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ABSTRACT

This research aims to investigate The factors influence consumer to select
mobile network provider in Bangkok area. The Extend Marketing Mix (7 P’s) and
Consumer Behaviour theories were adopted to study in this research. Quantitative and
Qualitative method were used to collect the information. The questionnaires was created
to collect the information in large sample of respondents. Mean of each factor is used to
estimate which factor will influence customer decision to select mobile network
provider. There have some questions that they would like to find much more information
in depth-detail so interview part was conducted to find much more information. The
result of this research represents the customer focuses on the product quality such as
calling and internet signal strength including service area coverage. After sale service is
an another factor that customer concerns such as fast service duration, service mind and

problem solving skill of the service staffs.
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CHAPTER1
INTRODUCTION

At present, telecommunication technology has an important role in the
business, organization, and individual parts especially communication in mobile
phones. The number of users is still increasing each year. At the end 0f 2019, the number
of mobile phone numbers is 93.2 million number. It grows 2% compared to the previous

year or 140% compare to the Thai population. (analenlesediiede fniilasesldlagndrliiases
(ins1zed), 2020). It leads to high competition in this market from the mobile network

provider to attract customers to decide to use in their service. In Thailand, they have 3
major mobile network providers are Total Access Communication Public Company
Limited (DTAC), Advanced Info Service Public Company Limited (AIS), and
Truemove (True). According to the highly competitive mobile network market, these
mobile network providers have to compete for the market by improving internet network
(4G and 5G) to cover all of the areas, creating promotion campaign to attract the
customers and propose a suitable mobile package to customer target in each level. These
factors are important to create a marketing plan for every company to create an efficient
marketing plan to serve customer requirements.

This research will study the factors influencing the customer to decide to
choose a mobile network in the Bangkok area. The Extend Marketing Mix (7 P’s) theory
and consumer behavior theory will bring to study in chapter II of the literature review.
Chapter III describe the methodology to set the method both of questionaries and
interview question to collect the information from respondents and interviewees.
Chapter, IV will represent data analysis and research finding from questionaries and
interviews and then make a recommendation to provide the solution from the research
question to the mobile service provider to create an efficient marketing plan to serve
customer requirements. Finally, conclude to summarize all of the research areas in

chapter VL.



CHAPTER 11
LITERATURE REVIEW

2.1 Problem Statement

The factors influencing the customer decide to choose mobile network in

Bangkok area.

2.2 The Extend Marketing Mix (7 P’s)

The Extended Marketing Mix

Extended

Marketing e
Mix (7p’s) Promotion

tutor2u

Figure 2.2 The Extend Marketing Mix (7 P’s)

2.2.1 Product

Goods and services that customers would like to purchase. To create the
product meets customer requirement, research market should be conducted to identify
customer preference in each customer target. This research will give a pathway to

success more than create the product from the producer's idea. It is not necessary to



develop the product and service that nobody wants to buy. Successful companies will
find out customer needs and require then develop the product and product that meet the
customer requirement and expectation. The product that is developed must provide
value for the customer. It must give the value what the customer wants not what the
customer thinks they want. Before developing a new product, they have to identify the
product quality level that the market and customer requirements. Be careful to develop
the product quality at that high price level when the customer would like just standard

quality. (Marketing and the 7Ps: A brief summary of marketing and how it work, 2015)

2.2.2 Price

The price level that producer and customer would like to sell and buy goods
and services. In order to compete with the market, prices should be competitive. It does
not mean they have to set the cheapest price in the market. They can offer additional
service or value-added that customer gets much more beneficial not only focused on the
price. Price is the only factor to generate revenue to make a profit. The less price they
set, the lower revenue or profit they have. Customer perspective is the important factor
to set the price of the product and service. The price level of the product will tell the
customers what is the marketplace that the product position and compare it to the
competitor’s product. The expectation of the customer will depend on the price or cost
that they have to pay for the product and service. (Marketing and the 7Ps: A brief

summary of marketing and how it work, 2015)

