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ABSTRACT

Fo sarvive in the fierce competition era of business. response to ripid
cc010 1ic, technological and social changes, computer technology will play a more
impcrant role in the business. Companies have to focus on technological 1ools to
increasing custorrer satisfaction and commitment. Hence, Customer service
departir ent plays a key role in keeping the customer aware of the arganization’s
prod act and service offer.

I'his thesis aims at stadying the customer service on the Internet by
detarmining the “actors in the service types important to customer expectztion and
custorer sarisfaction. with a view of incorporating the customer’s satisfaction
requiraments as dzsign guideline when developing and designing a more effeciive
infcrniation technology.

his thesis intend 10 wuide a decision making for Customer service on the
Internzt to aid in evaluating the appropriateness relative to customar servize in
busincs-es in Thailand. Use o1 this guideline will assist to select customer service

types. which are eppropriate to companies needs.



St. Gabriel's Library

TABLE OF CONTENTS

ACKINOWLEDGMENTS

ABMTERACT

LIST OF FIGURES

LIST OF TABLIES

CHAPTER

CHAPTER 1 INTRODUCTION

I

1.2

[.5

Introduction
3ackground of the thesis
Stateraent of proos.em
Objectives

Scope of the thesis

CHAPTER 2 LITERATURE REVIEW

2

-
i~y

‘ntroduction

Defimition of Customer Service

Defin tion of Customer Service on the Internet
3enefits of Customer Service on the Internet
Praciical Considerations for creating customer service
on the Internet

Tvpes of (,;uslon‘ er Service on the Internet
2.6.1 TAQ (Frequenty Asked Question)
2.6.2 E-mail (Electronic Mail)

2.6.3 Callback

2.6.4 Faxback

2.6.5 Textchat

1t

ii

vii

viii

3]

LI

6

9

10



2.6.6 VolP (Voice over Internet Protocol)

CHAPTER 3 METHODOLOGY
3.1 Document-Based Study
5.2 Exploratory Survey

.3 Data Analysis

'y

CHAPTER 4 DATA ANALYSIS

4.1 Custcmer Service :n Thailand

1.2 Types of Customer Service on the Internet
4.2.1 FAQ (Frequently Asked Question)
4.2.2 Z-mail (lEicetronic Mail)
4.2.3 Callback
4.2.4 -axback
4.2.5 Textchat

4.2.6 VoIP (Voice over Internet Protocol)

4.3 Criticel Factor for Customer Service in Thailand

4.3.1 Technical {actor

4.3.2 =conomical lactor
433 Support factor

4.3.4 3enelicial actor

1.4 Crivcel Success Factor (FAQ)

4.4.1 Technical factor

4.4.2 Economical factor
4.4.3 Support factor

4.4.4 Beneficial actor

18

8]
[\

3]
2

[N
FbN

26

40

40

41

41

47

47

49

51



1.5 Criticel Success I'actor (E-mail)
4.5.1 Tecanical factor
4.5.2 =conomical factor
4.5.3 Support fuctor
4.5.4 Beneflicial ‘actor
1.6 Criticel Success Factor (Callback)
4.6.1 Tecnnical factor
4.6.2 =conomical lactor
4.6.3 support Lactor
4.60.4 3eneficial actor
3.7 Criticel Success Factor (Faxback)
4.7.1 Tecanical factor
4.7.2 =conomical factor
4.7.3 Support factor
4.7.4 3enelicial actor
1.8 Critice! Success Fuctor (Textchat)
4.8.1 Technical factor
4.8.2 =conomical factor
4.8.3 sSupport {actor
4.8.4 3enchicial actor
1.9 Critical Success actor (VolP)
4.9.1 Technical factor
4.9.2 Economical factor
4.9.3 Support factor

4.9.4 3enelicial actor

80

88

90

91

100

100



4.10 Comparison in each service types
4.10.1 Comparison in Technical factor
4.10.2 Comparison in Economical factor

4.11 Comparison in Beneficial factor (Customer aspects)

CHAPTER 5 CONCLUSIONS AND RECOMMENDATIONS
5.1 Conclusions

5.2 Reconmumendations for further study

BIBIOGRAPHY

APPENDIX A: QUESTIONNAIRE
APPENDIX B: RESPONDENTS’ PROFILE
APPENDIX C: RECOMMENATIONS

APPENDIX D: CORRELATIONS FACTORS

Vi

150



[F1gu
Figi ¢
Figurc
Fign«
[Fig
Figu
Figu ¢
Fign ¢
Figu ¢
Figue
Figurce
Fign ¢

Fiausc

Fian ¢
Figu ¢

IRTURS

Figue
Figu ¢
Figu

Figu+

b5

4.0

<.

4.8

4.9

4.10

411

4.13

4.14

.15

4.16

.17

418

4.19

4.20

LIST OF FIGURES
Feasibility ol FAQ implementation
F owchart of FAQ
Feasibility of E-mail implementation
F owchart of E-mail
Feasibility of Callback implementation
I owehart of Callback
IFeasibility of Faxback implementation
F owchart of axback
Feasibility of Textchat irplementation
I owchart of Fextchat
Feasibility of Vol P iniplementation
Frowchart of VolP
Feasibility of network connection by implementing
leased line

Comparison of the increase in company image

Comparison of influence on purchase making decision

Comparison of reliability customer have on

interactive service

Comparison of the response time

Comparison of customer’s preference in information update
Comparison of difficulties in registration process

Comparison of difficulties to use the service

il

9%
(3]

s
[ )

N

(S
N

130



LIST OF TABLES

Table 4 1 Costof FAQ 50

Tablzxd 2 The level of increasing compary image trom FAQ service 52

Tabl: 43 The level of increasing compary image from FAQ service 52
by implementing the normalizazion nethed

Tabl: 4 4 The level of influence on respondents” decision makin 2 to 53
purchase a product from a company providing FAQ service

Tabl:d 2 The level of influence on respondents” decision making to 54
purchase a product {from a company providing FAQ service
by implementing the normalization methed

Tahl> 4 6 The level of frequency in updating information needed in 55
FAQ service

labl: 47 The level of frequeney m updating information needued i 50
FAQ service by implementing the normalizaton methed

Tabl:4 8 The level of difficulties in using FAQ service 56

Tabl2 49 The level of ditficulties in using FAQ service by 57
implementing the normalization method

Tabl: 410 Cost of F-mail 62

Tablxd 11 Usage cost of 1i-mail 62

Tablz < 12 The level of incrcasing companry image from -mail service 63

labl: 4 13 ‘The Tevel of increasing compary image from li-mail service 64
by implementing the normalizazion method

Tabl: 4 14 The level of influence on respondents” decision makinz o 65

purchase a product from a company providing E-mail service

Vil



Table 4.15

Table 4.16

Tabl:4.17

Table 4.18

Table 4.19

Table 4.20

Table 4.21

Table 4,22

Tabl: 4.23

Table 4.24

Table¢ 4.25

Table 426

Table 3.27

Table 4.28

The level of influence on respondents” decision making to
purchase a product from a company providing E-mail service
by implementing the normalization method

The level of respondents’ acceptable response time to receive
E-mail service

The level of preferred service hours for E-mail service

The level of preferred service hours for EE-mail service

by implementing the normalization method

The level of frequency in updating information needed i
l-mail service

The level of frequency in updating information needed in
E-mail service by implementing the normalization method
The level of difficulties in using E-mail service

The level of difficulties in using E-mail service

by implementing the normalization method

Cost of Callback

Usage cost of Callback

67

67

68

69

69

70

74

75

The level of increasing company image from Callback service 76

The level of inereasing company image from Callback service 77

by implementing the normalization method

The level of influence on respondents’ decision making to

77

purchase a product from a company providing Callback service

The level of influence on respondents’ decision making to

78

purchase a product from a company providing Callback service

by implementing the normalization method



Tablz 4.29

Tablz4 30

Tabl:4 31

Tablz 432

Tabl: 4 33

Tablz 4 353

[ahl: 4 36
Tabl: d 37

Table 4.38

Tablz 439

=3
<y

4 49

Tabl: 4 41

Tabl:4 42

Tabl: 4 43

The level of reliability respond=nts have on interactive 79
service in (Callback

The level of reliability respondents have on interactive 79
service in Callback by implementing the normalizatior method
The level of respondents™ acceptable response time to 80
receive Callback service

The level of preferred service hours for Callback service 81
The level of preferred service hours for Callback service 81
by implementing the normalizazion method

The level of frequency in updating information needed ir: 82

A}
Callback service

(V'S)

The level of frequency in updating information needed in 8

Callback service by implementing the normalization method

The level of difficulties in registration process (o ask for 83
Callback scrvice

The level of ditficulties infcgistralion process 1o ask for 84
Callback service by implementing the normalization niethod

The level of difficulties in using Callback service 84
The level of diftficulties in using Callback service 84
by implementing the normalizaadon method

Cost of Faxback 89
Usage cost of Faxback 90

The level of increasing company image from Faxback service 91
The level of ncreasing compary image from Faxback service 92

by implementing the normalization method



Tabl: 4 44

Tabl: 4 45

Tabl: 4 46

Tabl: 4 47

Tablz 4 43

Tablz 4 49

Tabl: 4.20

Tabl: 4 51

Tabl:

™
=
i
i

o
=3
[
.
s
th
[}

Tabl:d 2

7
-a

Tabhl:z ¢

Sy
wh
n

Table 4 24

Tabl:4 37

-

The level of intluence on respondents” decision makin 2 to 93
purchase a product from a company providing Faxback service
The level of influence on respondents” decision making to 93
purchase a product from a company providing Faxbeck service

by implementing the normalization method

The level of respondents” acceptable response time to eceive 94
Faxback service

The level of preferred service hours for Faxback service 95
The level of preferred service hours for Fasback service 93
by implementing the normalization method

The level of frequency in updating information needed in 96
Faxback service

The level of frequency in updating information nceded in 97
Faxback service by impiementing the normalization method

The level of difficulties in registration process to ask for 97
Faxback service

The level of ditficulties in registration process to ask for 98
FFaxback service by implementiag the normalization method

The level of difficulties in using Faxback <ervice 98
The level of difficulties in using Faxback service 98
by implementing the normalization meathod

Cost of Textchat 101
Usage cost of Textchat 102

The level of increasing compary image from Textchat service 103

X



Tablz 4 53

Tabl: 4 39

Tablz 4 60

Tabl: 4 61

Tabl: 4 62

Tablz 4 63

o

Tabl: 4 64

Table 4 63

Tabl2 4 66

Tabl:4 67

Tabl: 4 63

Table 4 64

Tabl: 4 70

The level of increasing compary image from Textehat service 103
by implementing the normalization me2thod

The level of influence on respondents” decision mak na to 104
purchase a product from a company providing Textchit service
The level of influence on respondents” decision makin to 105
purchase a product from a company providing Textchit service

by implementing the normalizazion mi2thed

The level of reliability respondents have on nuerective service 103
in Textchat

The level of reliability respondents have en interecuve service 106
in Textchat by implementing the normalization methoc

The level of respondents’ acceptable response time o “eceive 107
Textcha: service

The level of preferred service hours for Textchat service 107
The level of preferred service hours for Textchat service 107
by implementing the normalization method

The levei of frequency in updating information needed in 109
Textehar service

The level of frequency in updating information needed in 109
Textehat service by implementing the norrmalizaton nethod

The level of difficulties in registration process to ask for 110
Texichar service

The level of difficulties in registration process 1o ask for 111
Textehar service by implementing the normalizaton o zthod

The level of difficulties in using Textchat service 111

X



Tavl: 4 71

Tabl:4.71

Tablz4 75

Tabl>d 75

Tablzd 77

Tabl> 4 73

Table 479

Tabl: 4 80

Tablz 4 &1

Tabl: 4 82

Table 4 83

labl: 4 84

The level of difticulties in using Textchat service

by implementing the normalization mathod

Cost ot volP

Usage cost of VolP

The level of increasing company image from VolP service
The level of increasing company image from VolP service
by implementing the normalization method

The level of influence on respondents™ decision makin: to

purchase a product from a company providing Vol scrvice

The level of influence on respondents decision mak 2 1o

purchase a product from a company providing VoIl scrvice

by implementing the normalization method

The level of reliability respondents have on interactive
service m VolP

The level of reliability respondents have on interactive
service 1in Voll” by impleménling the normalization mcthod
The level of respondents™ acceptable tesponse time o
receive VolP service

The level of preferred service hours for VolP service
The level of preferred service hours for VolP service
by implementing the normalization miethod

The level of frequency in updating information needed
in VolP service

The level of frequency i updating information nceded

11 VoIP se¢vice by implementing the normalization method

xili

119

120

120

2
|8



Tablz 4 83

Tabl: 4 83

Tabl: 4 &7

Tabl> 4 83

Tabl:d 89

Tabl: 4 90

Tabl:4 91

Tablz 4 92

Tabl2 4 63

Tabl: 4 64

Tabl2 4 93

Tablz 4.96

Tabl: 4 97

P

Tabl: 4 93
Table 4 69

Tablz 4 100

The level of difficulties in registration process to ask for
VoIP service

The level of difticulties in registration process to ask for
VolP service by implementing the normalization method
The level of ditticulties in using VolP service
The level of difticulties in using VolIP service by
implementing the normalization method

The level of respondents™ acceptable testing multimed:a
tools belore receiving VolP service

The level of respondents” acceptable testing multimed:a
tools betfore receiving VolP service by implementing 1he
nermalization method

Comparicon in each service types

Comparicon in technical factor

Comparicon in economical factor

Comparison in beneficial factor

Statistics o1 the increase in company image associatcd

with types of service

Statistics ol service influence on purchase making dec sion
Statistics ol reliability customer have on interactive service
for partic dlar service

Statistics ol acceptable response time for particular services
Statistics of preferable service hours ¢n particular services
Statistics of customer’s preference in ‘nformation update

for partic alar service

X

123

..__
02
i~J

138



Tab e ¢. 101 Startistics of difficulties in registration process 139
for partic alar services
Tab.¢ «. 102 Stauistics of difficulties to use tor a particular services 140

Tao ¢ D-1 Respondents™ Profile

XV



CHAPTER 1

INTRODUCTION

Introduction

There is nothing more difficult to take in hand, ln(‘;.re perilous to conduct. or
more uncertain in its success, than to take the lead in the introduction of a new
order of things.

This statement drives home some fundamental points that are irportant 10
the operating success of an organization in a new business environment. which is
niore global, open, competitive and dynamic within a more open and volatile
geopolitical order. To sueceed in this environment and organization necds to be
more oper networked and information based. This calls for new goals for
informaticn technology to be more open to both the users and the customers in an
open. networked and interactive system,

And right now the World Wide Web coming. the Internet was going to
¢range the way we communicate with clients and trading partners. Analysts
predict. however, that in the coming years many companies will shift significant

portions of their existing telephone customer support to the Web.

llackground of the thesis

Currently. customer service has been developing till it becomes a self-profit
canter for many businesses. Most of businesses turn to customer service in order to
increase business efficiency and productivity. which allows companies to react to
cuastomer’s demands more accurately and confidently than what they had before.
This is the major reason that makes customer services a major force in relationship

¢ahancement between customers and sellers. There are many types of customer



services e be considered in each environment depending on the key factors and
pes of services,

More demanding customers are requiring higher levels of service. the
increased importance of customer service (in part due to ¢ .mpetitors seeing service
as a competitive weapon to differentiate themselves); and the need (o build closer
ard. more enduring relationships with customers. Customer service revolution will
aso benefit from increased employee productivity. customer satistaction. revenue
opportunities and market competitiveness.

Presently, the number of Internet users in the Asian-Pacific, excluding
Lapan. is recorded at 13 million last year - a jumps of over 30% trom 1997. This
number is expected to increase to 17 million Internet users by the end of 1999 and
it will reach 57 million by 2003. (Based o International Data Corporation (IDC)
figures). [20] The trend ot using the Internet is dramatically increasing. Hence. only
businesses that can fulfill the customer service role will gain more advantages and
business opportunities than the competitors. In order to position yourself as a
market leader during the coming decade. business must provide best-in-class
castomer service solutions. Companies must keep investing in technology to
improve their compettiveness. [t also must look {or opportunities to leverage the

Internet in order to streamiine its operations and make business mo-e proactive.

3 Statement of Problem
Nowadays, customer service department is considered as one of top-rank
depariments in an organization. The customer service on Interne. 1s gradually becoming

important for business operators especially whose businesses basically rely on Internet.



As aresult of my study and inquiry. we find that there are only a few options for
customer services on Internet in Thailand i.e. E-mail and FAQ. These existing services are
not suttivient to support the skyvrocket demand in the country. Furthermore. these services
cannot create bettzr image and uniqueness for the organizations. .n ¢ther words, they don’t

bring any new information technologies to the market including end users.

In other countries, there are wide varieties of customer service on Internet such as
callbac . faxback. textehat. VolP. ete. The situation is much different in Thailand. The
organ zéaions have not yet awared of its advantages and importance. and lack knowledge
of these echnologies. People understand that telephone call. which is already adequate for
the demiend. 1s the only efficient customer service device. Another problera is they cannot
define the wechnologies that best suit their needs because they rely too nuich on the
outconie from other countries. In fact. the non-performing technologies i other countries

do now mean they are il performed in Thailand. and vice versa. depending on the different

cavirorments.

I erice. this studv can make a better understanding in customer services on Internet
and case the deeision making on choices of technology to Thai users. Furtnermore, this is
also wcevice for cost and time saving for organization in the initial stage of their

develaprent to professional customer services.

4« l‘bjcctivc_{j

This study evaluates the extent to which customer service wypes is used and the

benefits taives to business, this study attempts:

(%)



1. To detzrmine the basic customer service on the Internet types that are important
to the susiness in Thailand

2. lo purpose the varies customer service on the Internet tvpes thet are important
(o customer satistaction

3. To develop critical factors tor guiding customer service on the Internet

4. To develop a guideline for business to choose type of customer service on the

Internet

Scope of thesis

—
'H

IFor this study on the customer service on the Internet types expected by customers
and their importance to customer satisfaction, as well as the critical factor for determine
the cus emer service tvpes, the thesis is delimited to:

. The customer service types: the major services to be s.udied within Internet are:

1.1 L-mail
1.2 Frequently Asked Question (FAQ)
1.3 Callback
1.4 Iexback
[.5 Textehat
1.6 V‘oicc Over Internet Protocol (VolP)
2o The eritical factors in the determining customer services types should be
considered in
21 Techmical Factor
- Ease of implementation and Maintenance
That 1s included in the hardware. software, multimedia. and

implementation



]

2.2 Economical Factor
- Setup cost
- Usage cost

2.3 Support Factor

Service areas

- Number of customer

2.4 Beneficial Factor

2.4.1 Customer satistaction

Reliability

Time

Information updating

Comfortable

o
L
[RS]

Business satisfaction

- Difterence from competitors

- Increase in channel of distributions

The study is based on Thai's behavior and Thai’s paper

The sample population that has 150 sets and continuous transactions with any
specific sample in the one who often gets the information by the Internet and
well-known in the Internet

The method for decision making to select the customer service 1ypes

N

.1 Analvze Needs & Consideration for each types of customer service on the
Internet

5.2 Es.ablish Critical Factors for customer service on the internet selection

‘N

.3 Guideline for each customer service on the Internet to develop them in

Thailand



CHAPTER 2

LITERATURE REVIEW

21 Introduction

The Internet has garnered a great deal of hype and media attention in the past two
vears. Scme ol it 1as been alarmist and some of it has been utopian. But the descriptions of
the Internet as a whole new way to communication that will change the way to do business
have been right on the money.

It would be a crime to 1gnore a new way to communicate with the customers. Even
0. mott companies are building World Wide Web sites in order to communicate to their
customers instead of with them. The majority of Web sites are created to provide an
ul«:cmmiﬁ brochure. essentially the Internet version of a sales pitch, a sort of anline
iclevisio ad. People can get the specific information they re interested in, but here is a
Hitle thought given two-way communication.[15]

The Internet offers a whole new way to establish rapport with customers.
Answering customer questions. solving their problems. and selling them additional
products can now be computerized.

in tnda;v'.g companies. the most channels for customer service is the phone and also
have onlv 2 few options for customer service on the Internet i.e. E-mail and FAQ. And
ahile customer service on the Internet are necessary and will continue to be an expected
channe: of communication. a great number of those requests can be better handled with

~other customer service types. Customer service on the Internet no only increases

efficier ey and save money, it's often a better way to serve vour customers.

[e))



2.2 Definition of Customer Service

» Customer Service may be defined as responding to the needs and problems of the
¢astomer. In situations where products are similar. the level of customer service
provided by a company and its sales force may be the decisive issue. In addition,
¢astomer service is likely to be the key in developing long-term customer
relationships. {17]

» Customer Service is being available to all answer all questions is an admirable
pailosophy for any business. and objective entrepreneurs should strive to achieve.
[ 0]

o C ustomer Service is about being there when the customer wants something, needs
something. or just wants to gripe about something. Being there means staffing the
paones. answering the mail, and populating the front counter. Being there can also
mean an eiectronic presence, a computer that can answer questions. take requests,
schedule shipments and provide sophisticated solutions to customer problems

twenty-four hours a day. [18]

( ustomer service continues to require an ever-increasing investment. As products
become more complex and perforiance expectations increase. indus:ry must allocate more
resourees (o pm\;ide customer satisfaction. Equipment must operate with a high degree of
rehian L uvsand had and soft technologies must be blended to meet the customer’s
reguire nents. Customer understanding of the product is probably the single most important
Jaclor 13 maintaining a satisfactory relationship, and this implies *hat the customer must
understand the limitations of the product. Educating the customer requires using of
technology: whether the education is delivered through some technical means or by word

ol moutt. hard technology is involved. Soft technology relates to the process by which the



customzr is ed acated and how the organization can determine whether the learning
exper ¢ne was sufficient w allow the customer to take advantage of the nroduct benefits.

Very uw experiences in life are more frustrating than receiving a piece of equipment and
not boing able to make use of it because of a minor flaw in the system.[7]
There are other processed in customer service that require clear delineatior:.
l Managing the buver/seller relationship after delivery

2 Keeping the customer informed if, as, and when problems occur

Working with the customer 1o optimize benefits to the business

)

4. Providing feedback on performance and customer attitude after mstallation
3 Chserving operations to determine future product needs
0. (“bserving customer needs and desires

2.3 Customer Service on the Internet

On the o her hand. we can call the customer service on the Internet (¢

* Vieb-based customer service that gives limited access to web users outside the
company via the Intemet. It can deliver information products Lo customer on
d:mand and provide powerful visually-driven interactive customer assistance. |5]

° Veb-based customer service that companies provide an end-to-end solution for
oine cusiomcr service. | 14] Web center that gives your customer i choice of how
they would most prefer o interact with the company. Customer can choose self-
holp: FAQ. automated e-mail response, or live. web-based interaction with a
company representative. If none of these channels prove «atisfactorv. customers can
swchedule a time for a phone callback. When the agent calls. the customer and agent
can share in a browser sync session while talking together on the phone. If al] else

fuils. the customer can still use the traditional call center. and a record of their Web



session can be delivered to the agent along with the incoming call. These options
o leaw customers to select the communication channel that best works for them and

¢courages reliance on less expensive web-based technologies.

