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ABSTRACT

The objectives of thisresearch are 1) to study the relationships between information
sharing, trust, shared value, and satisfaction on the product and customer repurchase
intention; 2) to compare and contrast the level of information sharing, trust, shared
value, and satisfaction on the product and customer repurchase intention between
customers who use E-CRM or the traditional marketing strategy.

The target population of this research is the current customers who have purchased the
XXX tropical body lotion. Two groups of customers are selected. The E-CRM is
applied for customers who purchase the product online. This group is considered as E-
CRM customers. Currently, this group consists of 160 customers and the datais
collected from all 160 in a census survey. The second group is the traditional
customers who purchase the product from the traditional retail shops or from the direct
sellers. The datais gathered from about 100 of traditional customersusing aformula
to compute the sample sizes.

The results of the study demonstrate: 1) The influencing factors of information
sharing, trust, shared value, and satisfaction related to repurchase intention for the E-
CRM customers, whereas only trust is significantly related to repurchase intention for
the traditional group. 2) The consequence is that the level of repurchase intention is
different between the traditional and E-CRM customers. However, the level of
customer repurchase intention of the traditional customersis higher than the E-CRM
customers and it is not consistent as expected.
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CHAPTER |

GENERALITIESOF THE STUDY

1.1 Background of the Study. 1.

Customerr rel ationship management is one of the most powerful marketing strategies
since it has a potential to manage customers' rel ationships with firms and monitor
customer behaviors, in order to maximize the long term value of these customers. A
new opportunity to build customer relationship nowadays is by using an electronic
commerce strategy. The use of the internet that contains a search engine would not
only help customers to explore products and services but the customers would be
allowed to share their personal perspectives about these products and services to
online merchants. In stead of buying from a shop or ordering through a phone line, the
internet offers an alternative way which results in shorter delivery time, improves
customer misconceptions, and offers real-time information about products and
services. Consequently, the internet is a simple way to purchase products which
enhance higher customer satisfaction. In general, online customers expect fast,
friendly, and high quality service. They need more choices, convenience, and
responsive services with a personal touch (Zhao & Gutierrez, 2001). Thus, in an
electronic commerce environment, the customers are more acknowledged by the
increment of alternative options and solutions available to them, which such other

channels do not include.

On top of that, many businesses have a high cost to acquire new customers, whereas
the cost is much lower to retain existing customers because they are familier with the
firms, products, and services. Most of them tend to to purchase products and services
from these firms again. Therefore, customer retention is a significant form of
marketing to inform customer requirements from their buying history, information
gathering on sales transactions, and comments blogs. With this information, the online
sellers can simply estimate their future purchasing of the same products, forecasting

additional products, and enhancing customer development on cross-seling or up-



selling to make increasingly convenient and more choices for the current customers to

purchase from the firms.

There are many factors that affect the customersin developing their relationship with
the product, the brand or the firm and to determine themselves as loyal customers with
the intention to stay with the product. These factors include information sharing, trust,
and shared value between the customers and the firms, as well as, among the
customers themselves. Information sharing is an affecting factor as customers request
and help the companies to gain better understanding of products and services. Trust is
the fundamental to build strong relationship with the customers and enhance the
customers' reliance on the products, the firms, and the brands. Shared value isabasic
factor to build aform of trust and support the customers to expand positive
experiences rather than negative experiences (Holmes & Lett, 1997). Satisfaction is an
another factor for customer assessments about products and services, whether the
firms offer all products and services as customers require. Consequently,
implementing a CRM application is a primary motivation for the business to track
customer behavior and gain insight into the needs of customers. This information can
be used to develop and design the products and services in appropriate ways to serve
the customers (Davenport, Harris, & Kohli, 2001). Therefore, all thesel factors affect
customer repurchase intentions, which are necessary for the firms to reduce the cost of
acquiring new customers and reducing customer defection rate in order to survivein

the long run as a businesses.

1.2 Statement of the Problem

XXX brand isanew Thai brand of natural skincare products. The firm uses both
traditional retail shops and online stores. The electronic commerce is conducted
through a Facebook page and a website. For the traditional customers, tourist shops
are available for them, mainly from Asian and Europe, while some local customers are
serviced by direct sales. The first product launched to the market is " Tropical Body

Lotion™ which will be the focus of this study.



XXX uses Facebook credit, which is an effective way to acquire a new customer by
alowing XXX to purchase the credit in order to introduce the product to the people
that they are probably interested in this XXX product. This page is published directly
to the target groups who are selected by age and gender. Facebook credit is used as a
tool to assist XXX to take advantage of the social network group to reach customers.
It isagreat way that uses feedbacks and word of mouth advertising among the
customer groups which use the products and services. XXX uses these online activities
to manage relationship between the firm itself and the customers. As such, customers

who acquire the product viathis channel are classified as the E-CRM customers.

The XXX website is shown below, and is linked to a Facebook page:

Figure 1.1: Website and Facebook Page
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Marketing channels have been conducting traditionally but also globally in electronic
commerce business to customer. The traditional marketing channels provide product
availability at tourist shops, and as direct sellers for the customers to purchase the
product offline. The online channels are available on a Facebook page and website, by
keeping customer promises of free delivery within the domestic market, as well as,
offering fast delivery to the online customers. In the ordering process, they have to
select a contact bar on the Facebook page and enter their personal information such as
full name, contact number, address and e-mail in order to allow the sellersto keep in
touch with them. Then, all information will be submitted to the seller's contact viae-
mail. The delivery lead-time for domestic orders is around one to two days from order
placing to product receiving. The initial promotion provided is represented by a
product price discount of 15% and 'buy 3 get 1 free' to acquire more target customer

groups, increase sales, and enable sustainability in a competitive market.

The customer relationship management (CRM) strategies are used to operate the
business through E-CRM which involves a website and Facebook page for online
customers. The business concentrates on E-CRM which is driven by electronic
commerce (e-commerce) business to customer by allowing and enhancing the online
customers to write personal reviews, give feedbacks or comments on the Facebook
page, click "Like" to the business's fans page, and receive new information sharing in
real time, including sharing the product with their friends or in public, depending on
their perceptions. On the other hand, for the customers who are approached by
traditional marketing strategies, the sellers also need to manage the relationship with
them based on communication, and interaction between the sellers and the customers
by face to face communication. They may ask for feedback, additional
recommendation, new product advice, and further improvement in the business

operation.

CRM has become an important marketing strategy for the business to interact with the
customers. Customer retention is a part of CRM, as thisisthe strategy for retaining
existing customers with the firm and reducing the cost of acquiring new customers for

the company.



Customer retention is alarge contributor of revenue. Customer retention is essential to
manage customer relationship (Hoekstra, Leeflang, & Wittink, 1999). Consequently,
the CRM should be taken into account in order to maintain long term relationships

with the existing customers and make the customer stay with the firm.

Trust, information sharing, shared value, and satisfaction are introduced by previous
research based on CRM activities. These four key constructs could reflect the
effectiveness of CRM activitiesin both traditional and online customers. Information
provided based on customer experiences would enhance more knowledge and
relationship between customers and the firm which in turn would affect them in
repurchasing products and services from the firm. Building a high level of trust would
enhance long term rel ationships and have an influence on retaining existing
customers. Shared value also affects customer retention in supporting the customers to
share positive experiences. Finally, satisfaction affects customer retention (Bolton,
2000), depending on the level of customer satisfaction. Mittal & Kamakurz (2001)
show a strong, albeit nonlinear, effect of customer satisfaction on repurchase behavior,
such that the functional form relating satisfaction to repurchase is marginally
increasing. Consequently, the customers who have higher level of satisfactions are

more likely to stay as customers with the firm.

Therefore, it isimportant for the entrepreneurs to measure the effectiveness of
managing CRM with the affecting factors of information sharing, trust, shared value,
and satisfaction toward to customer repurchase intention. In this study, the problem
expressed as aquestion is: " How do information sharing, trust, shared value, and

satisfaction affect repurchase intention of the E-CRM and traditional customers?”

1.3 Objectives of the Study
The objectives of this study are

— To study the relationshi ps between information sharing, trust, shared value,

and satisfaction on the product and customer repurchase intention.



— To compare and contrast the level of information sharing, trust, shared value,
and satisfaction on the product and customer repurchase intention between

customers who are using either the E-CRM or traditional marketing strategy.

1.4 Scope of the Study

This research focuses on electronic commerce business to customer (B2C) of a
skincare product, and customer repurchase intention which applies Morgan & Hunt's
(1994) key mediating variables (KMV) study model based on the key constructs of
information sharing, trust, shared value, and satisfaction. A questionnaire survey was
conducted with two groups of XXX customers: first the E-CRM customersi.e. those
who buy the products online, and second the traditional customersi.e. those who buy

the products from shops.

