freephone 1-800 Agree 14 56.0% 31.8% 11 44.0% 55.0% 25 100.0% 39.1%
service is reliable in i's
P Strongly Agree 30 76.9% 68.2% 9 23.1% 45.0% 39 100.0% 80.9%
Group Total 44 68.8% 100.0% 20 31.3% 100.0% 64 100.0% 100.0%
TA Freephone 1-800 Neutial 3 100.0% 15.0% 3 100.0% 4.7%
service economical than Agree 33 78.6% 75.0% 9 21.4% 45.0% 42 | 100.0% 65.6%
other service provider Strongly Agree 1 57.9% 25.0% 8 42.1% 40.0% 19 | 100.0% 29.7%
Group Total 44 68.8% 100.0% 20 31.3% 100.0% 64 100.0% 100.0%
TA Freephone 1-800 Neutral 2 50.0% 4.5% 2 50.0% 10.0% 4 100.0% 6.3%
service is able to customize | Agree 20 66.7% 45.5% 10 33.8% 50.0% 30 100.0% 46.9%
its service to your ne2ds Strongly Agree 22 73.3% 50.0% 8 26.7% 40.0% 30 100.0% 46.9%
Group Total 44 68.8% 100.0% 20 31.3% 100.0% 84 100.0% 100.0%
:Affecf
Affect
Kind of business Group Total
Manufacturin Service
Count Row % Col % Count Row % Col % Count Row % Col Y%

When you use 1A Freephone | Neutral 1 100.0% 5.0% 1 100.0% 1.6%
1-800 service, you feel good | Agree 26 66.7% 59.1% 13 33.3% 65.0% 39 100.0% 60.9%

Strongly Agree 18 75.0% 40.9% 6 25.0% 30.0% 24 100.0% 37.5%
Group Total 44 68.8% 100.0% 20 31.3% 100.0% 64 100.0% 100.0%
You are veryhappy {o be Neutral “ 100.0% 20.0% 4 100.0% 6.3%
using TA Freephone 1-800 | Agree 26 68.4% 59.1% 12 31.6% £0.0% 38 100.0% 59.4%
service for your business Strongly Agree 18 81.8% 40.5% 4 18.2% 20.0% 22 | 100.0% 34.4%
Group Total 44 68.8% 100.0% 20 31.3% 100.0% B4 100.0% 100.0%
The overail performence TA | Neutral 3 100.0% 15.0% 3 100.0% 4.7%
Freephone 1-800 service is | Agree 25 64.1% 56.8% 14 35.9% 70.0% 39 100.0% 60.9%
excellent Strongly Agree 19 86.4% 43.2% 3 13.6% 15.0% 22 | 100.0% 34.4%
Group Total 44 68.8% 100.0% 20 31.3% 100.0% 64 100.0% 100.0%




Lonauon

Conations
Kind of business Group Total
Manufacturin Service
Count Row % Col % Count Row % Col % Count Row % Col 4
You prefer use TA Freephone Neutral 3 100.0% 15.0% q 100.0% 4.7%
;ESQO‘;Z:;?;TSz°{:'t;2fs'”ess Agree 28 700% |  63.6% 12 | 30.0% | 60.0% 40 | 100.0% | 62.5%
service provider Strongly Agree 16 76.2% 36.4% 5 23.8% 25.0% 21 100.0% 32.8%
Group Totat 44 68.8% 100.0% 20 31.3% 100.0% 64 100.0% 100.0%
You are often recommending Neutral 20 69.0% 45.5% 9 31.0% 45.0% 29 100.0% 45.3%
TA Freephone 1-800 sarvice to | Agree 17 68.0% 38.6% 8 32.0% 40.0% 25 100.0% 39.1%
other business associates Strongly Agree 7 70.0% 15.9% 3 30.0% 15.0% 10 | 100.0% 15.6%
Group Total 44 68.8% 100.0% 20 31.3% 100.0% 64 100.0% 100.0%
You want to try other service Disagree 26 92.8% 59.1% 2 7.1% 10.0% 28 100.0% 43.8%
provider Neutrai 18 69.2% 40.9% 8 30.8% 40.0% 26 100.0% 40.6%
Agree 8 100.0% 40.0% 8 100.0% 12.5%
Strongly Agree 2 100.0% 10.0% 2 100.0% 3.1%
Group Total 44 68.8% 100.0% 20 31.3% 100.0% 64 100.0% 100.0%