2.2.3 Promotion

The marketing campaign to promote the product to customer target to create
willingness of customer interest and would like to buy the product. The channel to send
the message to the customer will include advertising, social media, salesperson,
promotion, and exhibition. The company can use the promotion to communicate or
deliver the message or offer to the customer. A good promotion will lead to the way to
communicate with the customer in the personal or online channel, not one-way
communication. The way to communicate from promotion should be the benefit of the
product, not just a feature. Promotion is not only communicating to the customer but

also communicate with their staff about the value and benefit of the product and service



and then they can pass the knowledge or message to their customers. (Marketing and

the 7Ps: A brief summary of marketing and how it work, 2015)

2.2.4 Place

The available channel that producers and customers can exchange goods and
services. The channel can be an intangible or intangible place such as a supermarket,
store, and online channel. (Extended Marketing Mix (7P's): Business. tutor2u) They
have to consider to find the location to distribute the product. Not every place can sell
or distribute every product well. The right place and channel are very important to be
selected to meet the right customer target. (Marketing and the 7Ps: A brief summary of

marketing and how it work, 2015)

2.2.5 People

The person or team who contact the customer in delivering goods and
service and make an impression. Staff members who provide service affect customer
satisfaction in positive or negative. It depends on the individual service mind and the
way to service and takes care of the customer. The service staffs are representative of
the brand. They need to be well-trained with the right attitude. After-sales support has
an important role to increase customer satisfaction from good service. This service will
more important than price for the customers. (Marketing and the 7Ps: A brief summary

of marketing and how it work, 2015)

2.2.6 Process

The overall process and systems that deliver goods and services to the
customer. The customers are not only buying product and service but also, they invest
the experience from all of the process start from searching for information to know the
company until purchase and after-sales service. The company has to remind that the
process is designed for the customer’s convenience, not the company’s benefit.
Customers do not interest in the internal process in the company, they concern about the
fast and right service that the company provided. Many customers trying to contact the
company to get the information or request the services by phone. They spend a long

time to wait and give up. They left on the call. They will share this bad experience to



their relevant do not use this company, it is a very poor process. (Marketing and the 7Ps:

A brief summary of marketing and how it work, 2015)

2.2.7 Physical Evidence

Physical Evidence is the area and surrounding where products and services
are consumed by the customer. It is the area of the company to interact and communicate
with the customers in exchange for the product. Physical Evidence can be divided into
3 categories are Physical Environment, Spatial Layout, and Ambiance.

Physical Environment is the location and atmosphere where the customers
stay when a product and service is purchased. It can create the perceived value of the
brands to the customer.

Spatial Layout is the design layout of the store such as floor plan and area
to settle the office machinery including product location to make the customer feel
convenient to find the product.

The ambiance is a tool to create the mood of the physical environment such
as music, staff uniform, lighting. Ambiance will create the mood to the customer that

what they would like them to experience. (What is Physical Evidence? (2020, May 22))

2.3 Consumer Behavior
Customer decision are influenced by social and Psychological

characteristics

2.3.1 Social factors

Reference groups: One person in a group can influence direct or indirect the
buyer’s decision. The person in the group may adopt or belief in the reference person.
The primary reference group is family and close friends. The secondary is the person
who relates to the buyer’s life such as neighborhood, co-worker, or actress.

Family: Member in the family is very impact on or influence to buyer’s
decision. It is very important to find key decision-makers in the buyer family to advertise
to the right target. Influencers as key decision-making will influence a buyer to buy

goods and services. (Jisana T. K. May, 2014)



2.3.2 Psychological factors

Learning: When the customer buys a product and service, he will get the
experience from learning over a while that the customer uses product and service. The
customer experience may be good or bad. It will depend on customer satisfaction with
the product and service that the customer buys.

Attitudes and Beliefs: Each customer will have an individual attitude and
belief to buy the product and service. The customer will believe and use only one
product based on attitude. Attitude and belief play an important role to define the brand
image of a product and service. The marketer has to understand customer attitudes and
beliefs in order to create a marketing campaign to attract the customer. (What are the 5

Factors Influencing Consumer Behavior? ,2020)

/ Marketing Stimuli\ / \ / Consumer \

(7 P’s) Behavior
Product
Price Custo.mer Social Factor
o Buying @
Promotion Decision Psychological
People factors
Process

\Physical Evidence / \ / \ /

Figure 2.3 Conceptual Framework

2.4 Research Question

1. What are the factors in the extended marketing mix as 7 P’s. (Product,
Price, Place, Promotion, Process, People and Physical evidence) influence on customer
decision to choose mobile network provider?

