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ABSTRACT

This research studied the influence of corporate reputation and its factors on the
purchasing decisions of international express air couriers of Thailand's exporting
firms. The data was collected from 366 purchasing decision makers of Thailand's
exporting firms, by a structured questionnaire through an online web-based survey,
and the data was analyzed by the statistics tools of arithmetic mean, standard deviation
and class interval.

The analysis result revealed that corporate reputation has an influence on the
purchasing decisions of international express air couriers which is classified as a very
influential factor. Out of 12 factors, the analysis found that the most influential to the
least influential factors are Value for Money, Product & service quality, Trust, Product
& service L~ovati~eness, Employee talent, Well-managed workplace, Respect,

Admiration, Vision & Leadership, Social responsibility, Financial performance, and
Appealing workplace.

Classifying the factors into 6 categories, the analysis found that the most influential
category is Product & service, followed by Emotional appeal, Workplace quality,
Vision & leadership, Social responsibility and Financial performance.

The findings accepted all hypotheses and generated direct benefits to the international
express air courier service providers. Therefore, it is logical and reasonable to consider
corporate reputation as the key to other success strategies by focusing on the most
influential factor and other less influential factors accordingly.
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Chapter 1: Introduction
1.1. Introduction to the study

Corporate reputation is a new but critical component in the winning organization's
strategy (Kartelia, 2000). A positive reputation can result in a number of beneficial
consequences that ultimately facilitate better corporate performance (Caruana &
Chircop, 2000). Also, corporate reputation advantage allows marketers to exploit
profitable marketing opportunities (Miles & Covin, 2000).

Morgan & Hunt ( 1994) found that a firm with a good overall reputation owns a
valuable asset. Evidence on the importance of corporate reputation is the regular
annual survey of Fortune magazine on "Corporate Reputation Industry Report".
Moreover, the importance of corporate reputation seems to be increasing dramatically
as world-recognized universities in UK such as the University of Oxford have
established the new centers for corporate reputation to examine the underlying
determinants of corporate reputation. The University of Manchester conducts research,
projects and seminars in this field under the Reputation, Brand and Competitiveness
Group ..

To be more concrete, the importance of a corporate reputation is that it has the ability
and better opportunity to charge premium prices (Kapferer, 2004), creation of a
competitive barrier (Roberts & Dowling, 2002), enhanced access to capital markets,
increased organizational attractiveness for employee (Morley, 2002), potential partners
and strategic alliances (Martin & Hetrick, 2006), and investors (Kapferer, 2004),
provision of a buffer zone of reputation capital (Schultz et al, 2000), improved
customer loyalty (Morley, 2002) and reduced marketing costs.

Also, Dowling (2001) found that corporate reputation results in trust, confidence and
support of stakeholders in an organization.

According to previous studies, corporate reputation is composed of various factors
such as trust, admiration, respect, innovativeness, financial performance, etc.
(Fombrun, 2004, Brady, 2002 and Money & Gardiner, 2005). The latest summary on
corporate reputation factors was done in 2007 by de Jonge with the conclusion that the
corporate reputation is derived from 6 categories and 12 factors;

Table 1-1. Conclusion of corporate reputation categories and factors (De Jonge, 2007)
Factors

Factor categories
Emotional appeal

Trust
Admiration
Respect

Products & services

Products & services quality
Products & services innovativeness
Value for money

Vision & leadership

Vision & leadership

Workplace quality

Well-managed workplace
Appealing workplace
Employee talent

Financial performance

Financial performance

Social responsibility

Social responsibility

Source: De Jonge (2007), The influence of crises on corporate reputation.

However, according to de Jonge (2007), there is no any research or working studies
which measure the role and influence of each factor that contributes to the creation of
corporate reputation.

Greham & Helen (2005) found that the corporate reputation is important to a broad
range of stakeholders, and among all stakeholders, consumers are the most important
since it is they who make the final purchasing decision and profit for the firm. Also,
Nguyen & LeBlanc (2001) not only claimed that numerous authors assert that a good
reputation helps to increase sales, they also found that customer loyalty has a tendency
to be higher when perceptions of corporate reputation are strongly favorable.
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It is a logicaJ derivative from the literature review that corporate reputation has

promoted sales, therefore corporate reputation is one of the impact factors to be
considered in purchasing decisions or supplier selection.

Making decisions on selecting the right supplier plays a vital role in creating a
competitive edge for a firm and in having a positive impact on its supply chain and
business performance. Supplier selection is a crucial process that addresses how
organizations select strategic suppliers to enhance competitive advantage (Hsu and
Kannan, 2006). Also, Monczka, Trent, and Handfield (2005) suggested that the
supplier evaluation and selection process is one of the most important functions in
purchasing & supply chain management. Purchasers usually evaluate potential
suppliers across multiple categories using their own selection criteria with assigned
weights. Most criteria are cost, quality and delivery. However, there are further critical
criteria that purchasers might consider when they make a selection.

Generally, corporate reputation has an affect on purchasing decisions in a consumer
context (Greham & Helen, 2005). But in the business-to-business context, purchasing
decision are quite rational, which rely on price, quality of product and services as well
as delivery. Much of the research in the area of business purchasing decisions and
supplier selection usually claims that the purchasing decision criteria are mainly
related to the rational factors such as price, cycle time, product attribute, type of
supplies defined by supply positioning model, location of seller, supply risk (Hsu and
Kannan, 2006)

Further, from these rational reasons, the buyer-salesperson relationship seems to be the
only non-rational factor affecting the purchasing decision (Hayko, 2004). But, Cretu &
Brodie (2007) defended Hayko, that in spite of the importance of the buyersalesperson relationships, corporate reputation could still have a general relevance for
the loyalty of existing customers.

Also, back in 1966, Dickson proposed 23 purchasing decision criteria with mean rating
based on scores, and besides rational factors, corporate reputation is listed and ranked
in 11 as of considerable importance.
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Regarding the literature review, any firms that have the single business context of
consumers may find it easier to manage their corporate reputation as the research
found that corporate reputation does have an influence on purchasing decision. But for
the firms that have the business context of business-to-business, it is an ambiguous
answer whether corporate reputation has an influence on purchasing decision or not.
Moreover, the firm with both business contexts of consumer and business, the
difficulty of corporate reputation management may occur as their market covers both
those who do care about corporate reputation and who may or may not care about
corporate reputation.

International express air courier services are in this position. The service providers
such as DHL, FedEx, UPS or TNT have the business context of both personal
customers and business customers. How do they manage their corporate reputation
wisely?

In an era of growmg of international express arr couner services, an intense
competitive situation is happening. The service providers play a pivotal role as
enablers of global trade by developing shipment routes and networks and
improvements, and on the other hand, they all have the challenging task of operations.

Therefore, it is important that international express courier companies have to not only
ensure safe and timely delivery, but also keep abreast of new developments and
incorporate new technologies in their operations and services to lower costs so that
exporters utilizing their services are able to remain competitive as all players offer
almost the same cost to customers.

In the international express air courier market, among all players, as other rational
factors such as cost, service quality, and others arre almost the same, what is the next
critical factor that triggers a purchasing decision? Is corporate reputation one of such
next critical factors which service provider have to be concerned about?
So, to study the influence of corporate reputation on purchasing decision is interesting,
as the finding can be a future literature of influence of each corporate reputation factor.
Also, to study the purchasing of international express air courier services is beneficial
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directly to the service providers whose business contexts are both consumer and
business, and whose market competitive situation is fierce at present.

1.2. Statement of Problems

Corporate reputation does have an influence on purchasing decisions of buyers, and
corporate reputation itself has various factors. So, to find out which factors of
corporate reputation play the most influential role on purchasing decisions is
interesting to study.

At present, the competition of the international express air courier service market is
intense, especially in the segment of business customers. All players have dramatically
developed products and services to compete with each others. To customers, while
cost of service is significant, other factors such as reliability, on-time delivery as well
as overall services also affect purchasing decision (Manager Weekly, 2007, p. Al-2)

In the case where all players can provided almost the same or not-obviously different
cost, reliability, on-time delivery as well as overall services, what is the next critical
factor that triggers the purchasing decisions of customers?.

From the problems, it is interesting to the researcher to study the influence of corporate
reputation on purchasing decisions of an international express air courier of Thailand's
exporting firms.

1.3. Research Objectives

1. To study the influence of corporate reputation on purchasing decisions of
international express air courier services ofThailand's exporting firms

2. To study the factors of corporate reputation which are most influential on the
purchasing decisions of the international express air courier service of
Thailand's exporting firms.
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1.4. Scope of the Research

Topics in focus:

The influence of corporate reputation on the purchasing decisions of international
.
.
.
express arr couner services.

Target respondents:

The person in charge of making decision on purchasing international express courier
services for the firm. He or she may work in the department of marketing, purchasing
or administration or else in the position of officer, manager, director etc.. As long as he
or she is the person who makes the decision, he or she is eligible as a target respondent
as he or she can provide the information on his or her reasons for making decisions.

The area in focus:

The study focuses only on Thailand's exporting firms who purchase international
express air courier services. The exporting firms in the study covered all categories of
the Department of Exporting Promotion, Ministry of Commerce, Royal Thai
Government.

1.5. Limitation of the study

Although the research design incorporates extensive literature reviews, it does not
capture every aspect of complex purchasing decision criteria, but focuses only on the
corporate reputation which is one of the purchasing decision factors.

The sample includes all export industries, so the findings may not be generalized to
any particular industry. Also, the sample included customers of all major players, so
the findings may not be the result of any particular service providers.

1.6. Significance of the study

1. To understand the influence of corporate reputation on purchasing decisions of
international express air couriers of Thailand's exporting frrms. This benefit is
to academic researchers as it will be the literature for future research; to service
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providers for their business practice; as well as to Thailand's exporting firms
for their supplier selection improvement.

2. The service providers of international express air couriers can use the result of
the study for their strategies management in order to retain their current
customers and to gain new potential customers.

1.7. Deliverables

1. The influence of corporate reputation on purchasing decisions of international

express air couriers of Thailand's exporting firms.

2. The most influential factors of corporate reputation on purchasing decisions of
international express air courier of Thailand's exporting firms.
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Chapter 2: Literature Review
In this chapter, the literature review of corporate reputation, purchasing decision, as
well as international express air couriers, is discussed. Based on all the literature
review, the summary of research questions, conceptual framework, and hypotheses are
presented. Also discussed in the literature review is data collection, sample selection
and analysis tools.

2.1. Corporate reputation

Corporate reputation is a new but critical component in the winning organization's
strategy (Kartelia, 2000). At present, corporate reputation has become a critical
resource both because it has the potential for value creation and because its intangible
character makes replication by competing firms more difficult (Robert & Dowling,
2002).

A positive reputation can result in a number of beneficial consequences that ultimately
facilitate better corporate performance (Caruana & Chircop, 2000). Also, corporate
reputation advantage allows marketers to exploit profitable marketing opportunities
(Miles & Covin, 2000).

Morgan & Hunt (1994) claimed that a firm with a good overall reputation owns a
valuable asset. Yet unlike other assets, reputation cannot easily be traded on the open
market as it represents a "higher order" rather than a "mobile" resource. Although
research in this area is still in its infancy (Flatt & Kowalczyk, 2000), there is growing
evidence that many organizations are concerned with their reputation (Goldsmith et al,
2000) and its effects on market behavior (Cornelissen & Thrope, 2002).

One piece of evidence on the concern on corporate reputation is the regular annual
survey of Fortune magazine, the world well-known business magazine, called
"Corporate Reputation Industry Report" which is based on America's Most Admired
Companies. The Most Admired listed is the definitive report card on corporate
reputations. Almost 4,000 respondents in positions of executives, directors and
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management from the largest companies in many industries rated the companies in the
list by giving each company a numerical score from zero (poor) to ten (excellent). This
survey result information is displayed for sales at 10,000 USD per industry.