1.5 Limitations of the Study

Asthe E-CRM of XXX isin the early development stage, the number of customersis
currently limited to 160 customers. The datawill be collected from all 160 E-CRM
customers as a census survey of the finite population. For the infinite population which
refers to the customers who buy the products traditionally, the data will be gathered
from 100 of them. The results of this research may not necessarily be valid for other

firms and other industries.

1.6 Significance of the Study

Managing customer relationship isimportant for the entrepreneurs or organizations
whether their customers are continuously loyal or interacting in transactional
purchasing of products and services: this can help the firm to improve customer
repurchase intention. As the business realizes that customer rel ationship management
(CRM) isimportant in order to understand sufficient information sharing throughout
the customers, this information sharing is concerned with better customer service,

which leads to increased customer satisfaction. The customers who have positive



experiences with the products and services are predisposed to share this information

with others (Holmes & L ett, 1997). Furthermore, trust is another variable that

strengthen retention and ensures long term customer commitment (Hart & Johnson,

1999). These are al affecting factors and will be used in this research, and each factor

can be applied to other businesses in further research on customer repurchase

intention.

1.7 Definitions of Terms

B2C eccommerce

Customer relationship
management (CRM)

Repurchase intention

Electronic commerce

E-CRM customer

Facebook page

the conducting of online business between companies

and individual customers (Gong, 2009).

the combination of people, processes, and technology
that seek to understand a firm's customers. It isan
integrated approach to managing relationship by
emphasi zing customer retention and relationship
development (Injazz & Karen, 2003).

the person's judgment about buying again a designated
service from the same company, considering his or her

current circumstances (Hellier, 2003).

the sharing of business information, maintaining
business rel ationship, and conducting business
transaction, based on the internet (Zwass’s, 1996).

the online customers who see and do through the use of
search engines and recommender systems (Koufaris,
2002).

apublic profile constructed by businesses, communities,

or people. The page provides status update visible, links,



Infor mation sharing

Satisfaction

Shared value

Traditional customer

Trust

events, photos, and group activitiesto its "fans" or
"friends' depending on the relationship between
individual people (Boyd & Ellison, 2007).

the key element of "total quality management” and "the
new organization" to improve organizational efficiency,

learning, and flexibility (Drucker, 1988).

a person's feelings of pleasure or disappointment
resulting from comparing a product are perceived
performance (or outcome) in relation to his or her

expectation (K otler, 2000).

the primary role though people experiences to create the
highest form of trust (Jones & George, 1998).

the customer who is involved with shopping which
visits to department stores or malls (Taylor & Cosenza,
2002).

the perception of confidence in exchange partners
reliability and integrity (Morgan & Hunt, 1994).



CHAPTERII

REVIEW OF RELATED LITERATURE AND RESEARCH
FRAMEWORK

This chapter discusses the context of customer relationship management (CRM) with
e-commerce businesses, as well as related theories on customer relationship and
customer retention. In addition, this literature focuses on trust, information sharing,
shared value and customer satisfaction. A conceptual framework will be used for data

analysis with relevant details. as presented in this following section.

2.1 Customer Relationship Management (CRM)

Customer Relationship Management (CRM) isimplementing strategies to manage
interaction with customers which is concerned with technol ogies by using software
implementation to support individual customer details in order to satisfy and retain

customers.

The several objectives of customer relationship management are to explore, attract,
win customer-minds and retain existing customers to be future customers. In addition,
customer relationship management (CRM) is a business strategy designed for cost
reduction and increasing profitability by enhancing customer satisfaction, loyalty, and
advocacy. Customer relationship management (CRM) is the strategy to learn more
about customer requirements and customer behavior in order to develop strong
relationships. Therefore, the tools that help managing relationship with the customers
effectively and efficiently isimportant if it could successfully create and maintain
customer relationship management (CRM). As customers are vital for business

success, many companies invest in relationship management, which known as CRM.

In another point of view, e-commerce and customer relationship management (CRM)

use the internet to drive closer relationship with customers. It is designed to eliminate



face to face communication but still learning more about customer preferences to
purchase and repurchase, which is more convenient for the customers. The E-
commerce solution is simply away to purchase products and services for the
customers, providing all aspects of customer requirement, comments, and feedbacks
about products and services, compared with their experiences and helping to maintain
relationship with the company. As a consequence, the customers are able to evaluate
constant purchasing or transactional purchasing by e-commerce with CRM

implementation of the businesses.

Traditional CRM is defined as a philosophy and a business strategy supported by a
system, and process designed to improve human interaction in a business environment
at the same time providing how to identify the ways to manage the customer life cycle
(Greenberg, 2010) which is addressed in customer-facing departments such as sale,
marketing, and customer services. The traditional CRM is concerned with the basic of
providing good products and services to the customers which were sales-driven and
transactional purchasing focused. While interaction-driven is more focused in the
current businesses by the use of the internet, also customers have chosen to be

involved with the businesses in order to develop the products and services.

As a consequence, the revolution of communication was characterized by the
expansion of the internet as the tool to communicate with each other. This reflected
the transformation of how the customers dealt with the businesses which changed the
way customers wanted to interact with firms. That is why the electronic CRM is the
extension of CRM to interaction with the customers nowadays. To accomplish
marketing channels effectively, the companies have to provide information that they
are not used to providing to customers such as visible information product

development and what products are devel oped.

Electronic CRM isdriven from e-commerce which isrelated to the use of
Information Technology (IT) to manage the relationship with customers. The internet
is the new tool, which provides a new touch-point medium of customer interaction.
Furthermore, E-CRM in business to customer (B2C) market enables an individual

10
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purchase to be decided by positive experiences and self-service online shopping
knowledge. E-CRM system is quickly characterized, straightforward to return,
automated service online, available 24 hours, sharing preferred communication, and
reasonable for cost reduction. These are the important factors to improve and maintain
the customer service level.
Q

Information sharing via Internet is a major changing brought to the marketplace as it
could be controlled by the hands of customers. This leads to the era of the customer
empowerment. The customers have experienced products and services through various
technol ogies such as e-commerce business, websites, and socia networks. These are
all tools to enhance higher degrees of customer empowerment that allow them to share

more information and discuss products and services.

Moreover, the substantial information exchanges between customers influence
customers attitudes and expectations. This guides the companies on what should be
provided to their customers. The suggestion of the customers and their personal
opinions are factors which specify customer requirements, so that the companies can
discover better alternatives to meet customer expectations, as well asimprove the level
of customer satisfaction. Lewis (2004) mentioned that the interaction with customers by
focusing on providing service quality will impact on customer satisfaction, customer

retention, and purchase intention.

Consequently, customer expectation has been raised with the consequence that all
businesses currently have to fulfill new customer requirements for successful customer
satisfaction. In addition, building strong relationship with the customers has
significantly increased, which affects all companies no matter which their value
proposition. Therefore, CRM impacts on operational performances by using trust,
information sharing, shared value and automation to improve performance that help to
reduce the cost of providing products and services to the customers, including
improving customer experiences which build up customer satisfaction and retention

rates in the future.

11



2.2 Thelmportance of Managing Electronic CRM (E-CRM)

Due to the rapid emergence of global market forces, many businesses find it essential
to consider the significance of international marketing and managing E-CRM to
become one marketing strategy within the organizations. It is more effective for the
entrepreneurs to see real time datain every detail, information sharing between
customers to firms, firms to customers, and customers to customers. Furthermore,
information sharing viathe internet leads to the era of customer empowerment in
which the customers experience products and services through various technologies
such as websites and social networks. Besides, E-CRM demonstrates the customer
prospects and enables the capture of some critical information from social network
groups or online communities with plenty of information sharing. The customer may
inform the firm about positive or negative experience of the product, and this relevant
information is useful to the business operation, and can be used to monitor customer

perspectives based on customer conversations on the products and services.

Moreover, the growth of the internet has brought the online customers access to online
ordering. As aresult, a successful of website enables the building of relationships with
the online customers which offers services in traditionally impossible ways (Peppers
& Rogers, 2000).

As aresult, it isimportant for the businesses to manage the relationship with
customers by the use of Information Technology (IT) through electronic CRM (E-
CRM) for marketing activities, and aim to improve long term relationships with
customers. Therefore, the internet is atool which is used as a medium to interact with
the customersin order to expand positive customer feedbacks and wide ranges of
information sharing, to build strong relationships with customers and to survive in the

long-term.

12



2.3 Customer Repurchase I ntention

The concept of repurchase intention is adopted from the marketing perspective with
the intention to continue and maintain a relationship. Developing customer retention is
significant to keep growing relationships. When the relationship grows, the customers
become loyal and always repurchase products and services, and help the company to

attract new customers by sharing information and positive value with each other.