2. What is factors in social and psychological factors influence to

customer's decision to choose a mobile network provider?



2.5 Research Framework

The Extended Marketing Mix (7 P’s) Factor Analysis
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Figure 2.4 The Extend Marketing Mix (7 P’s) Factor Analysis Framework
Hypotheses of The Extend Marketing Mix (7 P’s) Factor

HI: In terms of product, the factor of mobile signal, internet signal, service area

coverage and calling quality are influence to customer decision.



H2: In terms of price, the factor of package price, Discount and price level are influence
to customer decision.

H3: In terms of place, the factor of service center location, readiness and number of
branches are influence to customer decision.

H4: In terms of promotion, the factor of promotion package, banking service,
advertisement and privilege are influence to customer decision.

H5: In terms of people, the factor of problem solving, staff behavior, fast service and
customer attention are influence to customer decision.

H6: In terms of process, the factor of duration, right of service and call center contacting
are influence to customer decision.

H7: In terms of physical evidence, the factor of environment, cleanliness, detail label

and customer area facility are not influence to customer decision.

Consumer Behavior Factor Analysis

Experience

Social Factor

Psychological
Factor

Figure 2.5 Customer Behavior Framework

Searching
Information

Hypotheses of Consumer Behavior Factor Analysis

H1: Family and friends in social factors will influence customer decision.

H2: Customer experience and searching for information on psychological factors will
influence customer decisions.

Next chapter, I will create the methodology to collect the information from respondents

in terms of survey and interviewees in terms of interview part.



CHAPTER III
RESEARCH METHODOLOGY

3.1 Research Design

This research will use both quantitative and qualitative methods for
collecting information. The researcher chooses the quantitative method to evaluate each
factor (product, price, place, promotion, process, people, and social factor) that which
one will influence customer decision to select mobile network provider. Reliability must
be checked to verify the stability of questionaries to test and repeat with the same result
and condition. The rating of the answer is divided into 5 ratings (1=strongly disagree to
S5=strongly agree) in order to clarify customer satisfaction in each sub-topic. The mean
of each factor is used to estimate which factor will influence customer decision to select
a mobile network provider. The researcher would like to get a large sample of
respondents, so the quantitative method suitable to collect the information in a large area
or number of respondents. The questionaries will be divided into 3 parts. The first part
is the screening question to verify the respondent uses a mobile phone in the Bangkok
area. The second part is the personal question to identify the demographic of the
respondents. The third part is the survey question to identify what is the factor to
influence customer decision to select a mobile network provider. The questionaries are
represented in appendix A

After getting information from the quantitative method, the qualitative
method must be used to find the information in-dept detail. The researcher will use the

interview to verify and get information in-dept detail.

3.2 Data Collection

According to the quantitative method, the researcher will select respondents
who live or stays in Bangkok and use a mobile phone. The 106 respondents are selected
to find the information in the quantitative method. For the qualitative method, the

researcher will select 20 interviewees to interview to get information in-dept detail
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3.3 Data Analysis

The information will collect from the quantitative method and analyze by
using the data analysis method to get customer requirements. A reliability test is used to
verify the questionaries get the same result in a large number of samples. A pilot test on
a small scale of 20 respondents was tested to check reliability. Cronbach‘s Alpha value
must be more than 0.75. Then finding some unclear questions in in-depth detail in the
qualitative method. Two methods were used to verify data validity are probing and
member checking method. During the interview, the probing method was used to
recheck the interviewee's answer to each question. After the interview session, the
answer from the interview is translated and send to each interviewee to verify the

information as a member checking method.
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CHAPTER 1V
DATA ANALYSIS AND RESEARCH FINDINGS

4.1 Research Finding

4.1.1 Respondents
According to 106 questionaries were sent to the respondent who uses a
mobile phone in the Bangkok area. This is the first screening question to find the factors

influencing the customer to decide to choose a mobile network in the Bangkok area
4.1.2 Demographic Information of respondents
The information of respondents is separated information into gender is

represented in Table 4.1

Table 4.1 Gender of respondents

Gender of Respondents
Frequency Percentage (%)
Male 43 40.6
Female 63 59.4
Total 106 100