Benefits of Customer Service on the Internet

‘The Internet and commercial online services can help business build relationships

with cestomers by ereating enline support center that answer people’s question. Companies

than respomd 1o customer’s queries quickly can build lovaly that lasts for a ifetime

3y crect ng g customer service. the compantes can benefit from: [12]

Increased loyalty from customers: Consumers who are get technical support quickly
wili remain happy and might see no reason to switch products.

Reduced raturns from customers who experience problems: Consumers who can't
et support quickly can become frustrated with your proaact and return 1t for a
refund.

Reduced bad word of mouth: studies have shown that happy customers tell three
fiiends. while ushappy customers tell eleven! One way to reduce bad word of
moth is to have good customer support that helps dissatisticd customers before
they unleash a torrent of 11l will.

[aster reshonso 1o customer questions: Some companies with small support staffs
ae overburdened and can't respond to customer’s questions in a timely manner. By
wsing frequently asked questions or faxback. they could answer people's questions
fuster. With the use of libraries of stored text files. customers might be able to find
what they need without speaking to a support rep. Or using of voice over Internet
p olocol. Customers can be able to talk with the support reps at once after

companies closed.
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Lower support costs: Customers can find information that addresses frequently
asked questions. Service reps won't have to return expensive phone calls. Toll-free
pacne numbcrs won't be used as much. Question can be c~swered in a batch, thus
making more efficient use of service reps. Questions can be dzlegated effectively to
p2ople who have the right degreé of skill to answer.

Matket research: Customer complaints about certain features might lead to
dovelopment of new products or features. thus aiding research and development.
Profit Center: If support centers generates a significant amourit of traffic, company
might actually make money from the arrangement contracted with the commercial

o1line service.

Practical Considerations for creating customer service on the Internet

There are several questions that online marketers should address in creating a plan

0 ¢reate an online customer service:

Cnline services: Which online service should be used? Maﬁy hardware and
software companies have customer servi;:e centers on each major online service
bzcause their customers use only one service. Plan to do the same. This might add
to your costs. but you will guarantee a wider area of coverage for your customers
a1d create more opportunities for positive interactions between the consumer and
the company. Associations and companies that are not in the computar business
might limit their online participation to one major system. This choice can be used
which online service offers them the best terms, or which service is currently used
b most of its members.

Manpower: The support center will need to be staffed by competent professionals

who not only know the ins and out of the product but can build rapport with people

10
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oaline. This is important as people who call support centers are frequently angry
aad frustrated because they can not get the product to work properly. Consequently,
their messages might be caustic. Support staffers must be able to deal with the
situation by diffusing the anger, solving the problem and building bridges to
positive communications with the consumer. The company can not afford to have
0ae angry customer teli his experiences to thousands of peoplz online.

Content: Online libraries can store a grate deal of technical information. Having
consunters find this information by themselves can help the company save a grate
dzal of time and expense. This can be accomplished by carefully organizing the
information by the appropriate classifications. For example, a sofiware company
can have these file folders: product. installation, usage, printing, upgrade, common
erors, error codes explained, how do I accomplish task x? and many others.
Material can be cross-referenced. The material should be hyperlinked so that
consumer can jump from one area to another with ease.

Cost: The budget for an online support center will vary by company. While
planning the budget, don’t think of 1t as abdrain on expenses. Instead, think of it as a
wav 1o save morney by unburdening other forms of support-teJephone. mail and fax.
Also, think of the benefit in positive customer relations. Finally, create ways to turn
the support center into a profit center by encouraging messages that create sales
opportunities for new product versions, complementary products ard long-term

support and training contracts for large companies.

Types of Customer Services on the Internet

There are many Information Technology types, which used for supporting the

customer service. In this study, I study in the 6 types as follow:

11
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Frequently asked questions (FAQ)

FAQ should be very straightforward because customer service people deal in
ficquently asked questions for a living. The companies ki ow which questions are
asked most often and also know the answers. FAQ can help the customer get a
bztter feel for faster answers. FAQ must be easy to find on the site and easy to read
like all of he web documents. FAQ must be easy to navigate which customers don't
spend their time looking. [18]

FAQ) is the most helpful resource on a Web site. The most common questions and
their answers are collected and made available for electronic retrieval. At any time
of the day or night. frony anywhere around the world, customers and would-be

¢ Istomers can find solutions to the problems they are facing at that very moment.

[ 9
Advantage

o Easy to implement the system to the existing system

0 Easy for customer to use the service

o Requires no additional system to éupport the service

o Fast accessibility to the service

o Caa serve some common questions from customer with out additional costs.

L'iyadvant age

o Requires periodic update the service

o Non interaction to customer

o Inflexible service to customer

) Low customer sa,tisfaétion

. Ineffective solution to customer service



2.5.2

E-mail

Flectronic mail allows a computer user to type a message and sends it to another
computer, The message arrives in seconds, and the recipient van edit and send it back.
An e-mail message can be sent to multiple individuals. It can be electronically stored
o printed. It takes the art of written communications and accelerates it to the speed of
ligt. [19]

- is akey communications application of the Information Age. It enables people
o Tail-enabled applications to excharge revisable multimedia information. workflow,
and clectronic data interchange transactions. This exchange can occur with anyone,
antime. anywhere with speed. ease-of-use, intelligence, and security and at a low
cosi |3]

--mal. is the most universal application on the Internet and commercial online
sectems, I is the tirst online tool people use and. for many. the only tool they will ever
s [12]

clectronie mail allows muitiple-access communication delivered exclusively on a
computer aetaork. With E-mail, a person ‘can send letters to anyone connected to the
sectem. When a message is sent. it enters an individual’s “mail-box” The receiver,
whe conneced to the network. is notified that he has mail. The recciver can then read
ihe meil. send a reply. edit the mail. or forward the letter to another persor. [21]

Addveniage

o The ahility to send and receive messages very quickly.

» The ability to conduct paperless communication.

" The ability to communicate to millions of people, worldwide.
» The ability to work with others on the same task.

13
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® The ability to connect to the network from any location that has a telephone
line (using a portable computer and a modem). Recently, it became possible to

connect to the networks with wireless technologies. -

" The ability to send messages to many users in a very short tirae.

» The ability to trace any correspondence (who sent, to whom, when, and soon)

» The ability to rapidly access information stored in databases from many
locations.

Liicduantage

® The inability to conduct fact-to-face communication.

» Most E-mails are not very user friendly.

* It 1s necessary to know how to type.

> [t may involve problems of confidentiality and privacy.

A3 Cellback
[t is the kind of services that look like the voice messaging but it's different in the case
f the ¢astomers want companies to call back them for more information's or the customer
wven't haz a multiniedia applications to talk with the support reps while online over the
nlemet.
When petential customers visit the Web site and want to talk to a live person. they
c:ick on the Iastant Call button. A form personalized with the company graphic
appears, and customer is prompted to enter their name, email address and the phone
namber at wkich they would like to be called back. The customer then clicks the "Call

Me Now" button (customers also have the option to request a call later--from one

14
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minute to 24 hours--should they be unable to receive calls while connected to the
Intarnet).[23]

. When the person browsing your site decides to make a call. he/she clicks on a Call me
b xton. This takes the browser to a call request form, where the user is prompted for a
t¢lephone number. When the user submits this form, your web site posts a request to
ihe "WebCallback web site containing your company’s account iclentification and the
pone number of the browsing party.[9]

Advamage

o Increzse impulse buying

® Helps answer questions about products or services

o Reduce concern about credit card use

U Gives customers  the personal touch™

w Helps customers nzvigate web sites easily
o Directs customer calls to specific people or departments
|

l o Provides aceéss to customers worldwide

Livedvantage

i: @ Increase expenditure in the case of hiring the operator for supporting customer
online
* Requires additional system to handle this service which means increasing of
expenditure

‘.6.4 Faxhack

It is the interactive telecommunications service that would allow the customers to

nterrogate oz at the least, simply request) any of several thousand documents that the

15



“companies had in the information base. The customers could receive the information on their
!

-~ fax machines anywhere in the world. at any time. In essence, the millions of fax machines in

the world would be transformed into remote printers.

Allows a surfer to fax a web page from any browser. Allows companies to provide Fax
on dermand service from the web or telephone, Pages to be faxed can be loaded easily
by non-programmers Web site owners can provide free fax on demand of any page on
Jheir domain by adding a link to Autofaxback with the sentence “ Fax our pages for
rree” the surfer is required to copy and paste the URL of the page and enter the
destination fax number. [22]

Visi.ors simply select documents from your web site that they wish to receive via fax.
The Web page Fax collects information like fax number, contact name and requested

documents and submits the data to the fax server by immediate delivery. [6]

Advamage

® Increzsecustomer service with low additional costs

o Reduce long distance call costs since fax is being used

® No additional expenditure require;d for the hiring of-eperator

" Information can be prépared before deliver to customer so the correction can be

checkad first

0 Increese customer service channel
Do dvantage

» One v-ay communication can cause customer fear of 1o respond

* Time consuming process to prepare the document compare with call back

16
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Tex: chat

More recently. businesses have begun to embrace chat for use in customer service,
virtt al business meetings, and other applications. In the san:: year Web-based chat
software hit its stride, and now many sites offer chat communities and exclusive site
serv ces or as enhancements to other content. [24]

It is the services that Internet browser who do not have multimedia PCs and wish to
remain connected to the Internet while communicating with a customer service
representatives, now have the option to request an Internet Text Char session. When
using the Text Chat button, the text chat window will appear. Once the request has
heer popped to the representative’s screen, the chat'session is automatically initiated.
| '] Additional features.would be helpful, like sharing files and v:iewing the same
documents at the same time: something like an electronic whiteboard.

Cha ting can range from one-on-one conversation to a group conference. Depending
on the E-mail software, the chatting format may differ. Users might each be given
iheit own windows: where whatever they type appears immediately to all participants.
Cther chats read like a play script: once a berson types a line, it eppears on the screen

peczded by his or her name: [&]

Advuniage

o No more multimedia PCs required

» More suitable in the business that is using the technical word, referable data

o Better image for supporting interactive customer service

» Being completely accessible. Web-sites never close. People can communicate

with an online operator 24 hours a day, 7 days a week
» Reduce number of incomihg telephone calls to the office

» No workload because the companies can immediately connected.

17



° Comfortable, people can now contact sales reps immediately. Most feel that it
is an inconvenience when at home on a phone-line connection, to disconnect

from the internet to contact a traditional call center

> Typing is more complicate than talking
» Increese expenditure in the case of hiring the operator for supporting customer
on'ine

Veice Over Internet Protoecol (V OlP‘)
It is the branc new computer technology. The enterprise world has a growing interest
e his technology<it will be a while before it is implemente ' o a-widespread basis.
113]
'{'Internet browser want to speak to a live customer service representatives while
meintaining continue their Internet connection. Any Web browser with a properly
configured workstation'can now use Voice Over Internet Protocol (VOIP) to
communicate with agents and continue to-use the internet to receive information from
the e gent dur ng the call browser can submit a direct call request using their
nltimedia PCs and the software which is support to activate an Internet-originated
iclephone call. Business can use Voice over Internet Protocol to take advantage of the
ex:is ing call center infrastructure to voice-enable the Website. This combination

4
enatles a cus:omer, with a single phone line Web connection. to speak to a business
representative without terminating the internal connection.[1]
The customer can talk to the agent while they are online on the Internet, simply by

puasting a button of their screen. The agent can pull up the same screen the customer is

18



having trouble with and walk them through the process, all without ever losing their

connection. [16]

Advaniage

Better image for supporting interactive customer service

Being completely accessible. Websites never closes. Pcople can communicate
with an online operator 24 hours a day, 7‘days a week

Comfortable, people can now contact sales reps immediately. Most feel that it
is an inconvenience when at home on a phone-line connection, to disconnect
from the internet to conzact a traditional call center

Nc¢ workload because the companies can immediately connected.

Reduce number of incoming telephone calls to the office

Liicd anlage

[ncreese expenditure in the case of hiring the operator for supporting customer
on.ine

Low cuality of service since the IP network does not support the type of
service.

Requires additional software need to handle this service.
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f CHAPTER 3

" METHODOLOGY

in tkis thesis, a method was done using three methods (Basically, three methods are

|
employed to find out facts and findings, which are: document-based study, exploratory

|
‘st vey. and data analysis. In and attempt to find out all possible customer service types for
|

being the Hart of the business in Thailand.

3.1 Document-based Study
This process is conducted to.identify the characteristic of customer service types and
thair pros and cons of each service. This method will allow findings the characteristic of

4
oLstomer service types for business in Thailand.

32 Exploratory Survey

3.2.1 Individual and focus group survey:

In the case of respondents who chose to answer the questionnaire, they are the

3.2.2  Questionnaire Survey

A close-ended questionnaire structured, as performance ettributes based on the
"stomer satisfactior: as expounded will be the sole survey instrument used as the 150
crformence attributes. The completed questionnaire is presented in Appendix A.

The questionnaire is designed by using Likert Type Format. [11]

20
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: : 3.2 Data Analysis

Analyzed data will be used to propose alternatives on how different we can utilize
customer services types in Thailand. An organization can use the final result of this study as a

decision tool to appropriately select customer service types.
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CHAPTER 4

DATA ANALYSIS

4.1 Customer Service in Thailand

Nowadays, customer service starts taking more important roles in doing
business in Thailend according to the increase in “Call Center” implementation. In
addition. companies that already implemented call center keep developing their
svsterns -0 enhance their capabilities and effectiveness to serve their customers better.
However, call certer currently implemented offers a limited type of services such as
IVR (interactive voice response), Fax-on-demand (FOD), Voice messaging, Auto
Dialer ard Internet-based services which are FAQ, and E-mail.

Call center service offered today is mostly provided by big organization. For
instancz. Banks. ISPs. Telecommunicétions, Mobile phone companies, anc some
governnent organizations.

Now. the number of [nternet users inThailand is increasing everyday; therefore.
itis a good prospect for a company to provide Internet-based service support. To
provide the Internet-based service support, the company can increase its customer
loyalty. build relationship with customers and be competitive in the business industry.
By implementing these services, the company needs to take several factors into
account, for example, the number of customers using the Internet, the amount of
transac:ion in a day, the amount of incoming e-mails, products and services, cost of
service implementation, ease of service implementation, advantages in providing
service. together with the area in providing service. The company will use these factors
to analyze and meke the decision if it should implement the service.

In next several years, business in every industry will eventually recognize the

importarce of providing service through the Internet since the sales, shopping and
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service activities has dramatically been shifted to on-line, so called e-business or e-
service.

At the moment, some companies realizing the importance of Internst-based
service support have started implementing services. These services are proved to play a
vital role for business in the new millenium since the company that has its website can

simultanzously provide Internet- based service support.

4.2 Tvpes of Customer Service on the Internet

Cienerally. the process of customer service on the Internet is compurter-to-
compuie- basis in which custorners can immediately ask for service. For examples,
FAQ service is a kind of service that a customer will use his or her computer to get
questions and answers from the information in the company’s computer. However, E-
mail. Faxback and Callback are the services that need to wait for response from
customnar support representatives. Meanwhile, customers can get immediatz service
irom corpanies i terms of textchat and VolP services. And the key is that all of these
services are basically done via the Internet. ComApanies can answer their customers’
questions by answering in the form of different services through the Internct and
telephonz line. Therefore. it is obvious that the Internet technology has critically tuken
an important role in doing business; including sales through on-line shopping,

market' ng, advertisement, and ¢ven customer service.
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4.2.1 FAQ ( Frequently Asked Question )

|
[" — Modern il
PR wvettl 4
——— Business Hos:
Clustomer
lfigure 4.1 Feasibility of FAQ implementation
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Business Host

1 E|Jl

T

Customer

Figure 4.2 Flowchart of FAQ
IFAQ {Frequently asked questions) is one of the most universal app’ications for

customey service on the Internet. Customers can access to the company's website

anich w i provide questions ard answers for customers to simply read and understand
it General y. taese questions and answers will be the frequently asked questions,
which w Il be generic and easy to understand for a customer’s self-reading. This

service js considered the most basic Internet-based service support and companies that

have their own website should provide this service to their customers.

To get FAQ service, customers just simply connect to the Internet and go to the

company website and then click the pointer on the FAQ feature. Customers will see a

set of quastions and answers posted in the website one by one. Or the company might
post all tae questions together and lat customers click on the question customers want

iosee e znswer and this will link customers to see the answer of that particular

Juestion
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To implement the FAQ service, the company does not need to have additonal
specific soltware or multimedia tools. Basically. most of the web-developing softwares
provide this feature and are capable of linking in the webpage. Therefore, the FAQ
service 15 simply a webpage in the company website that provides a set of uesitons
and answers for customers to read them.

According to the FAQ usage, we see that FAQ is very helpful for businesses to
reduce the number of incoming phone calls, e-mails from customers sent in to ask for
service A\t the same time. customer service department can avoid answering same
questiorns frox a number of customers. By employing FAQ service, customers can
‘ind ou: ~he answers themselves, so companies do not need to hire more customer
support tepresentatives to take care of customers. Most of the tasks of FAQ service
will o2 gonerally information update. Therefore, companies can save their budgets or
cost on caltback, raxback to an extent. Since some questions asked by customers are
not wo tecanical or difficult to understand. FAQ service is the most fit service to be
served ir this case.

There is no additional cost to implement.ing FAQ service except the cost of
updat:rg the information on questions and answers on the web. To improve FAQ

“service the company can use e-mails sent by customers asking questions to modify
FAQ dages. How;:ver. providing FAQ service will not really help create the company
mage «ince it is cffered by almost every company that has its own website.

IFAQ service can serve multiple customers which could be thousands or more
than that at the same time. This will depend on the size of the company’s network
infras ructure. However, the major problem of FAQ service is the mismatch between
questions a customer has and questions provided in FAQ or unclear answe:s. So, this is

the important issue that customer service needs to take into consideration.
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Strengths

L.

Easy to implement and maintain

2. Be able to support multiple customers at the same time

3. No implementation costs and ongoing costs

4. FEasy for customer to use the service

5. TFast accessibility to the service

6. No additional multimedia application to support this service
7. No additional software to handle this service

Weaknesses

1. Require periodic information update

2. Non-interactive communication to customers

3. Inflexible service for customers because of limited information posted
4. Low cistomer saiistaction

No differentiation from competitors

4.2.2 £-nail (Electronic mail)

Customer

Modem E

Business

Internet

Customear E-rnail Host Business E-mail Host

Figure 4.3 Feasibility of E-mail implementation
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Customer Business

Figure 4.4 Flowchart of E-mail

I-mail is another Internet-based service support that is mostly used today. E-
mail is simply similar to the regular mail sent to the post office but it is instead sent to
Interne: c-mail host which will take only seconds for a recipient to receive it. In
addition. the recipient can edit ¢-mail received and send it back to the sender easily.

Arnother good thing of ¢=mail is the companies can even e-mail the files in other
‘ormate, for example.binary files-software. graphics, data, text,animation, speed
qwusic, o video —as you like. To their customers.

The key process of e-mail is just e-mail account. Users (senders and receivers)
need to get e-niail accbunts which represent their addresses. According to a survey,
some big companies that have their own websites in Thailand will‘have customer
support represtatives to answer all incoming e-mails by 24x7. Normally, there will be
2-3 custenter support representatives on duty to respond-approximately 50 e-n:ails each
day.

To provide e-mail service, there is no usage cost. The company can just connect
to the Internet then check and answer incoming e-mails. And there is no complication
to inplament this since companies need to implement and maintain e-mail host system
for in-house use. Companies just need to have enough storage capacity in their servers
lo store incoming e-mails and customer service representatives will answer questions
to custoriers without using additional multimedia tool. Also, making links from the

company s website to e-mail is much easier now since most of the web creator
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softwaies have provided Outlook feature so that customers can e-mail to companies
right away. Then customers feel comfortable and ease of use to get the service.
Nevertheless, companies providing e-mail service need to concern about
customer service representatives’ skill to answer questions clearly and atta:n customer
satiste.ction, Therefore, customer service representatives need to carefully read and

understand what customers ask and answer questions precisely in a short time.

Suengths
L. Anyv kind of files. .., text, photo, sound files can be sent via ¢-mail
2. No additional multimedia application needed to support this service

3. No ongoing costs for using this service

~
-

Fasy to use. [t is a basic service for customers

Weaknesses

1. Pecple who want to use e-mail service need to have e-mail accounts

2. There is waiiing time for customer ser.vice representatives to reply e-mails.
Sometimes it takes a long time for customers to receive answer, especially

when the server is down,

3. No differentiation from other competitors
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4.2.3 Callback
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Figure 4.6 ¥lowchart of callback

(Callback is another Internet-based service support where potential customers
visit the company's web site and want to talk with a customer service representative;
they clic < on the callback button. A form personalized with your company graphic
appears, and customers are prompted to enter their names, e-mail addresses and the
paone nunmbers at which they wold like to be called back. Companies will zall them
back us socn as possible. Callback uses the Public Switch Telephone Network to
ensure “¢liability and quality. However, [P telephony is not yet ready for prime time

due te azk of standards. equipment and reliable bandwidth.
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The major problem in callback service is the limited telephone lines. There
might be customers demanding for callback service more than the number of telephone
Jines companies have. As a result, customers have to wait for service. So. companies
planirg to offer callback service have to well manage the service time and waiting time
associated with the number of customers otherwise it could make customers unsatisfied

with aeleyed saivice.

1. Provide an easy alternative for customers who want to ask for the service
without having to leave their browser or disconnect their Internct browser (
in the case of having 2 telephone lines)

2. Differentiate your business from the competition by providing a simple
cut:ing -edge solution to a basic customer need.

Reducz e-mail velume to the business. Because business can support the

-

other cervice to the customer.
4. No additional muliimedia application needed to support this service (in case

tha customer service representatives do not use headsets)
Yreaknesszs

1. Requi-e additional software need to handle this service

2. Increase usage cost for calling back to customers
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4.2.4 Faxback

Business Host

Creiomer

4 PSTN

Figure 4.7 Feasibility of faxback implementation

1

Cusloraar

Figure 4.8 Flowchart of faxback

Faxback 1s the service that allow the customers to interrogate (or at least,
simply request) any of several thousand documents that the companies have in the
information base. Customers could receive the information on their fax machines.

The process scenario of Faxback is similar to what Callback does. To receive
l‘axback service, customers need to fill in the form provided identifving name, address,
fax ruriber and information rieeded companies to fax back. Meanwhile, companies can
keep records of all customers by using this method. After customer service
represeniatives receive the information from the Internet, they will fax bacic the
information requested by using fax machine as soon as possible. However, due to the

rapic change in technology now, companies can write their own proprietary software

which al.ows the system to poll the information from the database and immediately fax
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back to customers. By using this method. companies suppose to provide a set of
informatio: on the webpage so that customers can choose information they want.