It is not only Fortune magazine that pays attention to this component, but the world

recognized universities in UK such as the University of Oxford and the University of
Manchester which also focus on research and education in corporate reputation.
Beginning this year, 2008, the University of Oxford established the new center for
corporate reputation to look at the underlying determinants of corporate reputation and
how these impact on firms and their overall performance. The University of
Manchester conducts researches, projects and seminars in this field under the
Reputation, Brand and Competitiveness Group. These establishments of both
universities confirm the importance of corporate reputation on strategic management.

Rianne de Jonge (2007) summarized the importance of corporate reputation, that good
corporate reputation has ability and better opportunity in the areas below:
1. Ability to charge premium prices (Kapferer, 2004)
2. Creation of competitive barrier (Roberts & Dowling, 2002)
3. Enhanced access to capital market
4. Increase organizational attractiveness for employee (Morley, 2002), potential
partners and strategic alliances (Martin & Hetrick, 2006), and investors
(Kapferer, 2004)
5. Provision of a buffer zone ofreputation capital (Schultz et al, 2000)
6. Improved customer loyalty (Morley, 2002)
7. Reduced marketing costs

Dowling

(2001) found that corporate reputation results in trust, confidence and

support of stakeholders in an organization. Almost the same but with wider findings of
Greham & Helen (2005), corporate reputation is important to a broad range of
stakeholders and consumers is the most important among all stakeholders since it is
they who makes the final purchasing decision and profit to the firm.

Generally, corporate reputation has a positive effect on customer behavior, and can act
either as a basis for inferences about uncertain product attributes or as a general "halo"
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and also has several factors that may each have an influence on buying behavior (such
as reliability, innovativeness, and social responsibility) (Brown, 1998, Van Riel &
Fombrun, 2007). In the same trend, Nguyen & LeBlanc (2001) not only claimed that
numerous authors assert that a good reputation helps to increase sales, they also found
that customer loyalty has a tendency to be higher when perceptions of corporate
reputation are strongly favorable.

In China, a case study of Chinese public companies about corporate reputation also
found that corporate reputation is not only positively correlated with superior earnings
quality, but also does have positive effects on superior earnings quality, as well as the
superior total sales (Hongtao, 2007). Moreover, existing empirical research confirms
that there is a positive relationship between reputation and financial performance
(Peter & Grahame, 2002). A favorable reputation is a means of enhancing an
organization's financial value as well as influencing buying intention (Gotsi & Wilson,
2001).

According to Fombrun (2004), Brady (2002) and Money & Gardiner (2005), it is
found that corporate reputation can be defined by 6 categories and 12 factors (De
Jonge, 2007):

1. Emotional appeal

a. Trust
b. Admiration
c. Respect
2. Product and services

a. Quality
b. Innovativeness
c. Value for money
3. Vision and leadership
4. Workplace quality
a. Well-managed
b. Appealing workplace
c. Employee talent
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5. Financial performance
6. Social responsibility

From the literature review, it is found that the corporate reputation has an influence on
purchasing decisions and is comprised of various factors.

The summary of the

corporate reputation factors for this study, 12 factors, categorized into 6 categories, is
shown below

Category 1: Emotional appeal (trust, admiration, respect)

Emotional appeal is composed of 3 factors, trust, admiration and respect. They are all
about emotional perception towards the corporation.

Trust: how trustworthy the corporation is in the perception of stakeholders.
Admiration: how a stakeholder admire the corporation.
Respect: how respectful the corporation is in the view of stakeholders.

All three factors have a positive relationship with corporate reputation (Money &
Gardiner, 2005).

Category 2: Products & services (quality, innovativeness, value for money)

Undoubtedly, product and services are directly related to corporate reputation (De
Jonge, 2007). It is not only the acceptable and consistent quality that matters, for the
product and service innovativeness also have an effect on corporate reputation (Brady,
2002). Reasonable value for money is another factor, the corporate reputation for
being fair with customers. Value for money is the perception of being reasonable about
price versus product and service received (Fombrun, 2004).

Category 3: Vision & leadership

The leadership and position of a company in the industry can gam corporate
reputation. Also, the communicated vision plays a role in corporate reputation
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perception among stakeholder. Leaders in industry tend to have better corporate
reputation and vice versa (Money & Gardiner, 2005).

Corporate v1s1on and leadership is reflected by the top management and their
management style of the firm. The vision and leadership can be communicated to
stakeholder in a numbers of ways, both through mass communication and through
personal communication. (Carroll, 2006).

Category 4: Workplace quality (well-managed workplace, appealing workplace,
employee talent)

The well-managed and distinct crafted workplace can also create good corporate
reputation (Carroll, 2006). The finding of Fombrun (2004) and Money & Gardiner
(2005) found that employee talent are also impact factor on corporate reputation as it
seems that the firm with the best team is better than other firms.

Category 5: Financial performance

According to .Peter & Grahame (2002), financial performance definitely affects
corporate reputation, especially for public companies. Companies with good financial
performance tend to have good corporate reputation also, while companies with poor
financial performance receive neutral or poor corporate reputation from stakeholder.

Financial performance can consist of many statisctics such as sales, profit, return on
investment, dividend paid, or else depend on the interest of the stakeholder.

Category 6: Social responsibility

De Jonge, 2007 claimed that social responsibility is affecting corporate reputation as
perceived by stakeholder, especially society. The companies can face crises from
society in case of unfair operation. In the past, there was evidence that society and the
community reject any kinds of business operation such as factory, distribution center
as well as offices. So, social responsibility is one of the sensitive factors which a
company needs to take care of for a good corporate reputation.
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Table 2-1. Summary of corporate reputation categories and factors
Factor ID
Factor 1

Categories

Factors

Emotional appeal

Trust

Factor2

Admiration

Factor 3

Respect

Factor 4

Products & services

Products & services quality

Factor 5

Products & services innovativeness

Factor 6

Value for money

Factor 7

Vision & leadership

Vision & leadership

Factor 8

Workplace quality

Well-managed workplace

Factor 9

Appealing workplace

Factor IO

Employee talent

Factor 11

Financial performance

Financial performance

Factor 12

Social responsibility

Social responsibility

From literature review, the study of de Jonge (2007) covered all factors of corporate
reputation, mainly the 3 studies from Fombrun (2004), Brady (2002) and Money &
Gardiner (2005). Moreover, there is no other research after de Jonge (2007) which
summarized other factors beyond 6 categories - 12 factors. So, it is appropriate to
adopt these 12 factors for the study.

2.2. Purchasing decision

Making a decision on selecting the right supplier plays a vital role in creating a
competitive edge for a firm and in having a positive impact on its performance.
Supplier selection is a crucial process that addresses how organizations select strategic
suppliers to enhance competitive advantage (Hsu and Kannan, 2006).

Concerns of corporate behavior also influence purchasing. One third of Americans say
that after price and quality, a company's business practices are the most important
factor in deciding whether or not to buy a brand and cited this as an evidence for the
importance of corporate reputation (Greham & Helen, 2005). In the past few decades,
a large number of studies have examined the roles of corporate reputation in the
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context of consumer purchasing and those studies concluded that corporate reputation
generally has a positive effect on consumer behavior. On the other hand, much less is
known about the effect of corporate reputation in a business-to-business context.

Generally, in business-to-business contexts purchasing is quite rational, which relies
on price, quality of product and services as well as delivery. Much of the research in
the area of business purchasing decisions usually claims that the purchasing decision
criteria is mainly related to the factors below (Hsu and Kannan, 2006)

Table 2-2. Factors affecting business purchasing
Primary focus
Purchase environment

Topic Area I Factors

Studied by

Environmental consideration

Min and Galles ( 1997)

Import Purchase

Katsikeas & Leonidou ( 1996), Piercy &
Katsikeas (1997)

Impact of cycle time

Sharland at al. (2003)

Industry focus

Pearson and Ellram (1995), Lambert et
al (1997), Hirakubo & Kublin (1998)

International purchasing practice

Park & Krishnan (2001 ), Rao &
Seshadri ( 1996), Mummalaneni ( 1996)

Strategic issues

Male versus Female buyers

Swift and Gruben (2000)

Materials/Capital equipment

AMMA (1985)

Product attribute

Lehmann & O'Shaunessy (1982)

Routine I Non Routine purchase

Wilson (1994)

Buyer I supplier partnership

Ellram (1990), Spekman (1988)

Criteria importance versus use

Verma and Pullman (1998)

Distributor versus producer

Shipley et al. (1991 ), Shipley and
Prinja (1988)

Performance issues

Just in time purchasing

Vondermbse et a. (1995)

Location of buyer in supply chain

Choi and Hartley (1996)

Purchasing risk

Tullous and Munson (1991)

Single/Multiple sources

Swift (1995)

Supply base reduction

Goffinet al. (1997)

Firm performance

Ellram (1990), Ittner et al. ( 1999),
Kannan and Tan (2003), Tracey and
Tan (2001)

Manufacturing performance
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Vonderembse and Tracey (1999)

Source:

Hsu and

Kannan.

(2006),

Supplier selection construct:

instrument

development and validation, The International Journal of Logistics Management, Vol.
17, No.2, p. 215.

As business purchasing is on a rational basis, there are several models helping to make
supplier selection easier, such as Categorical model, Matrix model, Weight point
model, Cost-based model, Multi-criteria selection model, etc. (Mohamed A.Y,
Mohamed Z., Bidhu, 1996).

Apart from rational reasons, the buyer-salesperson relationship seems to be the only
non-rational factor affecting the purchasing decision. The research by Hayko (2004)
demonstrated that dyadic buyer-salesperson relationships may be more important than
a buyer's perception of the company as a whole.

However, Cretu & Brodie (2007) defend Hayko (2004), that in spite of the importance
of buyer-salesperson relationships, corporate reputation could still have a general
relevance for the loyalty of existing customers. Also, the finding from the research of
Bendapudi & Leone (2002) that corporate reputation could be important when a key
contact employee leaves the seller's company or a buyer does not have a relationship
with the seller yet (Yoon, Goofey & Kijewski, 1993).

The Outsourcing Institute, USA (2004) revealed a survey of business purchasing
decision criteria from a USA survey which asked respondents which factors affected
their business purchasing decisions, and the result found that top five criteria are

1. Price 65%

2. Commitment to quality 51 %

3. Flexible contract term 39%

4. Reference and Reputation 34%

5. Scope ofresource 28%

Also, back in 1966, Dickson proposed 23 purchasing decision criteria with mean rating
based on scores of importance compiled by Dickson ( 1966)
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Table 2-3. Dickson's vendor selection criteria
Rank

Factor

Mean Rating

1

Quality

3.508

2

Delivery

3.417

3

Performance history

2.998

4

Warranties and claim policy

2.849

5

Production facilities and capacity

2.775

6

Price

2.758

7

Technical capability

2.545

8

Financial position

2.514

9

Procedural compliance

2.488

10

Communication system

2.426

11

Reputation and position in industry

2.412

12

Desire for business

2.256

13

Management and organization

2.216

14

Operating control

2.211

15

Repair service

2.187

16

Attitude

2.120

17

Impression

2.054

18

Packaging ability

3.009

19

Labor relation record

2.003

20

Geographical location

1.872

21

Amount of past business

1.597

22

Training aids

1.537

23

Reciprocal arrangement

0.610

Evaluation
Extreme importance

Considerable importance

Average importance

Slight importance

Source: Jian Liu, Fong Yuen Ding and Vinod Lall (2000), Using data envelopment
analysis to compare supplier for supplier selection and improvement, Supply Chain
Management: An International Journal, Vol. 5 No. 3, p. 146.