Product

Product
Kind of business Group Total
Manufacturin Service
Count Row % Col % Count Row % Col % Count Row % Col %

Using TA Freephone 1-800 | Agree 13 52.0% 28.5% 12 48.0% 80.0% 25 100.0% 39.1%
service is a requirement for .

vt s ness Strongiy Agree 31 79.5% 70.5% 8 20.5% 40.0% 39 100.0% 60.9%
Group Total 44 68.8% 100.0% 20 31.3% 100.0% 64 100.0% 100.0%
Using TA Freephone 1-800 | Neutral 9 64.3% 20.5% 5 35.7% 25.0% 14 100.0% 21.9%
service is the solution for Agree 15 60.0% 34.1% 10 40.0% 50.0% 25 100.0% 39.1%
your problems Strongly Agree 20 80.0% 45.5% 5 20.0% 25.0% 25 100.0% 39.1%
Group Total 44 68.8% 100.0% 20 31.3% 100.0% 64 100.0% 100.0%
Using TA Freephone 1-600 | Neutral 11 68.8% 25.0% 5 31.3% 25.0% 18 100.0% 25.0%
service enhance your Agree 18 75.0% 40.9% 6 25.0% 30.0% 24 100.0% 37.5%
business competency Strongly Agree 1 62.5% 34.1% 9 37.5% 45.0% 24 100.0% 37.5%
Group Total 44 658.8% 100.0% 20 31.3% 100.0% 64 100.0% 100.0%
Using TA Fresphone 1-300 | Neutre! 1 100.0% 5.0% 1 100.0% 1.6%
service has increased your | Agree 31 75.6% 70.5% 10 24.4% 50.0% 41 100.0% 84.1%
business productivits Strongly Agree 13 59.1% 29.5% 9 40.9% 45.0% 22 | 100.0% 34.4%
Group Total 44 68.8% 100.0% 20 31.3% 100.0% 64 100.0% 100.0%
Using TA Freephone 1-300 | Neutrai ‘ 2 100.0% 10.0% 2 100.0% 3.1%
service is a good pleasure | Agree 21 87.7% 47.7% 10 32.3% 50.0% 31 100.0% 48.4%
for your customers Strongly Agree 23 74.2% 52.3% 8 25.8% 40.0% 31 100.0% 48.4%
Group Total 44 68.8% 100.0% 20 31.3% 100.0% 64 100.0% 100.0%




Price

Price
) Kind of business Group Total
Manufacturing Service
Count Row % Col % Count Row % Col % Count Row % Col %
TA Fresphone 1-80C service rate is | Neutral 2 25.0% 4.5% 5] 75.0% 30.0% 8 100.0% 12.5%
reasonable price Agree 26 74.3% 59.1% g9 25.7% 45.0% 35 100.0% 54.7%
Strongly Agree 18 76.2% 36.4% 5 23.8% 25.0% 21 100.0% 32.8%
Group Total 44 68.8% 100.0% 20 31.3% 100.0% 64 100.0% 100.0%
Compare service fee:s and quality for| Neutral 8 81.5% 18.2% 5 38.5% 25.0% 13 100.0% 20.3%
TA Freephone 1-800 service Agree 26 88.4% 59.1% 12 31.6% 60.0% 38 | 100.0% 59.4%
acceptable to your need Strongly Agree 10 76.9% 22.7% 3 23.1% 15.0% 13 | 100.0% 20.3%
Group Total 44 68.8% 100.0% 20 31.3% 100.0% 64 100.0% 100.0%
At the price shown.| would consider | Neutral 14 56.7% 31.8% 7 33.3% 35.0% 21 100.0% 32.8%
use TA Freephone 1-800 service Agree 30 76.9% 68.2% 9 23.1% 45.0% 39 | 100.0% 60.9%
Strongly Agree 4 100.0% 20.0% 4 100.0% 6.3%
Group Total 44 68.8% 100.0% 20 31.3% 100.0% 64 100.0% 100.0%




Place

Place
Kind of business Group Total
Manufacturin Service '
Count Row % Col % Count Row % Col % Count Row % Col %