Repurchase intention demonstrates the customer's likelihood of repeat purchasing of
the products and services in the future (Parasuraman & Grewal, 2000). Yoon and Kim
(2000) stated that repeat purchase is the consequences of the repurchase intention;
when the customers are satisfied with the products, they tend to purchase the products
again. Besides, trust is a particularly significant in relationship characteristic and plays
avital rolein driving perceived usefulness and customer repurchase intention (Chiu,
Chang, Cheng and Fang, 2009). Therefore, high level of trust in the products, the firm,
or the brand is related to repurchase intention. Consequently, building strong
relationship mostly enhances the customers to stay with the company and not easily

move away to competitors.

From another point of view, alarge amount of money is invested to acquire new
customers, which is called acquisition cost, so that many businesses attempt to protect
the current customers or persuading them to repurchase rather than typically

concentrate on acquiring new customers.

2.4 Theoretical framework and Factor s Affecting Customer Repurchase
Intention

Morgan & Hunt (1994) identified the key mediating role of trust and relationship
commitment between customers and the firm. The significant roles of trust and
customer commitment were found in the e-commerce business to customer (B2C)
relationship. The firms that deliver superior benefits to customers would be highly

valued while customers would commit themselves to establishing, developing, and

13



mai ntai ning rel ationships with those firms. Other influencing factors such as
relationship termination cost, relationship benefits, communication, and optimistic
behaviors were also mentioned as the trust and relationship commitment influencing
factors. Their model is generally known as the Key Mediating Variable model of
relationship marketing (KMV) as seen in Figure 2.2.

Figure 2.2: KMV Model by Morgan & Hunt (1994)

Relationship Acquiescence
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Relationship Relationship

Cooperatl on

Shared values

Functional Conflict
Optimistic Behaw or \.

Source: Morgan & Hunt (1994)

For the firms that applied CRM, information sharing between the firm and the
customers, and between customer and the customer, would promote trust, satisfaction,
and also shared value between the firms and the customers and customer and
customer. Thisin turn would promote customers to stay with the firms. As such, four
customer retention influencing factorsi.e. information sharing, trust, satisfaction, and
shared value on the product, are emphasized as customer retention in this research.
More details on how CRM enhances information sharing, trust, shared value, and

satisfaction are discussed with the following concept of customer retention.
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Currently, social mediais one of the communicating channels widely used. Many
cosmetic industries need to respond to consumer trends by providing alternative
communicating channels such as websites or Facebook pages, to listen, understand,
and make conversation with the customer online. This would enhance the firm to
develop what the customers require in brands, products and services, including

adequate information available over the internet.

The information exchange between the customers and the firm would be helpful for
the firm to access what the customer requires in product performance, product quality,
and services. As aresult, communication channels are vital for the business to ensure
that the tools of exchanging information between the customers and the sellers,
including among the customer groups, are convenient for them to acknowledge,
receive, and share information. Consequently, this importance has led businesses to
manage communication channels effectively to respond to the trend of customer

demands nowadays.

For anew brand, the customers usually do not trust the brand, the products, or the firm
when the brand is newly lunched to the market. Therefore, the business needs to build
customer relationship to enhance the reliability of the brand, the products, and the firm

in order to create customer trust.

However, trust is not sufficient to support the customers to exchange individual
information with other people. While another factor such as shared valueisa
fundamental role in people's experiences to build the largest form of trust, aswell as
promoting the perception of confidence in a partner's integrity, including ensuring that

customers share personal opinions with other customers in the same direction.
Regarding this point of view, two key factors from KMV Model, shared value and

trust together with information sharing are emphasized as the key factorsin this study

that affect customer repurchase intention.
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Moreover, satisfaction is concerned with customer expectation on product and services
based on their experiences, in relation to the customer's feelings of satisfaction or
dissatisfaction on marketing channel availability for the XXX brand. Therefore,
satisfaction is identified as another key factor that affects customer repurchase
intention. Thus, four key constructs - information sharing, shared value, trust and
satisfaction - are selected as the factors affecting customer repurchase intention in the

model. The details of each construct are discussed in the following section.

2.4.1 Information Sharing

Information sharing is traditionally defined as exchanging information between
senders and receivers. Meanwhile information sharing as implemented by social
network is widely used in online businesses nowadays. Another definition of
information sharing is the process of exchanging information between computer

network systems which create more efficiency.

The objective of information sharing is to provide information as requested, about the
information influence on people's perspective. Besides, individual information sharing
largely enhances products and services that the businesses or other companies provide

to the customers with their most frequent requests.

Consequently, businesses are not able to know which products and services will meet
customer requirements, and will not know who will become their customers.
Information sharing is one of the vital factors for the businesses to operate effectively.
Contributing information sharing hel ps the business to ensure information sharing
from the customers is accurate and to gain more knowledge of their requirements.
Moreover, information sharing provides better understanding about customer
objectives, and the business can anticipate customer requirements to produce potential
products and services, as Cannon & Perreault, (1999, p. 441) state that "information

sharing expectations of open information may be useful to both parties.”
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2.4.2 Trust

As online shopping is different from traditional shopping behaviors which contain
uncertainty events, in e-commerce businesses trust contributes to online customers
related to characteristics of the online seller. as McKnight and Chervany (2002)
mentioned. Therefore, trust is approximately related to security which is a significant
factor in the online buying behavior process because customers cannot feel, smell, or

touch the product. as mentioned by Gommans, Krishnan, and Scheffold (2001).

In addition, online customers usually desire online sellers to act in their personal
interests, to be honest in delivering products and services as promised. As aresult,
trust is generated as a sense of confidences and security which means that one party

must have reliability.

Moreover, trust is the basis to build strong relationship. When a high level of trust
exists, the party is persuaded to commit to mutual success with strengthened feeling by
the fact of frequent interdependence. The development of trust is an establishing of
long-term relationship. Morgan and Hunt (2004) described how trust benefits the long

term relationship by retaining existing customers.

2.4.3 Customer Satisfaction

Customer satisfaction is an ability to understand customer expectation and to solve a
problem asit could respond to the customer requirement, complaints, and feedbacks in
both negative and positive ways. Kotler (2000) mentioned that satisfactionisa
person's feelings of pleasure or disappointment resulting from comparing a product's
perceived performance (or outcome) in relation to his or her expectation. Moreover,
Anton (1996) said that "satisfaction is positively associated with repurchase intentions,
likelihood of recommending a product or service, loyalty and profitability”. On top of
that, satisfaction has been used to explain loyalty as behavioral intentions (e.g., the
likelihood of repurchasing and recommending). Furthermore, Mittal and Kamakura

(2001) show astrong, albeit nonlinear, effect of customer satisfaction on repurchase
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behavior, such that the functional form relating satisfaction to repurchase is marginally

increasing.

The way to develop a higher level of customer satisfaction is actively gathering
customer feedbacks, existing products improvements, and other factors involved with
customer perspective, including looking for how other businesses satisfy the
customers in a business setting. Enhancing information as customer feedback for
existing and future product development is important for customer assessments and

their points of view about products and services.

2.4.4 Shared Value

Shared Value isthe typical role to build the highest form of trust. Holmes and L ett
(1997) mentioned that customers with positive experiences are predisposed to
communicate their feeling to others than those with negative experiences. Thisisthe
reason to ensure that positive situations produce stronger responsiveness than negative

situations under certain conditions.

Furthermore, the recent expansion of social communities throughout the internet leads
to the era of customer empowerment. To sustain the long term business, achievement
should be supported by the customer value and commitment with the firm.
Consequently, the effort to create shared value by the well-being of their customers
will enhance the relationship between the firm and its customers. Therefore, it is
important to consider shared value as the influencing factor to ensure that the
customers experience the products and services in the same direction, which will

support the customers to remain buyers with the firm.

2.5 Conceptual Framework

This study applies the key mediating variable (1(1\4V) model by Morgan & Hunt
(1994) to understand the two groups of customers who are serviced by either the

electronic CRM management or traditional selling strategy. The effects of information
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sharing, trust, satisfaction, and shared value on customer repurchase intention are

focused. The research framework can be proposed as follows:

Figure 2.3: Proposed Customer Repurchase Framework

i I |
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| | |
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Repurchase Intention Repurchase Intention

2.6 Research Hypotheses

This conceptual framework is applied to study customer retention based on four key
constructs of trust, information sharing, shared value, and satisfaction. Four

hypotheses are set as follows:

Hypothesis 1: For the E-CRM customers, there is a positive relationship between
information sharing (@), trust (b), satisfaction (c), and shared value (d)
on the product and customer repurchase intention.