From Dickson (1966), corporate reputation and its position 1s of considerable
importance, ranked 11 out of 23. However, since Dickson (1966), there is no updated
evidence of how strong corporate reputation plays in the importance of the purchasing
decision.

Also, there is no research which measures the influential level factors of corporate
reputation on purchasing decisions on business purchasing.
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2.3. International express air courier service and exporting firms

According to the Department of Export Promotion, the Thai economy partly relies on
exports. There is growing evidence of increasing export business and the number of
exporting firms. International air transportation is important to the export business and
that importance is increasing day by day (International Air Transport Association,
2008). This is because of its convenience and speed on delivery. Also, the transit time
is almost the same for every destination around the world.

Factors supporting using the express air courier:
I. Low volume I small piece
2. Light weight
3. High value products such as jewelry
4. Perishable items, such as vegetables that cannot be in transit a long period of time
5. Urgently needed items such as spare parts
6. Fashionable items

In the industry of international express courier service, the service providers such as
DHL, FedEx, TNT, UPS, etc have business contexts of both business-to-business and
business-to-consumer. They play a pivotal role as enablers of global trade by
developing shipment routes and networks and improving connectivity of markets. In
the industry, there is fierce competition towards excellence and challenging
operational tasks.

Security is particularly important especially in the wake of the 9/11 tragedy and in the
light of the volatility in the current global political scenario. Therefore, they must bear
the burden of ensuring that appropriate safety and security measures are imposed on
every single load carried by their fleet so that the global network for the flow of good
is never hijacked and abused for purposes of terror and destruction which, should it
happen, would undoubtedly have disastrous consequences on their brand and
reputation.

It is therefore of the utmost importance that international express courier companies

have to not only ensure safe and timely delivery, but also keep abreast of new
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developments and incorporate new technologies in their operations and services to
lower costs so that exporters utilizing their services are able to remain competitive.

2.3.1. International express air courier definition

The air courier industry is a division of the air cargo industry. As defined by the Air
Transport Association (ATA), cargo is the total volume of freight, mail, and express
traffic. The air courier division includes both freight (generally under 100 pounds) and
express mail. As defined by AT A, freight and express mail are commodities of all
kinds, including small packages, counter service, express service, and priority-reserved
freight. Air courier services do not include the delivery of domestic mail.

In a further definition from the World Trade Organization, the express courier service
contains two attributes:

1. Multi-modal courier services consisting of pick-up, transport and delivery services,

whether for domestic or foreign destinations of letters, parcels and packages rendered
by couriers and using one or more modes of transport and

2. Other courier services for goods, not elsewhere classified, e.g. trucking or transfer
services without storage, for freight (World Trade Organization, 1998).

2.3.2. Kinds of Service

Companies within the express service division of the air cargo industry have offered
various services related to time-sensitive delivery conditions. Customers can request
next-morning or afternoon delivery, same-day-service, or second-day delivery. Most
international express services require a few days for delivery, depending upon the
country's customs procedures and regulations.

2.3.3. Service providers

In Asia and the Pacific, DHL is the largest provider of express courier services,
accounting for about 36 per cent of the region's shipments. Other leading suppliers are
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Australian-owned TNT Express Worldwide, accounting for 27 per cent, Federal
Express with 13 per cent, and UPS with 5 per cent (World Trade Organization, 1998).

This study refers to maJor service providers of Asia and the Pacific to those in
Thailand as Thailand is in Asia Pacific and they are active in the Thai market.
However, the study does not refer the market share of Asia and the Pacific to the
market share of Thailand.

DHL
DHL was founded in San Francisco, USA almost 40 years ago. DHL has continued to
expand at a phenomenal rate. Today, it stands tall as the global market leader of the
international express and logistics industry, specializing in providing innovative and
customized solutions from a single source.

DHL has been serving the business community in Thailand for over 30 years.
Established in 1973, DHL was the first air express operator to provide overnight
delivery to/from Europe and Asia.

With the comprehensive range of express and logistics service, now more than ever
DHL is more than ready to support the Thai economy at every step in the logistics
process, upstream from raw materials to manufacturing, as well as downstream from
the production line to store shelves, and further, to even the ultimate end-user about
anywhere on the world map. DHL's major customers are the textile industry, semiconductor, electronics and auto manufacturers.

DHL offers expertise in express, air and ocean freight, overland transport, contract
logistics solutions as well as international mail services, combined with worldwide
coverage and an in-depth understanding of local markets.

To cover all extensive service needs with the right level of focus and expertise, DHL
operates under four specialist divisions:
1.

Express

2. Global forwarding and Freight
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3.

Supply chain, corporate information solutions

4.

Mail

For Express, DHL Express is the leading global provider of international road-, airand rail-based courier and express services for business and private customers. OHL
works with the world's most expansive network covering more than 220 countries and
territories

m

Europe,

the

Americas,

Asia-Pacific

and

Emerging

Markets.

Through its three product lines Same Day, Time Definite and Day Definite, OHL
offers it customers a multi-faceted product portfolio meeting all transport time
requirements.

FedEx

FedEx Express is part of the transportation powerhouse FedEx Corporation. FedEx
Corp. provides customers and businesses worldwide with a broad portfolio of
transportation, e-commerce and business services. With annual revenues of $32
billion, the company offers integrated business applications through

oper~ting

companies competing collectively and managed collaboratively, under the respected
FedEx brand. .

Consistently ranked among the world's most admired and trusted employers, FedEx
inspires its more than 260,000 employees and contractors to remain "absolutely,
positively" focused on safety, the highest ethical and professional standards and the
needs of their customers and communities.

FedEx Express provides fast and reliable delivery to worldwide addresses covering
more than 220 countries and territories around the world. FedEx uses a global air-andground network to speed delivery of time-sensitive shipments, usually in one to two
business days with the delivery time guaranteed.

In 1989, FedEx expanded its service offerings in the Asia Pacific region when it
purchased Flying Tigers, an all-cargo airline with flying rights to 21 countries. For the
first time, FedEx had governmental permission to carry documents, packages and

20

freight to multiple Asian destinations on a regular schedule including: Hong Kong,
Japan, Korea, Malaysia, Singapore, Taiwan and Thailand.

The FedEx success in meeting customers' needs resulted in the creation of an
innovative unparalleled network called FedEx AsiaOne launched in September 1995.
This launch included five trans-Pacific flights, the creation of an Asia Pacific hub in
Subic Bay, Philippines, and the creation of an overnight intra-Asian delivery network
connecting 11 major Asian centers. The network was expanded to 19 Asian
destinations in 2001.

In September 1997, FedEx announced the world's first 'Round-the-World' cargo flight,
which originated in Indianapolis, Indiana, and continued to Paris, Dubai, United Arab
Emirates, Mumbai, India, Bangkok, Thailand, the Subic Bay Asia hub in the
Philippines, and ended in Anchorage, Alaska, U.S.

FedEx currently serves more than 30 countries and territories in the Asia Pacific
market, with more than 10,000 employees. Operating its own wide-bodied MD-11 and
A310 aircraft, FedEx offers over 400 flights per week to Bangkok, Beijing, Cebu, Ho
Chi Minh, Hong Kong, Jakarta, Kaohsiung, Kuala Lumpur, Manila, Osaka, Penang,
Seoul, Shanghai, Shenzhen, Singapore, Subic Bay, Sydney, Taipei, and Tokyo, as well
as destinations in the U.S.A. and Europe.

UPS

United Parcel Services Inc. (UPS) was founded in 1907 as a messenger company in the
United States. UPS has grown into a USD 49.7 billion corporation by clearly focusing
on the goal of enabling commerce around the globe. Today UPS is a global company
with one of the most recognized and admired brands in the world.

As the largest express carrier and package delivery company in the world, UPS is also
a leading provider of specialized transportation, logistics, capital, and e-commerce
services. UPS manage the flow of goods, funds and information in more than 200
countries and territories worldwide.
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As the world's largest package delivery company and a leading global provider of
specialized transportation and logistics services, UPS continues to develop the
:frontiers of logistics, supply chain management and e-Commerce combining the flows
of goods, information and funds. UPS is a company that has never shied away from
reinventing itself, as a more complete reading of its history demonstrates.

Over time, UPS has become a leader in global supply chain management. At UPS,
global distribution and logistics involves managing not only the movement of goods,
but also the information and funds that move with those goods.

UPS customers repeatedly asked to tap into this expertise, which ultimately led to the
development of a full-service business. UPS Supply Chain Solutions is a streamlined
organization that provides logistics, global freight, financial, and mail services to
enhance customers' business performance and improve their global supply chains.

Over the past 100 years, UPS has become an expert in transformation, growing from a
small messenger company to a leading provider of air, ocean, ground, and electronic
services. The most recent public change came in 2003, when the company introduced a
new brand mark, representing a new, evolved UPS, and showing the world that its
capabilities extend beyond small package delivery. The company went another step
further, adopting the acronym UPS as its formal name, another indicator of its broad
expanse of services. Ever true to its humble origins, the company maintains its
reputation for integrity, reliability, employee ownership, and customer service. For
UPS, the future promises even more accomplishments as the next chapter in the
company's history is written.

UPS Asia Pacific, headquartered in Singapore, has 13,300 employees, and is a
company which delivery the cargo to worldwide destination through 259 flights per
week of intra-Asia addresses and 133 flights per week of international addresses.
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TNT
Established in 1946, TNT has built its reputation on handling each shipment with care
and dedication, ensuring it arrives on time, every time. And it places great value on its
long-term relationships with customers. TNT recognizes that every shipment they
handle is a vital component of its customers' success.

TNT Thailand offers express businesses and consumers in Thailand an extensive range
of services for their international and nationwide express delivery needs.
Headquartered in Bangkok, TNT operates a nationwide and international express
delivery service that interfaces with TNT 's international and local networks in over
200 countries in Europe, Asia and the Americas. Since its establishment in Thailand in
1980, TNT has experienced continuous growth and now operates 16 nationwide depots
located strategically in Thailand's major cities.

With a pick-up and delivery capability that spans the globe, TNT . offers a
comprehensive range of express delivery services for the export and import of
documents,

parcels

and

freight

to

help keep

business running

smoothly.

Time & Day-definite services are chosen from same-day, time- or day-definite
delivery, and have the customer's documents, parcels and freight shipped to anywhere
in the world quickly and securely by online tracking and customs clearance for
international shipments. Now TNT provides the convenience of electrical control
which can work on every process from pricing to online booking, and tracking can be
accessed from PC, mo bile phone or other electric devices.

TNT Express also provides a range of flexible solutions to meet any requirements that
cannot be satisfied by TNT's network services. TNT solutions are tailored to the
specific needs of customers, so if next day delivery is just not fast enough, or the
customer wants to outsource archiving and mailroom management, or needs to charter
an aircraft, or needs a repair and return service, or specialized transportation, all such
services are available 24 hours a day, 365 days a year by TNT Express Special
Services.
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From the literature review, it is interesting to study the influence level of corporate
reputation on purchasing decisions in business. The Thai economy partly relies on
exporting firms and the international express air courier is one important service for
exporting firms in Thailand, supporting them to remain competitive in the market.

So, this study is designed to focus on the influence of corporate reputation on
purchasing decisions of international express air courier services of Thailand's
exporting firms.

2.4. Research Questions

RQ 1. Does corporate reputation influence purchasing decisions of international
express air courier services ofThailand's exporting firms?

RQ2. Which factors of corporate reputation most influence the purchasing decisions
of international express air courier services ofThailand's exporting firms?