Implementing faxback service is quite similar to callback. In other words, there
are & couple methods for companies to implement faxback service. FFor example,
compatiss may want to keep records of all customers requesting for faxback service.
s0 they meed to Leve their own software which will enables companies to receive the
jorm customers tilled in text file format. Also, the agent will be able to detzct if
nforniat o1 is from a new customer.

Reparding operation cost far faxback, there will be an additional usage cost in
sending: “ax back .o customers. Nevertheless, there is no multimedia tool required ror
s servoce.

I owadavs. there is a company in Thailand offering this service bv asing
propsieizry soltware that allows the system to automatically poll the information tfrom
the datatase and fax back to customers. However. most of companies offering this
service v il implement it through regular telephone lines or call center. They will
hasicel v have [V R system which will ztl.ltomatiéall}' allow customers to choose several
opticns for faxback service. Forexample. a customer may want to get a user’s manual
tor a certain product, then he or she can just press the number that is already set to poll
the user's manual information from the database and it will be faxed to customers in
seconds. To implement faxback service, companies should provide service to certain
limited area to avoid long distance or international calls. But companies can also avoid
this preblem by faxing via the Internet network. Still, there could be a problem
regarciig the service which srovides a set of information for customers to choose.

Since tis might rot what customers want. On the other hand, there might be some
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Voice Over Internet Protocol (VoIP) to communicate with customer support and
contirue toouse the internet to receive information from the during the call. The
interne: browser can submit direct call request using its multimedia PCs ard software
which supports activate an Internet-oriented telephone call. Business can use Voice
Over 1 termet Proiecol to take advantage of existing call center infrastructure to enable
voice on (ke website. This combination enables a customer, with a single phone line
web cosnection. to speak to a customer support representative without terminating the
nterne. connecticn.,

The implementation srocess of VolP is similar to textchat in terms of
connee on, Custemers can jast ¢lick on “Talk 1o us™ button on the compary’s
aebpage and talk to a custorner support representative. Customer do not need =0
diseannect the Internet for meking call to the company. The differerice betwee VolIP
md textehat is thet VolP requires w use multimedia accerssories. like microphene and
speak2r for conversation,

1o plement this service, it require‘s to have a customized softwarz to support
‘L The tompary raight have a programmer to wfite the program which allc ws
customers o use this service directly from the company’s webpage. And customers
will 130e atl the necessary multimedia accessories. for example. speaker, nucrophone
waich heve spcciibicatio:ns coraplied with the company’s VoIP software. In addition,
compani s might use other softwares that are familiar to users, like Netmecting.
mediar ng, ete. to use for voice communication. If customers still do not have the
softwine, the company will provide the link for customers to download it before using
the service. The program used in this service is the program that tells customers wlhat

P address the customer support representative is using. As a result. customers know
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To implement callback service, companies can either implement th:s
thernse ves or et e specialized Database Company to do it. Mostly. companies will
ask custeners to 1ill in the form on the webpage and the information will be sent to the
company 's databz se. Companies could do this by writing their own proprietary
sofiv. e trat will pool the information into their own database. And custorer support
sepresen al ver will be able to access the database and also know if there is a new
custormer registered in the database.

The other vaay to do this is o let the Database-storage Company taking care of
custonars” veeord. Companies will access the database of the storage corapany by
callin: into the storage compary which there will be a line connection setup for
mlormat o2 pelling. And companies will be charged in term of minutes thet ccrmpanies
connee. 1 the sto ege company's database.  To offer this service, there i3 an additional
cost 1 this serdice which might be ocal call or iong distance call. Also, customer
service ropresentatives might need headsets rather than regular telephones to
comiy Lnicae with customers.

[ Thailand. there is a website providingvthis kind of service. They will have
‘herr ona: program which will enable them to send customers” record to conpenies via
e-mai s, According to the survey, there are several big companies that are interested in
offeringy his :;ervi";e feature. But this will base on domestic service only due to the high
poteniil ¢ost for long distnce calls which might not worth doing it. However. voice
come enication over the Internst is not approved by Communication Authority of
Thailur d (CAT) tecause the maximum bandwidth on a regular telephone lire can go
up tc 33 Kbps upstream and €4 Kbps downstream only. Therefore, there will ke an

inter-uption for voice commun:cation on the Internet.
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Jelav due to time consuming in customizing information in case that companies open

this oprion for customers to request whatever they want.

Stengths
Provide an easy aliernative for customers who want to get for the
informetion without having to lzave their browser or disconnect their
Internet browser (in case of having 2 telephone lines)

2. Difterentiate your business from the competition by providing a simple
cutiing-edge solution to a basic customer need.

3. Redues e-mail velume to the business because the company can support the
oth2r service to customers.

4. Reducz number of incoming telephone calls to the office

5. Noadditional muliimedia application to support this service

v

¥/eaknesszy

L. Require additional software to handle fllis service

2. Increase usage cost in faxing beck to customers

3. Time consuming to prepare documents for faxback

4. Information is lim:ted within database ( in case that informatior. provided is
onlyv 01 the webpagz)

5. Requite periodic update the service ( in case that information prov:ded is

on the company’s webpage)
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4.2.5 Tevtchatr

o temer Business
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WKory Leandd Keyoo ard

E wure 49 Feasibility of textchut implementation

Zustomer Business

Kaybeard Keyboard

e igure 4.10 Flowchart of textchat

Tantchatis the service that customers who do not have multimedia PCs and
aishu e reman connected to tae [nternet when communicating with a custome: service
epresercatve, have the option to request an Internet Textchat session to as< questions
TOM COPanies,

The textekat service scenario is to allow customers to chat with us concerning
ihe compary’s products while being on the company’s webpage. Customers can
stmply ¢ ick on “chat with us™ button and customers can chat with a custoraer support
represer ative without disconnecting telephone line to make a call to the corapany.

lmpicniening textchat service requires a special software 1o suppor: ths
service  The programmer will write the program to customize the company 's needs.
Basically. chere will be a smail window apart from the main browser window to let
custornzrs chat with customer support representatives. Customers do not need to have
multimadia accessories or software to download to use textchat service. Lcoking at the

quality and effect veness of textchat service. we will see that textchat service is quite
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more apropriate to use as the interactive service support rather than VoIP because of
the low quality of voice over the Internet.

( hat service on the Internet in Thailand is mostly chat café that let peonle to
talk and rave char room for converstation on particular topics. And there is still no
busii s s website that use chat service for commercial purpose. However, acco-ding to
the sarvey. most organizations have interest in providing textchat service because of
low i rlementation cost as well as customer satisfaction in terms of interactice service
session.

The possible problem for textchat service is the waiting time for ¢ustorers to
chat with ¢astomer support representatives. There might be over demand from
custoinsrs. However, the programmer can write the program to support switch:ng so
that cogromier support representatives can switch from a customer (o another customer.
Compan es thet want to provide textchat service might need a separate tearn trom other
kands of serviee to support textehat since ciustomer support representative raight chat
with fr7e s rathe: than customers. Thercfore. it is a big issue in hiring high
responsible and service-minded personnels to gét this service on.

For i ternational service, we see that textchat service will absolutel v be one of
the bes service which could reduce usage costs from faxback or callback. Conioanies
dono aeed m‘ake international calls to customers abroad. Also, customers do not

need o tang up aad call the company’s call center.

strengths
1. No mulimedia PCs required
2. More suitable on the business that is using technical word, referable data

3. Better image for supporting interactive customer service
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4. Comfortable. people can now contact customer support representatives
immecliately. Most customers feel that it is inconvenient to disconnect from
the Internet and call the company.

5. Reduc2 number cf incoming calls

6. Reduc: e-mail volume to the office

~3

Dzal with customers instantly when they are ready to contact to the

comparies

W/eaknzss s

1. Requite a customized software to handie this service

2. Typing is more complicated and it is more difficult to explain than speaking

4.2.6 Voll" (Vaice Over Internet Protocol)

J romann N\
| R YT
! - nternet
i O 0 [‘ T — ] Mode Maodern
[§ @ s o S \_\
Lius.omer B8 ness
Figure 4.1 1 Feasibility of VolP implementation
Custormer Business
2

Figure 4.12 Flowchart of VolP
YolP is another Xind of Internet-based service that customers can talk to the
company 's custorier support representatives while maintaining their Internet

connceion. Any web browser with a properly configured workstation can now use
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which 1P address they will communicate with. This case occurs when business does
not heve their own server and they connect to the ISP via a dial-up connection.

In Thailand, it still does not have any companies providing VolIP service for
comnercial purpose. Most of them will be regular chat between friends. A zcording to
the surev. most companies in Thailand do not have interest in implemernting VoIP
service because the low quality of voice over the Internet and the legal issue as well as
the hi 2y implementation costs. The other thing is this service will base on one-to-one
SCrVICEe d customer service reopresentative can support only one customer a: a time and
afev custome - knows how te use it.

I owever. if this service is applicable internationally. it will be able to reduce
usag: costs from other services. such as faxback. and callback. There wil be no
interna jonal call charge. And it is comfortable for customers to use this se-vice
witho o discennecting the ling “o call the company s call center.

The possible preblem from this service is the complication in downloading the
soltvoue for voice communication. Customers need to have a certain level of computer
know ed e to dovinload the software, install and launch the program to use the service.
Again. the quality ot voice over the Internet in Thailand is not acceptable since the
delay v 1 ae over the human response time: theretore. it is quite annoying for

custoinzrs to use this service,

sugngths
1. Better image for supporting interactive customer service
2. Comfortable. peorle can now contact customer support representative

immeciately. Most customers feel that it is inconvenient to disconnect from

the internet to contact the company’s call center
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1

3. Reduce number of incoming calls

4, Reducz e-mail volume to the office

Vileaknesszs

1. Low quality of service since the [P network is basically based on the best
attemnpt to deliver voice packets.

2. Require additional software to handle this service

3. Require additional multimedia application to use in this service

For the “igures above, the connections are based on the regualr telephone line and
web hesting service. The following figure is for the business who has its own

leased line and web server.,

tnternet

""4
\./\.

P A ("”

Fignre -1.13 Feasibility of network connection by implementing leased line

4.3 Critical Factor for Customer Service on the Internet in Thailand
431 Technical Factor
4.2.1.1 Ease of implementation and maintenance
Easc of implementation and maintenance is one of the most important
factors to be considered in selecting the type of Internet-based custcmer
services. There will be several factors to take into consideration as

follows:-
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e Hardware necessary to use for a particular service

¢ Software needed to implement a particular service, including the
complied software that customers need to install for using the
service. This software could be a proprietary or shared software.

¢ Multimedia tools or accessories that need to use as a par: of service

Fconomical Factor

The cost factor is another important issue to be considered in selecting

customer service on the Internet because this factor will specify

investment brealdown for implementing a particular type o7 customer

service on the [nternat. Cost factor can be separated into 2 parts:

4.2.2.1 Setup cost

This is basically the initial outlay cost that a company needs. 1o .ise for

installation. and assembly cost for service building blocks. 17 also can

include the fol cwings:-

e Scfiware costs

v Hardware costs

= Multimedia costs

* Maintenance costs

4.2.2.2 Usage cost

This is basically the cost in service implementation in addition 1o the

setup cost. On the other hand. this could be referred as variable cost in

callback and fzx back service. making calls to customers.

Support Factor

The support factor is another significant issue to take into account for

Internet-based service selection because this factor is the external
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environment thar the company has to concern about. The company has

to constder how the external environment supports or influences each

Internet-based service.

4.2.3.1 Service Areas

Sevice areas is the identified areas that the company wish to offer a

particular serv:ce. For example. the company might separate local and

intzrnational customars. It is necessary for separating the tyses of
customer service on the Internet. Example FAQ. E-mail, Textchat, VolP
comd offer services 1o customers across the world while no usagze cost
~is applied. But if' the company supports callback. faxback service across
the 2ntire world, this could cost the company a lot fo- international
calls. Henee. 1t might not worth it.

4.%.3.2 Number of customers

The number of customer is involved in selecting tvpes of customer

service in several aspects:-

- The numbir of customers that the company can serve at a time. For
axample. FAQ service 13 the service that customers themselves will
read the intormation on the webpage. And this cculd allow 2 huge
number of customers to read it at the same time. E-mail is another
example that the company can serve multiple customers at & time.
On the other hand. the company couldn’t serve multiple customers
at the same time if it provides callback. faxback or VolIF service
since these services need to have a customer support rey resentative
conversate with only one customer at a time. Therefore, this could

cause service delay if there is high arrival rate in service queue.
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- The number of customers that the company has the potential to pay
for usage costs. We can see that the company can provide FAQ, E-
mail by avoiding usage cost. But the company has to pay for usage
cost for callback and faxback service. Thus, to provide faxback.,
callback service. the company might have the limited budget so it is
difficult to reach customer satisfaction in cffering these services due
to operation cost.

4.3.4 Beneficial factor

4.2.4.1 Customer Aspects

Generally, companies want to get customer satisfaction for the service

they provide. To gain customer satistaction, companies can create the

company image. customer loyalty. and be competitve to other
competitors. The signiticant factors that help comparies to gain
customer satistaction can be divided into 4 catgories:-

4.3.4.1.1 Reliability

Reliability is the main issue to make customers have trus: on the
company s preducts or services. Each Internet-based service could
differently make customers rely on the company. The followings are the
cauf;es that make customers have a good attitude towards the company:-

- Companies can build reliablilty and image to the company by
offering special add-on services in addition to telephone call, FAQ,
and e-mail. The additional services like callback and faxback could

show how =2fficient service and readiness the company Fas provided.
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Influence on making a decision to purchase product or service from
the company because customers feel that the company is trustable
due to add-on services.
Also. companies can build reliability by offering interactive service.
Once custemers find the problem, they can contact the company and
talk to a customer support representative immediately while they
cannot do that for FAQ, E-mail and Faxback services, for example.
Therefore, this could create customer satisfaction.

4.3.4.1 2 Time

The response time is another significant issue that effect

customer satisiaction on the company. This could be divided inio 2

categories:-

Responding rime: This is the time in which customers wait “or
service after requesting it. Therefore. if customers have lo wait for
service more that they expect. this certainly could cause service
unsatisfact cn. Regarding the interactive service. the company has to
respond as quick as possible while customers could be riore patient
in e-rnail, taxback or callback servies.

Service hour: Generally. customers will have difierent preferences
on getting service. This could probably happen ir: case taat the
company has customers in different countries. Therefore, it might
not enough for companies to provide service only during local office
hours. However, operation cost will be involved if the company

wants to provide service by 24x7. The company might want to
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conduct a survey and find out which time frame is the most suitable
for the company to provide the service.
4.3.4.1.3 Information Update
This is one of the critical factors in providing Internct-based
service support nowadays, especially FAQ service. Since the
technology keeps changing all the time, the information today raybe
ou-of-date for tomorrow. Thus, companies really have to update
information and new things in their website. It is obvious that if he
company’s waopage is still the same. customer loyalty towzrd the
company’'s wensite will decline.
4.3.4.1.4 Comfortability
Comfortable service and ease of use can create custome:
satisfaction. We can divide this into 2 categeries:-

- lzase of registration process:- Most of the time, companies vvill
require customers to fill in a 7-8 page form to request for service.
And this is considered annoyihg to customers. Companies should
ask for generally personal information instead of full-detailed
information from customers. The basic information that companies

vmigh‘t need 1o know is name. last name, telephone numter and
address. Or there might be a multimedia accessory quick test for
VolP servize to make sure that the accessory is complied to the
company's VolP software and hardware.

- Ease of use:- Naturally. VoIP service requires customers to have an
additional multimedia accessory. And it might be complicated for

customers and make them change to use other services instead.
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4.3.4.2 Business Aspects

4.3.4.2.1 Make differentiation from competitors

This factor is basically to create customer satisfaction by
providing adc-on services. Since simple FAQ, e-mail services cannot
differentiate the company from other competitors. This could create the
better image and reliability to the company. Meanwhile. companies
provided FAQ could simply make difference and create value to their
company’s weasite by updating the company’s website from time to
time. Also, the company can bring the popular information o post it on
its website to draw customers” atzention. while companies might find
their niche in e-1nail service by seeking qualified customer support to
answer questions perfectly.

4.3.4.2.2 Increase in channel of distribution

Due to the rapid increase in Internet users. comparnies can use
customer support service on the Internet to easily reach customers in
case that they have new products launch. By providing these Inernet-
based services. companies can return service to customers prom-ptly.
Therefore, this could help customers make decision in purchasing the
company’s preducts.

In fact. this is happened according to the survey. Mcreover. it
also can reduce the amount of work. incoming e-maiis regardinyg sales

and inquiries to an extent.
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4.4 Critical Success Factors (FAQ)
4.4.1 Technical Factor

4.4.1.1 Ease of implementation and maintenance
- Easy to implement and maintenance (Level 1)

It is easy to implement if the administrator has computer-programming

and basic telecommunications knowledge.
The implementations for FAQ are:
Hardware
To implement FAQ service. it i1s actually not different at all from a
WebPages upload since FAQ is basically the information on the
WebPages. The company can implement this by renting a space from
the web-hosting company., if they have limited budget. At the meantime,
the compary can have their own server and administer it by themselves.
Hewever. by doing this. the company needs to have high speed
connection line rather than a dial-up one which could be an ISDN, T1,
DS, cable. ete.
- Incase of'the company has their own server. they still need to have
ot er main coraponents to connect to the Internet world. Easically. they
need to have a telephone line, router, leased line to 24-hourly connect to
[SP’s (Internet Service Provider) companies who have backbone
network to cornect 10 other routers across the world. Then, customers
can get information when they connect to the Internet anywhere on
earth by accessing the information on the company’s server
- In case of the company rents a space from the web-hosting company,

basically. the company needs to have their own computer tc create the
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WebPages and upload these files to the web-hosting compaity, if not
hiring a web developer to do it. Therefore, when customers want to
access the information, they will send their request to the web-hosting
company s server to get the information directly there instead of
accessing the company’s server in the first case.

Sofiware

- Generally, if the company has their own server on site. they need to
have the web developer software to create the WebPages. other than
using Notepad in creating HTML code. There are several web
Jevelopment sofiware's that make WebPages making much more
casier now. lor example. Dreamweaver, Flash, Macromedia.
rireworks, etc.

- :incase of renting space from & web-hosting company, tl:e company
still need to create their WebPages themselves by using web
development sofiware that were already mentioned. A possible
difference between renting spav.ce trom web-hosting and having own
server migit be that the company renting space from & web-hosting
company might need to have FTP (File Transfer Protocol) program
Vi n order to upload all the files to the web-hosting company. The FTP
programs could be FTP itself, or CuteFTP which can be
downloaded from free on the Internet.

Mutimedia

Nc¢ multimedia software and hardware are required for this service
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Implementation

FAQ service is easy to implement since it is just like a page of the
website. The essential step in doing FAQ is to prepare the right and up-
to-date information to post it on the web and keep updating it from time
to [ime. After 1inishing doing the FAQ page, the companies just upload
1t onto the server by using file transfer software.
Maintenance
The cost of maintenance is approximately estimated to be 15% of the
annaal setup cost.

4.4.2 Economical Factor
4.4.2.1 The setup cost is the basic cost that the company has to pay if
they have thelr webpage on line.
- Low setup cost

In case of havine own server

576351 Baht

erver T e ' 100,000

Leased line 64 Kbps (start-up fee) 40.000-70,000

Leased line 64 Kbps (per month) 40,000-70,000
Monthly fee (per month) 100

Router 10,000-100,000

Web development softwares 3,000

. Maintenance cost 15% per year
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In case of renting space from a web-hosting companyv

Cost Baht
BT 35,000
Modem 56K (Internal / External) 800/ 2.800
- Monthly fee (telephone service) 100
Connection fee 3 baht / unit cell
Web Hosting fee 2.500-5.000
Web Hosting (per month) 1.500-3.000
Web development software 3.000
-FTP FREE
Maintenance cost 15% per vear

Table 4.1 Cost of FAQ
4.4.2.2 Usage cost

- No usage cost
There is no usage cost or cost in providing FAQ service because
everything is on the server in which customers will find the information
themselves.

4.4.3 Support Factor
4.4 3.1 Service areas
- International service arcas
Due 1o no usage cost. the cost of implementing IFAQ service is very
cheap. There is slmost no additional spending to offer FAQ service.
Ard the service can cover customers worldwide.
4.4.3.2 Number of customer
- Unlimited customer to provide service at a time / Unlimited

number of customer served in terms of service cost
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Actually. a server can handle a certain no. of customers accessing it.
Fhe number of people who simultaneously can access the server and
look up the information depends on the quality of the server that the
server can handle 100.000 customers at the same time. However, the
number of people that could be served by FAQ service is many
more than one of other services. However. a certain number of
customers can access the company server or the web-hosting
company’s server, which the company rents a space. It depends on
the server how many customers theyv will let customers access 10 it,
if not concerning about the link and router. And also unlimited the
number of customer in terms of service costs because of the more
customer is required. no usage cost incurred.
4.4.4 Benceficial Factor
4.4.4.1 Customer satistaction
4.4.4.1.1 Relability
- Medium level of reliability on FAQ service
Gernerally. FAQ service 1s so simple that almost eve 'y company
that has their website on-line provides this service. 1t is obvious
that this scrvice cannot create the company image (o customers.
According to the survey. 34% of respondents agree that FAQ
service can moderately increase the company image . while

minoritics commented differently.



Valid Cumulative

FAQ Frequency | Percent Percent Percent
Lowest 4 27 27 27
Low 25 16.7 16.7 19.3
Moderate: 51 34.0 34.0 52.3
High 34 227 227 76.0
Highest 36 240 240 100.0
Total 150 100.0 100.0

Table 4.2 The level of increasing of company image from FAQ

service

To implement the normalization method in relation 10 the
differerice of business industry. it reveals that every husiness
industry agrees that FAQ service can moderately increase the

company image.

Business Industry Total
Service/Level
FAQ Eaucation| Trading | Computer ! Others

Lowest 0.94 0 0.38 1.47 279
Low 33 1.67 5 588 15.85
Moderate 9.91 11.67 6.92 7.35 35.85
High 5.19 5 6.15 588 22.22
Highest 5.66 6.67 6.54 4.41 23.28
Total 25 25 25 25 100

Table 4.3 The level of increasing of company image from FAQ

service by implementing the normalization method

FAQ service cannot really encourage respondents to make
decision on purchasing a company’s product when comparing
with other Internet-base services. The reason 1s that respondents
cannol really respond to the company but self-service. In

addition. this service is simply added to the company’s
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WebPages, so most of the companies will provide this service.
Obviously. there is no difference for respondents out there if the
company provides FAQ service.

As the result of the survey, 10 provide this service, majority of
34.7% accept that it moderately encourages respondants o make
purchase decision. while 26% of them said that they will be

strongly encouraged by the service.