Hypothesis 2: For the traditional customers, there is a positive relationship between
information sharing (@), trust (b), satisfaction (c), and shared value (d)
on the product and customer repurchase intention.

Hypothesis 3: Information sharing (a), trust (b), satisfaction (c), and shared value (d)

on the product are different between E-CRM and traditional customers.

19



Hypothesis 4: The level of customer repurchase intention of the E-CRM is higher than
that of the traditional customers.

2.7 Summary

Thisliterature review uses the key mediating variable (KMV) model of Morgan and
Hunt (1994) to study the link between customer repurchase intention and the relevant
factors of trust, information sharing, shared value, and satisfaction on e-commerce
business to customer (B2C). First, information sharing will be provided for customer
requirements, based on their experiences related to products or services to achieve the
need of customer that they are more likely to consider to repurchase. Second, building
high level of trust benefits long term relationship which affects the retention of
existing customers. Third, shared value is another affecting factor on customer
retention, and supports the customers to share positive experiences. Finally,
satisfaction is a positive feeling which is involved with repurchase intention towards
the product. As aresult, all these affecting factors enhance the firm to increase

customer repurchase intention.
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CHAPTER III

RESEARCH METHODOL OGY

This chapter explains the research methodology that is used in the study. The research
design will be firstly discussed, followed by target population and data collection,
guestionnaire development and pre-test, including data analysis procedure. The details

will be presented below:

3.1 Research Design

Thisresearch is designed to use the questionnaire survey method. Customer
repurchase intention is selected as the dependent variable of this study. The four
independent variables are information sharing, trust, shared value, and satisfaction,

which are used as the influencing factors in this study.

A survey technique is used to collect data via a questionnaire for the primary purpose
of describing customer repurchase intention of "Tropical Body Lotion™ under the
XXX brand. The data is gathered from the existing customers based on their

experiences of this product.

3.2 Target Population, Samples and Data Collection

The Target Population of this research is the existing customers who have purchased
the XXX tropical body lotion. Two groups of customers are the focus. Asthe E-CRM
is applied for the customers who buy the product online, this group is considered as
the E-CRM customers. Currently, this group consists of 160 customers, so the data
will be collected from all 160 E-CRM customers. The concept of census survey isto
gather the data from the total population or every unit, as a sample survey that benefits

from more accurate details and precise information.
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The second group is traditional customers who buy the product from traditional retail
shops or from direct sellers. The datais gathered from about 100 traditional customers.

The formulais used to calculate the sample sizeisillustrated below:

2

Z*pq
EZ

Where

n = Sample Size

yA = z-score at the selected confidence level of 95% =1.96

p = proportion of success= 0.5

q = proportion of success= 1-p = 0.5

e = Error limit 10%
Hence n - (1.96) *0.5%0.%,

(0.1)®
97 (approximately 100)

Therefore, one hundred questionnaires will be distributed to the traditional customers.
However, to make it consistent with the first E-CRM group, 160 sets of data are
collected from this group. The questionnaire is distributed directly to the customersvia
e-mail and Facebook for the first group, while the sellers gather those questionnaires

from the second group.
3.3 Questionnaire Development
The questionnaire as the survey instrument is devel oped based on the literature review

to collect primary data from the respondents. The questionnaire contains three parts as

follows:
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Part |: Customers Behavior

This part consists of information related to customer behaviors such as frequency of

using body lotion, brand image, product price, and so on.

Part 11: Measurement of the Key Constructs

This part is designed to measure the relationship between the customer repurchase
intention and its affecting factorsi.e. information sharing, trust, shared value, and
satisfaction. The constructs of each item are derived from Kierzkowski, Mcquade,
Waitman and Zeisser (1996), Goh and Hooper (2009), Sin, Tse, Yau, Lee and Chow,
(2002), Hayes (1998), Dhakhwa (2005), and Zeithaml, Parasuraman and Berry (1990).
A five-point Likert scale is applied for the respondents to rate the level of customer
repurchase intention, from 1 to 5 where 1 refersto "Strongly disagree”, 2 refersto

"Disagree’, 3refersto "Neutral", 4 refersto "Agree”, and 5 refers to "Strongly agree.”

Table 3.1 Measurement of the key constructs

Variables Measurement Items Modified
from
Information | The communication channel of "Tropical Body Goh &
Sharing Lotion" helpsyou conveniently exchange information | Hooper, 2009

to the sellers and other customers.

Information regarding "Tropical Body Lotion" is
appropriate.

The information regarding "Tropical Body Lotion" is
up to date.

Y ou can exchange any information about " Tropical
Body Lotion" easily though their communication
channels.

Y ou can easily search for any information regarding
"Tropical Body Lotion" through their communication
channels.

Y ou are confident to exchange the information
regarding "Tropical Body Lotion" to the sellers and
other customers through their communication
channels.

Exchanging information about "Tropical Body Lotion"
issufficiently delivered to you.
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Table 3.1 M easurement of the key constructs (Cont')

Variables M easurement Items M odified
from

Trust You trust "Tropical Body Lotion" and its Sinetal,

manufacturer. 2002

The manufacturer of "Tropical Body Lotion" is

trustworthy.

Y ou trust the "Tropical Body Lotion" sales

representatives and their provided information.

Y ou trust the "Tropical Body Lotion" websites and its

presented contents

The "Tropical Body Lotion™ company always maintain

what they promise.

The company delivered "Tropical Body Lotion" on

time.
Shared Y our perspective regarding the product isinthesame | Sinet al,
Value direction as other customers. 2002

Y our commentary regarding the productsis alwaysin

the same direction as other customers you know.

What you feel about the product isin asimilar direction

to the other customers you know.

Y ou share the products value in the same direction as

other customers you know.
Satisfaction | You are satisfied with the advertising channel of the | Hayes, 1998

"Tropica Body Lotion"

The marketing channel of the "Tropical Body Lotion"

is close to your desired method.

Y ou can find and purchase "Tropical Body Lotion"

whenever you want.

Y ou are satisfied with the marketing channel of the

"Tropical Body Lotion".

In general, the marketing channels of the "Tropical

Body Lotion" are effective.

Y ou are satisfied with overall products and services

from the company.
Customer Y ou are more likely to buy the product again. Dhakhwa,
Repurchase 2005
Intention Y ou will provide positive information regarding the Zeithaml et

products to other customers al, 1990

Y ou will consider "Tropical Body Lotion" as the top
priority compared with other products

Y ou are willing to pay a higher price for the "Tropical
Body Lotion" than for other products.

Y ou are more likely to buy "Tropical Body Lotion"
soon.

24




Part I11: Demographic Characteristic of Respondents

This part consists of personal information of the respondents such as ages, educational

levels, and current monthly income.

3.4 Questionnaire Pre-Test

The pre-test is used for atrial, fundamental in a small pilot study and which screens
out problemsin the design of the questionnaire. The pre-test was developed to test the
reliability of the survey questionnaire before actually distributing it to the respondents.
The Pre-test is conducted with thirty five people who usually use skincare products.
The pre-test is donein order to ascertain exactly how the respondents interpret some
questions, and whether they encountered any question problems. On top of that, it
helps to ensure that the researcher can create effective survey questions, their phrasing
and sequencing. Pretesting assists the researchers to determine the strengths and
weaknesses of the questionnaire such as |ooking for ambiguous questions and ensuring
all respondents understand in the same direction. Therefore, it is significant to perform
a pretest to prove the accuracy and sufficient of the questionnaire's instructions and

information before it is applied to those who were |ater used in the actual study.

3.4.1 Reliability of the Questionnaire

Cronbach’s alpha coefficient will be used to check for internal consistency to describe
thereliability of all affecting factors of information sharing, trust, shared value,
satisfaction, and customer repurchase intention, which must be equal to or greater than
0.7 to be considered reliable, as George and Mallery (2003) mentioned. The pretest
uses thirty five questionnaires which were distributed to test the reliability of the
guestionnaire. The acceptable rules of Cronbach’s alphato describe internal

consistency are now illustrated:
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Table 3.2 Cronbach’s Alpha Coefficient Rules

Cronbach’s Alpha Coefficient Internal Consistency
>0.9 Excellent
>0.8 Good
>0.7 Acceptable
>0.6 Questionable
> 0.5 Poor
<0.5 Unacceptable

Sour ce: George & Mallery (2003)

Thirty five sets of data were gathered from the people who usually used skincare

products. Then the reliability of the constructs was analyzed. The detailed reliability of

each the construct is presented in the following table.