2.5. Conceptual framework

Corporate Reputation
Hal

I

1. Emotional appeal

I

I

2. Products & services

I

Ha2

I

Ha3

I

HA

I

Ha5

I

3. Vision & leadership

I 4. Workplace quality
5. Financial Performance

I

6. Social Responsibility

Purchasing
Decision

.
"

I

I

~

r

.
"

Ha6

I

Source: De Jonge (2007)
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.

2.6. Hypotheses

Referring to the research questions and conceptual framework; there are 6 hypotheses
in this study.

Emotional appeal influences purchasing decision of international express air

Hal

courier of Thailand's exporting firms

Ha2

Products & services influence purchasing decision of international express air
courier of Thailand's exporting firms

Ha3

Vision & leadership influence purchasing decision of international express
air courier of Thailand's exporting firms

HA

Workplace quality influences purchasing decision of international express
air courier ofThailand 's exporting firms

...
Ha5

Financial performance influences purchasing decision of international
express air courier of Thailand's exporting firms

Ha6

Social responsibility influences purchasing decision of international express air
courier ofThailand's exporting firms

2. 7. Data collection method

To collect the pnmary data, there are several collection methods (Petchroj &
Chumniprasart, 2004).

A. Collection by researcher

This method requires the researcher to collect data by interviewing, observing
or gathering secondary data from related sources of information.
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B. Collection by mail

This method is suitable for the study where the respondents' area is far from
the research station, or the respondents' address is spread through a wide area. The
questionnaire is sent by mail to respondents and respondents have considerable time, at
their convenience, to work on the questionnaire. However, the disadvantage of this
method is that the response rate is relatively low and it needs time to collect the
returned questionnaires. Also, the information sometimes is not a correct response as
the respondents cannot ask for any further instruction from the researcher.

C. Collection by online website

Nowadays, the computer and internet are involved in people's lives. The data
collection, online web-based, can be done through the internet and computer. This
method is suitable for study that has a limited period of time as the response needs less
transit time, compared to collection by mail. The further advantage of this method is
cost effectiveness, and it can cover a wider population. But the restriction of this
method is that the respondents have to be familiar with a computer and web-based
application (Thomas, 2003).
Advantages of online web-based surveys over paper mail survey

1. Paper, postage, mail out, and data entry costs are almost completely eliminated
(Dillman, 2000, p. 352).
2. Time required for implementation can be reduced (Dillman, 2000, p. 352).
3. Once an electronic data collection system is developed, the cost of surveying
additional respondents is much lower (Dillman, 2000, p. 353).
4. Display of response data can be simultaneous with completion of surveys.
Often, data from web-based surveys are available in real time in graphic and
numerical format.
5. Reminders and follow-up on non-respondents are relatively easy.
6. Data from web-based surveys can be easily imported into data analysis
programs.
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Limitations of on line web-based survey
1. Not everyone is connected, so this survey method will not work with all

populations (Dillman, 2000, p. 355).
2. Even if connected, not all potential respondents are equally computer literate
(Dillman, 2000, p. 357).
3. Screen configurations may appear significantly different from one respondent
to another, depending on settings of individual computers (Dillman, 2000, p.
357).
4. In general, sampling of e-mail addresses is difficult. There are no directories.
Sometimes there is more than one e-mail address per respondent. Addresses are
not standardized (Dillman, 2000, p. 356).
5. The decision not to respond is likely to be made more quickly.

Validity of online web-based survey

When generalized to the context of survey research, validity refers to the accuracy of
the specific conclusions and inferences drawn from data.
Dillman et al. (2001), explained that web surveys are comprehended and controlled by
respondents at their own pace, and validity is through validity testing by either paper
pilot test or online pilot test. Once the researcher conducts the pilot test, and the
content of the web-based survey is similar to the content of pilot test, the web-based
survey is accounted for the same validity as the pilot test.

2.8. Sampling method

Sampling method is an operation to choose a sample for studying from the whole
population. The sampling method can be categorized into two major categories, as
below (Kanchanawasee et al., 2001);
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A. Probability sampling

This method takes a sample of the population on the basis that each unit of
population has the same probability to be chosen. There are five widely accepted
methods;

1. Simple random sampling
Each unit of population has the same probability to be chosen. The
study has the list of all units of population, and the sample is chosen by drawing or
using random number tables.

2. Systematic sampling
The sample is chosen by setting the sampling frame, random start and
random interval. For example choose a sample of 200 students out of 1,000 students,
the random interval is 5 (1,000 population divided by 200 sample) and the random
start is 3. So, the sample is student numbers 3, 8 (5+3), 13 (5+8), and so on.
~

3. Cluster sampling
The method chooses the sample in clusters, which is a group of the
population which has familiar characteristics or attributes such as residential area,
religion, etc. This method is suitable for geographic surveys which do sampling by
area.

4. Stratified sampling
Set the sample stratum for the objectives of the study by categorizing
the most homogenous attributes which are different among stratums. The size of each
stratum can be equal or unequal due to the characteristics of the population. After
categorizing into stratums, take the whole chosen stratum as the samples for study.

5. Multi-stage sampling
Categorize the population into various stages and choose the sample
stage by stage, such as the first stage is the region, the second stage is the province,
and third stage is the district and so on. This method allows the sample structure to
cover all areas of population.
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B. Non-probability sampling
There is no concern about the probability of each population to be chosen. So,
this method is purposive sampling. This method is used if the study cannot define the
exact population and the researcher concentrates on the most convenient.

2.9. Survey method and data analysis tools

Wonge-inta (2002) suggested that there are several survey methods and data analysis,
each of them has both advantages and disadvantages and can provide different results
from the study. So, to choose the right survey method and data analysis tools for the
study is the critical process in order to have the right expected results. This study
explored the survey methods and technique for choosing the right methods and tools,
as below;

2.9.1. Direct questioning

Direct questioning is the survey method to collect the primary data from respondents
by directly asking the needs, requirement, perception or satisfaction of each factor.
This method makes it easy to conduct the survey and analysis, but the questionnaire
may be unable to control the bias of respondents as it is a direct question to which the
answer of respondents and the real practice of respondents sometimes may be not the
same.

In this study, the direct question asked of respondents is about the level of influence
and satisfaction of each of the factors of corporate reputation on their purchasing
decision of international express air courier services.

Bardi, Bagchi and Raghunathan ( 1989) studied the influence factors on truck
transportation supplier selection in USA by adopting this method. They sent out
questionnaire to 1,000 samples from the members of the Council of Logistics
Management, with the questionnaire asking respondent to rate the importance of each
factor on a 5-Ievel rating scale of Rensis Likert, from I, least important, to 5, most
important. The analysis tools were arithmetic mean of each factor and ranking from
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most important to least important. Then, they analyzed the data by factor analysis
technique in order to reduce the correlation of each pair of factors.

Menon, -Maginnis and Ackerman ( 1998) studied conditions of transportation supplier
selection in USA related to competitive advantage, Crosby and LeMay ( 1998) studied
the factors affecting supplier selection, and Arpasakul (2005) studied the factor
influencing the selection of liner companies. They all adopted direct questioning and
analyzed data by arithmetic mean and ranking.

2.9.2. Attitude measurement scale

There are several scales for attitude measurement, such as Thurstone, Likert, Osgood,
and Guttman. The most used scale in social research is Likert's by arranging the scale
into 5 levels (Petchroj & Chumniprasart, 2004).

2.9.3. Impact score technique

Impact score technique is for testing the attitude, perception and satisfaction of
customers by having a simple analysis scheme and comprehensive results
(Transportation Research Board, 1999).

The concept of the impact score method is finding the factors affecting the satisfaction
of customers. Data is gathered from a survey and categorized into two groups: A.
Factor dissatisfied, and B. Factor satisfied. Each factor has both groups, and to find
the gap between these two groups, all the data is calculated to find the arithmetic mean
of each group, and the difference of the arithmetic means is the gap score. The next
step is calculating the reported dissatisfied occurrence rate by finding the number of
respondents who experienced dissatisfaction with the factors in term of percentage.
The final step is to multiply the gap score with reported occurrence rate to impact
score. The highest impact score is the most influential factor in the satisfaction of the
customers.
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2.9.4. Conjoint analysis

Conjoint analysis is the method that creates a structure of satisfaction of each customer
toward the factors by asking customers to rate a set of alternative factors. The results
provide an understanding of each factor (Green and Srivasan, 1990). This method is
adopted in market research to explore the factor attributes and its influent level to
make the purchasing decision (Ruenrom, 2003), and the service provider will have the
information of changes in the customer satisfaction level by the changing response
from customers.

Although conjoint analysis is an interesting technique, it still has vanous
disadvantages. First, factor attributes need to be defined before gathering data from
customers. Second, the customers need to be crystal clear on their purchasing
decisions, can explain their needs, and can make the decision by alternatives. Third,
the data gathering is complex, especially in cases where there are many attributes.

2.10. Conclusion of data collection, survey method and analysis tools

From the literature review of data collection, sampling method, and survey method and
analysis tools, it is found that each method and technique has its own advantages and
disadvantages and provides different results of the study.

Referring to the research questions and objectives of the study, the appropriate data
collection method is online web-base survey, the sampling method is simple random
technique choosing the sample by drawing, the survey method is direct questioning
with a 5-level rating scale ofRensis Likert and the analysis tools are arithmetic means,
standard deviation with class interval.
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Chapter 3: Methodology
This chapter is about the methodology designed to achieve the objectives of the study.
The methodologies are composed of population and sample, survey instrument, data
collection, and data analysis.

3.1. Population and sample

3.1.1. Target respondent

The target respondent is the person in charge of making decisions on purchasing
international express courier service for the firm. He or she may works in the
department of marketing, purchasing or administration; in a position of officer,
manager or director. As long as he or she is the person who makes the decision, he or
she is eligible as a target respondent as he or she can provide the information on his or
her reasons for making decision.

3.1.2. Population

The total population is the exporting companies in Thailand who are members of
Department of Exporting Promotion of the Royal Thai Government. The database list
is from Thailand's Exporters Directory 2007-1008, eleventh edition, Department of
Exporting Promotion, which is publicized in a CD-ROM.

From the list, the total exporting companies is 4,260 companies.

3.1.3. Sample size

The appropriate sample size is 366 compames according to Taro Yamane (1967),
where the confidence level is 95% and P = 0.5, as shown in the following equation:

n

NI 1+ N(e) 2
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Where, n =Sample size, N =Target population, e =Precision
For this study,

n

=

4,260 I 1 + (4,260)(0.05) 2
365.67

The sample size is rounded up to 366 companies.

3.1.4. Sampling

This study uses probability sampling in which each population has equal probability to
be chosen. Then, take the sample by a simple random technique in order to avoid any
bias. The selection process is drawing the sample from the population.
The sample size is 366 companies from a total population of 4,260 companies. The
average online survey response rate is 36.83% (Sheehan, 2001).

Number of sampling for survey invitation

=

Sample size (n) I Response Rate

=

366 I 0.3683
993.76

So, number of sampling for survey invitation is 994 companies, with an aim for 366
samples.

3.2. Survey instrument

3.2.1. Questionnaire

To achieve the objectives of the study, a questionnaire 1s designed to gather
information by adopting the technique of direct questioning which has both closeended questions and open-ended question. The close-ended questions are for gathering
the information of influence rating of each factor of corporate reputation, while the
open-ended question is at the final part of the questionnaire for any suggestions from
respondents.
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3.2.1.1. Questionnaire structure

The structure of the questionnaire is constructed into five parts;

Part A: Research introduction and questionnaire instruction (information session)

Part B: Screening part in order to screen only the target respondent to participate the
research

Part C: General information of respondents' consumption of international express
service.