Valid Cumulative
FAQ Frequency Percerit Percent Percent

Lowest 6 4.0 4.0 4.0
LOow 26 17.3 17.3 213
Vioderate 52 34.7 347 56.0
High 27 18.0 18.0 74.0
Highest 39 26.0 26.0 100.0
Total 150 100.0 100.0

Table 4.4 The level of influence on respondents decision
making io purchase a product from a company providing FAQ

service

To implement the normalization method in relation 10 the
difference of business industry, 1t reveals that every business
industrv accepts that FAQ service can moderately encourages

responcents to make purchase decision.



Service/Level Business Industry Total |
FAQ Education{ Trading | Computer | Others
Lowest 0.94 0 1.15 1.47 3.56
Low 2.83 6.67 3.85 8.82 2217
Moderete 9.91 8.33 7.7 8.82 34.76
High 4.25 5 5.38 1.47 16.1
Highest 7.08 5 6.92 4.41 25.41
Tetal 25 25 25 25 100

Table «.5 The level of influence on respondents decision
making to purchase a product from a company providing FAQ
service by implementing the normalization method

44412 Time

- No impact for the business

In order to get service, customers can get accessed to FAQ
service anywhere anytime if they have the Internet access.
Customers will look up the information themselves on the
WebPages. Therefore. it is not necessary to hire customer
service representative to answer customers’ questiorn:s.

4.4.4.1.3 Updated information

- Depencling on company policy and frequency of new
product launch.

The kev factors that will be take into consideration sre
depending on the company policy and frequency of aew product
launch. To offer the best FAQ service, it is certain that the
company needs to update the necessary information on their
WebPages., if needed. Especially. when the information is

obsolete or the company has launched a new product. Therefore,
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the FAQ page should be very up-to-date and can be of use to the
current situatiott.

According the survey, 58% of respondents stated that they
would He very satisfied with the up-to-date information on the
web that the company makes. Whereas only 2% of taem said it

has very little effect on their satisfaction though the WebPages is

usually updated.

Valid Cumuilative
FAQ Frequency | Percent Percent Percent
Lowest 3 2.0 2.0 2.0
Low a 6.0 6.0 8.0
Moderate 23 15.3 15.3 233
High 28 18.7 18.7 42.0
Highest 87 58.0 58.0 1000
Tetal 150 100.0 100.0

Table 4.6 The level of frequency in updating information

needed in FAQ service

To implement the normalization method in relation 10 the
difference business industry. it reveals that every business
industry stated that every business industry would be very
satisfied with the up-to-date information on the web that

company makes.
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Service/Level Business Industry Total
FAQ Education] Trading | Computer | Others

Lowest 0.94 0 0 147 241
Low 2.36 1.67 1.15 0 518
Moderate 33 5 3.46 5.88 17.64
High 3.77 3.33 5 7.35 19.45
Highest 14.62 15 15.36 10.29 56.29
Total 25 25 25 25 100

Table 4.7 The level of frequency in updating information
needed in FAQ service by implementing the normalization
method

4.4.4.1 4 Comfortability

- High level of comfortability

Since there 1s no registration process to use FAQ service.
everyone can just goes the company homepage and ook up
information themselves. This can be supported by the result of
the survey.

Only 6% of respondents C(v>m ment that FAQ service is very
difficult to use, while 36% of them stated that it is hardly
difficult to use. Since customers do not need to have additional
software or hardware to use IF'AQ service. Also. they do not need

to wait for the response from the company.

Valid Cumulative
FAQ Frequency Percent Percent Percent

Lowest 54 36.0 36.0 36.0
l.ow 30 20.0 20.0 56.0
Moderate 40 267 267 82.7
High 17 11.3 11.3 94.0
Highest 9 5.0 6.0 100.0
Total 150 100.0 100.0

56

Table 4.8 The level of difficulties in using FAQ service




To implement the normalization method in relation to the
differenice of business industry. it reveals that trading and

computer industries stated that FAQ is the easiest service.
Whereas the education and other industries stated that it is

moderately ditficult to use the service.

Service/Level Business Industry Total
FAQ Education| Trading | Computer | Others

Lowest 6.6 11.67 11.15 588 35.3
Low 33 5 6.54 4 41 16.25
Moderats 8.49 6.67 4.23 1029 20.68
High 425 0 2.31 294 a.5
Highes: 2.36 1.67 0.77 147 627
Total 25 25 25 25 100

Table 4.9 The level of difficulties in using FAQ service by
implementing the normalization method

4.4.4.2 Business aspects
4.4.4.2 1 Difference from competitors
- No differentiation from é()mpctit()rs
Again. FAQ service is so simple that almost every company that
has their website on-line provides this service. It is obvious that
this service cannot make the company different from others.
However, the company might find the niche to make themselves
different from others by frequently apdating information on the
WebPages as well as providing the search, question board
feature for customers to look up the information more easily. By
doing this. the company needs to make the database information.

which can be retrieved, after sending search request.



4.4.2.2 Increase in channel of distributions
- No increase in channel of distributions
FAQ service cannot directly support or assist sales. Because of it

is the one way communication.

1.5 Critical Suceass Factors (E-mail)
4.5.1 Technical Factor

4.2.1.1 Ease of implementation and maintenance
- Easy to implement and maintenance (Level 2)
The implementations for E-mail are:
Hardware
To implement =-mail service, it is simple like FAQ service. The
company has two options like FAQ service. The company can
implement this by renting a space from the web-hosting company, if
they have limited budget. The company will get a certain space {rom the
web hosting or ISP company to allocate the limited space for all
personnel in the company. At the meantime. the company can have their
own server and administer it by themselves. To implement this by
having own server, it will be very flexible, The company can allocate
space for every customer service representative. Nevertheless. this will
depend en the quality of the server as well. However. by doing this. the
company needs 1o have high-speed connection line rather than a dial-up
onez. which could be an ISDN, T1. DSL. cable. etc.
- In casc of the company has their own server. they still need to have

other main components (o connect to the Internet world. Basically, they



need to have a router, leased line to 24-hourly connect to 1SPs (Internet
Se-vice Provider) companies who have backbone network t connect to
other routers across the world. Then. customers can get information
wken they connect to the Internet anywhere by accessing the
information on the company’s server. The company will receive the
incoming e-mails and store them 1n the server. Then. customer service
representatives can answer questions to customers by using e-mail
account provided by the administrator ot the company.

- In case of the company rents a space on the server from the ISP
company, basically, the company needs te know how much space they
need to contain its e-mail files and applications. including the size of
WebPages files. For the connection link. the company has two choices
to inplement I:-mail service. If they want to provide the service by
24<7. they might want to get the leased line tor 24-hour connection. It
no., they can just get the instant Internet access with dial-up line to get
into the Internet and reply customers” e-mails. Therefore. basically the
company will need at least a PC to respond incoming e-mails. regular
phone line in order to link to the ISP and get e-mails stored in the ISP’s
sen*ér. But if the company wants to provide 24-hour service, they need
to 1ave a leased line connect to the ISP in order to promptly get
incoming e-mails from customers.

Ncte: In this thesis. the cost evaluations tor this service will base on the

24-hour service in order to reasonably compare with other services.



Sofiware

- Generaily. i the company has its own server on site, they need o
have E-mail application software which could be Microzoft
Exchange 10 organize space and e-mail accounts. Also. the company
will need Microsott Outlook application loaded in client computers
for customer service representatives to proceed e-mail
correspondence.

- Incase of renting space from an ISP company. the company needs
10 have Microsott Outlook application loaded 1n client computers
“or customar service representatives to proceed e-mail
correspondence.

Muiumedia

Ne¢ multimedia software and hardware are required for this service

Implementation

- CGenerally.1f the company has its own server on site, the
implementation is quite complicated if the company has no
professional I'T support since they need to have Microsclt xchange
application to organize space and e-mail accounts. Also. the
'compan_\f will need Microsoft Outlook application foaded in client
computers for customer service representatives to procexd e-mail
correspondence.

- incase of renting space from an ISP company. the process is not
complicated. The company just needs to have Microsoft Outlook

application lnaded in client computers for customer service



representatives to proceed e-mail correspondence and leave all the
rest for the ISP company to handle.
Maintenance
The cost of maintenance is approximately estimated o be 13% of the
annual setup cost.

4.5.2 Economical Factor

- Medium level of setup cost

In case of having own server

[ Cost o R - | Baht |
‘_];gcrvcr R ¢ 100000
1 Client PC 25.000 ’
Leased line (start-up fee) 64Kbps 40.000-70.000
Leased line (per month) 64Kbps 40.000-70.000 |
| Router | 10.060-100.000
Software — Microsoft exchange ' 30,000
- Microsoit Outlook (Microsoft office) | 9.000
Maintenance cost 15% per year
S I e

In zase of renting space on a server with 24 hour service

“F(‘S};{'”""M“""—"“M - Baht ]

1 CliemtPC - 25000
Leased line (start-up fee) 64Kbps 40.000-70.000
[Lcased line (per month) 64Kbps 40.000-70,000
Monthly fee (telephone service) 100
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j Connection fee 3 baht / unit call
|

' Router 10.000-100.000
Web Hosting fee 2.500-3,000
Web Hosting (per month) 1.500-5,000

Software - Microsoft outlook (Microsoft oftice) | 9.000

Maintenance cost 153% per year

!

I

Table 4.10 Cost of E-mail
4.2.2.2 Usage cost
- Medium level of usage cost
There 1s no charge or cost in service implementation. But there will be
the cost in hiring customer service representative to correspond

customers’ emails.

[ Cost Baht

1
I
}
|
|

o

‘astomer service representative 168 baht / § hours

|
A =

Table 4.11 Usage cost ;f E-muail
+4.5.3 Support Factor
4.2.3.1 Service areas
- International service areas
To offer e-mail service to customers. basically there 1s no iriplementing
cost in corresponding to customers. Therefore. the company can
implement this service for customers across the world.
4.2.3.2 Number of customer
- Limited customer to provide service at a time / Unlimited number

of customer served in terms of service costs.
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For a customer service representative, he or she can serve o1ly a
customer at a time due to different questions from customers. Though
customers might have the same question, the customer service
representative cannot answer the question at the same time. And there is
no additional cost if there are many customers asking questions because
the service is based in the Internet network.
4.5.4 Beneficial Factor
4.5.4.1 Customer satisfaction
4.5.4.1 1 Rehability
- Medium level of reliability on E-mail service
Implementing I:-mail service is ditficult to increase the company
image toward customers.
According to the survey. we find out that 33.3% of respondents
agree that it moderately can increase the company irage.
However, E-mail service is somewhat able to increase the

company image. For instance, by using the search featurc.

Valid Cumulative
E-MAIL Frequency | Percent Percent Percent
Lowest 3 2.0 20 2.0
Low 12 3.0 3.0 10.0
Moderate 80 33.3 33.3 433
High 2g 26.0 26.0 653
Highest 46 307 307 100.0
Total 180 100.0 100.0

Table 4.12 The level of increasing of company image from

E-muail service

To implement the normalization method in relation 1o the

difference of business industry. it reveals education and other



business industries agree thet it can moderately increase the
company image. Whereas the trading industry stated that it could
highly increase the company image and computer industry feel

that it can increase the company image at the highest level.

Service/Level Business Industry Total
E-mail Education | Trading | Computer | Others

Lowest 0 1.67 0 2.94 4.61

Low 283 0 1.92 1.47 6.22
Moderate 9.43 5 7.7 10.29 32.42
High 425 13.33 7.3 441 293
Highes: 8.49 5 8.08 588 2745
Total 25 25 25 25 100

Table 4.13 The level of increasing of company image from

E-mail service by implementing the normalization method

Also. 1t 15 concluded that providing e-mail service cannot
thoroughly encourage respondents to make decision in
purchasing the company’s 'product.

According to the survey. the majority of 36.7% suid e-mail
service could moderately encourage them to purchase the
product, while 24% of them would be highlyv encouraged to
purchase the product. And 4% percent of them said ¢-mail

service has very hittle effect on their buy decision.



Valid Cumulative
E-MAIL Frequency | Percent Percent Percent
Lowest 6 4.0 4.0 4.0
Low 22 147 147 18.7
Mcderate £5 36.7 36.7 55.3
High 21 207 20.7 76.0
Highest 36 24.0 240 100.0
Total 150 100.0 100.0

Table 4.14 The level of influence on respondents’ decision
making to purchase a product from a company providing

E-mail service

To implement the normalization method in relation 10 the
difference of business industry. it reveals that every business
industry said E-mail service could moderately encourage them

to purchase the product.

Service/level Business Industry Total
E-mail Education | Trading | Computer | Others

Lowest 1.42 0 0.38 2.94 4.74
Low 472 3.33 2.31 5.88 16.24
Moderate 7.55 15 8.85 10.2¢ 41.6¢
High 472 3.33 7.31 0 15.36
Highest 6.6 3.33 6.16 5.88 21.96
Total 25 25 25 25 100

Table 4.15 The level of influence on respondents’ decision
making to purchase a product from a company providing

E-mail service by implementing the normalization method

The reason that this service cannot create customer satisfaction

because of it 1s not an interactive service. Customers still need to
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St. Gabriel's Library

wait for the response from the company., which they may, or

may nct get the answer.

As the result of the survey. respondents will be satisfied when

they directly get response from customer service representative.

454.12

2 Time

- 5- 12 hours response time and 24-hour service

The response time is very critical in implementing the service.

Customer satisfaction to the company can be better or worse

depending on the response time.

According to the survey. the average of response time is 3- 12

hours but no longer than that.

Valid Cumulative
E-mail Frequency | Percent Percent Percent
Valid Immediately 1 7 8 .8
3 minutes 3 2.0 25 34
5 minutes 2 il. 3 17 50
10 minutes 2 1.3 1.7 6.7
15 minutes 5 3.3 4.2 109
20 minutes 3 20 2.5 134
30 minutes 19 6.7 8.4 218
1 hour 4 2.7 3.4 252
3 hours 2 2.0 25 277
5 hours 2 13 17 294
12 hours 3 4.0 50 345
1 day 78 52.0 655 100.0
Total 119 793 100.0
Missing 1.5 days 1 7
2 days 18 12.0
3 days 10 6.7
5 days 1 7
7 days 1 7
Total 31 20.7
Total 150 100.0

Table 4.16 The level of respondents’ acceptuable response time

to receive E-mail service
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Meanwhile. the service hours for e-mail service should be 24
hours. As the result of the survey. 60% of responderts agree that
e-mail service should be implemented based on 24x7 time, while
26.7% of them can accept the company to implemert

e-mail service during working hours.

Valid Cumulative
E-MAIL Frequency | Percent Percent Percent
08.30-17.00 40 267 267 267
17.01-00.00 11 7.3 7.3 34.0
17.01-08 30 9 6.0 6.0 40.0
24 hours 90 63.0 60.0 100.0
Tota: 150 100.0 100.0

Table 4.17 The level of preferred service hours for E-muaif

service

To implement the normalization method in relation 10 the
difference of business industry. it reveals that every business
industry agrees that e-mail service should be implemented based

on 24x7 ume.

Service/l evel Business Industry Total
E-mail Education | Trading | Computer| Others
03.30-17.00 377 8.33 77 10.29 30.09
17.01-00.00 189 1.67 1.54 294 8.04
17.01-08 .30 1.89 3.33 077 1.47 7.46
24 hours 17 45 11.67 15 10.29 54 .41
Total 25 25 25 25 100

Table 4.18 The level of preferred service hours for E-mail
service by implementing the normalization method
4.5.4.1.3 Updated information

- Depending on customer service representatives



Since e-mail service cannot prepare answers or information
beforehand. customer service representatives need to be well
trained and skillful in answering questions. However, the
company can run the auto response e-mail service and reply
customers” e-mails promptly. So. the company needs to update
information frequently.

According to the survey. 51.3% of respondents want the

company to mostly update the information.

Valid Cumulative
E-MAIL Frequency | Percent Percent Percent
Low 8 53 53 53
Maderate 23 15.3 15.3 207
High 42 28.0 28.0 487
Highest 77 51.3 51.3 100.0
Total 150 100.0 100.0

Table 4.19 The level of frequency in updating information

needed in E-mail service

To implement the normalization method in relation to the

difference of business industry. it reveals that every business

industry want the company to mostly update the information.
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Seyvice/level Business Industry Total
E-mail Education| Trading | Computer| Others

Lowest 0 0 0 0 0
Low 1.89 167 077 147 | 58
Moderzte 4.25 6.67 2.69 4.41 18.02
High 5.66 8.33 €.92 10.29 31.2
Highes: 13.21 8.33 14.62 8.82 44 .98
Total 25 25 25 25 100

Table 4.20 The level of frequency in updating information
needed in E-mail service by implementing the normalization
method

4.5.4.1 4 Comfortability

- High level of comfortability

There is no registration process for using the service. Customers
justwrite e-mails to ask questions and wait for response. And it
is not difficult or complicated to use because there is no
additional software or multimedia required.

However, according to thé survey, 34% of respondents agree
that e-mail service is least difficult to use. while only 2% of

then said 1t is the most difficult to use.

Valid Cumulative

E-MAIL Frequency | Percent Percent Percent
Lowest 51 340 34.0 340
Low 36 24.0 240 58.0
IModerate 48 320 320 90.0
High 12 80 8.0 9e.0
Highest 3 20 2.0 100.0

Total 150 100.0 100.0
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To implement the normalization method in relation 10 the
difference of business industry, it reveals that wading anc
computer business industries agree that e-mail service is the
least difficult to use. while education and other industries said it

is moderately difficult to use.

Service/level Business Industry Total
E-mail Education! Trading | Computer| Others

Lowest 8.02 6.67 G662 7.35 3166
Low 3.77 10 7.31 4.41 2549
Moderzte 10.38 5 6.15 10.29 31.82
High 2.36 1.67 1.54 294 8.51
Highest 0.47 1.67 0.38 0 2.52
Total 25 25 25 25 100

Table 4.22 The level of difficulties in using E-mail service by
implementing the normalization method

Business aspects

4.5.4.2 1 Difterence from competitors

- No differentiation from competitors

E-mail service is very simple, similar to FAQ servics since most
of compenices offer this e-mail service nowadays.

4.5.2.2 Increase in channel of distribution

- Potentially increase in sales

Though o-mail service is basically for questiens and answers for
customers. However, customers car. use e-mail o ingjuire the
product or order the product on-line. Therefore. this will more or
less increase and ease the sales for the company rather than the

traditional order process by phone or fax.



4.6 Critical Success Factor (Callback)

4.6.1 Technical Factor

4.6.1.1 Ease of implementation and maintenance

Medium level to implement and maintenance (level 3)
It is quite difficult to implement with knowledge of computers and
communications since it requires supporting program for sending the
customers” infermation of “*where to call” back to the company. This
irdormation will be kept as database that alerts us when receiving new
information. it is easier in case ot software duc 1o no requirement to
write the supporting program. They can keep source code prepared by
the company in “call me now™ button. If the customers need the return
call from the company. the program will link between two parties.
The drawback of this method 1s the users have to pay the minute-based
connection fee. In the long run. the method of self~programming is
more cost effective.
The implementations for callback are:
Hardware
The alternative to use hardware for this service depends or: the
company's decision to have its own server or not. Actually. cailback
service doesn’t require server because the customers” information can
be kept in company s databasc. The company will not miss any
message sending and recetving. if the company uses 24-hour Internet
access through the rented server as the information hub because of the
ability to remind us of the incoming data. However, it is better to own

a server. In consideration of server capacity. the company can freely
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allocate server space to its every single 2mployee.

- In case of the company has their own server. it’s not only the
server required. agents also needs PC to check the incomir g
irformation from the customers: 2 telephone lines. one for the internet
connection through ISP so that both the company and the customers
can get internet access all the time. Another line is for returning call;
router and leased line to link with ISP and telephone set to call back.
- [n case of the company rents a space from the web-losting
company, the company can also provide callback scrvice. The
compary has to pay for the server rental fee and supporting program
for information transmission from web page to be kept as database.
Another important concern is the length of service. If the company
would like 1o provide 24-hour service, lease line s mere erficient in
term of cost and data access. If not. the company can save more cost
by buving an Internet package. The required hardware’s are PC.
telephone lines for Internet connection. router and leased | ne to link
with ISP, For hourly-based usage. the modem is needed for Internet
aceess and data transformation from digital to analog and vice versa.
and telephone =set to call back.

Note: In this hesis. the cost evaluations for this service will base on
the 24-hour service in order to reasonably compare with other services.
Software

The required software is the supporting program for sending the data
from the web to be kept in server. The suitable programs are CGI

script, ASP, PHPS. ete.



This is an option for the agent. Normally. the telephone sct is enough.
Multimedia tool hike headset can be used 1o increase the convenience
for the users.

Implementation

The company needs to write a program to facilitate the data
transmission. It takes time to set up the system for the agent to get the
data to be dutabase. and also get the data from database.
Muintenance
The cost of maintenance 1s approximately estimatea to be 13% of the
annual setup cost.
4.6.2 Economical Factor
4.6.2.1 Sctup cost
- Medium setup cost

In case of havine own server

f{”‘.ig} - | Baht _1|

I[,nu st V& T

Client 1 set 25.000 :

Leased line (start-up fee) 64Kbps 40.000-70.000 #
|

‘ Leased line (per month) 64Kbps | 30.000-70.000 i

Monthly fee (Telephone service) 100 :

| Router 10.000-100,000 |

Connection fce 3 baht / unit call
' Software - hiring programmer to write a 10.000
| program to send information back

-~
)



r,_._, P

:lephone set 1.000

Maintenance cost 13% per year

| |
! ! |
J i

| i i

In case of renting space on a server with 24 hour service

L Cost Baht
| z
Client PC 1 set S 25000 O

} Leased line (start-up fee) 64Kbps 40.000-70.000
Leased line (per month) 64Kbps 40.000-70.000

s Monthly fee (telephone service) f 100

" Router 10.000-100.000
Wb Hosting fee 2.500-5.000

! Web Hosting (per month) ! 1.5300-5.000

‘ Software - hiring programmer to write a 10.000
program to send information back »

! Telephone set ] 000

' Maintenance cost ] 15% per year

Table 4.23 Cost of mllback
4.6.2.2 Usage cost
- lii;;',h usage cost
This ts the cos: of calling back to the customers depending on tvpes of
call as listed ir the table below. In addition. the hiring customer service

represematives cost also varies upon service time.

CCost Baht
fLiimmcr scr»u,u repxesmtatm 168 baht/ 8 hours |
- Telephone cost (1.ocal) 3 baht / per call
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e : . e . - -
i— (long distance) depend on province ]
. 1
; (International) depend on country |
| .