Table 3.3 Reliable Analysis Result

Construct Cronbach Alpha Coefficient
Information Sharing 0.846
Trust 0.894
Shared Value 0.704
Satisfaction 0.912
Customer Repurchase Intention 0.920

3.5 Data of Analysis Procedure

The data analysis will be done in two parts; descriptive data analysis and hypothesis

testing. Multiple regression and t-test analysis will be performed. The details are as

follows:
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3.5.1 Descriptive Data Analysis

Descriptive data analysis is used to explain the basic characteristics of the datain the
study, which typically provides summaries about the samples. It is presented as the
transformation of raw datainto a form that is more straightforward to understand,
reducing plenty of datainto simple conclusions. This study will apply the customer
behavior and demographic characteristic of the respondents by calculating frequency

percentage and cumulative percentage to summarize the data.

3.5.2 Regression Analysis

Multiple Linear Regression models (MLR) will be used to analyze the responses or the
results of relevant variables. The objectives of Multiple Linear Regression models
(MLR) models are often used to estimate the relationship between Y and XI, X2 ... Xk.
In this research, Multiple Linear Regression models (MLR) will be used to measure
the relationship between influencing factors of information sharing, trust, shared

value, and satisfaction toward to customer repurchase intention of the product.

Regression analysis combines several techniques for investigating and analyzing
variables which are in the form of statistic techniques used to study the relationship
between one dependent variable and many independents variables. Moreover, multiple
regression analysisis also used to analyze how one or more independent variables
affect the dependent variable (Zikmund, 2000). The researcher focuses on Multiple
Linear Regression models (MLR) to explain the relationship between a dependent

variable and independent variables, as described in the following hypotheses.

The Multiple Linear Regression models (MLR) can be described as

Y = a+ bzXz b3X3+ b,, X,,
Where:
Y = the predicted value of the dependent variable

a = the constant, where the regression line intercept the y axis
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b = the regression coefficients

X= the independent variables

The dependent variable is customer repurchase intention. The independent variables
consist of information sharing, trust, shared value, and satisfaction. Multiple Linear
Regression models (MLR) is selected as an instrument to test all hypotheses and
determine how affecting factorsi.e. information sharing, trust, shared value, and
satisfaction influence customer repurchase intention. Multiple Linear Regression
models (MLR) can be used to describe the impact which each of these variables has on

customer repurchase intention as alinear relationship.
3.5.3 Independent Sampl e t-test

Independent t-test is used to compare the mean of two different groups of people or
conditions which measure the likely differences between the mean of independent
groups. Typically, the confidence interval estimated 95% of confident level which will
be used for analyzing. In addition, hypothesis testing procedures use to separate two
individual groups to determine if there is difference in the mean. In order to evaluate
the sample means, the null hypothesis stated that the two samples are derived from the
same population. In contrast, there is statistically significant difference in the mean
between two groups. The hypothesis will be represented as Ho: p; = 112 and Hi:

u,. The formulato compute t-test when the variances from two populations and the

sample sizes are unequal is demonstrated below:

- XX where S, .
S T2 n, N,

For decision making to reject the null hypothesis when computed: t-value > critical t-
value. The critical t-value can be found from the t distribution table at the selected
confidence level to decide whether to reject or accept the null hypothesis. The critical

value in this study specifiesthe alphalevel at 0.05. However, the data will be analyzed
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CHAPTER IV

PRESENTATION AND CRITICAL DISCUSSION OF RESULTS

This chapter analyzes primary data gathered from the XXX customers. The chapter
can be divided into three parts; 1) Sample profiles, 2) Product usages and some related
factors, and 3) Hypotheses testing. The details are as follows.

4.1 Sample Profiles

This research focuses on two groups of the current customers. The first group isthe E-
CRM customers who buy the product online. Currently, there are approximately 160
customers. Therefore, the data were gathered from all 160 E-CRM customers as the
concept of census survey isfar more accurate and precise. The second group is the
traditional customers who buy the product from direct sellers. The data were collected
based on the sampl e size determination as presented in chapter I11. Consequently, 100
questionnaires were distributed to the traditional customers by the sellers for the
second group, whereas 160 sets of data were distributed directly to the customersvia

e-mail and Facebook for the first group.

All traditional customers were female which totals 100 percent, whereas 69 percent of
the E-CRM customers were female and the remaining 31 percent were male. In the
ages of the respondents, the largest percentage of the E-CRM customers were in the
ages range between 24-29 years, 71 percent, while 60 percent of the traditional

customers were 42 years old and up.

For the educational level of the respondents, none of the respondents were holding less
than a bachelor's degree. The mgjority of the E-CRM customers were holding above a
bachelor's degree, about 85 percent, whereas for the traditional customers
approximately 30 percent had a bachelor's degree and 70 percent of the traditional
customers were holding above a bachelor's degree (compared to only 15 percent of the

E-CRM customers). The details are shown in Table 4.1.
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by using SPSS program. To analyze the output as Levene’s test and the assumption of
equal variances, the null hypothesis will be regjected if the p-value less than or equal a
level (a=0.05).

3.6 Summary

This chapter explains all the associated methodology of the study which contains
research design, target population and samples, data collection, questionnaire
development, pre-test, including data of analysis procedure and independent sample t-
test. Besides, the reliability will be tested based on Cronbach’s alpha coefficient in
which all affecting factors must be equal or greater than 0.7 to be acceptable, as
George & Mallery (2003) mentioned. On top of that, descriptive data analysis will be
used to explain the basic characteristics of the data which cal cul ate frequency,
percentage, and cumulative percentage to conclude all data. Multiple Linear
Regression model (MLR) is aso used to describe the relationship between a dependent
variable and independent variables. Furthermore, the research focuses on independent
sample t-test to estimate the mean of the independent group of the samples. Lastly, the
primary datawill be collected from all 160 E-CRM customers according to the
concept of census survey whereas about 100 traditional customerswill be surveyed,

according to the formulafor cal culating sample sizes following section 3.2.
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Table 4.1 Demographical Data of the Samples

Demographic Characteristics | Percentage ]
Traditional E-CRM
Customers Customers
(n=100) (n=160)
Gender Male - 31
Female 100 69
Age :w18-23 - 7
2429 21 71
30- 35 9 14
3641 10 5
42 and up years old 60 3
Education | Below Bachelor's - -
Bachelor's 30 85
Above Bachelor's 70 15
Occupation  Business Owner 15 26
Government Officer 58 17
Company Employed 8 30
State Enterprise
Employee = P
Other (student) - 14
Income Lessthan 20,000 13 28
20,001- 30,000 12 36
30,001- 40,000 25 9
AAAAA 40,001- 50,000 46 11
Above 50,000 4 16
Shopping Online None 39 -
(Inlast 3 i1-2times 49 61
months) 3-4times 2 24
More than 4 times 10 15
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In reference to occupation, for the current career of the respondents, the biggest group
of government officers are traditional customers, an estimated 58 percent. While the
largest group of company employeesisthe E-CRM customers, at 30 percent. There
are 26 percent of the E-CRM customers who are business owners. which is higher than
the traditional customers' 6 percent. There is not much difference in the percentage of
the two respondent groups who are state enterprise employees. Lastly, 14 percent of
the E-CRM customers are students.

For the monthly income (in baht) of the respondents, the largest percentage of the
traditional customers, 46 percent, are in the income range between 40,001-50,000 baht
whereas the highest percentage of the E-CRM customers, 36 percent, arein the
income range between 20,001- 30,000 baht. In income ranges less than 20,000 baht
and above 50,000 baht, the E-CRM customers are more than doubl e the percentage of
the traditional customers. In the income ranges between 30,001- 40,000 baht, the E-

CRM customers are 9% and the traditional customers 25 percent.

The last demographic of the data revealed how often the respondents shop online
during the last 3 months. 61 percent of the E-CRM customers and 49 percent of the
traditional customers indicate the highest percentage of the respondents to shop online
1-2 times. 39 percent of the traditional customers who did not shop onlinein thelast 3
months. However, the percentage of the E-CRM customers who shop online 3 - 4
times and more than 4 times is higher than the traditional customers which show 24

percent and 15 percent respectively.
4.2 Product Usages and Some Related Factors
Consumer behavior related to the use of Tropical Body Lotion i.e. perception on some

attributes, decision to buy, and frequency of use were analyzed descriptively. The

analyses were done separately for the traditional and E-CRM groups of customers.
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For the decision influencing person, the highest percentage is those who purchase the
tropical body lotion from personal decision: 82 percent and 46 percent for traditional
and E-CRM customers respectively. The second largest percentage of purchase
decisions are friends and customer reviews which presented equal percentages of 23
percent for the E-CRM customers compared to only 9 percent and 5 percent for the
traditional customers. For the marketing channels factor, that of the E- CRM

customers is 8 percent which is twice the percentage of the traditional customers.