Part D: The purchasing decision focusing on the influence of corporate reputation by
giving a rate for the influence of all 12 factors. This part is for gathering the data by
direct questioning. The rating scale is from 1, not influential, to 5, most influential.
The rating measures the level of influence of corporate reputation on their purchasing
decision, in numbers. 6 categories and 12 factors of corporate reputation are as below;

Table 3-1. Categories and factors of corporate reputation
Factor ID
Factor 1

Factors

Categories
Trust

Emotional appeal

Factor 2

Admiration

Factor 3

Respect

Factor 4

Products & services quality

Products & services

Factor 5

Products & services innovativeness

Factor 6

Value for money

Factor 7

Vision & leadership

Vision & leadership

Factor 8

Workplace quality

Well-managed workplace

Factor 9

Appealing workplace

Factor 10

Employee talent

Factor 11

Financial performance

Financial performance

Factor 12

Social responsibility

Social responsibility
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Part E: An open-ended question for any suggestion or information which respondents
would like to give for future development.

Part F: Demography of the respondents.

The questionnaire is in both Thai and English for the correct understanding and
convenience of respondents.

3.2.1.2. The validity and reliability testing of the questionnaire

The questionnaire was submitted to an expert for initial consideration and approval.
Then, the questionnaire was tried out with 30 samples whose qualifications were
closest to target respondents. Finally, the questionnaire was adjusted for validity.

Then, the reliability testing was conducted on re-testability with the same 30 samples
of validity testing, at a different time.

3.2.2. Online web-based survey

The study adopted an online web-base survey because of its efficiency in terms of
duration of time, convenience to both researcher and respondents, and cost. Also,
regarding the statistics report of the Ministry of Information Communication
Technology, the exporting firms in Thailand regularly use e-mail and internet for their
communication with related parties

All pages of the website along with the survey were in both Thai and English. The
process of online web-based survey was developed for data gathering:

Webpage and system development

Webpage development program: PHP (Hypertext Preprocessor)
Database system: MYSQL (can be exported to Microsoft Excel)
Website URL (Universal Resource Locator): www.CorpReputationResearch.com
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B. E-mail invitation sending

E-mail pages included information about the objectives of the survey and instructions
together with website link for participation in the survey.

C. Data gathering

After the sample received the e-mail invitation, the next process was action by
respondents to visit the website and to participate in the survey.

The information was stored in the database system, MYSQL, which can be exported to
Microsoft Excel for data analysis. The tracking of the response rate was operated on a
daily basis. An e-mail reminder was sent to respondents who had not participated in
the survey, to increase the response rate.

D. Data checking

This process was to check the completion of data of all respondents. In any incomplete
data, the set of such data was removed from the database for data analysis.

E. Data export to Microsoft Excel

Database from MYSQL was exported to Microsoft Excel for data analysis.

3.3. Data collection

The study gathered the data by conducting surveys of influence rating of corporate
reputation, by direct questioning technique through an online web-based questionnaire.
Based on their opinions, the respondents gave the rating of influence of 12 factors of
corporate reputation. The rating of influence is the 5-level rating scale of Rensis
Likert. The rating of influence is as below;

36

Table 3-2. The rating of influence of corporate reputation on purchasing decisions of
international express air couriers

Rating

Influence

I

2

3

4

5

Not

Little

Somewhat

Very

Most

influential

influent

influential

influential

influential

3.4. Data analysis

The collected data from the direct questioning technique through the online web-based
questionnaire is in number form which was reported in table format. The data
collection table contains the data set of all 366 respondents, from factor 1 to factor 12.

3.4.1. Statistics tools

The statistics tools used in the study to measure and explain the rating of influence of
corporate reputation are arithmetic mean and standard deviation.

Arithmetic mean and standard deviation calculation is by functions of Microsoft Excel
2003.

3.4.1.1. Arithmetic mean function: "AVERAGE"

"AVERAGE" is function m Statistical category to return the average (arithmetic
mean) of the arguments.

Syntax: AVERAGE(numberl ,number2, ... )

The AVERAGE function measures central tendency, which is the location of the
center of a group of numbers in a statistical distribution. Average is calculated by
adding a group of numbers and then dividing by the count of those numbers. For
example, the average of 2, 3, 3, 5, 7, and 10 is 30 divided by 6, which is 5.
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3.4.1.2. Standard deviation function: "STDEV"

"STDEV" is a function in the Statistical category to measure how widely values are
dispersed from the average value (the mean).

Syntax: STDEV(numberl,number2, ... )

Remarks

STDEV assumes that its arguments are a sample of the population.
The standard deviation is calculated using the "n-1 " method.
STD EV uses the following formula:

L:Cx-~i
(n-1)

where

x

the sample mean AVERAGE(numberl,number2, ... )

n

the sample size.

3.4.2. Class interval

After obtaining the results of mean and standard deviation of level of influence and
satisfaction of each factor, class interval is used to interpret these results. The class
interval is the range of each class of data which is mutually exclusive and equal in
width, and the class boundaries are defined by the range of each class by the formula
below:

Class interval

=

Maximum rating - Minimum rating
Numbers of interval

In this study, the rating of influence and satisfaction is on a 5-level scale, from 1 to 5.
Then, the number of interval is 5.

Class interval

=

5-1

0.8

5
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The class interval and interpretation of influence rating of each factor is as below;

Table 3-3. The interpretation of arithmetic mean on level of influence

Arithmetic mean of influence rating

Influence

1.00-1.80

1.81 -2.60

2.61 -3.40

3.41 -4.20

4.21 - 5.00

Not

Little

Somewhat

Very

Most

influential

influence

influential

influential

influential
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Chapter 4: Data Analysis
This chapter discusses the data analysis of the survey using the methodology designed
in chapter 3.

To study the influence of corporate reputation on purchasing decisions of international
express air couriers, a survey was made by a structured questionnaire through an
online web-based website www.CorpReputationRe earch. com during October 1-15,
2008 with 366 Thailand's exporting firms.

The analysis began with reporting the response rate of the survey and respondent
demography, followed by analysis by factor, analysis by categories, hypothesis testing
and research questions answering.

4.1. Response rate and respondent demography

4.1.1. Response rate

Of 994 invitations, the respondents of the survey during the assigned period were 519.
So, the response rate of the survey is 52.21 % (519 participants from 994 invitations).
And to ensure that only target respondents participated in the survey, the screening
part was adopted in part B of the questionnaire.

Among the 519 respondents, 3 66 passed the screening test, accounting for a response
rate of 70.52%. Of all 366 respondents who passed the screening test, the collected
data for the survey was completed.

The response rate of the survey is shown in the Table on the next page;
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Table 4-1. Survey response rate over time (during assigned period: October 1-15, 2008)
Oct 2

Oct3

Oct4

Oct 5

..-............................,_ .......--·------ f------·-.. . . . .

Thu

Fri

Sat

Number of Response

Sun

Oct 6

Oct 7

Oct 8

Oct9

Mon

Tue

Wed

_____

Oct 10

·········-··""'" "'""" '"'""

..........

Thu

Fri

Oct 11

Oct 12

Oct 14

Oct 13

. .......·----·- ............................
~

----s~t·

Sun

Mon

Tue

Oct 15
.............

Wed

_

Total

11

19

14

8

60

51

37

24

39

34

8

82

95

37

519

11

30

44

52

112

163

200

224

263

297

305

387

482

519

519

1.11%

3.02%

4.43%

5.23%

11 .27%

16.40%

20. 12%

22.54%

26.46%

29.88%

30.68%

38 .93%

48.49%

52.21%

52.21%

- Pass

5

11

10

5

48

36

29

16

29

29

8

49

68

23

366

- Failed

6

8

4

3

12

15

8

8

10

5

0

33

27

14

153

Total of Pass

5

16

26

31

79

115

144

160

189

218

226

275

343

366

366

45.45%

53.33%

59.09%

59.62%

70.54%

70.55%

72.00%

71.43%

71.86%

73.40%

74.10%

71.06%

71.16%

70.52%

70.52%

-By Day
Number of Response
- Total
Response Rate
(Total response/994)

Screening Part

Pass Rate
(Total pass!Total Response)

Remarks:
Total invitation: 994
Response Rate Formula (AAPOR, 2008): Total response I Total invitation= Total response/ 994
Screening part: to screen only the person in charge of making purchasing decisions of international express air couriers
Pass Rate Formula: Total pass I Total Response
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4.1.2. Respondent demography

The demography of the 366 respondents is shown below;

Table 4-2. Gender of respondents
Number of respondents

%

Male

137

37.43%

Female

299

62.57%

Total

366

100.00%

Age of respondents range between 23 and 50 years.

Table 4-3. Age ofrespondents
Number of respondents

%

23-25

19

5.19%

26-30

88

24.04%

31-35

95

25.96%

36-40

77

21.04%

41-45

43

11.75%

46-50

44

12.02%

Total

366

100.00%

Table 4-4. Education ofrespondents
Number of respondents
Bachelor Degree

%

231

63.11 %

Master Degree

87

23.77%

Other

48

13.11%

Total

366

100.00%

The company department of the 366 respondents varied from Sales, Marketing,
Accounting, Purchasing or Procurement, Logistics &

Shipping, as well as

Administration. Also, the position of the 366 respondents varied from secretary,
officer, supervisor, manager, senior manager, head, director, as well as CEO.
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However, they all are persons who make the purchasing decisions of international
express air couriers for their firms.

202 of all respondents use more than 1 service provider, and 164 use only 1 service
provider.

Table 4-5. Number of service provider usage ofrespondents
Number of respondents

%

1 service provider

164

44.81%

2 service providers

161

43.99%

3 service providers

36

9.84%

4 service providers

5

1.37%

366

100.00%

Total

The current service providers are;

Table 4-6. Current service providers of respondents
Number of respondents

%

DHL

214

58.47%

FedEx

183

50.00%

UPS

112

30.60%

TNT

105

28.69%

Total

366

100.00%

Also, some respondents use other service providers such as Citilink (5 respondents,
1.37%), DPEX (7 respondents, 1.91 %) and ODA (5 respondents, 1.37%) .

. Of all 366 respondents, 227 respondents use the international express arr courier
service to send parcels, the number of shipment varied from 1 to 20 shipments per
month, the average shipment per month of 227 users is 2.57. And 232 of all 366
respondents are document sending users, the shipments per month varying from I to
20 shipments and the average shipment per month of 232 users is 4.68. There are 90
respondents who are both parcel and document users.
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4.2. Data Analysis

4.2.1. Analysis by factor

From the data processing, the result of arithmetic mean, standard deviation and cJass
interval of each factor are as below;

Table 4-7. Result of arithmetic mean, Standard deviation and Class interval by factor
Statistics tools

Factor

Factors

ID

Arithmetic

Standard

Mean

Deviation

Class interval

Factor I

Trust

4.19

0.97

Very influential

Factor 2

Admiration

3.16

1.08

Somewhat influential

Factor 3

Respect

3.31

1.16

Somewhat influential

Factor 4

Product & service quality

4.58

0.66

Most influential

Factor 5

Product & service innovativeness

3.94

0.99

Very influential

Factor 6

Value for money

4.75

0.50

Most influential

Factor 7

Vision & Leadership

3. 11

1.13

Somewhat influential

Factor 8

Well-managed workplace

3.71

1.01

Very influential

Factor 9

Appealing workplace

2.67

1.24

Somewhat influential

Factor IO

Employee Talent

3.93

0.94

Very influential

Factor 11

Financial Performance

2.76

1.33

Somewhat influential

Factor 12

Social Responsibility

3.05

1.40

Somewhat influential

3.60

1.03

Very influential

Total Corporate Reputation

The arithmetic mean of all factors varied from 2.67 to 4.75 while standard deviation
varied from 0.50 to 1.40. Class interval indicates that all factors are at least somewhat
influential, 6 factors are somewhat influential, 4 factors are very influential and 2
factors are most influential.