 Table 4.24 Usage cost of Callback

4.6.3 Support Factor
4.6.3.1 Service areas
- Domestic service areas
Due to the incurred usage cost of each call making. e.g. long ~distance
and overseas charge. domestic service providing is more suitable, The
company can ¢ [so provide supporting service to customers abroad by
mean of VoI’ or calls through internet. Hewever. the qualizy of VolP is
no. as pood as normal telephone line and it's ilegal.
4.€.3.2 Number of customer

- Limited customer to provide service at a time / Limited number of

customer served in terms of service costs
The customer service representative can serve only one customer at a
tire because it 1s the mteraction bétween two parties through verbal
communication. Onc agent cannot handle many customers at the same
tme. Service dejay is unavoidable. To solve this problem, more agents
and telephone fines are needed. Consequently. usage cost micreases.
Also, the more number of custorer required this service. the mose
usege cost will be incurred in the case of call fee as well as hiring
customer service representatives.

4.6.4 Beneficial Factor
4.6.4.1 Customer satisfaction

4.6.4.1.1 Rehability



- High level of reliability for Callback
Callbuck service can create customer reliability and good
image for the company. It is obvious that this service can
create the company image to customers.
According to the survey from respondents. 45.3% of
respondents agree that Callback service can highly increase the

company images. while minorities commented diffzrently.

Valid Cumuiative
CALLBACK Frequency | Percerit Percent Percent

Lowest 4 2.7 2.7 2.7
Low 10 6.7 6.7 9.3
Moderate 28 18.7 187 28.0
High 40 26.7 267 547
Highest 68 45.3 453 100.0
Total 150 10C.0 100.0

Table 4.25 The level of increasing of company imuge from

Callhack service

To implement the normalization method in relation to the
difference of business industry. it reveals that every business
industry agrees that callback service can increase the company

images at the highest level.
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Service/lLevel Business Industry Total
Callback Education| Trading | Computer| Others

Lowest 0.47 3.33 0.38 0 4.18
Low 2.83 0 1.16 147 5.45
Moderate 4.25 6.67 348 8.82 232
High 8.49 8.67 577 441 25.34
Highe:st B.¢6 8.33 14.23 10.29 41.81
Total 25 25 25 25 100

Table 4.26 The level of increasing of company imuge from

Callhack service by implementing the normalization method

Nat onlv reliability. callback service also has intlucnce on the
customers’ decision making in the purchase ot a particular
company’s product.

According to the survey reveals that 38.7% of the respondent
accept that it strongly encourages respondents (o make
purchase decision. and only 0.7% strongly disagree that 1t can

cncourages to make purchase decision.

Valid Cumulative
CALBACK | Frequency | Percent Percent Percent

Lowest 1 7 7 7
lLow 7 47 4.7 53
Maoderate 28 253 25.3 307
digh 46 307 30.7 €13
Highest £8 387 387 100.0
Total 150 100.0 100.0

Tabie 4.27 The level of influence on respondents’ decision
making to purchase a product from a company providing

Calthack service

~1



To implement the normalization method in relation to the
difference of business industry. it reveals educatior. computer
and others business industries accept that it strongly encourages
respondents to make purchase decision, and only trading
business industry said it is moderately encourages to make

purchase decision.

Servicel/level Business Industry Total
Callback Education | Trading | Computer | Others

Lowest 0.47 3 0 0 0.47
Low 0.94 1.67 0.77 294 6.32
Moderate: 8.02 8.33 4.23 7.35 27.93
High 7.08 8.33 8.85 4.41 28.67
Highest 8.49 6.67 11.15 10.29 36.6
Total 25 25 25 25 100

Table 4.28 The icvel of influence on respondents’ decision
making to purchase a product from a company providing

Callback service by implementing the normalization method

Since the nature of callback service allowing verbal
communication. the customers tend to be more reliable if they
get the response from the customer service representative,
Irom the survey. we find out that 38% of the respondents are
highly reliable to the company. 31.3% is high reliable. 26% is
moderately reliable, and only 0.7% is disagree that haviag
interactive service can increase the reliability 10 the

respondents.
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Valid Cumulative
CALLBACK | Frequency | Percent | Percent Percent

L.owest 1 7 7 7
L.ow 6 4.0 4.0 4.7
Moderate 29 28.0 26.0 307
High 47 31.3 313 £62.0
Highest £7 38.0 38.0 100.0
Total 150 100.0 100.0

Table 4.29 The level of reliability respondents have on in

interactive service in Callback service

To inplement the normalization method in relation to the
difference of business industry. it reveals educatior and
computer business industries agree that verbal communication
can increase reliable to the company at the highest level.
Whereas other industry is highly reliable and tradirg industry is

moderately reliable.

Service/Level Business Industry Total
Cailback Education| Trading | Computer| Others

Lowest 0 ) 0 1.47 1.47
Low 047 3.33 0.77 1.47 6.04
Moderate 8.02 10 4.62 583 28.52
High 7.08 6.67 8.46 8.82 31.03
Highest 9.43 5 11.15 7.35 3293
Total 25 25 25 25 100

Table 4.30 The level of reliability respondents have on in
tnieractive service in Callback service by implementing the
normalization method

4.6.4.1.2 Time

- 20-20 minutes response time and 8.30-17.00 service hours



Our survey reveals that the aceeptable respond time varies from

30 seconds to 12 hourss as listed in the table below: The average

of respondents need to wait for a respond time within 20-30

minutes.
Valid Cumulative
Callbac« Freouency Percent Percent Percent
Vatid 30 seconds 1 7 1.1 1.1
1 minute 5 3.3 56 67
3 minutes 2 1.3 22 18
5 minules 6 4.0 67 15.6
10 minutes 14 g3 156 311
15 minutes 4 27 4.4 356
20 minutes 4 2.7 4.4 40.0
30 minutes 17 1.3 18.9 58.9
1 hour 12 8.0 133 722
2 heurs 11 7.8 12.2 84 4
3 hours 4 27 44 88 9
6 heurs 2 .3 2.2 91.1
12 hours 8 53 89 100.0
Total 40 60.0 100.0
Missing  1day 47 313
2 days 8 5.3
3 deys 5 33
Total 60 40.0
Total 150 100.0

Table 4.31 The level of respondents’ acceptable response time

te reccive Callback service

We also {ind that the respondents need to use callback service at

the different time range.

According to the survey. 52% of respondents prefer using the

service during the period of 8:30am-17:00pm. 31.3% prefers

24-hours service. 8.7% prefers the period of 17:01pim-00:00am

and 8% prefers 17:01pm-8:30am.
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Valid Cumulative
CALLBACK Frequency Percent Percent Percent
08.30-17.00 78 52.0 52.0 52.0
17.01-00.00 13 8.7 8.7 60.7
17.01-08.30 12 8.0 8.0 68.7
24 hours 47 313 31.3 100.0
Totat 150 100.0 100.0

Table 4.32 The level of preferred service hours for Callback

service

To implement the normalization method in relation to the
Jdifferer.ce of business industry, it reveals that trading, computer
and other industries prefer using the service during the period of
8.30am-17.00pm. Whereas the education industry prefers 24-

hours service.

Service/Level Business Industry Total
Caliback Education | Trading | Computer | Others
03.30-17.00 7.55 16.67 17.31 10.29 51.82
17.01-0C.CO 2.833 0 1.16 5.88 9.86
[17.01-06 2 2.36 1.67 1.15 4.41 9.59
24 hours 12.26 6.67 5.38 4.41 28.72
Total 25 25 25 25 100

Table 4.33 The level of preferred service hours for Callback
service by implementing the normalization method

4.6.4.1.3 Updated information

- Depending on customer service representatives

[tis very vital to provide training for customer service
representatives if the company has callback scrvice. The service
begins with the conversation between representative and

customers who expect to get useful and updated information
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back. Customer satisfaction critically relates to how the
customer service representative handles customers™ questions.
The weil-trained representatives with good and updated product
knowledge can tremendously increase customer satisfaction and
case the decision making process.

According to the survey tells that 42% of the respondent strong
requires “he information updating. 34% strongly require the

informat on updating. while only 0.7% does not need the update.

Valid Cumulative
CALLBACK Frequency | Percent Percent Percent

Lowest 1 7 7 v
Low 8 53 53 6.0
Maoderate 27 18.0 18.0 240
High 63 42.0 42.0 66.0
Highest 51 34.0 34.0 100.0
Tetal 150 100.0 100.0

Table 4.34 The level of frequency in updating information

needs inn Callback

To implement the normalization method in relation to the

difference business industry. it reveals that every business

industry strongly requires the information updating.
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ServicelLevel Business Industry Total
Callback Education | Trading [ Computer| Others

Lowest 0.47 0 0 1.47 1.94
Low 2.83 1.67 0.38 2.94 7.82
Moderate 33 5 385 4.41 16.56
High 3.77 8.33 5 7.35 24.45
Highes: 14.62 10 15.77 8.82 49.21
Totai 25 25 25 25 100

Table 4.35 The level of frequency in updating information
needs inn Callback by implementing the normalization method
4.6.4.1 4 Comfortability

- Medium level of comfortability

Before receiving the service. the customer arc requited to supply
some pieces of information.

The survey reveals that only 6.7% of the respondents has the
most difticulty going through this process. And the most of

respondents feel moderately difficult to ask for this service.

Valid Cumulative
CALLBACK Frequency | Percent Percent Percent

l.owest 10 6.7 6.7 6.7
Low 20 13.3 13.3 20.0
Moderate &3 553 553 753
High 7 18.0 18.0 933
Highest 10 8.7 6.7 100.0
Tctal 150 100.0 100.0

Table 4.36 The level of difficulties in registration process to

ask for the Callback service

To implement the normalization method in relation to the
difference of business industry. it reveals that every business

industry has the moderately difficulty to ask for the service.
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Service/l.evel Business Industry ‘ Total
Callback Education | Trading | Computer | Others
Lowest 0.47 1.67 3.08 0 5.22
Low 1.42 5 3.46 7.35 17.23
Moderate 11.79 15 14.23 17.65 58.67
High 8.96 Q 3.08 0 12.04
Highest 2.36 333 1.15 0 6.84
Total 25 25 25 25 100
i

Table 4.37 The level of difficulties in registration process to
ask for the Callback service by implementing the

normalization method

Also. The survey reveals that 46% of the respondents agree that
Callback service is moderately difficult to use. while 4.7% of

them said 1t 15 the most difficult to use.

Valid Cumuilative
CALLBACK | Frequency | Percent Percent Percent

l.owest 24 16.0 160 16.0
Low 32 213 213 37.3
Maoderate 69 45.0 46.0 83.3
High 18 12.0 12.0 853
Highest 7 47 47 100.0
Total 150 103.0 100.0

Table 4.38 The level of difficulties in using Callbuck service

To implement the normalization method in relation w the

differcnce of business industry. it reveals that every husiness

industry has the moderately difficulty to use the service.
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Service/Level Business Industry Total
Caliback Education| Trading | Computer| Others

Lowest 0.94 8.33 6.15 1.47 16.89
Low 5.19 3.23 6.54 294 18
Moderate 13.21 11.87 8.46 17.65 50.99
High 377 0 3.08 2.94 9.79
Highest 1.89 1.67 0.77 0 4.33
Total 25 25 25 25 100

Table 4.39 The level of difficulties in using Callback service by
implementing the normalization method

4.6.4.2 Businzss aspects
4.6.4.2 1 Difterence from competitors
- Difference from competitors
Callback is a brand new service that has not been broadly
developed and adopted in customer service. Hence. the
company providing this service has uniqueness and can
differentiate stselt from other companies.
4.6.4.2.2 Increase in chanﬁel of distributions
- Potentially increases in sales
From customers™ perspective. it is easier (0 get company access
and better understanding of its product with the use of callback
service. As mentioned earlier that callback enhances customer
satisfacuon. it also affects customers™ purchasing decision
making. The more customers are satisfied with the company
and service. the casier they can make decision. The survey also
indicates that more purchase can be done with the help of

callback service.



4.7 Critical Success Factor (Faxback)
4.7.1 Technical Factor

4.7.1.1 Ease of implementation and maintenance
- Medium level to implement and maintenance (level 3)
Faxback service works is similar to the operation of callbaci.
Practically. the company can set up the automatic system to run this
service instead ol the manual one. When the customers select the
supporting program designed by the company. the system will
automatically fax the information through modem back to them. By this
way. the company can provide the 24-hours service due to no staff
required.
The implementations for faxback are:
Hardware
The alternative 10 use hardware tor this service depends on the
company’'s decision to have its own server or not. Actually. faxback
service doesn’u require server because the clients” information can be
kept in company’s text file.. The company will not miss any message
sending and receiving, if the company uses 24-hour Internet access
through the rented server as the mformation hub because of the ebility
to cemind us the information arriving. However. itis better to own a
server. In consideration of server capacity. the company can freely
allocate server space 10 its every single emplovee.
- In case of the company has their own server. it’s not only the
server required. agents also needs PC to check the incoming information

from the clients: 2 telephone lines. one for the internet connection
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through ISP so that both the company and the clients can get internet
access all the tnie. Another line is for sending fax message back: router
and leased line to link with ISP and fax machine.

- In case of the company rents a space from the web-Fosting
company. the company can also provide faxback service. The company
has o pay for the server rental fee and supporting program for
infarmation transmission from web page to be kept as database.
Another important concern is the length of service. I the company
would like to provide 23-hour service. lease line is more eff cient in
tenn of cost and data access. It not. the company can save more cost by
buving an Internet package. The required bardware’s are PC. telephone
lines for Internet connection, router and leased line to link with ISP, Tor
howrly-based usage. the modem is needed for Internet access and data
transformation from digital to analog and vice versa, and tax machine to
fax the informution back to the customers.

Note: In this thesis. the cost evaluations tor this service will base on the
24-hour service in order to reasonably compare with other services.

The required sofiware is the supporting program tor sending, the data
from the web o be kept in server. The suitable programs are CGI seript.
ASP.PHP3, ete.

Ne multimedia software and hardware are required for this service



Implementation

The company needs to write a program to facilitate the data
transmission. It takes time 1o set up the system for the agent to keep the
data into database. and also get the data from database.
The cost of maintenance is approximately estimated to be 13% of the
annual setup cost.

4.7.2 Economical Factor
4.7.2.1 Setup cost
- Medium setup cost

In case of having own server

Cost Baht

Server 1set 100000
Client 1 set 25.000
Leased line (start-up fee) 64Kbps 40.000-70,000
Leased line (per month) 64Kbps | 40.000-70,000 |
Monthly fee (Telephone service) 100 |
Router 1 10.000-100,000

S()iﬂwzu‘c --hiring programmer to write a i 10,000
program for sending the information back | l

a Faccimine set ; 10,000 :
Maintenance cost 1 13% per year ’

SR
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In case of renting space on a server with 24 hour service

CCosl - Baht

Cient PC Iset ST 25000
Leased line (start-up fee) 64Kbps 40.000-70.000
Leased line (per month) 64Kbps 40.000-70.000
Monthly fee (telephone service) | 100

i Router 10.000-100,000 !

' Web Hosting fee 2.500-5.000

I Web Hosting (per month) - 1.500-3.000

‘ Software- hiring programmer (o write a | 10.000

i
pragram for sending the information back |
|

! Faxcimine set 10.000

i
|
;

e
Maintenance cost ! 15% per year

SN T N0 R S ———

Table 4.40 Cost of Faxback

4.7.2.2 Usage cost

- High usage cost

Usage cost is based on the provided service time and areas. The farther
the customers are from the company. the higher the cost. Operator cost
alsc depends on the length of service. The detailed usage costs are

listed in the below table.
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jm(—‘ »st Baht
i
fﬁ(‘.ﬁ"usmmcr ser ice representative 168 baht / & hours
| |
i Telephene cost (Local) 3 haht / per call
(long distance) depend on province
j (International) .| depend on country
! |
Loe |

Table 4.41 Usage cost of Faxback

4.7.3 Surport Factor
4.7.3.1 Service areas
- Domestic service areas
In consideraticn of usage cost. faxback service is more switc ble to be
provided domestically. For international service. Textchat and VolP are
good alternatives for foreign customers.
4.7.3.2 Number of custonier
- Limited customer to provide service at a time / Limited number of
customer served in terms of service costs
The company can serve only one client at a time because it s
impractical 1o send fax messages 1o many customers at the same time.
Service delay is unavoidable. To solve this problem. more ngents. fax
nﬁchinc and wlephone lines are needed. Consequently. usage cost
creases. Also. the more customers the company has in service, the
more usage cost will be incurred n case of faxing fee as well as hiring
customer service representatives. Actually, using the program to send

the information pass through the system will cut ot hiring cost.
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4.7.4 Beneficial Factor
4.7.4.1 Customer satistaction

4.7.4.1 1 Reliability
- Medium level of refiability for Faxback
Although faxback service is not a verbal communication
between two parties, the company can also gain the -eliability
from its customers. The fax messages to customers are the proof’
of company’s acknowledgement of their requests. Strategically
and psychologically, customers feel good wher: they get the
response and they feel better if they get the wsetul response. As
a result. they have better attitude toward the company.
Apparently. reliability has major relevance io purchasing
decision making.
From the survey. 31.3% of respondents agree that faxback
service can highly increase the company image. while mimorities

commented difterently. -

Valid Cumulative
FAXBACK Frequency | Percent Percent Percent

Lowest 6 40 40 4.0
Low 11 7.3 73 113
Maoderate 41 273 27.3 387
High 45 30.0 30.0 687
Highest 47 313 313 1000
Total 150 100.0 100.0

Table 4.42 The level of increasing of company image from

Faxback service

To implement the normalization method 1 relation 1o the

difference of business industry. it reveals the educat on. trading



and other industries agree that faxback service can increase the
company image at the highest level. Whereas computer industry

stated that 1t highly increase the company image.

Service/Level Business Industry Total
Faxback Education| Trading | Computer | Others

Lowest 1.39 1.67 0.38 0 3.94
Low 1.42 5 1.15 2.94 10.51
Moderate 7.55 5 6.15 8.82 27.52
High 6.6 5 9.62 4.41 2563
Highes: 7.55 8.33 7.69 882 32.39
Total 25 25 25 25 | 100

Table 4.43 The level of increasing of company image from

Faxback service by implementing the normalization method

Faxback service can reallv encourage customers (o raake
decision on purchasing a conipany’s product when comparing
with other Internet-based services.

As the result of the survcy; to provide this service. majority of
34.7% accept that it highly encourages respondents to make
purchase decision. while 2% of them said they won’t be strongly

encourages by the serviee.
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Valid Cumulative
FAXBACK Frequency | Percert Percent Percent

_owest 3 2.0 2.0 2.0
Low 16 10.7 107 12.7
VModerate 30 2C.0 20.0 327
High 49 327 327 65.3
Highest 52 347 347 100.0
Total 150 10C.0 100.0

Table 4.44 The level of influence on respondents” aecision
making to purchase a product from a company providing

Faxback service

To implement the normalization method in relation o the
differerice of business industry. 1t reveals the education. trading
and other industries accept that it encourages respondents to
make purchase decision at the highest level. Whereas the
computer industry stated that it highly encourages respondents to

make parchase decision.

Service/Level Business Industry Total
Faxback Education 'Trading Computer | Others
Lowest 1.42 0 0 0 1.42
Low 33 3.33 1.15 5.88 13.66
Moderate 6.13 3.33 423 5.88 19.57
High 6.13 8.33 11.54 1.47 27.47
Highes: 8.02 10 8.08 11.76 37.86
Total 25 25 25 |25 'L“? 00
L

Table 4.45 The level of influence on respondents” aecision
making to purchase a product from a company providing

Faxback service by implementing the normalization method

93



4.7.4.12 Time

- 30-40 minutes response time, (08.30-17.00 service hours
From the survev. the respondents expects difierent rzsponding
time as listed in the table as tollow. It is shown that the average

of respondents will accept to get the response in 30-10 minutes.

\/alid Cumulative
-axback Frequency | Percent Percent Percent
Valid Immediately 1 7 11 1.1
1 minute 5 33 5.4 €5
3 minutes 2 1.3 2.2 8.7
5 minutes 4 27 43 13.0
10 minutes 16 10.7 17.4 304
15 minutes 7 47 7.6 38.0
20 minutes 2 13 22 40.2
30 minutes 16 10.7 17.4 57.6
40 minutes 3 20 33 609
1 hour 9 6.0 98 707
2 hours 8 53 87 79.3
3 hours 5 33 54 848
5 hours 2 ihs, 22 87.0
6 hours 2 1.3 2.2 89.1
12 hours 10 6.7 10.9 100.0
Tolal a2 613 100.0
Missing 1 day 44 293
2 days 9 6.0
3 days 5 B
Toftal 58 38.7
Total 150 100.0

Table 4.46 The level of respondents’ acceptable respond time
to receive Faxback service

At the same time, the required service period also viries. 48% of
respondent prefers the period of 8:30am-17:00pm, 41.3% prelers
24-hours service. 6% prefers the period of 17:01pm-8:30am and

4.7% prefers 17:01pm-00:00am.
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Valid Cumulative
FAYBACK Frequency | Percent Percent Percent
08.30-17.00 72 48.0 48.0 48.0
17.01-00.00 7 4.7 47 52.7
17.01-08.30 9 6.0 6.0 587
24 hours 62 413 41.3 100.0
Total 150 100.0 100.0

Table 4.47 The level of preferred service hours needed in

Faxback

To implement the nermalization method in relation to the
differerice of business industry. it reveals the trading, computer
and other industries prefer the period of 8:30am-17:00pm. While

the education industry prefers 24-hours service.

Service/Level Business Industry Total
Faxback | Education rTrading Computer | Others
03.30-17.00 7.08 15 15 13.24 50.32
17.01-0C .00 142 0 0.77 2.94 513
17.01-0€ .20 1.39 3.33 0.38 2.94 8.54
24 hours 14 62 6.67 8.85 5.88 36.02
Total 25 25 25 25 100

Table 4.48 The level of preferred service hours needed in
Faxback by implementing the normalization method
4.7.4.1.3 Updated information

- Depending on company policy

[tis strongly agreed that the company can get more customer
satisfaction providing updated information through faxback
service. Different customers face different problems and have
different arcas of interest in the product. Hence. they have

different doubts that need to be clarified differently.
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Information updating is another method to secure customer
satisfaction.

From the survev. 52.7% of the respondents strongly agrees that
the company needs to update the information regula-ly. 22%
agrees with this fact. 17.3% shows moderate concein about
information update. 6.7% disagrees and only 1.3% strongly

disagrees to have the update.

Velid Cumuiative
FAXBACK Frequency Percent Percent Percen'

L.owest 2 1.3 1.3 1.3
L.ow 10 3.7 6.7 8.0
Mcderate 26 17.3 7.3 253
High 23 220 22.0 473
Highest 79 52.7 52.7 100.0
Tctal 1£0 100.0 100.0

Tuble 4.49 The level of frequency in updating information

needed in Faxback service

To implement the normalization method in relation to the
difference of business industry, it reveals that every business
industry strongly agrees that the company needs to update the

information regularly.
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Service/Level Business Industry Total
Faxback Education | Trading | Computer| Others

Lowest 0.94 0 0 0 0.94
Low 2.36 1.67 0.77 2.94 7.74
Moderate 3.77 €.67 3.85 5.88 20.17
High 519 3.33 6.156 5.88 20.55
Highest 12.74 13.23 14.23 1029 | 50.59
Total 25 25 25 25 100

Table 4.50 The level of frequency in updating information
needed in Faxback service by implementing the normalization
method

4.7.4.1 4 Comfortability

- Medium level of comfortability

The respondents are required to go through sonie procedures
before receiving the service.