It can be seen that the largest of the respondents determine to purchase body lotion
because of quality, at 78 percent and 87 percent for E-CRM and traditional customers,
following by brand at 10 percent and 8 percent respectively. The E-CRM customers
are more likely consider price rather than the traditional customers, by 6 percent

higher.

For frequency of using, 100 percent of the traditional customers and 78 percent of the
E-CRM customers use body lotion every day. However, 20 percent and 3 percent of

the E-CRM customers use body lotion 2-3 times a week and once a week respectively.

In perceiving the price as reasonable, 70 percent of the traditional customers consider
the product is reasonable priced whereas thisis 15 percent higher for the E-CRM
customers. In addition, the remaining 30 percent of the traditional customers and 15
percent of the E-CRM customers think that the product is not reasonably priced. It can
be regarded as similar percentages between the traditional and E-CRM customers.
between 351 — 450 price ranges around 46 percent and 43 percent. 35 percent of the E-
CRM customers and 18 percent of traditional customers expected the price to be
between 451-550 baht. This was followed by 26 percent of traditional customers and
only 7 percent of the E-CRM customers who expected price ranges between 250 — 350
baht.

Finally, the table describes how the respondents first come to know the tropical body
lotion. For the traditional customers, the biggest percentage is about 49 percent of the
respondents who know from their friends, 37 percent introduced by the sellers, and 14
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Table 4.2: Consumer behavior related to the use of Tropical Body L otion

Use/Buy Tropical Body Lotion

Percentage

Traditional | E-CRM
Customers Customers
- (n=100) (n=160)
Decision Influencing Personal Decision 82 46
pa‘mns ......................................................
...._Fri mds ........................................ 9 23_.. ..................
_____ Customer Reviews | 23
B Marketing Channels 4 8
Decision influencing Price 8
factors
Quality 87 78
Quantity 2 3
Service 1 1
Brand 8 10
Frequency of Using Daily 100 78
2-3 times aweek - 20
i Once aweek - 2
Perceived the price as S 70 85
reasonable )
No 30 15
Expected price less than 250 4 8
(For 200 ml. sized) ,
_____ 250 — 350 26 7
351 — 450 46 43
451 - 550 18 35
More than 550 6 7
Know the product from Friends 49 39
Facebook or Websites - 41
Link from another page | 17
Other (The sellers) 37

33




percent firstly know from the leaflet. For the E-CRM customers, the highest
percentage is around 41 percent of the respondents who know from Facebook pages
whereas 17 percent know from the link from another page. Furthermore, it included 39
percent of the respondents who know from their friends and only 3 percent from the
leaflet.

4.3 Hypotheses Testing

To test all four hypotheses as proposed in Chapter 11, the two analyses were
performed. First, two regression analyses were performed to test the relationships
between all proposed factors and customer repurchase intention for traditional and E-
CRM groups of customers, as proposed in Hypothesis 1 and Hypothesis 2. Then, the
differences of the level of repurchase intention and its related factors between the
traditional and E- CRM groups as proposed in Hypothesis 3 and Hypothesis 4 were
tested with the independent sample t-test. The details are shown bel ow.

4.3.1 Test of Relationships between Repurchase Intention and Its Influencing Factors

Two regression analyses were done to test the first two hypotheses:

Hypothesis 1: For the E-CRM customers, there is a positive relationship between

information sharing (a), trust (b), satisfaction (c), and shared value (d)

on the product and customer repurchase intention.
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Table: 4.3 Multiple Regression Analysisfor the E-CRM Customers

Explanatory Unstandardized | Standardized| t-value P-value
Variable coefficient coefficient (Significant)
Constant -0.748 -1.029 0.305
Information sharing 0.196 0.290 4,783 0.000
Trust 0.213 0.268 4.315 0.000
Satisfaction 0.292 0.175 2.669 0.008
Shared value 0.232 0.278 5.260 0.000

Remarks: Dependent variable is Customer Repurchase Intention
F=554.188; p-value =0.000; adjusted r* = 0.933

In the table above, F-value (554.188) is used to determine the relationship between all
explanatory factors and repurchase intention. Its p-value (0.000) indicated a significant
relationship between all explanatory factors and dependent variable. The null
hypothesis (Ho) tested whether the coefficient of influencing factors equal zero as Ho:
Bo=B1=P,=P3=P4=0, or not. The p-value of 0.000 less than the significance level (apha
= 0.05). Then, the null hypothesis (Ho) isregected. Therefore, the relation between
dependent variable and all explanatory factors are considered statistically significant.

The adjusted r? illustrated the variation of the dependent variable which could be
explained by all explanatory factors. Asthe value of adjusted r? is .933, it infers that
93.3 percent of the variation of the repurchase intention is dependent on information

sharing, trust, satisfaction and shared value.

Considering the unstandardizec coefficients, all items are significantly higher than
zero at 99.9 percent level of confidence as seen in the t-scores and their p-value which
exceed 0.001. The explanatory factors are taken into account. Each individual

explanatory factor is positively and significantly related to repurchase intention.

The standardized coefficients are used to compare variables within equations. A high

value coefficient indicates the higher influence of the explanatory factors (information
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sharing, trust, shared value, and satisfaction) on the dependent variable (customer
repurchase intention). The datain Table 4.3 indicates that__ information sharing
provides the highest influence on customer repurchase intention, followed by shared

value, trust, and satisfaction respectively.

The regression equation can be derived as follows:

Y=-0.748+0.196 X1+0.213 X2 + 0.292 X3+0.232 X4

Where
Y = Customer Repurchase Intention
X1= Information Sharing
X2= Trust
X3= Shared Vaue
X4= Customer Satisfaction

This multiple regression analysis models indicates that there are positively significant
rel ationshi ps between information sharing, trust, shared value on the product and
customer repurchase intention, as proposed. Thus, Hypothesis 1 is supported by the
data.

Hypothesis 2: For the traditional customers, there is a positive relationship between

information sharing (a), trust (b), satisfaction (c), and shared value (d)

on the product and customer repurchase intention.
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Table: 4.4 Multiple Regression Analysisfor the Traditional Customers

Explanatory Unstandardizec | Standardized | t-value P-value
Variable coefficient coefficient (Significant)
Constant 5.718 5.190 0.000
Information sharing 0.020 0.037 0.492 0.624
Trust 0.522 0.776 6.490 0.000
Satisfaction 0.104 0.084 0.928 0.356
Shared value 0.031 0.058 0.484 0.630

Remarks: Dependent variable is Customer Repurchase Intention
F= 160.147; p-value =0.000; adjusted r* = 0.865

F-value of 160.147 with the p-value less than 0.001 indicated the significant
relationship between all explanatory factors and dependent variable. The relation
between dependent variable and all independent variables are considered statistically

significant since the null hypothesisis rejected.

The adjusted r? indicates that 86.5 percent of the repurchase intention of the traditional

customers can be explained by these explanatory factors.

However, when considering the relationship between each individual explanatory
factor and the repurchase intention from the unstandardized coefficients, only trust
was found to be significantly related to repurchase intention. Its t-score is significant at
99.9 percent level of confidence p<0.001 while the unstandardized coefficients of
other explanatory factors are not significant i.e. p>.05 (95 percent level of confidence).
Thus, only trust could be taken into account. There is a significant relationship
between trust and repurchase intention of the traditional customers. Hence, only

Hypothesis 2b is supported by the data while Hypotheses 2a, 2c, and 2d are not.

The regression equation can be shown as follows:

Y=5.78+0.020 X1+0.522 X2 + 0.104 X3+0.031 X4

38



Where
Y = Customer Repurchase Intention
X1= Information Sharing
X2=Trust
X3= Shared Value
X4= Customer Satisfaction

From these analyses, it can be regarded that customer repurchase intention of the
traditional customers can be affected by trust which represented the largest impact on
the regression result. Therefore, only hypothesis 2b is significantly related to
repurchase intention which is supported by the data. While the rest of H2a, H2c, and
H2d (information sharing, shared value, and satisfaction respectively) are not
significant. In contrast, the E-CRM customers presented different results of the
regression analysis which can be defined as all independent variables (information
sharing, trust, shared value, and satisfaction) are significantly related to repurchase
intention. Thus, it could be inferred that trust influences repurchase intention of both
traditional and E-CRM customers while information sharing, shared value and
satisfaction that result from CRM strategies could influence only the E-CRM

customers, not the traditional group.

4.3.2 Test of Differences of the Repurchase Intention and Its Influencing Factors

The independent sampl e t-test was done to test:

Hypothesis 3: Information sharing (a), trust (b), satisfaction (c), and shared value (d)
on the product are different between E-CRM and traditional customers.