Arithmetic means and standard deviations of all 12 factors composed the arithmetic
mean of corporate reputation at 3.60 and standard deviation at 1.03, classified as very
influential.
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To be more comprehensive on the influential level of each factor, the ranking of all 12
factors is as below;

Table 4-8. Ranking of arithmetic means - by factor
Statistics tools

Factor
Factors

Rank

ID

Arithmetic

Standard

Mean

Deviation

Class interval

1

Factor 6

Value for money

4.75

0.50

Most influential

2

Factor 4

Product & service quality

4.58

0.66

Most influential

3

Factor I

Trust

4.19

0.97

Very influential

4

Factor 5

Product & service innovativeness

3.94

0.99

Very influential

5

Factor IO

Employee Talent

3.93

0.94

Very influential

6

Factor 8

Well-managed workplace

3.71

1.01

Very influential

7

Factor 3

Respect

3.31

1.16

Somewhat influential

8

Factor 2

Admiration

3.16

1.08

Somewhat influential

9

Factor 7

Vision & Leadership

3.11

1.13

Somewhat influential

10

Factor 12

Social Responsibility

3.05

1.40

Somewhat influential

11

Factor 11

Financial Performance

2.76

1.33

Somewhat influential

12

Factor 9

Appealing workplace

2.67

1.24

Somewhat influential

Regardless of the categories of factors, ranking among 12 factors found that Factor 6:
Value for money is the most influential with arithmetic mean at 4.75 and standard
deviation 0.50.

This is followed by Factor 4: Product & Service quality whose

arithmetic mean is 4.58 and standard deviation is 0.66, classified as most influential.

Factor 1: Trust, almost becomes the another class of most important by lacking only
0.01 point in total. And on the other hand, Factor 9: Appealing workplace almost drops
to the lower class of little influence by passing over 0.07 points to stay in the class of
somewhat influential.

Factor 5: Product & service innovativeness and Factor 10: Employee talent are almost
the same level of influence, as the arithmetic means are 3.94 and 3.93, also the
standard deviation is 0.99 and 0.94 respectively.
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By class interval, the very influential factors are 4 factors which are Factor 1: Trust,
Factor 5: Product & service innovativeness, Factor 10: Employee talent and Factor 8:
Well-managed workplace, with arithmetic mean in the range of3.71to4.19.

The remaining are 6 somewhat influential factors which are Factor 3: Respect, Factor
2: Admiration, Factor 7: Vision & leadership, Factor 12: Social responsibility, Factor
11: Financial performance and Factor 9: Appealing workplace.

From the data, it is found that Thailand's exporting firm, when making the purchasing
decisions of international express air couriers, are concerned about value for money
and product & service quality as the most influential factors. On the other hand, they
are less concerned about the financial performance and the appealing workplace of the
service provider as these 2 factors were ranked at the bottom of all 12 factors.

4.2.2. Analysis by categories

To analyze the data in categories, 3 categories which are composed of 3 factors have to
be calculated for the arithmetic mean and standard deviation of the categories first.
And those 3 categories are;

Table 4-9. Categories needed for calculation of arithmetic mean and standard deviation
Categories
Emotional appeal

Products & services

Workplace quality

Factor composition
Factor 1

Trust

Factor 2

Admiration

Factor 3

Respect

Factor 4

Products & services quality

Factor 5

Products & services innovativeness

Factor 6

Value for money

Factor 8

Well-managed workplace

Factor 9

Appealing workplace

Factor 10

Employee talent
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To calculate the arithmetic mean and standard deviation of the categories, the tool used
is simple average.

Table 4-10. Arithmetic mean and standard deviation of Emotional Appeal category
Statistics tools
Factor

Factors

ID

Arithmetic

Standard

Mean

Deviation

Class interval

Factor I

Trust

4.19

0.97

Very influential

Factor 2

Admiration

3.16

1.08

Somewhat influential

Factor 3

Respect

3.31

1.16

So mew hat influential

Emotional Appeal Category

3.55

1.07

Very influential

For the emotional appeal category, composed of 3 factors, the arithmetic mean is 3.55
and standard deviation is 1.07. Within categories, the arithmetic mean of each factor is
different, varying from 3.16 to 4.19, which means one level of the scale used in the
questionnaire. While Factor 1: Trust is very important at arithmetic mean 4.19, Factor
2: Admiration's arithmetic mean is 3.16. However, 3 factors composed the Emotional
Appeal category at arithmetic mean 3.55 and standard deviation 1.07, and is thus
classified as the very influential category.

Table 4-11. Arithmetic mean and standard deviation of Product & Service category
Statistics tools

Factor
ID

Factors

Arithmetic

Standard

Mean

Deviation

Class interval

Factor 4

Product & Service Quality

4.58

0.66

Most influential

Factor 5

Product & Service innovativeness

3.94

0.99

Very influential

Factor 6

Value for money

4.75

0.50

Most influential

4.42

0.72

Most influential

Product & Service Category

Product & Service category composed of 3 factors, and of these 3 factors there are 2
factors that are classified as most influential and the other is very influential. The
arithmetic means of these 3 factors are in the top ranking among the 12 factors and the
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standard deviation is narrow, varying from 0.50 to 0.99, making the arithmetic mean of
category is 4.42 and standard deviation at 0. 72, classified as most influential category.

Table 4-12. Arithmetic mean and standard deviation of Workplace quality category
Statistics tools
Factor
Factors

ID

Arithmetic

Standard

Mean

Deviation

Class interval

Factor 8

Well-managed workplace

3.71

1.01

Very influential

Factor 9

Appealing workplace

2.67

1.24

Somewhat
influential

Factor 10

Employee talent

Workplace quality Category

3.93

0.94

Very influential

3.44

1.06

Very influential

The workplace category is composed of 3 factors. The category arithmetic mean is
3.44, 0.04 point over the somewhat influential class, and the standard deviation is 1.06.
Within the category, 3 the composition factors' arithmetic mean varied from 2.67 to
3.93. Factor 9: Appealing workplace is the lowest arithmetic mean among the 12
factors and it makes the category arithmetic mean low, as the other 2 factors have
arithmetic mean at the same level at 3.71 and 3.93. However, the category is classified
as very influential.

Table 4-13. Result of arithmetic mean, Standard deviation and Class interval by
categories
Statistics tools
Factors

Class interval

Arithmetic

Standard

Mean

Deviation

Emotional appeal

3.55

1.07

Very influential

Products & services

4.42

0.72

Most influential

Vision & leadership

3.11

1.13

Somewhat influential

Workplace quality

3.44

1.06

Very influential

Financial performance

2.76

1.33

Somewhat influential

Social responsibility

3.05

1.40

Somewhat influential

Total- Corporate Reputation

3.60

1.03

Very influential
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Among 6 categories, the Product & service category is the most influential category
due to the highest arithmetic mean at 4.42, classified as most influential. This is
followed by Emotional Appeal category, arithmetic mean at 3.55 and Workplace
quality category, arithmetic mean at 3.44: both categories classified as very influential.
The last 3 categories are Vision & Leadership, arithmetic mean at 3.11, Social
responsibility category, arithmetic mean at 3.05 and Financial performance category,
arithmetic mean at 2. 76.

The highest arithmetic mean category, Product & service, has the lowest standard
deviation at 0. 72, while the lowest 2 arithmetic mean categories, Social responsibility
and Financial performance, have the highest standard deviation at 1.40 and 1.33
respectively. This data indicates that all respondents have quite similar opinions on the
Product & service category that it is most influential, while having differing opinions
on the Financial performance category and the Social responsibility category.

Table 4-14. Ranking of arithmetic mean- by categories
Statistics tools
Rank

Factors

Arithmetic

Standard

Mean

Deviation

Class interval

1

Products & services

4.42

0.72

Most influential

2

Emotional appeal

3.55

1.07

Very influential

3

Workplace quality

3.44

1.06

Very influential

4

Vision & leadership

3.11

1.13

Somewhat influential

5

Social responsibility

3.05

1.40

Somewhat influential

6

Financial performance

2.76

1.33

Somewhat influential

3.60

1.03

Very influential

Total- Corporate Reputation

Besides the data of influence rating of 12 factors, the structured questionnaire also had
Part E, an open-ended question for any suggestion or information which respondents
would like to give for future development.
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The collected data from Part E are as below;

Product & service category:

l. Capable delivery management (5 citations)
2. GPS system or tracking service (5 citations)
3. Widely covered destination ( 5 citations)
4. Easy to contact (4 citations)
5. Security of shipment (3 citations)
6. Better service than the service provider committed to customers ( l citation)

The data from respondents is about the product & service category, with none eligible
for other categories. However, these additional factors can be classified as factors in
the 12 factors in the conceptual framework.

Capable delivery manager, Widely covered destination, Easy to contact, Security of
shipment can be accounted for in Factor 4: Product & service quality, while GPS
system and tracking service, Better service than commitment can be accounted for in
Factor 5: Product & service innovativeness.

The data from open-ended questions also asserts the data analysis that the respondents
are concerned about corporate reputation, mostly on the product & service category.
However, these data are not analyzed in terms of statistics together with the 12 factors
as the objective of this open-ended question is only to gain any further factors for
future research.

4.3. Hypotheses testing

The research has 6 hypotheses and to test each hypothesis, the research methodology
uses the arithmetic mean and the class interval.

Referring to class interval calculations in a previous chapter; the arithmetic mean can
be classified to the influential level as below:
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Table 4-15. The interpretation of arithmetic mean on level of influence
Arithmetic mean of influence rating

Influence

1.00- 1.80

1.81 - 2.60

2.61 - 3.40

3.41 - 4.20

4.21 - 5.00

Not

Little

Somewhat

Very

Most

influential

influent

influential

influential

influential

So, for each hypothesis, the hypothesis can be rejected when the category of such
hypothesis has arithmetic mean between 1.00 and 1.80, any arithmetic higher than 1.80
means that the hypothesis is accepted.

4.3.1. Hypothesis 1 - Emotional appeal

Ha 1

Emotional appeal influences purchasing decision of international express air
couriers of Thailand's exporting firms

Emotional appeal category has the arithmetic mean at 3.55, classified as very
influential category. So, the hypothesis is accepted and it can be concluded that
Emotional appeal influences the purchasing decision of international express air
couriers ofThailand's exporting firms.

4.3.2. Hypothesis 2 - Product & service

Ha2

Products & services influences purchasing decision of international express air
couriers of Thailand's exporting firms

Product & service category has the arithmetic mean at 4.42, classified as a most
influential category. So, the hypothesis is accepted and it can be concluded that
Product & service influences the purchasing decision of international express air
couriers ofThailand's exporting firms.
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4.3.3. Hypothesis 3 - Vision & Leadership

Ha3

Vision & leadership influence purchasing decision of international
express air couriers of Thailand's exporting firms

Vision & leadership category has the arithmetic mean at 3.11, classified as a somewhat
influential category. So, the hypothesis is accepted and it can be concluded that Vision
& leadership influences the purchasing decision of international express air couriers of

Thailand's exporting firms.

4.3.4. Hypothesis 4 - Workplace quality

Ha4

Workplace quality influences purchasing decision of international
express air couriers of Thailand's exporting firms

Workplace quality category has the arithmetic mean at 3.44, classified as a very
influential category. So, the hypothesis is accepted and it can be concluded that
Workplace quality influences the purchasing decision of international express air
couriers of Thailand's exporting firms.

4.3.5. Hypothesis 5 - Financial performance

Ha5

Financial performance influences purchasing decision of international
express air couriers of Thailand's exporting firms

Financial performance category has the arithmetic mean at 2.76, classified as a
somewhat influential category. So, the hypothesis is accepted and it can be concluded
that Financial performance influences the purchasing decision of international express
air couriers of Thailand's exporting firms.