You prefer to apply i A Neutral 8 53.3% 18.2% 46.7% 35.0% 15 | 100.0% 23.4%
Freephone 1-800 service Agree 24 | 828% | 545% 172% | 25.0% 29 | 100.0% | 45.3%
through sales
representatives Strongly Agree 12 60.0% 27.3% 40.0% | 40.0% 20 | 100.0% 31.3%
Group Total 44 68.8% | 100.0% 20 31.3% | 100.0% 64 | 100.0% | 106.0%
You prefer to apply TA Strongly Disagree 2 100.0% 10.0% 2 100.0% 3.1% |
Freephone 1-800 service Disagree 4 100.0% 9.1% 4 100.0% 8.3%
through call center Neutral 40 69.0% 90.9% 18 31.0% | 90.0% 58 | 100.0% | 90.5%
Group Total 44 68.8% | 100.0% 20 31.3% | 100.0% 84 | 100.0% | 100.0%
If there is internet service to Strongly Disagree 1 100.0% 5.0% 1 100.0% 1.6%
apply this service, you prefer | Disagree 2 | 100.0% 4.5% 21 100.0% 3.1%
touseit Neutral 25 85.8% 56.8% 13 342% | 65.0% 38 | 100.0% | 59.4%

Agree 15 75.0% 34.1% 5 25.0% 25.0% 20 | 100.0% 31.3%

Strongly Agree 21 66.7% 4.5% 11 333% 5.0% 3| 100.0% 4.7% |
Group Total 44 68.8% | 100.0% 20 31.3% | 100.0% 64 | 100.0% | 100.0%




Promotion

Promotion
Kind of business Group Total
Manufacturing Service
Count Row % Col % Count Row % Col % Count Row % Col %

The Ad campaigns far 1A | Disagree 10 83.3% 22.7% 2 16.7% 10.0% 12 | 100.0% 18.3% |
Freephone 1-800 service | Neutral 19 65.5% 43.2% 10 34.5% 50.0% 29 | 100.0% 45,3%
are seem frequently Agree 13 65.0% | 29.5% 35.0% | 35.0% 20 | 100.0% | 31.3%

Strongly Agree 2 66.7% 4.5% 1 33.3% 5.0% 3| 100.0% 4.7%
Group Total 44 68.8% | 100.0% 20 31.3% | 100.0% 64 | 100.0% | 100.0%
There are various mecia Strongly Disagree 1 100.0% 5.0% 1 100.0% 1.5%
to provide the information | Disagree 26 78.5% 59.1% 8 23.5% 40.0% 34 i 100.0% 53.1%
about TA Freephon: Neutral 15 60.0% 34.1% 10 40.0% 50.0% 25 | 100.0% 39.1%
1:0li0.aendcn Agree 3 75.0% 65.8% 1] 25.0% 5.0% 4| 100.0% 6.3%
Group Total 44 68.8% | 100.0% 20 31.3% | .100.0% 64 | 100.0% | 100.0%
TA Freephone 1-809) Strongly Disagree 1] 100.0% 5 0% 1 100.0% 1.5%
service has various sales | Disagree 24 68.6% 54.5% 11 31.4% 55.0% 35 100.0% 54.7%
promotion Neutral 20 71.4% 45.5% 8 28.6% 40.0% 28 | 100.0% 43.3%
Group Total 44 68.8% | 100.0% 20 31.3% | 100.0% 84 | 100.0% | 100.0%




Physical Evidence

Physical Evidence

Kind of business Group Total
Manufacturin Service
Count Row % Col % Count Row % Col % Count Row % Col %

TA Freephone 1-800 service name Neutral 10 76.9% 22.7% 3 23.1% 15.0% 13 | 100.0% 20.3%
recognition influence your decisicn in Agree 27 69.2% 61.4% 12 30.8% 60.0% 39 | 100.0% 60.9%
using this service Strongly Agree 7| 583% | 15.9% 41.7% | 250% 12 | 100.0% | 18.8%
Group Total 44 68.8% | 100.0% 20 31.3% 100.0% 64 | 100.0% | 100.0%
There are many site references in TA Strongly Disagree 4 | 100.0% 20.0% 4 | 100.0% 6.3%
Freephone 1-800 se vice Disagree 71 100.0% 35.0% 7| 100.0% | 10.9%
Neutral g 50.0% 20.5% 9 50.0% 45.0% 18 | 100.0% 28.1%

Agree 25 100.0% 56.8% 25 100.0% 39.1%

Strongly-Agree 10 | 100.0% | 22.7% 10 | 100.0% | 15.5%

Group Total 44 68.8% | 100.0% 20 31.3% 100.0% 64 100.0% | 100.0%
SO 9002 recognition your decision in Disagree 4 | 100.0% 9.1% 4 | 100.0% 6.3%
using TA Freephone 1-800 service Neutral 10 | 71.4% | 22.7% 4 28.6% 20.0% 14 1 100.0% | 21.9%
Agree 20 86.7% 45.5% 10 33.3% 50.0% 30 | 100.0% 46.3%