The survey reveals that only 3.3% of the respondents agree that
faxback service is more diftficult in registration proc:ss to ask
for the service. And most (;1' respondents 54% feel moderately

difficult to ask for the service.

Valid Cumulative
FAXBACK -requency Percent Percent Percent

LLowest 9 6.0 6.0 6.0
lLow 20 13.3 13.3 18.3
Moderate &1 54.0 54.0 73.3
High 32 21.3 213 947
Highest 8 53 53 100.0
Total 150 100.0 100.0

Table 4.51 The level of difficulties in registration process to

ask for the Faxback service
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To implement the normalization method in relation to the

difference of business industry. it reveals that every business

industry feels moderately difticult to ask for the service.

Service/Level Business Industry Total
Faxback Education | Trading | Computer| Others

Lowest 142 1.67 1.54 1.47 6.1
Low 1.89 1.67 5.38 1.47 10.41
Moderate 11.79 18.33 13.08 16.18 59.38
High 7.08 0 5 5.88 17.96
Highes: 2.33 3.33 0 0 6.16
Total 25 25 25 25 100

Tuble 4.52 The level of difficulties in registration process to
! g p

for the Faxback service by implementing the normulization

method

Also. according to the survey, 52% of respondents agree that

faxback is moderately difficult to use, while only 4% of them

said 1t 15 the most difficult to use.

uask

Valid Cumulative
FAXBACK Frequency | Percent Percent Percent

~owest 18 12.0 120 12.0
RsI8Y 37 207 207 327
Voderatz 78 52.0 52.0 84.7
—igh 17 1.3 13 96.0
—ighest 6 4.0 4.0 100.0
Toal 150 100.0 100.0

Table «.53 The level of difficulties in using Faxhack service

To implement the normalization method in r¢lation 1o the

difference of business industry, it reveals that every business

industry agrees that faxback is moderately difficult to use.
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Service/level Business Industry Total
Faxback Education | Trading | Compuier | Others
Lowest 1.89 5 3.85 1.47 12.21
Low 425 1.67 6.92 4.41 17.25
Moderate 14.15 15 11.15 14.71 55.01
High 3.3 1.67 2.31 4.41 11.69
Highes: 1.42 1.67 0.77 0 3.86
Total 25 25 25 25 | 100

Table «.54 The leve!l of difficulties in using Faxback service by
implementing the normalization method

4.7.4.2 Business aspects
4.7.4.2 1 Difference from competitors
- Differcnce from competiters
Faxback 1s a brand new service that has not been broadly
developed and adopied in customer service. Hence, the
company providing this service has uniqueness and can
differentiate itself from other companies.
4.7.4.2 2 Increase in chzm'nel of distributions
- Potentially increases in sales
From customers™ perspective. It is casier (0 get company access
and better understanding of 1ts product with the use of faxback
service. As mentioned earlicr that faxback enhances customer
satisfaction. it also affects customers” purchasing dezision
making. The more customers are satisfied with the company
and service. the easier they can make decision. The survey also
indicates that more purchase can be done with the help of

faxback service.
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4.8 Critical Success Factor (Textchat)
4.8.1 Technical Factor

4.¢.1.1 Ease of implementation and maintenance
- Difficult to implement and maintenance (level 5)
[t is quite difticult to implement with knowledge of computers and
communications since Textchat requires a special program to facilitate
on-line chat. Owing to the interactive feature of textchat. the more
complicated program. compared to callback and faxback service, that
can activate the service immediately after the preliminary 1s needed.
Hewever. the implementation is ¢asier if the company uses the mstant
program available in the market instead of writing its own program.
The implementation for textchat are:
Hardware
The company needs to own a server for setup chat system, PC for
receiving the incoming data from customers and chat purpose.
telzphone lines 1o link with [SP for 24-hour internet access and
immediate response to customers” questions. router and leased line.
Ncte: In this thesis. the cost evaluations for this service will base on the
24-hour service i order 1o reasonably compare with other services.
Software
The required sotiware is the supporting chat program with various
feztures e.g. database feature. switching feature which the agent can

response to many customers at a time. etc.
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Multimedia

No additional multimedia software and hardware are required for this

service.

Implementation

The implementation of textchat is more complicated than those of

callback and fuxback in that textchat requires progra:n with special

fezture that enables on-line chat. Hence, it takes longer tim: to

implement the system.

Muntenance

The cost of maintenance is approximately estimated 1o be 15% of the

annual setup costL.

4.8.2 Economical Factor

4.¢.2.1 Setup cost

- High setup cost

Leased line (start-up fee) 64Kbps
Leased line (per month) 64Kbps
Monthly fee (Telephone service)
Router

Software —chat

Maintenance cost

L

Cost Balll
server sel 100,000 7
Ciient | set 25000

} 10.000-100,000

50,000

40.000-70.000
40,000-70.000

100

15% per year

Table 4.55 Cost of Textchat
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4.8.2.2 Usage cost
- Mediam usage cost
Usage cost of textchat is solely based on hiring customer se-vice

representative that is varied on service length.

| Cost Baht

Customer service representativc 168 baht / & hours
L
]

L

Table 4.56 Usage cost of Textchat

4.8.3 Support Factor
4.&.3.1 Service areas
- International service areas
Textchat is considered as seamless service. The customers from all
over the world can use this service without additional cost.
4.£.3.2 Number of custonier
- Number of customer to provide service at a time depending on
software / The number of customer served in terms of service costs
depend on company policy
The customer service representative can provide the service to multiple
customers at a time. However. the service capability depends grzatly on
supporting program used. The company mayv use the sotiware with
special feature that allows its representative 1o switch from one
customer to another in case of slow response or internet traffic. But it is
impossible to serve multiple customers at the same time. Service delay
1s unavoidable. To solve this problem. more customer service
representative are required. Consequently, usage cost increases in the

case of hiring customer service representatives.
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4.8.4 Beneficial Factor
4.¢.4.1 Customer satisfaction
4.8.4.1.1 Reliability
- High lcvel of reliability for this service
Textchat service can create the company image to the customer.
From the survey. 36% of respondents agree that Texichat
servive can highly increase the company image. while minorities

commented differently.

Velid Cumutative
TEXTCHAT Frequency | Percent Percent Percent

L.owest 5 33 3.3 3.3
Low 11 7.3 7.3 10.7
Moderate 39 26.0 26.0 36.7
High 41 273 273 64.0
Highest 54 36.0 36.0 100.0
Tetal 180 100.0 100.0

Table 4.57 The level of increasing of company imasve from

Textchut service

To implement the normalization method in relation 1o the
difference of business industry. it reveals that every business
agrees that Textchat service can increasce the company image at

the highest level.
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Service/Level Business Industry Total
Textchat Education] Trading | Computer| Others

Lowest 0.47 3.33 0.77 0 457
Low 1.42 0 2.69 1.47 5.58
Moderatez 5.66 5 8.08 4.41 23.15
High 7.55 8.33 5.38 8.82 30.08
Highest 9.91 8.33 8.08 10.29 36.61
Total 25 25 | 25 25 100

Table 4.58 The level of increasing of company image from

Textchut service by implementing the normalization method
Al 8

In addition ta increase the company image. reliabiiity has direct
relationship with respondents” decision making to purchase a
produc:.

From the survey. 35.3% accept that it highly encourages

respondents to make purchase decision. while only %.3% of

them said that they won't be strongly encouraged by the service.

Valid Cumulative
TEXATCHAT Frequency | Percent Percent Percent

L.owest 5 3.3 3.3 3.3
Low 22 147 147 18.0
Mcderate 23 220 22.0 40.0
High 37 247 247 64.7
Highest £3 353 353 100.0
Tctal 180 100.0 100.0

Table 4.59 The level of influence on respondents’ gecision

making 10 purchase a product from providing Textchat service

To implement the normalization method in relation 10 the
difference of business industry. it reveals that education,

compuier and other industries agree that it highly encourages
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respondents to make purchase decision at the highest level,

while enly trading industry said that it highly encourages

respondents to make purchase decision.

Service/Level Business Industry Totat
Textchat Education | Trading | Computer| Others

Lowest 047 3.33 0.77 0 4.57
Low 5.56 Q 3.08 2.94 11.68
Moderate 4.72 5 6.15 5.88 2175
High 6.13 11.67 5.38 4.41 27.59
Highes" 8.02 5 .62 11.76 34.4
Total 25 25 25 25 100

Table .60 The level of influence on respondents’ decision

making to purchase a product from providing Textchat service

by implementing the normalization method

The response front custorner service representatives is another

factor cnhancing customer satisfaction and reliabilit..

According 1o the survey reveals that 36.7% of the respondents

said that textchat service can create highly reliable. while

minoritics commeanted differently.

Valid Cumulative
TEXTCHAT Frequency | Percent Percent Percent

L.owest 1 7 7 7
Low 14 9.3 93 10.0
Mederate 32 213 21.3 313
High 48 32.0 32.0 63.3
Highest 55 36.7 36.7 100.0
Tctal 180 100.0 100.0

Table 4.61 The level of reliability respondents have on

interactive service in Textehat
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To implement the normalization method in relation o the
differerice of business indusury. it reveals that every husiness

said that Textchat service could create reliable at the highest

level.

Service/Level Business industry Totat

Textchat Education | Trading | Computer| Others o

Lowest 0 0 0.38 0 038 |
Low 0.94 3.33 3.08 2.94 10.29
Moderate 5.66 5 £.38 4.41 20.45
High 7.55 8.33 8.08 8.82 3278
Highest 10.85 8.33 8.08 8.82 36.08
Total 25 25 25 25 100

Table 4.62 The level of reliability respondents have on
interactive service in Textchat by implemernting the
normalization method

4.8.4.1.2 Time

- 3 - § minutes response time, 24 hours service

From the survey. the respondent expects diftferent responding
time as listed in the table as follow: The average of respondents

need to wait for a respond time within 3 - 5 munutces.
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Valid Cumulative
Textchat Frequency | Pe-cent Percent Percent
Valid Imn-ediateiy 17 1.3 14.5 14.5
30 seconds 2 1.3 1.7 16.2
1 minute 21 14.0 17.9 34.2
2 minutes 3 2.0 26 36.8
3 minutes 13 87 111 47 .8
5 minutes 20 133 17.1 65.0
10 minutes 16 10.7 137 78.6
15 minutes 12 8.0 103 88.9
20 minutes 3 20 26 315
30 minutes 19 6.7 85 100.0
Total 117 78.0 100.0
Missirg 40 minutes 2 1.3
1 heur 12 6.7
2 heurs 3 2.0
3 heurs 1 4
12 hours 3 20
1 day 12 8.0
2 days 2 S
Total 33 220
Total 150 100.0

Table 4.63 The level of respondents’ acceptable response time
to receive Textchat service

At the came time. the required service period also varies. 39.3%
of respondent prefers 24-hours service, 37.3% prefers the period
of 8:30am-17:00pm, 13.3% prefers 17:01pm-0:00en and 10%

prefers the period of 17:01pm-8:30am.

Valid Cumulative
TEXTCHAT Frequency | Percent Percent Percent
08.30-17.00 56 37.3 37.3 37.3
17.01-00.00 20 13.3 13.3 50.7
17.01-08.30 15 10.0 10.0 60.7
24 hours 59 39.3 39.3 100.0
Toal 150 100.0 100.0

Table 4.64 The level of preferred service hours for Textchar

service
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To implement the normalization method in relation the
difference of business industry. it reveals that education,
trading industrics prefers 24-hours service. Whereas the
computer, other industries prefer the period of 8:30am-

17:00pm.

Business Industry Total
Service/Level

Textchat Education | Trading | Computer | Others
08.30-17.00 3.3 10 13.46 11.76 38.52
17.01-00.00 4.72 0] 3.08 2.94 10.74
17.01-08.30 2.36 3.33 1.54 588 13.11
24 hours 14.62 11.67 6.92 4 .41 37.62
Total 25 25 25 25 100

Table 4.65 The level of preferred service hours for Textchat
service by implementing the normalization metho.d
4.8.4.1.3 Updated information
- Depending on customer service representatives
It1s strongly agreed that the company can get more customer
satisfaction providing updated information through textchat
service. Different customers face different problems and ha v
different arcas of interest in the product. Henee. they have
different doubts that need 10 be clarified differently.
Informatton updating is another method 1o secure customer
satistacton.
From the survey. 50% of the respondent strongly zg-ecs that the
company nceds to update the information regularly, 20% agrees

with this fact, 22.7% shows moderate concern about information
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update. 6.7% disagrees and only 0.7% strongly disagrees to have

the upaate.

Valid Cumulative
TEXTCHAT | Frequency | Percent Percent Percent

L.owest 1 7 T 7
Low 10 5.7 6.7 7.3
Moderate 24 227 227 30.0
High 20 20.0 20.0 50.0
Highest 75 50.0 50.0 100.0
“ctal 150 100.0 100.0

Table 4.66 Tire level of frequency in updating information
q ) p gin

needed in Textchat service

To implement the normalization method in relation o the
differerice of business industry. it reveals that every business
industry strongly agrees that the company nceds to update the

nformation regularly.

Service/Level Business Industry Total
Textchat Education | Trading | Computer | Others

Lowest 0 - 1.67 0 0 1.67
Low 2.36 1.67 1.15 1.47 6.65
Moderate 5.19 5 577 7.35 23.31
High 3.3 3.33 6.15 7.35 2013
Highest 14.15 13.23 11.82 8.82 48.22
Total 25 25 l 25 25 100

Table 4.67 The level of frequency in updating information
needed in Textchat service by implementing the normalization

method
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4.8.4.1.4 Comfortablility

- Medium level of comfortability

The customers are required to go through some procedures
before receiving the service.

The survey reveals that only 8.7% of the respondeant feel the
most difticulty in registration process to ask for the service,
46.7% feel moderately difficult in registration process (o ask for

the service.

Valid Cumulatire
TEXTCHAT Frequency | Percent Percent Percent

L.owest 7 47 47 47
Low 25 16.7 167 21.3
Mcderate 70 46.7 46.7 68.0
High 25 23.3 23.3 91.3
Highest 13 3.7 8.7 100.0
Total 1£0 100.0 100.0

Table 4.08 The level of difficulties for registratior: process to

ask for Textchat service

To implement the normalization method in relation 1o the
differenice of business industry. it reveals that everv hsiness
industry feels the most difficulty in registration process to ask

for the service.
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Service/l.evel Business industry Total
Textchat Education| Trading | Computer| Others

Lowest 0.94 1.67 1.54 0 4.15
Low 5.19 1.67 3.46 5.88 16.2
Moderate 10.38 16.67 11.54 11.76 50.35
High 5.66 5 6.15 5.88 22.69
Highest 233 0 2.31 1.47 6.61
Total 25 25 25 25 100

Table 4.69 The level of difficulties for registration process to
ask for Textchat service by implementing the normalization

method

And the other one is difficulty to use the service. According to
the survey, 44.7% of respondents agree that Textchat service is
modereately difficult to use. while onlv 6% of them said it is the

most difhicult to use.

) Vaiid Cumulative
TEXTCHAT Frequency Percent Percent Percent

l.owest 1€ 12.0 12.0 12.0
l.ow 20 13.3 133 253
Moderate 67 447 447 70.0
High 36 24.0 24.0 94.0
Highest 9 5.0 6.0 100.0
Total 150 102.0 100.0

Table 4.70 The level of difficulties in using Texichat service

To implement the normalization method in relation 10 the
difference of business industry. it reveals that every business
industry agrees that Textchat service is moderately cifficult to

use.




4.¢6.42

Service/Level Business Industry Total
Textchat Education| Trading | Computer| Others

Lowest 236 5 3.08 294 | 1338
Low 3.77 0 3.85 2.94 10.56
Moderat: 10.38 13.33 11.15 11.76 46.62
High 5.66 5 6.15 7.35 24.16
Highes: 2.83 1.67 0.77 0 5.27
Total 25 25 25 25 100

Table 4.71 The level of difficulties in using Textchat service by
implementing the normalization method

Business aspects

4.8.4.2.1 Difierence from competitors

- Difference from competitors

Textchat is a new service that has not been broadly developed
and adopted in customer service. Hence. the company providing
this service has uniqueness and can differentiate itself frem its
competitors.

4.8.4.2 2 Increase in channel of distributions

- Potentially increases in sales

I'rom customers’ perspective. it is easier to get company access
and better understanding of its product with the use of textchat
service. As mentioned earlier that textchat enhances. custoner
satisfaction. it also affects customers™ purchasing deision
making. The more customers are satisfied with the company
and service. the easier they can make decision. The survey also
indicates that more purchase can be done with the help of

textchat service.
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4.9 Critical Success Factor (VolP)
4.9.1 Technical Factor

4.¢.1.1 Ease of implementation and maintenance
- Quict difficult to implement and maintenance (level 4)
Itis quite difficult o implement with knowledge of computars and
communications since VolP requires a special software to ficilitate on-
lina chat. It takes some times to customize the proprietary soitware for
VelP. Itis casier poll the system from existing software: however, it
depends on which kind ol VoIP the company will use. In case of
Netmeeting. the service can be done through {P address. The company
has to customize the program that company s IP address is shown for
customers” convenience o chat. In case of Mediarina. the service is
doe through telephone numbers which are shown on webpage. The
customers can use other special features available in their software.
They can also download the program prior to receiving the service if
they don’t have such software.
The implementation for VolIP arc:
Hardware
The company needs to own a server for setup the svstem for VoiP
setvice, PC for receiving the incoming data from customers and chat
pu-pose, telephone lines 1o link with ISP for 24-hour internet access and
immediate response to customers” questions. router and leased line.
Hewever, By doing this. the company needs 1o have high-speed
connection line rather than a dial-up connection. which could be an

ISDN.T1, DSL. Cable. etc.
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Ncte: In this thesis. the cost evaluations for this service will base on the
24-hour service in order to reasonably compare with other services.
The required softwares for VoIP program are Netmeeting. Mediaring
tal< and customized software written for the purpose of IF address
display in case of company does not have their own server and they
connect to the ISP via a dial-up connection or telephone numbers for
Mediaring.

Multimedia tools and accessories required ror VolIP service are
soundcard, ampiifier. microphone and headset.

Imglementation

The implementation of VoIP is the most complicated process compared
0 >ther kind or customer services mentioned in this thesis in that VolP
recuires special program that enables on-line chat and immediate
service support.

Maintenance

The cost of maintenance is approximately estimated 10 be 15% of the
annual setup cost.

4.9.2 Economical Factor
4.©.2.1 Setup cost

- High setup cost

Cost Baht
" Server 1 set 100.000
Chent 1 set 25.000
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[ Leased line (s(zxrt-up fee) 64Kbps 40,000-70,000
Leased line (per month) 64Kbps 40.000-70.000

j Or

| ISDN line ( start-up fee) 64 Kbps 40,000 baht / 4.200 MB
[SDN line (per month) 64Kbps 20,000 baht / 1.000 MB
VM onthly fee (Telephone service) 100

Router 10.000-100.000

“ Software - Netmeeting. Mediaring Talk Free

- hiring programmer tc write the | 10.000

" program for showing [P address
{

% Soundcard 2.800

j Speakerphone 400-1.600

- Microphone 400

- Maintenarice ost 15% per year
| _ Y L

Table 4.72 Cost of VoIP
4.¢.2.2 Usage cost
- Medium usage cost
Usage cost of VoIP is solelv based on hiring customer service
representative varied on service length. There is no other ongoing cost
of sarvice per time.

( st Baht

e s . , P S
- Castomer service representatives 168 baht * § hours
\

Table 4.73 Usage cost of VoIP
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+4.9.3 Support Factor
4.¢.3.1 Service areas
- International service areas
Because there is no usage cost incurred. the service can be provided
locally and internationally without any ongoing cost.
4.©.3.2 Number of customer
- Limited customer to provide service at a time / The nurmber of
customer served in terms of service costs depend on company policy
The company can serve only one client at a time because it is on-line
conversation between customer service representative and customer. It
is impossible to serve multiple customers at the same time. service
delay is unavoidable. To solve this problem. more agents are required.
Consequently. usage cost increases in the case of hiring cus:omer
service representatives.
4.9.4 Beneficial Factor
4.9.4.1 Customer satisfaction
4.9.4.1.1 Reliabilivy
- High level of reliability for this service
VolP service can create the company image 0 the customer.
From the survey. 35.3% of respondents agree that VolP service
can highly increase the company image, while mino -itics

commented differently.
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Valid Cumulative
VOIP Frequency | Percent Percent Percent
L.owest 12 8.0 8.0 8.0
Low 7 4.7 4.7 12.7
Moderate 26 240 24.0 36.7
High 42 23.0 28.0 64.7
Highest £3 35.3 353 100.0
Tctal 150 100.0 100.0

Table 4.74 The level of increasing of company imaye from

VolP seirvice

To implement the normalization method in relation 1o the
difference of business industry. it reveals that every business
agrees that VoIP service can increase the company i mage at the

highest level.

Service/Level Business Industry Total
VolP Education | Trading | Compuler| Others

Lowest 1.89 6 67 i 143) 1.47 11.18
Low 1.42 1.67 0.38 2.94 6.41
Moderate 6.6 , 6.67 5.77 4.41 23.45
High 566 3.33 8.85 7.35 25.19
Highes: 9.43 6.67 8.85 8.82 33.77
Total 25 25 25 25 100

Table «.75 The level of increasing of company image from

VoIP service by implementing the normalization method

In addition to increase the company image. reliabifity has direct

relationship with customers” decision making to purchase a

product.
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From suvey, 32% accept that it highly encourages respondent to
make purchase decision. while 4.7% of them said that they

won’t be strongly encouraged by the service.

Valid Cumulative
VOIP Frequency Percent Percent Percent
L.owest 7 4.7 4.7 4.7
Low 19 12.7 12.7 17.3
Moderate 25 23.3 23.3 40.7
High 41 27.3 27.3 68.0
Highest 48 32.0 32.0 100.0
Total 150 100.0 100.0

Table 4.76 The level of influence respondents’ decision making

to purchase a product from providing VolP service

To implement the normalization method in relation to the
difference of business industry. it reveals that education. other
industries accept that it encourages respondent to make purchase
decision at the highest level. while trading. computer industries

said that it is high level 1o encourage for making purchasc

decision.

Service/Level Business Industry Total

VolP Education { Trading | Computer| Others
Lowest 094 3.33 0.77 1.47 6.51
Low 472 3.33 2.31 1.47 11.83
Moderat: 6.13 5 5.38 7.35 23.86
High 519 8.33 8.85 294 25.31
Highest 8.02 5 7.69 11.76 32.47
Total 25 25 25 25 100
.