4.3.6. Hypothesis 6 - Social responsibility

Ha6

Social responsibility influences purchasing decision of international express air
couriers of Thailand's exporting firms
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Social responsibility category has the arithmetic mean at 3.05, classified as a
somewhat influential category. So, the hypothesis is accepted and it can be concluded
that Social responsibility influences the purchasing decision of international express
air couriers ofThailand's exporting firms.

4.3.7. Summary

All 6 hypotheses are accepted and it can be concluded that all 6 categories influence

the purchasing decisions of international express air couriers of Thailand's exporting
firms.

From the conceptual framework, the corporate reputation is composed of 6 categories,
12 factors, and all categories and factors influence the purchasing decisions of
international express air couriers and Thailand's exporting firm. So, it can be
concluded that corporate reputation has an influences on purchasing decisions of
international express air couriers of Thailand's exporting firms.

4.4. Research questions answered

From the data analysis and the hypothesis testing, the research questions can be
answered as below;

RQ 1. Does corporate reputation influence purchasing decisions of international
express air courier services of Thailand's exporting firms?

Referring to the hypotheses testing that all hypotheses are accepted, this question can
be answered that corporate reputation has influence on purchasing decisions of
international express air couriers of Thailand's exporting firms.

And referring to arithmetic mean of influence level of corporate reputation is 3.60, the
level of influence can be classified as very influential.
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RQ2. Which factors of corporate reputation most influence the purchasing decisions
of international express air courier services of Thailand's exporting firms?

Referring to the factor analysis, this question can be answered that the most influential
factor of corporate reputation on purchasing decision of international express air
couriers of Thailand's exporting firm is Value for money.

And the ranking of influence of all 12 factors of corporate reputation is as below;

Table 4-16. The ranking of influence of 12 factors
Arithmetic

Factors

Rank

Mean

1

Value for money

4.75

2

Product & service quality

4.58

3

Trust

4.19

4

Product & service innovativeness

3.94

5

Employee Talent

3.93

6

Well-managed workplace

3.71

7

Respect

3.31

8

Admiration

3.16

9

Vision & Leadership

3.11

10

Social Responsibility

3.05

11

Financial Performance

2.76

12

Appealing workplace

2.67

4.5. Summary

The survey which collected data from 366 of Thailand's exporting firms, which is an
appropriate number of respondents calculated by the formula of Taro Yamane (1967),
found that the corporate reputation has an influence on purchasing decision of
international express air couriers of Thailand's exporting firms at level of 3.60 of 5.00
and can be classified as a very important factor.
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This finding confirms the research results of previous research: that of of Dickson
(1966) which suggested that corporate reputation is of considerable importance in the
purchasing decision; that of The Outsourcing Institute of USA (2004) that corporate
reputation is in the top five factors in purchasing decisions with the average score at
54%. It also confirms the findings and suggestions of de Jonge (2007), Hongtao
(2007), Money & Gardiner (2005), Fombrun (2004), Brady (2002), Cornelissen &
Thrope (2002) and Gotsi & Wilson (2001) that corporate reputation has an influence
on purchasing decisions.

Beyond the findings which confirmed previous research findings which focused only
on corporate reputation as a whole, this study details the influence among 12 factors,
and 6 categories of corporate reputation. The ranking of influence among 12 factors is
Value for money, Product & service quality, Trust, Product & service innovativeness,
Employee talent, Well-managed workplace,

Respect,

Admiration,

Vision &

Leadership, Social responsibility, Financial performance and Appealing workplace.

Classified as categories, the most influential categories are Product & service,
Emotional appeal, Workplace quality, Vision & leadership, Social responsibility and
Financial performance.
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Chapter 5: Conclusion and Recommendation
This chapter contains the conclusion of this research project, and recommendations ..
Furthermore, it also discusses the limitations of the study and the opportunities for
further study derived from this research.

5.1. Research conclusion

The data was analyzed: the data collected by direct questioning via the structured
questionnaire in an online web-based survey during October 1-15, 2008. The response
rate was 52.21 % and the screening pass rate was 70.52%. The completed questionnaire
was received from 366 respondents, which meets the appropriate sample size as per
the formula of Taro Yamane (1967). The 366 respondents are target respondents, who
are the purchasing decision makers of international express air couriers of their
exporting firms .

The data analysis indicates that the corporate reputation has an influence on
purchasing decisions of international express air couriers of Thailand's exporting
firms. The arithmetic mean of influence of corporate reputation is 3.60, classified by
class interval as very influential.

Corporate reputation is composed of 12 factors and 6 categories. The data analysis
found that the most influential factors are Value for Money, Product & service quality;
the very influential factors are Trust, Product & service innovativeness, Employee
talent, and Well-managed workplace. The somewhat influential factors are Respect,
Admiration, Vision & Leadership, Social responsibility, Financial performance, and
Appealing workplace.

Classified as categories, the most influential category is Product & service, the very
influential categories are Emotional appeal and Workplace quality, and the somewhat
influential categories are Vision & leadership, Social responsibility and Financial
performance.
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The data analysis result from the test 6 hypotheses found that all hypotheses are
accepted, which means Emotional appeal, Product & service, Vision & leadership,
Workplace quality, Financial performance and Social responsibility influence the
purchasing decisions of international express air couriers of Thailand's exporting
firms.

The study also answer both research questions, as from the data analysis it can be
concluded that corporate reputation has an influence on purchasing decisions of
international express air couriers of Thailand's exporting firms, and the most
influential factor is Value for Money, and the ranking of all factors was discussed
above.

As the study tested the hypotheses and response to the research questions, the research
objectives are fulfilled since the study can indicate the influence of corporate
reputation and its factors on purchasing decisions of international express air couriers
of Thailand's exporting firms.

Referring to the statements of problems which claimed that corporate reputation is
composed of 12 factors, classified into 6 categories, no previous research result
reported on the influential rate or the significance among these of 12 factors and 6
categories. Therefore, the findings of this study can contribute to the literature on this
previous lack as the findings tell of the influential rate of these 12 factors and, 6
categories by their arithmetic means.

In summary, this study can provide an understanding of corporate reputation on
purchasing decisions of international express air couriers of Thailand's exporting firms
and deliver all the findings from tests of the hypotheses and responses to the research
questions.

5.2. Recommendations

The rationale of this study is based on the intensely competitive situation of the
international express air courier industry, and the finding of this study can directly
benefit the international express air courier service providers.
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From the data analysis, it is recommended to service providers that their corporate
reputation is a very influential factor on purchasing decisions of Thailand's exporting
firms. Thailand's exporting firm are concerned about the factors that create corporate
reputation. Hence, it is logical that among the competitiveness of all players on cost,
lead time, customer support and varieties of service which most of the major players
can provide almost the same, with no obvious differences, corporate reputation can be
the other critical competitive advantage over other players.

To create the corporate reputation, service providers should lay the major focus on
product and services by creating reasonable value for money, service innovativeness
and service quality. Also, they can enforce the corporate reputation by creating
corporate trustworthiness, presenting the talents of employees and how the workplace
is well-managed.

The other strategies to create the corporate reputation such as social responsibility,
communication of corporate vision and leadership, financial performance, creation of
respectful and admiration as well as appealing workplace are also important but have a
lower influence compared to the factors discussed in the previous paragraph.

This finding can help service providers to prioritize the factors that create the corporate
reputation by focusing first on the most influential factor, and so on.

So, more than the business performance measurement of profit, growth, customer
retention rate, customer satisfaction and other indicators, the service providers should
also measure regularly the corporate reputation perceived by their customers as it is
another critical factor on purchasing decisions of customers. This piece of information
will support service providers in terms of strategies management that create the
improvements to meet customer expectations and also in terms of marketing
management can retain and be the strategic partner of potential customers.
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5.3. Limitations of the study

Access of e-mail communication:
As many companies have a strong and delicate e-mail filter that labels e-mail from
unknown person as SP AM, Trash or Bulk, so, the e-mail invitation cannot reach some
companies with those systems. Although the research adopted particular business email, not free mail, to tackle the filter system, it still failed to reach all the target
respondents.

Internet usage system:
Besides the access of e-mail limitation, for some companies, the e-mail can reach the
target respondents but they cannot explore the website ads in their companies' internet
usage system which does not allow employee visit all websites. The researcher had
this information as the respondents sent back the e-mail to explain this limitation.

5.4. Further study

As this study was designed with the scope of study limited to purchasing decisions of
international express air couriers, hence, there are further opportunities for future
research of supply chain management as well as management discipline, as below;

The influence of corporate reputation on purchasing decisions of international
express air couriers with particular users such as heavy user, medium user and
light user in order to see whether the findings are similar for all groups. The
result will be of benefit to the service providers for their marketing and
strategies management.

The influence of corporate reputation on purchasing decision of other supplies
or services, in order to prove whether the findings are similar in different
contexts. The findings will strengthen and confirm these research findings and
can create more understanding of the role of corporate reputation on purchasing
decisions.
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The role of corporate reputation on purchasing decisions of any supplies in a
particular quadrant using supply a positioning model to see whether corporate
reputation plays an identical role in all types all supplies or how it is different.

Why and how does each factor influence the purchasing decision? Such
research will study factor by factor, in depth, in order to find the causes of
influence and its influence.

How customers perceive the corporate reputation, and how can a company
create a stronger or improved reputation. Such research findings will support
suppliers or service providers in how to create their corporate reputation that
finally create sales and partnerships.

Corporate reputation research by comparing the expectation of customer with
the satisfaction of customer, in order to see the gap for improvement. Such
research directly benefits suppliers or service providers in order to measure
their corporate reputation and to identify which factors need improvement in
order to satisfy the customers.
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Appendices
Appendix A:

Structured questionnaire
Revised: October 10, 2008
(To give the definition of each factor to survey participant and to change the project title)

Title:
The influence of corporate reputation on purchasing decisions of international express
.
.
arr couners.

Part A: Research introduction and questionnaire instruction

This survey is to study your purchasing decision on international express air couriers,
which is mostly provided in Thailand by DHL, FedEx, UPS, TNT and others. The
study focuses on corporate reputation factors of those service providers, those which
play an influential role in your purchasing decision.

To complete the survey, you need only several minutes to go through it, and the web
application is user friendly.

The purpose of this survey is academic only; no part of it is for commercial use.
However, we would encourage you to give us your information on the basis of truth
and reality to provide the most benefit to this study.

Part B: Screening part

BI. In your firm, is there any purchasing of international express air courier services?
Yes
No (Go to Demography part -7 Stop the questionnaire)
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B2. Are you the person who makes the purchasing decision of the international
express air courier service?
Yes
No (Go to Demography part -7 Stop the questionnaire)
Please provide name and e-mail address of the person who makes
the decision ................................ ... ............................. .

Part C: General information of respondents' consumption of international
express air courier service

C 1. Which service providers whom you use their international express air courier
services? (Answer all that apply)
DHL
FedEx
UPS
TNT
Others, please specify .......................................... .

C2. How many shipments of parcel and documents per month of your international
express air courier? (Fill in the number in the blanks)
Parcel
Document

Part D: Main questions, the rating of influence of corporate reputation factors

D 1. In your purchasing decision, before you choose the service provider, do the factors
below influence your decision? Please give the rating of influence level from 1 to 5, of
which 1 is not influential and 5 is the most influential.

The definition of each factor can be found in the Table below. (For web-base survey,
the definition can be found by clicking on the factor; the small window of its definition
will pop up.)
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Rating of influence
1

Factors

2

3 somewhat

little influent

influential

not
influential

4

5

very

most

influential

influential

Trust
Admiration
Respect
Products & Services
quality
Products & Services
innovativeness
Value for money
Vision & leadership
-

Well-manage workplace
Appealing workplace
Employee talent
Financial performance
Social responsibility

Definition of factors:
Factor

Definition

Trust

How trustworthy the corporate is in your perception

Admiration

How do you admire the corporate service provider

Respectful

How respectful is the corporate service provide, in your point of view

Product & service

The quality of products and service from your experience nnd perception. Also, the consistency

quality

of the quality.