Strongly Agree 10 62.5% 22.7% 6 37.5% 30.0% 16 | 100.0% 25.0%

44 68.8% | 100.0% 20 31.3% 100.0% 64 | 100.0% | 100.0%

Group Total




Process

Process
Kind of business Group Total
Manufacturing Service

; Count Row % Col % Count Row % Col % Count Row % Col %
To apply TA Freephone 1-800 service is | Disagree 15 83.3% 34.1% 3 16.7% 15.0% 18 100.0% 28.1%
complicated Neutral 29 64.4% 65.9% 16 35.6% 80.0% 45 100.0% 70.3%
Agree 1 100.0% 5.0% 1 100.0% 1.6%

roup Total 44 68.8% | 100.0% 20 31.3% | 100.0% 64 100.0% | 100.0%
TA Freephone 1-800) sarvice staffs give | Strongly Disagree 1 100.0% 5.0% 1 100.0% 1.6%
solution for you just in iime, when you Disagree 7 | 100.0% 35.0% 7 | 1000% | 10.9%
have a problems Neutral 22 | 84.7% | 50.0% 12 | 35.3% | 60.0% 34 | 100.0% | 53.1%
Agree 20 | 100.0% 45.5% 20 100.0% 31.3%

Strongly Agree

2 | 100.0% 4.5% 2 100.0% 3.1%
Group Total 44 68.8% | 100.0% 20 31.3% 100.0% 64 100.0% | 100.0%
When you need TA Freephone 1-800 Strongly Disagree 1 100.0% 5.0% 1 100.0% 1.6%
service information, cur staff provide for [Disagree 9 | 100.0% 45.0% 9 | 100.0% | 14.1%
you justin time Neutral 22 | 68.8% | 50.0% 10 31.3% 50.0% 32 | 100.0% | 50.0%
Agree 20 | 100.0% 45.5% 20 100.0% 31.3%

Strongly Agree 2 | 100.0% 4.5% 2 100.0% 3.1%

Group Total 44 68.8% | 100.0% 20 31.3% | 100.0% 64 | 100.0% ! 100.0%




People

People
Kind of business Group Total
Manufacturin Service
Count Row % Col % Count Row % Col % Count Row % Col %

Sale representatives Disagree 2 | 100.0% 10.0% 2 { 100.0% 3.1%
informing you about the Neutral 6 40.0% 13.6% 9 60.0% 45.0% 15 | 100.0% | 23.4%
information of TA Fraephone  Fagreq 31 795% | 70.5% 8 | 205% | 40.0% 39 | 100.0% | 60.9%
1-800 service Strongly Agree 71 87.5% | 15.9% T 125% | _50% 8 | 1000% | 12.5%
Group Total 44 68.8% | 100.0% 20 31.3% | 100.0% 64 | 100.0% | 100.0%
Sales representatives inform Strongly Disagree 2 | 100.0% 10.0% 2 100.0% 3.1%
enough information of TA Disagree 2 16.7% 4.5% 10 83.3% 50.0% 12 | 100.0% | 18.3%
Freephone 1-800 service Neutral 19 73.1% | 43.2% 7| 269% | 85.0% 26 | 100.0% | 40.5%

Agree 21 95.5% 47.7% 1 4.5% 50% 22 | 100.0% | 34.4%

Strongly Agree 2 100.0% 4.5% 2 100.0% 3.1%
Group Total 44 68.8% | 100.0% 20 31.3% .| 100.0% 64 | 100.0% | 100.0%
Sales representatives are Strongly Disagree 3 | 100.0% 15.0% 3 | 100.0% 4.7%
knowledgeable in TA Disagree 2 20.0% 4.5% 8 | 80:0% 40.0% 10 { 100.0% | 15.6%
Freephone 1-800 service Neutral 21 70.0% | 47.7% 9 | 30.0% | 450% 30 | 100.0% | 46.9%

Agree 19 100:0% 43.2% 19 | 100.0% | 29.7%

Strongly Agree 2 100.0% 4.5% 2 100.0% 3.1%
Group Total 44 68.8% | 100.0% 20 31.3% | 100.0% 64 | 100.0% | 100.0% |
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