Table 4.77 The level of influence respondents’ decision making
to purchase a product from providing VolP service by

implementing the normalization method



The response from customer service representatives is another

tactor that can enhance customer satisfaction and reliability.

According to the survey. 37.3% of the respondents sgree that
3%

VolP can create highly rehable to the company, ard only 3.3%

strongly disagrees that VolIP can create more reliability.

Valid Cumulative
VOIP Frequency | Percent Percent Percent
Lowest 5 33 3.3 3.3
Low 14 3.3 9.3 127
Maoderate 21 207 20.7 333
High 44 29.3 29.3 627
Highest £6 37.3 37.3 100.0
Total 150 100.0 100.0

Table 4.78 The level of reliability respondents’ have on

interactive service in VolP

To implement the normalization method n relation to the
differerice of business industry. it reveals that education.
computer. other industrie§ agree that VolIP can ereate reliable to
the company at the highest level, and only trading industry said

that it can create moderately reliable 1o the company.

119



Service/Level Business Industry Total
VoiP Education| Trading | Computer | Others
Lowest 0.94 1.67 0.38 147 4.46
Low 1.89 1.67 2.69 2.94 9.19
Moderate 8.02 10 2.69 1.47 2218
High 472 6.67 9.23 8.82 2944
Highest 9.43 5 10 10.29 34.72
Total 25 25 25 25 100
1

Table 4.79 The level of reliability respondents’ have on

interactive service in VolP by implementing the normalization

method

494.12 Time

- 2 - 3 minutes respond time needed, 24 hours service

From the survey, the respondents expects difterent responding

time as listed in the table from the company. The average of

respondents will accept to get the response in 2 - 3 minutes.

Valid Cumutative
VOIP Frequency | Percent Percent Percent
Valid immediate'y 21 14.0 17.9 17.8
30 seconds 5 3.3 4.3 222
1 minute 19 12.7 16.2 385
2 minutes 3 4.0 51 436
3 minutes 9 6.0 77 513
5 minutes 18 12.0 15.4 66.7
10 minutes 15 10.0 12.8 79.5
15 minutes 11 73 94 88.9
20 minutes. 4 27 3.4 923
30 minutes 9 6.0 7.7 100.0
Total 117 78.0 100.0
Missirg 1 hour 12 8.0
2 hcurs 1 T
3 heurs 1 7
1 day 16 10.7
2 days 3 2.0
Total 33 220
Tolal 150 100.0

Table 4.80 The level of respondents’ acceptable respond time

fo receive VolIP service
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At the same time, the required service period also viries. 40% of
respondent prefers 24-hours service. 36.7% prefers the period of
8:30am-17:00pm. 13.3% prefers 17:01pm-0:00am aad 10%

prefers the period of 17:01pm-8:30am.

Valid Cumulative
VOIP Frequency Percent Percent Percent
08.30-17.00 55 36.7 36.7 36.7
17.01-00.00 20 13.3 13.3 50.0
17.01-08 .30 15 10.0 12.0 60.0
24 hours 60 40.0 40.0 100.0
Tola 150 100.0 100.0

Table 4.81 The level of preferred service hours for VolP

service

To implement the normalization method in relation to the
difference of business industry. it reveals that education industry
prefers 24-hours service. Whereas the trading, comp ater, other

industries prefer the period of 8:30am-17:00pm.

" Business Industry Total
Service/Level
VolP Education | Trading | Computer | Others

08.30-17.00 377 13.33 12.31 10.29 39.7
17.01-0C.C0 3.3 1.67 3.46 4.41 12.84
17.01-0€ 20 2.33 1.67 1.92 4.41 10.83
24 hours 1509 3.33 7.31 5.88 36.61
Total 25 25 25 25 100

Table 4.82 The level of preferred service hours for VolP
service by implementing the normalization method
4.9.4.1.3 Updated information

- Depending on customer service representatives
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[t is strongly agreed that the company can get more customer
satisfaction providing updated information through VolP
service. Same as other services. different customers face
different problems and have different areas of interest in the
product. Hence, they have different doubts that need to be
clarified differently. Information updating is another method to
secure custorner satisfaction.

From the survey. 46.7% of the respondents strongly agrees that
the company needs to update the information regula-ly. 26%
agrees with this fact. 18% shows moderate concern about
information update. 6% disagrees and only 3.3% strongly

disagrees to have the update.

Valid Cumulative
VOIP Frequency | Percent Percent Percent
Lowest 5 3.3 3.3 3.3
Low 9 5.0 6.0 9.3
Maoderate 7 18.0 18.0 273
High W29 26.0 26.0 53.3
Highest 70 467 46.7 100.0
Tctal 1£0 100.0 100.0

Table 4.83 The level of frequency in updating information

needed in VolP service

To implement the normalization method in relation 1o the
difference of business industry, it reveals that every business
industry strongly agrees that the company nceds to update the

information regularly.
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Service/Level Business Industry Total
VolP Education | Trading | Computer | Others

Lowest 0.94 5 0 0 5.94
Low 1.42 1.67 1.15 2.94 7.18
Moderate 3.3 5 462 7.35 20.27
High 6.6 5 6.92 5.88 244
Highest 12.74 8.33 12.31 8.82 42.2
Total 25 25 25 25 100

Table 4.84 The level of frequency in updating information
needed in Vol P service by implementing the normolization
method

4.9.4.1 4 Comfortability

- Medium level of comfortability

The customers are required to go through some procedures
before receiving the service.

The survey reveals that only 6.7% of the respondents has the
most difficulty. 9.3% has more difficulty. 41.3% has moderate
difficuli. 24% has less diﬁ”}Ctllly and 18.7% has the least

difficulty with the pre-service procedures.

Valid Cumulative
VOIP Frequency | Percent Percent Percent
l.owest 10 6.7 6.7 6.7
l.ow 14 93 9.3 16.0
Moderate 62 413 413 57.3
High 36 24.0 24.0 81.3
Highest 28 13.7 18.7 100.0
Total 150 109.0 100.0

Table 4.85 The level of difficulties in registration process to ask

Sor the VolP service



To implement the normalization method in relation to the
differerice of business industry. it reveals that every husiress

industrv has moderately ditficult to ask for the service.

Service/lLevel Business Industry Total
VolP Education | Trading | Computer | Others

Lowest 0.94 5 1.92 0 7.86
Low 1.42 0 2.69 5.88 9.99
Moderats 10.85 13.23 9.62 8.82 42.62
High 66 3.33 6.15 5.88 21.96
Highes: 519 3.33 4.62 4.41 17.58
Total 25 25 25 25 100

Table 4.86 The level of difficulties in registration process to ask
Jor the VolP service by implementiag the normalization
method

According to the survey. 5.3% of the respondents agree that
VolIP service is least difficult to use, while most of them feel

moderately difficult to use.

Valid Cumuiative
VOIP Frequency | Percent Percent Percent
Lowest 8 53 53 53
l.ow 12 8.0 3.0 13.3
Maoderate 62 413 413 547
High 36 24.0 24.0 78.7
Highest 32 21.3 213 1000
Tetal 150 102.0 100.0

Table 4.87 The level of difficulties in using VolP scrvice

To implement the normalization method in relation 1o the

difference of business industry, it reveals that education, other
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industries agree that VolP service is moderately difficult to use,

while t-ading, computer industries feel highly difficult to use.

Service/Level Business Industry Total
VolP Education| Trading | Computer| Others
Lowest 0 1.67 0 0 1.67
Low 1.89 1.67 0.38 4.41 8.35
Moderate 12.26 6.67 962 13.24 41.79
High 6.13 8.33 10.38 7.35 3219
Highest 4.72 6.67 462 0 16.01
Total 25 25 25 25 100

Table 4.88 The level of difficulties in using VolP service by

implementing the normalization method

Owing to additional multumedia tools and accessorics required.
the quality test for such tools is important.

In survey tells that 42.7% of the respondents shows 10 concern
on the equipment test. 35.3% strongly agrees. 17.3% agrees. 6%
strongly disagrees and 6111_\' 0.7% strongly disagrees to have the

test.

Valid Cumulative
VOIP Frequency Percent RPercent Percent
L.owest 1 7 7 7
L.ow 9 5.0 6.0 6.7
Moderate €4 427 427 49.3
High £0 333 33.3 82.7
Highest 6 17.3 17.3 100.0
Tetal 150 100.0 100.0

Table 4.89 The level of respondents’ acceptable tesiing

multimedia tools before receiving the VoIP service
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To implement the normalization method in relation o the
differerice of business industry. it reveals that education.
computer. other industries show no concern on the equipment
test. Whereas trading industry agrees to test the multimedia tools

before receiving the VolP service.

Servicel/Level Business Industry Total
VolP Education | Trading | Computer| Others

Lowest 0.94 3.33 1.54 0 5.81
Low 2.36 1.67 1.15 4.41 9.59
Moderate 11.32 6.67 10.38 10.29 38.66
High 519 8.33 €.15 5.88 25.55
Highesr 519 5 577 4.41 20.37
Total 25 25 25 25 100

Table 4.90 The level of respondents’ acceptable tesiing
multimedia tools before receiving the VolP service by
implementing the normalization method

4.©.4.2 Business aspects
4.9.4.2 1 Difterence from competitors
- Difference from competitors
VolP is o new service that has not been broadly developed and
adopted in customer service. Hence. the company providing this
service has uniqueness and can differentiate itselt fron its
competitors.
4.9.4.2.2 Increasing in channel of distributions
- Potentially increases in sales
From customers’ perspective, it is easier to get company access

and better understanding of its product with the use of VoIP
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service. As mentioned earlier that VoIP enhances customer
satisfacuon. it also aftects customers™ purchasing deision
making. The more customers are satisfied with the company
and scrvice. the easier they can make decision. The survey also
indicates that more purchase can be done with the help of VolP

service.

4.16 Comparison in each service types
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No FACTOR FAQ f-mail LCaliback Faxback Textchat Voil
1{Technical Factor Easv (1) Easy (2) Medium (3) Medium (3) DifTicult {(5) |Quite dilticult (4
Zikconomical Factor

Setup cost Low Medium Medium Medium High High

Usage cost No Medium High Medium / High Medium Medium
3iSupport Factor

Service areas International | International| Domestic Domestic International International

No. of customer to provide service at a time Linlimited Limited Limited Limited Software Limited

No. of customer served in term of service cost Unlimited Unlimited Limited Limited Company Company
41Bcnificial Factor

4.1{Customer satisfaction

Reliability Medium Medium High Medium High High
Response time 24x7 5-12 hours | 20-30 minutes| 30-40 minutes 3-5 minutes 2-3 minutes
Service hours 24x7 24x7 8.30-17.00 8.30-17.00 24x7 24x7
Updated information needs High / C High / Reps | Higih / Reps High/C High / Reps High / Reps
Comfortable High High Medium Medium Medium Medium
4.2{Business satisfaction

Differentiation from competitors No No Yes Yes Yes Yes
increase in channel of distribution Neo ? Yes Yes Yes Yes

Table 4.91 Comparison in each service types

** C= Company policy, Reps= Customer service represcntatives**



R o . e Textehat Valp
. FAQ ic-mail Cailback Faxback S v
Technical Factor
Dwn server{Rent serverfOwn server{Rent server] Own server | Rent server |Own server | Rent server {Own server | Own server
Hardware S.L.R PC.M 1 S.C.L.RY PCL.R |S.C.L.R. T} PBC.LR.TIS.C.L.R. M} PC.L.R.F T SLCLLR S.CLLLR
"~ Software Web Web, FTP | Ex.Out Out Program Program Program Program Program Media, Net
Multimedia No No No No No. Yes No. Yes No No No Yes
Implementation | Fasy (1) [rasy (1) Fasy (2) Fasy (2) | Medium (3) | Medium (3) | Medium (3) | Medium (3) | Difficult (5) }Quiet difficult (4
Maintenance 15% 15% 15% 15% 15% 15% 15% 15% 15% 15%
Tahle 4,92 Comparisos in technical fuctor
** §= Server. .= I.eased line. R= Router. PC= Personal computer. C= Client, T= Telephone. F= Faxcimine. M= Modem **
** Web= Web development software, FTP= File Transfer Protocol Software, OQut= Microsoft outlook, Ex= Microsoft Exchange,
Program= Proprietary program**
R
©

[; : FAQ E-mail Callback Faxback Textchat Vol
teonomical Factor
Dwn server|Rent serverfOwn server|Rent server] Own server | Rent server | Own server | Rent server |Own server| Own server
Setup cost 222K-394K} 37K-~47K [315K-487K{147K-326K | 260K--433K | 149K-330K | 270K-443K | 159K-340K { 304K-477K | 263K-436K
Usage cost No No Reps Reps Reps. Call | Reps. Call Fax Reps. Fax Reps Reps
Tahle 4.93 Comparison in economical factor

** Reps = Customer service representatives costs. Call= Callback cost, Fax= Faxback cost**




0tl

a. Facto: FAQ - P Caltback | Faxback | Textehaty VYelD
F{Reliability
Increase company imagé bos.4807 1 3.7533 4.4533 37733 1 38335 578 1
Influence on making a decision to purchase a product from the com| 3.4467 3406 4.02 3.8733 3.74 3.6935
l 6.9334 7.2133 8.0733 7.6466 7.5933 | 7.4733
" |Conversation with the customer service representative No No | 4.02 No 3.9467 3.88 |
6.9334 7.2133 12.0933 7.6466 11.54 | 11.3533
2HTime
Response time No 11.0867 | 10.3133 11.42 7.2133 | 6.7333
Service hours 24x7 2.9933 2.18067 2 4007 2.5133 | 2.5333
3|{Updated information needs 42467 4.2533 4.2333 4.18 4.12 4.0667
4]Comfortable
Difficult to registration process No No 3.0467 3.0667 3.1467 | 3.3867
Ditficult to use 2.3133 2.2 2.68 2.7467 2.9867 3.48
2.3133 2.2 5.7267 5.8134 6.1334 | 6.8667
To agree testing multimedia accessories No No No No No 3.6067

Table 4.94 Comparison in beneficial fuctor (Customer Aspects)



4.11  Comparison in Beneficial factors (Customer Aspects)

The tables below are the average of customer satisfaction in each factor that will

increase the level of satisfaction.

4.11.1 Reliability

4.11.1.1 Companies can build reliability and image by offering special

add-on services. The level spans as the followings: 1=least. 5= most, and

the result of the respondents is shown that the average of

company image increasing from the callback service 1s 4.0533. Textchat

3.&535. VolP 3.78. Faxback3.7733. E-mail 3.7533 and FA{) 3.4867.

4.1

3.9
3.8

3.7

Level

3.6

35

40633

£-mail Callback Textchat voll

Types

Figure 4.14 Commparison of the increase in company image associated with types of

servic?
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Statistics

FAQ1 MAIL1 CALL1 FAX1T  TEXT1 | VOIP1

N valid 150 150 150 150 18] 15C

Missing 0 0 0 O D 0
Mean 3.4867 3.7533 4.0533 37733 | 38583 | 3.78C0
Std Error of Mean 9.060E-02 |8.510E-02 |8 762E-02 |B8.932E-02 |8 944E-C2 | 9.670E-02
Madizn 3.0000 4.0000 4.0000 4.0000 40002 | 4.00C0
Macle 3.00 3.00 5.00 5.00 5.00 | 5.00
Std [reviation 1.1097 1.0423 1.0731 10939+ 1.09¢4 | 1.208¢
Varanc: 1.2314 1.0864 1.1515 11966 ;  1.79¢8 1.4613
Rang: 4.00 4.00 4.00 4.00 | 4.0) i 4.00
Mir v uin 1.00 1.00 1.00 1.00 1.0 100
Maxir 1um 5.00 5.00 5.00 5.00 5.2 5.00
Sum 523.00 563.00) 608.00 566.00 578.03 «  567.C0

Table 4.95 Statistics of the increase in company image associated with tvpes of service
4.11.1.2 Tt can mfluence on making a decision to purchase product or
service from the company because customers ieel that the company is
trastable due o add-on services. The level spans as the followings
1:=least, 5= most, and the result of the respondents is show 1 that the trend
of customers will make decisior to purchase product if the company
offers Callbuck service i5 4.02. Faxback 3.8733. Textchat 3.74, VolP

3.6933, E-mail 3.46 and FAQ 3.4467.
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Figure 4.15 Comparison of influence on purchase making decision associated with

fypes Of service

Statistics
- FAQZ MAILZ | CALL2 FAX2 | _TEXT2 | _VOIP2

N Vaid 150 150 150 150 1 | 150

Missing 0 0 0 0 I 0
Mean 3.4467 3.4600 4.0200 38733 37400 36933
Std Error of Mean 9.532E-02 |9.202E-02 |7.7126-02 (B8.737E-02 ;9.667-(2 |9.645E-02
Madicn 3.0000 3.0000 4.0000 40000 ' 40000 i 4.00C0
Made 3.00 300 5.00 5.00 5.00 ‘l 5.00
Std Deviation 1.1674 1.1270 9446 1.0700 1.782) 1.1812
Varanc 2 1.3629 1.2702 8922 1.1449 | 1.4017 1.3953
Rang: 4.00 4.00 4.00 4.00 4.00 4.00
Mirsm ttn 1.00 1.00 1.00 1.00 { 1.9 1 1.00
Masirum 5.00 5.00 5.00 5.00 | 500 5.00
Sum 517.00 519.00 603.00 581.00 | 561.00 @  554.C0

Tuble 4.96 Statistics of services influence on purchase making decision
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4.11.1.3 Conversation with the customer service representatives can build
reliability to customers. The level spans as the followings: t=least.

5:= most. and the result of the respondents is shown that the trend of
customers witl have reliability on interactive service if the company

provides Callback service is 4.02. Textchat 3.9467 and VolP 3.38
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Figure 4.16 Comparison of reliability customers have on interactive

service
Statistics
CALL3 TEXT3 VOI23

N Valid 150 150 150

' M ssing 0 0 0
Mean 40200 3.9467 3.2800
Std. Erro- of Mean 7.595E-02 | 8.235E-02 {9.119L:-02
Median 4.0000 4.0000 4.£J00
Mode 5.00 5.00 5.C0
Std. Deviation 9303 1.0086 ~.1168
Variance 8654 1.0173 12472
Range 4.00 4.00 1.00
Minimum 1.00 1.00 1.00
Maximum 5.00 5.00 5.00
Sum 603.00 592 00 582.00

Table 4.97 Staristics of reliability customers have on interactive services



4.11.2 Time
4.11.2.1 The level of response time can improve the custorner satisfaction
because customer could be unsatisfied if they get the delay answer or
service. The result of the respondents is shown that the average of
acceptable responding time in FAQ service is 11.0867, Callback 10.3133.
Faxback 11.42. Textchat 7.2133 and VolP 6.7335
As a result. this could be computed in days as follows:-
* E-mail: 10= Y2 day and 11= 1 day **
* Callback: 10= 2 hours and 11= 3 hours **
* Faxback: 11= 2 hours and 12= 3 hours **
* Textchat: 7= 10 minutes and 8= 15 minutes **

*: VolP: 6= 5 minutes and 7= 10 minutes **

135



1 0867 1.4z
12 RSSO V¢ 5 & e ¥ S -
10 T
febd .
g ?
TS 5
kel
ke
& 4
2 :
DI -
foail Catback “axback Texicna VelF
Tyoes

Fizure 4.17 Comparison of the response time associated with types of service

Statistics

- MAIL7 CALL7 FAX7 TEXTS V2IP7

N Vaiid 120 750 150 150 150

Missing 0 0 0 0 0
Mean 11.0867 | 103133 | 11.4200 7.2133 5.7333
Std. Zrror of Mean 2589 3308 4019 .3668 3423
Median 12.0000 |. 10.0000 { 12.0000 |  6.0000 5.0000
Mad:s 1200 14.00 16 00 300 1.00
Stel. Deviation 31706 | 4.0519 49226 4.4925 11923
Vadic nse 10.0528 | 164179 | 242318 | 201824 | 17.5794
Range 16,00 15.00 17 00 16 00 14 00
Minitrum 1.00 1.00 100 100 100
Maxin m 17.00 16.00 18.00 17.00 1590
Sum 166300 | 154700 | 171300 | 108200 | 121000

Tuble 4.98 Statistics of acceptable response time for particular services



4.11.2.2 The range of service hours can improve the customer
setisfaction. According to the survey, the service hours in the
questionnaire i= designed in range of time. Therefore. the rmost oreferable
range of time for each particular service will be used and assumed that it
is the most appropriate choice for implementing service. As the result of
the survey, respondents prefer 1o receive 24 howr service 01 ¢-mail,
textchat and VoIP, while respondents can accept callback and faxback

service during working hours which 1s 08:30-17:00.