Hypothesis 4: The level of customer repurchase intention of the E-CRM is higher than
that of the traditional customers.
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Table 4.5 Mean Comparisons Between Traditional and E-CRM Customers

Constructs Mean Mean Differences
(SD) Test
Traditional | E-CRM | t-score Sig

Information Sharing 3.64 3.81 2.059 0.040
(0.659) (0.656)

Trust 4.69 4.08 -8.208 | 0.000
(0.465) (0.644)

Shared Value 451 4.09 -7.436 | 0.000
(0.420) (0.447)

Satisfaction 4.39 3.87 -6.922 | 0.000
(0.665) (0.539)

Repurchase intention 4.71 3.91 -11.454 | 0.000
(0.456) (0.602)

Significant level (2-tailed) based on the assumption of equal variances are 0.04
(information sharing) and 0.000 (trust, shared value, satisfaction, and repurchase
intention) which are less than 0.05 (alevel). Therefore, the null hypothesisis rejected
and another hypothesis is accepted. This result shows that there is difference in the

mean between the two groups of the traditional and E-CRM customers.

Table 4.5 shows that the means of trust, shared value, satisfaction, and customer
repurchase intention of the traditional customers are higher than that of the E-CRM
customers. These results are inconsistent with what was expected. However,
information sharing for the traditional customersis found to be significantly lower

than that of the E-CRM customers.

Moreover, the level of customer repurchase intention of the traditional customersis
higher than that of the E-CRM customers and it is not consistent as expected on
hypothesis V.



Table 4.6 Summary of Results

Hypotheses Testing

Summary of Results

Hypothesis 1: For the E-CRM customers,
there is a positive relationship between
information sharing (@), trust (b), satisfaction
(c), and shared value (d) on the product and

customer repurchase intention.

Supported

Hypothesis 2: For the traditional customers,
there is a positive relationship between
information sharing (@), trust (b), satisfaction
(c), and shared value (d) on the product and

customer repurchase intention.

Partially supported: only H2b is significant

Hypothesis 3: Information sharing (a), trust
(b), satisfaction (c), and shared value (d) on
the product are different between E-CRM and

traditional customers.

Supported:

Trust, satisfaction and shared value are
significantly higher in traditional customers
while information sharing is higher in E-

commerce customers.

Hypothesis 4. The level of customer
repurchase intention of the E-CRM is higher

than the traditional customers.

not supported

4.4 Summary

This chapter illustrates the analyzed results of the primary data collected from XXX of

E- CRM and traditional customers. The results consist of three parts. The first part

presented the sample profiles of demographic characteristics of the customersin

percentages. The second part concluded product usages and some related factors of

consumer behavior, also represented in percentages. The third part is associated with
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all four hypotheses testing as proposed in Chapter 11. Hypothesis 1 and Hypothesis 2
are performed to test the relationship between repurchase intention and influencing
factors of information sharing, trust, shared valued, and satisfaction of the E-CRM and
traditional customers by regression analyses. In the result of hypothesistesting, in
hypothesis 1 all influencing factors are significantly related to repurchase intention
supported by the data, whereas in hypothesis 2 only the influencing factor of trust is
significant related to repurchase intention. In addition, the Hypothesis 3 and
Hypothesis 4 are performed to test the level of repurchase intention and its related
factors between the traditional and E-CRM groups with the independent sample t-test.
The consequences of hypothesistesting are that the level of repurchase intention is
different between the traditional and E-CRM customers as expected in hypothesizes 3;
however, the level of customer repurchase intention of the traditional customersis

higher than the E-CRM customers and it is not consistent as expected in hypothesis 4.

42



CHAPTER YV

SUMMARY FINDINGS, CONCLUSIONS AND
RECOMMENDATIONS

In this chapter, all findings of the research and data analyses, the discussion,
managerial implication, and recommendation to the future research are also given

accordingly.

5.1 Summary of Findings

The researcher applied the Key Mediating Variables (KMV) model to study the
relationship between repurchase intention and influencing factors of information
sharing, trust, shared value, and satisfaction of the E-CRM and the traditional
customers. to understand electronic CRM management and traditional selling strategy.
160 questionnaires were distributed to the E-CRM customers via Facebook and e-mail
with the basis of the census survey concept. 100 questionnaires were distributed to the
traditional customers by the direct sellers. This group used the formulato compute the
sample sizes as mentioned in Chapter 111. To answer the key questions which were
stated in chapter I, "How do information sharing, trust, shared value, and satisfaction
affect repurchase intention of the E-CRM and traditional customers?’, the researcher
applied the SPSS (Statistical Package for Social Science) to discover the results of

four hypotheses which are summarized below.

The first two hypotheses tested the relationship between repurchase intention and its
influencing factors. The results demonstrated that for the E-CRM customers,
information sharing, trust, shared value, and satisfactions were positively related to
repurchase intention. The results indicated that information sharing provided the
highest impact on customer repurchase intention, followed by shared value, trust, and
satisfaction. This means that information sharing is the most important factor for the

E-CRM customers to repurchase the XXX products.
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In contrast, results of the second hypothesis show that there was only trust that
significantly related to repurchase intention for the traditional customer to repurchase
the XXX product.

The remaining hypotheses aimed to test the differences of repurchase intention and its
influencing factors between the traditional and E-CRM customers. The results
indicated that level of trust, shared value, and satisfactions of the traditional customers
were higher than the E-CRM customers. However, the level of information sharing of

the traditional customers was lower than the E-CRM customers.

It could be regarded that E-CRM customers considered the way to exchange
information throughout marketing channels on Facebook and website were
conveniently and sufficiently delivered to them rather than the traditional customers
who were provided by the direct sellers. This could be interpreted as the effectiveness
of the entrepreneur to use electronic commerce and the traditional marketing strategies

to manage customer relationship.

Higher levels of trust, shared value, and satisfaction were shown in the traditional
customers more than in the E-CRM customers. This may be because the traditional
customer could develop trust, satisfaction and shared value by directly contacting and
communicating with the sellers and also with the XXX website as well. Shared value
compared the customer perspectives, whether each group of customers considered the
product in the same direction. From the results, the traditional customers tended to
share product values to other customers rather than did the E-CRM customers.
Satisfaction was focused on marketing channels. The results represented that
traditional customers were more likely to satisfy marketing channels availability rather

the E-CRM customers.

The result of the fourth hypothesis showed that the level of customer repurchase
intention of the traditional customers was higher than the E-CRM customers. It could

be explained that the traditional customers were predisposed to repurchase the product



rather than the E-CRM customers. As a consequence, Hypothesis 4 is not supported
by the data.

Consequently, marketing channels had been conducted on Facebook and website to
manage relationship with the E-CRM customers to purchase the product online,
whereas the traditional group was serviced by the direct sellers to purchase the product
offline. The higher means of information sharing of the E-CRM customers could be
explained as marketing channels conducted on Facebook and website were both
convenient for them to exchange information to the online sellers and the customers
themselves. The results of the traditional customers considered information sharing
provided by the direct sellers were less effective. Moreover, the lower means of trust,
shared value, and satisfaction of the E-CRM customers indicated the strength of
customer relationship management of the entrepreneurs as to whether they would
repurchase the products from the firm, which assists the firm to know how to improve

better customer repurchase intention of the product.

5.2 Conclusions

In the finding of the hypotheses results, there were gaps between repurchase intention
of the traditional customers and influencing factors (information sharing, trust, shared
value, and satisfaction. These gaps demonstrated that only trust related to repurchase
intention, which is not consistent with what was expected. Besides, the level of
customer repurchase intention of the traditional customer was higher than the E-CRM
customers, which also was not consistent with what was expected. Table 5.1

summarized the findings of the research, as below:
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Table 5.1 Summary of Findings

Objectives Findings

1. To study the relationships between | Four influencing factors of information
information sharing, trust, shared | sharing, trust, shared value, and
value, and satisfaction on the satisfaction demonstrate relatedness to
product and customer repurchase | customer repurchase intention for the E-
intention. CRM customers; meanwhile only trust is
related to customer repurchase intention

for the traditional customers.

2. To compare and contrast the level | From the findings, there are different

of information sharing, trust, levels of influencing factors between the
shared value and satisfaction on E-CRM and traditional customers. The
the product and customer means of trust, shared value, satisfaction,
repurchase intention between and customer repurchase intention of the
customers who are approaching traditional customers are higher than the
with the E-CRM and traditional E-CRM customers. In contrast, the mean
marketing strategy. of information sharing of the traditional
customersislower than the E-CRM
customers. Furthermore, the level of
customer repurchase intention of the
traditional customersis higher than the E-
CRM customers

5.3 Managerial Implications

From CRM strategies, information sharing could influence repurchase intention of the
E-CRM customers only. This means that marketing channels which have been
conducted on Facebook and website and used as the tools to manage CRM strategies
could be only influencing the E-CRM customers to repurchase, not the traditional
customers. Therefore, information sharing should not be considered as an influencing

factor of repurchase intention of the traditional customers.