Product & service

The innovation of products and services that meet or exceed your requirement ru1d expectation,

innovativeness

that makes it more convenient for you ..

Value for money

The perception on how reasonable is value for money paid for the product or service.

Vision & Leadership

The leadership and position of the company in the industry. Also, the communicated vision of
the business.

Well-managed

A workplace that is well-organized. Having a clear system and procedure in all activities that

workplace

you can perceive.

Appealing workplace

The workplace that is attractive by its own style. The place that impresses you and makes you
talk about it, or makes people want to work there.

Employee Talent

The capability and potential of employees.

Financial Performance

All kinds of fin ancial reports that you are interested in, Profitability, Liquidity, ROI, ROE,
Dividend Payout Ration, Growth, etc.

Social Responsibility

The social and community support by funding or organizing activities. Also, the intention to
help and make society better.
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Part E: Open-ended question

El. Besides the above 12 factors, are there any further factors of corporate reputation
you also consider when making the purchasing decision? (Answer all that apply)

Part F: Respondent demography

Please fill in your information in the questions below.

Fl. Name ..... .. .... .. .. .. ....... .. .. .... ... .. ...... ....... ..... ..... . ....... ...... .. .. . ... ... ... .

F2. Gender

Male
Female

F3. Company name .. ... .. .. .. .. ... . ... ..... ... .. ..... .. .... .. .... ........ ... ..... ... ... .. ... ...

F4. Year of Birth .... .... ... ... ...... ...... .

F5. Position .... ..... .. ... ... .... .. .. ...... ... ....... .... . ........ .. ..... ... .. .... ... ..... . ... . . ..

F6. Education

Bachelor degree
Master degree
Other

F7. Alternative e-mail I contact information

Thank you for participation
Should you have any queries or need further information, please feel free to contact me
at Kittichet@CorpReputationResearch.com
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Appendix B:
Sample ofwebpage of the survey application

The webpage is developed on the basis of being user friendly and easy to complete.
The content is in both Thai and English for your convenience and correct
understanding.

The samples of the webpage are as below;
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Appendix C:
Literature Review table

Literature Review on the field of Corporate Reputation and purchasing decisions

75

Authors

Year

University
of Oxford
Press (Said
Business
School)

2008

Manchester
Business
School,
University
of
Manchester

2008

Result/Suggestion/Recommendation
from their study
"Issues such as the ability to attract the best talent,
perceptions of potential suppliers, the support of
customers, community relations, investor relations and
financial ratings, and media relations are all
significantly tied to an organization's reputation.
Yet to date, there has been little rigorous academic
research to explore this issue. Our aim is to correct that
and to become one of the leading repositories of
knowledge on corporate & institutional reputation
globally" said the director of the center.
"It is ironic that for such as important business subject,
there is very little in the way of robust research"
commented the Chairman of the Global Advisory Board
Corporate reputation is a relatively new way of looking
at a business.
For service organizations, reputation will determine
financial performance, as we have found in the many
detailed surveys we have undertaken
A good corporate reputation has to be earned by the
tangible things the organization does - higher quality
products, better customer services.
Reputation is not as yet a business function. It requires
a fusion between aspects of human resource
management, marketing, business strategy and
corporate communications. It is the most undervalued
of strategic assets, one that is rarely invested in by
comparison with other more tangible assets. Reputation
is a way of managing the business strategically,
nothing more but nothing less.

Topic

Methodology

Remark

New center for
corporate reputation

Press Release

Press Release

The corporate
reputation chain

Press Release

Manchester
Business School
Website

Fortune
Magazine

2008

De Jonge R.

2007

De Jonge R.

2007

Corporate Reputation is something beyond
performance. The survey divided into 8 attributes:
1. Quality of Management
2. Quality of products or services
3. Innovativeness
4. Long-term investment value
5. Financial soundness
6. Ability to attract
7. Develop and keep talented people
8. Responsibility to the community
Corporate reputation can be defined by 6 attributes:
1. Emotional appeal (trust, admiration, respect)
2. Product and services (quality, innovativeness,
value for money, etc)
3. Vision and leadership
4. Workplace quality (well-managed, appealing
workplace, employee talent)
5. Financial performance
6. Social responsibility
Importance of a corporate reputation:
1. Ability to charge premium prices
3. Creation of competitive barrier
4. Enhanced access to capital markets
5. Increased organizational attractiveness for
employee, potential partners and strategic
alliances, and investors
6. Provision of a buffer zone ofreputation capital
7. Improved customer loyalty
8. Reduced marketing costs

77

Annual Corporate
Reputation Index

Rating by 10,000
senior executives
in USA

Research for sales

The influence of crises Summarized
on corporate reputation based on 3
former research
ofFombrun,
Brady and
Money

Synthesized in
article

The influence of crises Summarized
on corporate reputation based on 6
former research
ofKapferer,
Roberts, Morley,
Martin, Schultz

Summarize in
article

Cretu &
Brodie

2007

In spite of the importance of buyer-salesperson
relationships, corporate reputation could still have a
general relevance for the loyalty of existing customers.

Van Riel &
Fombrun

2007

Greham &
Helen

2005

Corporate reputation generally has a positive effect on
customer behavior, and can act either as a basis for
inferences about uncertain product attributes or as a
general "halo", and corporate reputation has several
dimensions that may each have an influence on buying
behavior (such as reliability, innovativeness, and social
responsibility)
Corporate reputation is important to a broad range of
stakeholders. The consumer is the most important
among all stakeholders since it is he who makes the
final purchasing decision.
Which elements of corporate reputation matter more to
customer than others? The factor analysis showed that
these varied areas can be reduced to three board
reputation basics:
1. Public responsibility: CSR, useful role to
society, charitable, support communities,
environmentally sound or socially responsible.
2. Leadership and success: in what they do,
innovative, cutting edge
3. Customer fairness: treat customer with respect
in term of price, quality, the way to talk with
customer

78

The influence of brand
image and company
reputation where
manufacturers market
to small firms: a
customer value
perspective
n/a

n/a

Citation from
article

n/a

Citation from
article

Corporate reputation:
what do consumers
really care about?

n/a

Article

When perceived product risk is high, dimensions of
reputation related to corporate ability (quality,
innovation) have more influence on preferences than
when product risk is low. On the other hand, the
influence of SCR-related dimensions of reputation
(such as environmental friendliness or human rights
record) is not moderated by product risk
Is a business-to-business market genuinely brand &
reputation sensitive? I suspect that while we could
spend time trying to answer this question, effort
invested in understanding your organization's
reputation will give you a far higher payback.
In a business context, dyadic buyer-salesperson
relationships may be more important than a buyer's
perception of the company as a whole
Today, it is firmly positioned as a vital research area.
Corporate reputation is clearly a growing area of
research interest although little research has been
conducted into the non market arena.

n/a

n/a

Citation from
article

How to measure and
manage your corporate
reputation

n/a

Book

n/a

n/a

Citation from
article

Dealing with
stakeholders: how
reputation, credibility
and framing influence
the game

Giving
information

Citation in article

2002

There is growing evidence that many organizations are
concerned with their reputation and its effects on
market behavior.

Measuring a business
school's reputation:
perspectives, problems and
prospects.

Giving
information

Citation in article

Robert &
Dowling

2002

Corporate reputation
and sustained superior
financial performance

Giving
information

Citation in article

Bendapudi
& Leone

2002

Corporate reputation has become a critical resource
both because it has the potential for value creation and
because its intangible character makes replication by
competing firms more difficult.
Corporate reputation could be important when a key
contact employee leaves the seller's company

Managing business-tobusiness customer

n/a

Citation from
article

GurhanCanli &
Batra

2004

Terry
Hannington

2004

Haytko

2004

Mahon&
Wartick

2003

Cornelissen
& Thrope
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Nguyen &
LeBlanc

2001

Numerous authors asserts that a good reputation helps
to increase sales

Gotsi &
Wilson

2001

A favorable reputation is a means of enhancing an
organization's financial value as well as influencing
buying intention.

Nguyen &
LeBlanc

2001

Customer loyalty has a tendency to be higher when
perceptions of corporate reputation are strongly
favorable

Bronn&
Vrioni

2001

The potential social contribution to affect buying
behavior does exist and is credited to the value it can
add to the brand and thus brand equity.

Dowling
G.R.

2001

Reputation concepts result in trust, confidence and
support of stakeholders in an organization.

Selnes &
Gonhaug

2000

The influence of non-rational affective (such as
corporate reputation) evaluation in a business-tobusiness context
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relationships following
key contact employee
turnover in a vendor
firm
Corporate image and
corporate reputation in
customer's retention
decision in services
Corporate reputation:
seeking a definition

Corporate image and
corporate reputation in
customer's retention
decision in services
Corporate social
responsibility and
Cause-Related
Marketing: An
overview.
Creating corporate
reputations: Identity,
Image, and
Performance
Effects of supplier
reliability and
benevolence in
business marketing.

Giving
information

Citation in article

Giving
information

Citation in article

Giving
information

Citation in article

n/a

Citation in article

n/a

Citation in article

n/a

Citation from
article

Flatt &
Kowalczyk

2000

Research in this area is still in its infancy

Goldsmith
et al

2000

There is growing evidence that many organizations are
concerned with their reputation

Kartelia

2000

Reputation is a new (but critical) component in the
winning organization's strategy

Miles &
Covin

2000

Corporate reputation advantage allows marketers to
exploit profitable marketing opportunities

Brown

1998

Albert
Caruana

1997

Corporate reputation generally has a positive effect on
customer behavior, and can ad either as a basis for
inferences about uncertain product attributes or as a
general "halo" and corporate reputation has several
dimensions that may each have an influence on buying
behavior (such as reliability, innovativeness, and social
responsibility)
By understanding the cues that customers consider in
formulating a corporate reputation, management can
initiate activities aimed at enhancing the firm's
standing with customers. Strategic alliances between
firms enable them to respond rapidly and effectively to
industry changes.

81

Giving
Do corporate
information
reputations partly
reflect external
perceptions of
organizational culture
Giving
The influence of
information
corporate credibility
on consumer attitudes
and purchase intent.
Giving
The four building
blocks of a reputation
information
management pro gram
Giving
Environmental
marketing: a source of information
reputation, competitive
and financial
advantage.
n/a
n/a

Citation in article

Corporate reputation:
concept and
measurement

Article

Suggestion

Citation in article

Citation in article

Citation in article

Citation from
article

Albert
Caruana

1997

Hunt&
Morgan

1995

A firm with a positive corporate reputation has an
enhanced chance of finding a suitable partner for any
type of alliance it contemplates.
14 items representing corporate reputation:
1. Producer of quality product
2. User of high caliber advert
3. Sponsors many activities
4. Always willing to welcome visitors to tour the
factory
5. Long-established company
6. A company that export its products indicates that
these are of a high standard
7. A company that published its annual account is a
senous company
8. Employment is highly regarded
9. Well trained employee
10. Offer a variety of well-known products
11. Has a strong management
12. Carry out a lot of advertising
q. A sound company
14. Secure a good profit
A firm with a good overall reputation owns a valuable
asset. Yet unlike other assets, reputation cannot easily
be traded on the open market as it represents a "higher
order" rather than a "mo bile" resource.

82

Corporate reputation:
concept and
measurement

Qualitative
survey with 120
consumers of
leading
beverage, then
weight by expert
panel of 12
semor manager

Article

n/a

n/a

Citation from
article