Statistics
MAIL8 CALLS FAX8 TEXT8 V2JIP8

N Valid 150 150 150 150 150

Missing 0 0 0 o 0
Mean 2.9933 2.1867 2.4067 2.5133 2.5333
S:wc. Zrror of Mear .1081 1105 1167 1094 .1094
Med an 4.0000 1.0000 2.0000 2.0000 2.5000
Mod:2 4.00 1.00 1.00 4.00 4.00
St Deviation 1.3235 1.3530 1.4288 1.3398 1.3395
Vaiance 1.7516 1.8307 2.0416 1.79:1 1.7942
Rae 3.00 .00 300 3.00 300
Minitrum 1.00 1.00 100 1.00 1.00
MaxiEJm 4.00 4.00 4.00 4.00 400

Table 4.99 Statistics of preferable service hours on particular services

4.11.3 Irzquent information update is also another factor the company can
>stablish customer satisfaction. As the result of the survey. it reveals that the
werage of respondents preter to get the updated iaformation from E-mail service
s 42533, FAQ 4.2407. Callback 4.2333. FFaxback 4.18. Textehat -.12 and VolP

4.0667
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Fizure 4.18 Comparison of customer’s preference in information update

Statistics
FAQ10 { MAIL10 CALL10 FAX10 TEXT10 VOIP10

N Valid 150 ! 150 150 150 150 180

Missiry 0" ¢ Q 0 0 0
Mean 4.2467 4.2533 42333 4.1800 4 1200 40667
Std. Error of Mean 8.563E-02 . 7.400E-02 {8.377E-02 |8.412E-02 |8 350E-02 | 8.908E-(2
Median 5.0000 5.0000 5.0000 5.0000 4 5000 4.0000
Mode 5.00 5.00 5.00 5.00 5.00 500
Std. Deviz tion 1.0487 9063 1.0259 1.0302 10227 1.0909
Variance 1.0998 8213 1.0526 1.06°3 10459 1.1902
Rang2 400 3.00 400 4.00 4.00 4.00
Minimum 1.00 2.00 1.00 1.00 1.00 1.00
Maxirnum 5.00 5.00 5.00 5.00 5.00 500
Surn 637.00 | £38.00 635.00 627.00 618.00 610.00

Table 4. 100 Statistics of customer’s preference in information update
P I

+.11.4 Comtortability
Fhe comsortability includes the difficulty in regisiration process and case of use.
Both of them can inerease the level of customer satistaction.
4.11.4.1 Difficulty in registration process. The level spans as the
followings: 1=least. 5= most. and the result of the respondents is shown
that the average of difficulties in registration process 1o ask for VoIP

service is 3.3867, Textchat 3.1467, Faxback 3.0667 and Callback 3.0467
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Figure 4.19 Comparison of difficulties in registration process associated with

ypes of service

Statistics
CALL11 FAX11 TEX 17 VOIP11

N Valid 150 150 150 150

M ssing 0 0 0 €
Mean 3.0467 3.0667 3.1467 3.3867
Std. Error of Mean 7 .528E-02 | 7.307E-02 |7.823E-02 |8.964E-02
Median 3.0000 3.0000 3.0300 3.000C
Mode , 3.00 3.00 3.00 3.00
Std. Deviation 9220 .8949 9581 1.0978
Variance 3502 8009 0179 1.2052
Range 4.00 4.00 4.00 4.00
Minimuim 1.00 1.00 1.00 1.00
Maximem 5.00 5.00 5.00 5.00
Sum 457.00 460 .00 472.00 508.0C

Tuble 4.101 Statistics of difficultics in registration process

4.11.4.2 Difficulty in using the service. The level spans as the followings:
[=least. &= most, anc the result of the respondents 1s shown that the average of
JAifticulties to use the service in VoIP is 3.48, Textchat 2.9867, Faxback 2.7467,

“AQ 2.3 35 and E-mail 2.2
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Figure 4.20 Comparison of difficulties to use for particular services

Statistics

- FAQ13 | MAIL13 | CALL13 | FAX13 | TEXT13  VOIP!S
N Valig 150 150 150 150 1 163 150
Missing 0 0 0 (O J 0

Mean 23133 2.2000 2.6800 27467 | 20867 - 3.48CC
St4 Eror of Mean 1011 |8.670E-02 |8 425E-02 |7.754E-02 '8565(-(2 ' 8.609E-02
Madiz n 2.0000 2.0000 3.0000 3.0000 | 30000 :  3.00C0
Mocle 1.00 1.00 3.00 3.00 3.00 ¢ 3.00
Std Devriation 12378 1.0618 1.0318 9496 | 1.049 | 1.0789
Varancs 1.5320 11275 1.0647 8018 ! 1.1005 1.1640
Rang- 4.00 4.00 4.00 4.00 4.00 l 4.00
NMor i in 1.00 1.00 1.00 1.00 | 1.00 1.00
Mavirum 5.00 5.00 5.00 5.00 | 500 | 5.00
Sur 347.00 330.00 | 40200 412.00 | 44800 ©  522.C0

Table 4.102 Statistics of difficulties to use for particular servicey
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CHAPTERS

CONCLUSIONS AND RECOMMENDATIONS

Fo comp v with the cbjectives of the study. this ¢rapter presents requirement
of using customer services in ausiness and how it can be applied ter the effectivencess

of busir ess operation.

5.1 onclusion

st of a L. the company should understand that castomer service on the
Inter 12 is a new service for ke end users. Hence. the company has to consider many
facters efore i plementing any additional customer services, Such facro s are
frequen.y of nternetusage. vamber of on-line transactions. readingss to provide
servic: through the Internet.

Clus study can be a usceful criteria for the company to make decision orn types
of incrnet-tased customer service 1o be used. From this study . the company can get
m-depth information ol technical requirement, potential cost and expenses, service
scop rumber o cuslomers. factors enhancing customer satisfaciion, anc expected
bene it Hl eoch castomer service.

Whi ¢ conducting the research, 1 discovered that there are mistakes arisen
frore the wrong comprehens:on of our questionnaire and overiooking some questions.
Ther: ores we nced to explain to the sample of the purpose of each question,

To successtully implerent and use this study for decision making n a company.

imperant coramitment shou-d be addressed.
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1. Planning

Good planaing has s gnificant impact on the company s customer service in both
short end long run. The company needs to make prudent decision on service type, 1ts
application and technological support for further development. For the
implementation. the company can either use in-house [T consults or outsource
perscnnel. However. it is recommended that the company hasz its own IT consults in
that they know in-depth configuration of customer service. Hence. they can provide

better customer service support.

2. lechnical setup

3etore arranging cny technical setup for customer service. the company should
have sufficient knowledge of the existing operating system to attain its utmost
utilization. The compeny may adopt new customer service technology and equipment
in paratlel with using the existing resources to generate the outstanding customer

servize.

2. Ccordination between organization and customers

Customer services require the coordination from both parties. so the service
prov-ded must have spucific know-how for each particular service. With this
qualification. the company can guarantee that customers will have better
understanding of cach service. As the consequence. customers tend to have more

confidence to trv new services.
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According to the survey. we can conclude that there are a number of factors

that will effect customer service on the Internet in Thailand as listed below:-

1. Technical Factor: This factor will concern generally relate to process and ease
of use for each type of online customer service online.

- FAQ is considered as the easiest type of customer service on the Internet since it
is simply the inforration page on the web server. The company can avoid having
its own server by renting space from the web hosting company. The company will
basically use downloading software and web developer sottware to create the
FAQ page. Furthermore. no multimedia accessories needed for this service.

- E-mail is the second casiest service on the Internet. The company can rent the
server space or run its own server. However. the company needs to install
Microsoft Exchange in the server and Microsoft Outlook in clients. There is no
need to install additional multimedia accessories if the customers apply this
service

- Callback is considered as a more difticult service to implement comparing with
the previous services. The representatives need to have tetephones and multimedia
accessories. for example, headset to comfort representatives when serving
customers on-line.

- Faxback is similar to callback service. but the replacement of telephone set with
fax: machine. It can be implemented by hiring staffs to send fax or by using the
awomatic system which will pull information needed 1o be faxed from the
daiabase.

- lTextchat is considered 1o be the most difficult service for users since the company

needs to customize their own program according to their purpose. Also. the
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company must have their own server to organize information and implement chat
service for customers. However. there are no additional multimedia accessories
necded in providing this service.

- VolP is considered 1o be the second most difficult service to implement since it
requires company to have their own server and customized program to pull up the
freeware VolP program. This could help the company save some cost concerning
the voice communication program. Also. the multimedia accessories are required

for this service.

2. Lconomical FFactor
This issue can be separated into 2 categories which are setup cost and usage cost.

The setup cost basicallv covers the assembly and installation cost, while the usage

cost s the connection fee cost. The rate is shown in baht currency.

- FAQ: To operate FAQ service and own a server. the cost will range from which
222K-394K. However. the cost of renting space from the web-hosting company
will be cheaper. ranging from 37K-47K. There will be no usage cost since this is
the self=serve service frem which customers will look up for the information from
the Webpage themselves.

- F-mail: Sctup cost of owning a server for e-mail service will range from 315K-
487K. while the cost of renting space for e-mail service will range from 147K-
326K. Also. the company needs hire staffs to reply customers e-mail.

- Callback: The setup cost by owning a server for caliback service will range from
260K-433K. while renting space for e-mail service will range from 149K-330K.

Also. the company has to hire personnel to reply customer callback request as well



as the call back fee for making a call. It the company provides the worldwide
service. it s unavoidable to include long distance fee in usage cost.

- Faxback: The setup cost of owning a server for faxback service will be range from
270K-443K. while renting space for e-mail service will range from 159K-340K.
Also. the company has to hire personnel to reply customer faxback request as well
as the fees tor taxing back. [f the company provides the worldwide service, the
long distance fee will be included in usage cost. However the auto response
laxback can reduce cost since there is no need to hire any personnel.

- Textchat: The setup cost of owning a server for Textchat service will range from
304K-477K. Also. the company has to hire personnel to reply customers’ requests
but no usage cost occurred in per-time service providing.

- VolIP: The setup cost by owning a server tor VolP service will range from 263K-
436K. Also. the company has 1o hire personnel to reply customers® requests but no

usage cost occurred in per-time service providing.

3. Support Factor

This factor can be separated into 2 categories. The first category is service arca
where the company should provide the service. The other category is the number of
custcmers that the com pany can serve at a time. These two issues have different
impact on service on the Internet as follows:-

- FAQ: The service arca is not an issue for this service because there is no potential
expense for local and global service providing. Moreover, this type of service can
serve multiple customers at a time depending on the capability of the CPU server.

- k-mail: The service area does not have any effect on this service. This service can

be globally offcred without additional cost. However, the company might have a
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cz2riain capability to answer to a number of customers per day since customers
oenerally ask difterent questions.

Callback: The service area has a certain eftect on callback service. Since the
company could have paid international call bill in case they provide the callback
service internationally. The company might need to set its policy and scope for
this service. At the meantime, the number of customers served will affect this
service. Itis almost impossible to serve multiple customers at a time since it s
verbal communication and needs every customer service representatives 10 handle
the customers™ callpack in case of hectic period. However. this would depend on
the nature of the business itself and the policy of each company.

Faxback: This is simply the same as callback service. The service area and the
number of custonmiers are the issue to take into consideration. The company needs
to manage their personnel to cope with the workload to provide satistying service
to customers.

Textehat: The service area does not have effect on this service. This service can be
globally offered without additional cost. The number of customers served will
affect this service. It depends on the supporting program to this service.

VolP: The service arca does not have effect on this service. This service can be
globally offered without additional cost. At the meantime, the number of’
customers served will affect this service. It is almost impossible to serve multiple
customers at a time since it°s verbal communication and requires every customer
service representatives call customers back during hectic period. However, this

wiould depend on the nature of the business itself and the policy of each company.
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4. Beneficial factor
This factor can be separated into 2 categories. The first category partially involves
custcmer aspects. The other category partiaily involves the business aspects.

4.1 Customer satisfaction
EAQ

The level of reliability is moderate

The level of acceptable response time to receive the FAQ service is 24*7
hours.

The level of preferred service hours for FAQ service is 24*7 hours.

The level of trequency in updating information needed in FAQ service is high
/ this service can be done by the company.

The level of comfortability in using FAQ service is high

E-mail
- The level oy reliability is moderate

The level of accentable response time to receive the E-mail service is 5-12
hours

The level of preferred service hours for E-mail service is 24*7 hours

The level of frequency in updating information needed in E-mail service is
high / This service can be done by customer service representatives.

The level of comfortability in using E-mail service is high
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Callback

The level oi reliability s lugh

The ]e\n:l. ol acceptable response time to receive the callback service is 20-30
minutes

The lcvcl.o;‘ prelerred service hours for callback service is 8.30-17.00

The level of frequency in updating information needed in callback service is

hivh / This service can be done by customer service representatives.

The level of comfortability in using callback service is medium

Faxback

The level o2 rehability is moderate

The level of acceptable response time to receive the faxback service is 30-40
hours

The level of preferred service hours for E-mail service is 8.30-17.00

The level of frequency in updating information needed in E-mail service is
high / This service can be done by company.

The level of comfortability in using E-mail service 1s medium

]'gxtchatv

The level o reliability is high

The level of acceptable response time to receive the callback service is 3-5
minutes

The level of preferred service hours for callback service is 24 hours

The level of frequency in updating information needed in callback service is

high / This service can be done by customer service representatives.
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The level of comiortability in using callback service is medium

MelP
The tevel ot reliability is high
The level of acceptable response time to receive the faxback service is 2-3
hours
The level of preferred service hours for E-mail service is 24 hours
The level of frequency in updating information needed in E-mail service is
high / This service can be done by customer service representatives.

The level of comtortability in using E-mail service is medium

4.2 Business aspects
This factor can be separated into 2 categories. The first category is differentiation

from competitors. The other categories can increase distribution channels.

- FAQ: FAQ service can not differentiate the company from others since almost all

companices having their website on-line also provide this service. FAQ service

cannot directly support or assist sales because it 1s one way communication.

- F-mail: IE-mail service cannot differentiate the company from others since almost

all compdnics that have their website on-line already provide this service.
F-mail service can support or assist sales because it is the two-way
communication and the customer can place an order via E-mail.

- C allbzlck.' IFaxback. Textehat and VolP: E-mail service can not differentiate the
company from others since almost every company that has their website on-line
already provides this service. They can support or assist sales because it is the

two-way communication and the customer can place an order via E-mail.
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5.2 Recommendations for further study

To study this thesis. the author would like to suggest several areas for further
study related to the topic of customer service on the internet in Thailand.
e l-or the purposc of organization convenience. depending on the size of
organization and type of business to making a model.

e Study from case study where the customer services on the internet are used.
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APPENDIX A

QUESTIONNAIRE

services support for businesses

Fxplanatior: This questionnaire is composed and used to conduct the research for a university

thesis ol an Assumption University postbacclareute-student with a major of Information-
Technology in science department. All the information given would definitely be of
assistance 1o the comipletion of thesis and utmostly kept confidential. Thank you for your

e,

(Additional information beforc doing the questionnaire)

Ihe purpose of this questionnaire is to survey vour opinions and thoughts regarding
Internet-mased service which will be responded 1o customers by staffs or auto-response system

fron the co npany.

FAQ (Frcquently Asked Question) is general questions that would usually be asked by
customers. 3asically, the company will provide FAQ service in a part of their Website.
Process in vervice request and feedback:

None

Usage: Customers can directly read questions and answers which are provided In the

cenmpany v ehsite

E-mail i (e serviee in which a customer can write e-mail to the company to ask questions or
ect explonaions.

Process ' vervice request and feedback:

N process Is required for service request, but customers need to wait for the lecdback.
Usage: Customers can ask questions or get further explanations by writing an e-mail to the

company,

Callback is the service that allows customers to request the company 1o give shern calls
concerning problems and questions.

Process in cervice request and feedback:
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Serviee request can be processed by having customers fill In the personal information (l.e.,
telephone no.. name. address) on the company’s Website. And customers wai for calibacks
froms the co npany.
Usage: Customers just basically fill In a form provided on the web, and one of the company's

customer agent will give customers calls.

Faxback is the service in which customers can request the company to fax a document to
customers' fax machines. The company will provide a list of information on its Website.
Pirocess In service request and feedback:

Serviee regquest can be processed by having customers fill in the personal information (l.e..
fax no.. neme) And customers wait for fax back from the company.

Uage: Customers just basically £ill In a form provided on the web, and one of the company's

customer agent will sax the requested information back to customers.

Tt chat 35 the service in which customers can chat with the company's customer agent
directly ;Il;‘<vtnglw the internet.

Pracess In service request and feedback:

Scrvice request can reprocessed by having customers fill in the serviee request form. And
customets wait for feedback from the company.

Usage: Customers can chat with customer agent by using keyboard afier filling in the form

arad getting response from the company.

ValP (Voice Over Internet Protocol) Is the service In which customers can directly talk to a
customer agent by Using necessary aceessories and a voice conferencing software (l.e..
NutMedtin 2. mediating)

Process I service request and feedback:

sorviee reanestcan reprocessed by having customers fill in personal information form. And
ctotomers vait for service from the company.

Usage: Afier customers hill In the form, they can talk to the company's customer agents

through the Internet by using a microphone and speaker.

N . e e Lastname ...

Cronder 1. Male 2. Female
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P — . | ‘ -
I Business | 2.lngineert | 3. Computer + 4. Art 5. C doele
Adminisirat re Science  studies/ Education l .............
jon Human b
; i
I resource F
S W . j . - T
| | |
RN N ' |
What s vourcarce R @BROTREL. T GpBRIECH, . S
CSwd 2. Lecturer. Professsor 3. Programmer / Lingzineer
4o Customer Serviee 5. Sales/ Marketing 6. Finance / Accounting
7. Administrative 8. Counselor/Attorney/R&D 9. 0thers,..o.ool
W Bat business Industry is vour company in?
[. Finanee/Banking/Insurance 2. Manufacturing

b Hospial/ Public Health 4. Education

0 Resexnch & Development 0. Service

T Traaspertation 8. Tradlng

4 dmport. xport 10. Telecommunications/Computer
L. Goveraiment//State Enterprise 12.0thers. e



Ouestionnaire: VMeasnrement of customer satistaction towards the nroy iston of Internet-based service supnort

i : Piease check x on the k Vi EHINIR S v the foliowing criterias ¢ il 2 3=moderate. 41
% 4 AN et o FAQ E-MAIL CALLBACK| FAXBACK | TEXTCHA" VolP
NOY CLStTomer atistraction crirerin 1Ir‘\i‘)iAA = ‘rﬁ & 2 258 ey Ao i o s T e e S “i 1i = - ﬂiﬂT/TI:
: Lf <2 g F 4o .I__)*v:‘n|_|..):--‘_,:n:_‘_)|-1=_'.|.v_’.}=~1|_z i -2 4“)
& A i A 4 A i i 1 1 1 i re i i i A i i i L . v
Questions from No.1-3 are to measure the trustworthiness of a company if providing Internet-based service support
1|Able to increase the company image (Answer all types of service)
2|Influence on making a decsion to purchase a product from the company
(Answer all types of service) it sk et e e s
3| What is vour satisfaction ievei on the conversation with the ! No respéiise .....
company's customer agent? : e
s T N P S S 0 Ty A
SHIERLS, . e R I o +'s vsosion's o e nebibie's v s MR s s ¢ 5 »

=

Rate how important the response time (time to wait for the service froi

the company) is (Answer all types of service)

7| What is your acceptable response time for these service support?

(Please identify in minutes. days) (Answer all types of services)

81 When is the most appropriate timc for you that you want the company
contact vou for service? (Please check only aone that vou think it's'the
most appropriate time for the company to contact for service)
Working hours 8.30-17.00

Off-work hours 17.01-00.00

Off-work hours 17.01-08.30

| o |
| 24 hrs service]

~ —~

Raic the importance of service time according o €

o

~




i 11 is 10 measure the customer sati i1 01 Up-T10-Gdaie , ,
! 10{Rate the importance of updating information (lL.e.. comp I | I l I
] | S —— L e
; :.:,'\!,>\\._, ail types ol servied) ‘
Lk W
Q.11-12 are to measure the ease of usc of Internet-based service support (Please read the service explanation and process in requesting service)
11 IRulc how convenient the registration process is to ask for services l | | | l | | I

(Answer all types of service)

No renistrationlNo reoistrati

] ")

2| Will you agree it the company requires testing on 1

before providing VoIP service?

nultimedia aceessori

(%

Rate how ditficult it is for you to use cach service

(Answer all types of service)

rreyes— - -
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APPENDIX B

RESPONDENTS’ PROFILE

Teble D-1 show respondent’s profile derived from survey. In the protile. most
of the respondent’s responding to-the survey are the one who often gets the
intformation by the Internet and well known in the Internet. The nuimbers of
respordent are 130 persons in cach group. This profile can be separated into 7 groups

as follow: -

Charucteristic ] Number of respondents
Gerakr Male | 66
- Female 84
Age 16-20 8
o 21-25 82
26-30 48
- 31-35 5
- 36-40 5
o More than 40 2
Sttt s o f education |Graduated , 90
- Currently study 60)
Level of education |Vocation school / Higher-level High school 1
- College Degree 4 i
“““““ Bachelor degree 111 -
- Master degree 33 |
o Ph.D. 1
l"uc;lﬂ;" Business Administration 43
T Engineering 20
o Computer Science 73
o Art studies / Human Resource 6
- Education 4
Food Science 2




Political Science

Carzer Student 45
o Lecturer / Professor 2
- Programmer / Engineer 49
- Customer service 21

o Sales / Marketing 8

o Finance / Accounting 7

o Administration 13

o Counselor / Attorney / R&D R
Busi 1ees [ndustry  [Finance ” Banking / Insurance 2
o o Manuiacturing 1

o Hospital / Public Health 1

- Education 53

o Research & Development 2

o Service 4
- Trading 15
o Import / Export 5
_____________ B Telecommunications / Computer 65
- Government / State Enterprise 1
o Construction 1

Table D-1: Respondents’ profile




APPENDIX C

RECOMMENDATIONS

F'o study this thesis. the author would like to suggest several areas for further
study -zlated 1o the topic of customer service on the internet in That.and.

’he company can adopt many types of customer service mentioned in this
thesis depending on various {octors. for instance. the need and circumstance ct'the
compeny. the trend of technology ior customer service in Thailand. and the existing
custorier service provided. The company may develop the existing system for
custerier service by adding new technolouies to the system so as to attain better
perfer vance and differentiate itselt from other competitors. To devzlop the existing

system, the company can apply one of the followings:

= AQ: Thz company can set up the function for key word search which gives
he customers more flexibility to key in the words. Another method is to
Jdivide the service in different categories. ¢.g.. sales and technique. Customers

can eastly search fora particular category that they have queries.

« omail: Te provide the most effective e-mail service is to respond 0 one
custorner at a time and avoid the use of auto-response and key-wo ¢ search.
due to the flexibility of kev word of each customer, there are more chances
tor the customers to receive inaccurate information. Instead of creating
customer satisfaction. inaccuracy can disappoint them and cause negative

altitude toward company’s image. However. auto-response can be used in



sratitude e-mail or 1o notifv customers of their expected responding queue or

«  allbuck and Faxback: Callback can be used in the more cost-saving manner
with the application of internet as a medium to contact with customers. In
case of faxback. company can reduce the burden in usage cost by providing

he information for customers to download from its website.

= Jextchat: Sotiware is used in this service. can be notified the customer screen
‘0r doing help better. The customer representatives can help customers fill the
o, Also. the business can push the pages. URL that customers want to see

n mediately.

»  VolIP: Though VolP is not a popular customer service in Thailand. this service
will be adopted as one the effective customer services when internet chat is

senerally aceepted.

All Kinds of customer service mentioned and studied in this thesis are only
part o the most practicable and suitable services on the internet in Thailand. When
Thai end s n:‘ad}' for the more advanced technology or need to upgrade the customer
serviczs, Video conferencing will be one of the eve-catching service for the yaars to
COMe:.

n reality. the company should have more than one choice of customer
serviczs on the Internet for customer convenience. Basically, the company is
suppased o have a few serviees like FAQ or e-mail as its fundamental services. In

additior.. there are no difficulties in implementation and incremental setup cost for



additioral custorner services. However. it is recommended to have one core database
(o peel customer information and records if the company plans to provide multiple

CUSICTICT Serviges.



APPENDIX D

CORRELATIONS FACTORS

To offer customer service on-line. there are several factors that have been mentioned

previously and these factors are cross connected and have impact to each other.

. Support Factor (Service Areas) / Support Factor (Nurber of customers served in
term of service cost)
I he company is willing to provide international service. it migat need limited
number of customer for service since the company needs to make international
ca ls back to customers. This will highly cost the company if theyv do not set the
bud ret or limitation. At the meantime. to implement FAQ and e-mail services. the
bud zet issue will not need (o be constdered. Since there will be no internaiional

ca i charges in term of these services.

2. Bieneticial Fector (Service hours) / Economical Factor (Usage cost)
Service hours and usage cost is another issue that should be addressed. If the
cospany is willing to provide service by 24x7. ¢certainly the cos. will obviously
merzase. Therefore. this is the trade-o!t issue that needs to be addressed and

sotxd out the optimum level in terms of service hours and usage cost.
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