46



THE ASSUMPTION UNIVERSITY LIBRA R

The influencing factor of shared value could influence repurchase intention only for
the E-CRM customers as well. As aresult, shared value should be taken into account
as the influencing factor of repurchase intention of the E-CRM customers, not for the

traditional group.

In addition the influencing factor of satisfaction could influence repurchase intention
only for the E-CRM customers. Thus, satisfaction should be considered as the
influencing factor of repurchase intention of the E-CRM customers, not for the

traditional customers.

However, trust could influence repurchase intention of the E-CRM and traditional
customers. As a consequence, trust should be considered as the influencing factor of

repurchase intention for both E-CRM and traditional groups.

Finally, the level of customer repurchase intention of the traditional customers was
higher than the E-CRM customers and it was not consistent with the expectation in
hypothesis V. Although electronic CRM is one of the marketing strategies widely
used to manage rel ationship with the customers nowadays, but the traditional
marketing strategy is still effective to build strong relationship with the customers, as
the influencing factor of trust is shown to be the significant factor for the traditional

customers to repurchase.

5.4 Recommendations for Future Research

In conclusions, the researcher found that there were the gaps between the influencing
factors and repurchase intention. The results demonstrated that only trust related to
repurchase intention for the traditional customers, whereas information sharing, trust,
shared value and satisfaction which resulted from CRM strategies could influence the
E-CRM customers. Moreover, the level of customer repurchase intention of the
traditional customer was higher than the E-CRM customers, which was not consistent.
Therefore, the researcher provides recommendations for future research. Further study

could cover al the influencing factors of information sharing, trust, shared value, and
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satisfaction on customer repurchase intention in other businesses to measure the
effectiveness of customer relationship management. It would be possible to determine
the current customers' intention to repurchase the product and gain insight into
customer requirements following the influencing factors of information sharing. In
addition, the other influencing factors of trust, shared value, and satisfaction of CRM
strategies provided to the existing customers would indicate how the strength of
customer relationship management which assists a business to discover more effective
ways to develop long term relationships with the customers, and would in turn help

the customers to repurchase the product.
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APPENDIX A

Questionnaire



Tropical Body Lotion Survey

The questionnaire is designed to understand customer's perception and demand on a skin
care product. It is conducted as a part of the graduate project of the Master Degree in Supply
Chain Management, Assumption University. Asyou are a current customer of the product,
your opinion would be beneficial for this project. Please help answering al questionsin this
guestionnaire. Y our individual response will be kept confidential. The data will be analyzed
for the big picture only. Thank you in advance for your kind support.

Ms. Antika Tulasueb

Please mark V in the blank ( ) for the answer.

1. Which most influences your purchase decision for buying the body lotion?
) Your personal decision
)} Your friends
) From customer reviews
) Marketing channels (i.e. online shopping or direct sells)

) Others (please SPeCify ......ccccoeeeeevecvicecene )
2. What is the most significant factor for you to purchase this body lotion?
( )Price () Quality
( ) Quantity ( ) Service
( )Brand
() Others (please SPECITY.....ccccvererererereriircreeene. )
3. How often do you use the tropical body lotion?
() Daily ( ) 2-3timesaweek
() Onceaweek () Others (please SPecify.......ccoonrrcieninerisinene. J)
4. Do you think the product is reasonabl e priced?
( )Yes ( )No
5. How much is your expected price range of this body lotion (in baht)?
() lessthan 250 ( )250-350
( )351-450 ( )451-550 () More than 550
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6. How did you first know about the tropical body lotion?
() Your friends () Facebook page or websites
( )Ledflet () Link from another page
() Others (please SPECITY ......covvveerrieeerisinnne,

7. Normally you buy the tropical body lotion from
() online (Website/Facebook) () Retail shops

Opinion on " Tropical Body Lotion" Skincare Product

Please indicate (V) the level of your perception of this product

() Direct seller

Level of Your Opinion
Your opinion on Strongly Agree - Strongly
Disagree
Information Sharing S|4 3] 2] 1
The communication channel of "Tropical Body
1 Lotion" helps you conveniently exchange information
with the sellers and other customers.
Information regarding "Tropical Body Lotion" is
2 | appropriate.
The information regarding "Tropical Body Lotion" is
3 | up-to-date.
Y ou can exchange any information about " Tropical
4 | Body Lotion" easily though their communication
channels.
Y ou can easily search for any information regarding
5 | "Tropical Body Lotion" through their communication
channels.
Y ou are confident to exchange information regarding
6 "Tropical Body Lotion" with the sellers and other
customers through their communication channels.
7 Exchanging information about "Tropical Body
Lotion" is sufficiently delivered to you.
Trust
1 You trust "Tropical Body Lotion" and its
manufacturer.
5 The manufacturer of "Tropical Body Lotion" is
trustworhy.
3 Y ou trust the "Tropical Body Lotion" sales
representatives and their provided information.
4 Y ou trust the "Tropical Body Lotion" website and its
presented contents
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Your opinion on

Level of Your Opinion
Strongly Agree <> Strongly

Disagree
"Tropical Body Lotion" company always maintain
5 | what they promise.
The company delivered "Tropical Body Lotion™ on
6 time.
Shared Value
Y our perspective regarding the product is in the same
1 ]
direction as other customers.
Y our commentary regarding the productsis alwaysin
2 S
the same direction as other customers you know.
What you feel about the product is similar in direction
3
to the other customers you know.
4 Y ou share the product's value in the same direction as
other customers you know.
Satisfaction
Y ou are satisfied with the advertising channel of the
1 "Tropical Body Lotion"
5 The marketing channel of the "Tropical Body Lotion"
is close to your desired method.
3 Y ou can find and purchase "Tropical Body Lotion"
whenever you want.
4 Y ou are satisfied with the marketing channel of the
"Tropical Body Lotion".
5 In general, the marketing channels of the "Tropical
Body Lotion" are effective.
6 You are satisfied overall with products and services
from the company.
Customer Repurchase Intention
1 | You are morelikely to buy the product again.
5 Y ou will provide positive information regarding the
products to other customers.
3 Y ou will consider "Tropical Body Lotion" as the top
priority compared with other products
Y ou are willing to pay higher for the "Tropical Body
4 -
Lotion" than other products.
5 Y ou are more likely to buy "Tropical Body L otion"
soon.
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Per sonal Data

1. What isyour gender?

( )Mae ( ) Femde

2. What isyour age?

( )18-23yearsold () 24-29 years old
( )30-35yearsold () 36-41 yearsold

( )42and upyearsold

3. What is your highest accomplished education degree?

() Below Bachelor's () Bachelor's () Above Bachelor's
4. What is your employment?
() Business Owner () Government Officer () Company Employed
() State Enterprise Employee () Others, please SPeCify.......cccocvvviienerinniene
5. What is your current income per month? (In baht)
(  )lessthan 20,000 () 20,001- 30,000 () 30,001- 40,000
() 40,001- 50,000 () above 50,000

6. How many times did you shop online in the last 3 months?
(  )none ( )1l-2times ( )3-4times () morethan 4 times

Other comments/suggestions

Thank you for your cooperation.
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APPENDIX B

Pre-test Output
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Reliability
nformation Sharing

Case Processing Summar

N %
Valid 35 100.0

Cases  Excluded 0 .0
Total 35 100.0

a. Listwise deletion based on all variables in the
procedure.

Reliability Statistics

Cronbach's Alpha | N of Items

.846 7

Trust
Case Processing Summar
N %
Valid 35 100.0
Cases  Excluded 0 .0
Total 35 100.0

a. Listwise deletion based on all variables in the
procedure.

Reliability Statistics

Cronbach's Alpha N of ltems

.894 6

Shared Value

Case Processing Summa
N %
Valid 35 100.0
Cases  Excludec 0 .0
Total 35 100.0

a. Listwise deletion based on all variables in the

procedure.
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Reliability Statistics

Cronbach's Alpha | N of ltems

.704 4
Satisfaction
Case Processing Summar
N
Valid 35 100.0
Cases  Excluded 0 .0
Total 35 100.0

a. Listwise deletion based on all variables in the

procedure.

Reliability Statistics

Cronbach's Alpha|N of Items

912 6

Customer Repurchase [ ntention

Case Processing Summary

N %
Valid 35 100.0

Cases  Excluded 0 .0
Total 215 100.0

a. Listwise deletion based on all variables in the

procedure.
Reliability Statistics

Cronbach's Alpha | N of Items

.920 5
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