Graph of gender category is represented in Figure 4.1

= Male
m Female

Figure 4.1 Gender of respondents
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The information of respondents is separated information into age is

represented in Table 4.2

Table 4.2 Age of respondents

Age of Respondents
Frequency | Percentage (%)
Less than 25 years old 9 8.5
26-35 years old 63 59.4
36-45 years old 26 24.5
46-55 years old 4 3.8
More than 56 years old 4 3.8
Total 106 100

Graph of age category is represented in Figure 4.2

70

63

60

50

40

30 26

20

9
10
) - C
Less than25 26-35yearsold 36-45yearsold 46-55yearsold More than 56
years old years old

Figure 4.2 Age of respondents

The information of respondents is separated information into occupation is

represented in Table 4.3
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Table 4.3 Occupation of respondents

Occupation of Respondents
Frequency Percentage (%)
Student 2 1.9
Part-Time 1 0.9
Private sector job 77 72.6
Public sector job 3 2.8
Freelance 7 6.6
Entrepreneur 12 11.3
Unemployed D 1.9
Others 2 1.9
Total 106 100

Graph of occupation category is represented in Figure 4.3

Others |} 2
Unemployed [ 2
I 12

Entrepreneur

Freelance [N 7

Public sector job

Private sector job

Part-Time

Student

o
L Te———— 77
Iz
| )

0 10 20 30 40 50 60 70 80

90

Figure 4.3 Occupation of respondents

The information of respondents is separated information into monthly

income is represented in Table 4.4



Table 4.4 Monthly income of respondents

Monthly income of Respondents

Frequency | Percentage (%)
Less than 15,000 THB 4 3.8
15,001-30,000 THB 28 26.4
30,001-50,000 THB 28 26.4
50,001-75,000 THB 21 19.8
More than 75,000 THB 25 23.6
Total 106 100

Graph of Monthly income category is represented in Figure 4.4
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Figure 4.4 Monthly income of respondents
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The information of respondents is separated information into mobile

monthly payment is represented in Table 4.5
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Table 4.5 Monthly payment of respondents

Mobile monthly payment of Respondents
Percentage

Frequency (%)
Less than 300 THB 5 4.7
301-500 THB 23 21.7
501-800 THB 34 32.1
801-1,000 THB 16 15.1
More than 1,000 THB 28 26.4
Total 106 100

Graph of Mobile monthly payment category is represented in Figure 4.5
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Figure 4.5 Mobile monthly payment of respondents

4.2 Descriptive Analysis

4.2.1 Reliability Test
Reliability was test to check the stability of questionaries to test and repeat

with the same result and condition. Reliability test table is represented in Table 4.6
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Table 4.6 Reliability test of the questionaries

Variables Number of items Cronbach's Alpha
Social Factors (S) 4 0.756
Product (P) 4 0.955
Price (PR) 3 0.757
Place (PL) 3 0.932
Promotion (PRO) 3 0.881
Process (PROC) 3 0.929
People (PEO) 4 0.98
Physical Evidence (PHY) 3 0.97

According to Table 4.6, Cronbach’s Alpha value of all variables is more

than 0.75 that means the question from the survey can be used to keep data collection.
4.2.2 Social Factor
Descriptive analysis of social factor influences to select mobile network of

consumer in Bangkok area is represented in Table 4.7

Table 4.7 Descriptive analysis of Social factor

Descriptive Statistics Social Factor

N | Minimum | Maximum | Mean | Std. Deviation

I will choose mobile 106 1 5 4.1 0.935
network from my

impress experience

I will find information 106 1 5 4.11 0.865
before making decision

to select mobile network
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Table 4.7 Descriptive analysis of Social factor (cont.)

Descriptive Statistics Social Factor
N | Minimum | Maximum | Mean Std. Deviation
Family members 106 1 5 3.21 1.285

influence my decision
to choose mobile

network

Friends influence my 106 1 5 3.01 1.291
decision to choose

mobile network

Valid N (listwise) 106 3.6075 1.094

In the part of the Social factor, the overall result is quite natural.
Respondents do not think it is an important factor to influence the consumer to select
mobile network by the look at the overall mean value is 3.6075. In this part, it has 2
interesting information that the respondents' concern is to select the mobile network
from their experience (Mean = 4.1) and searching information before select mobile
network (Mean = 4.11). These factors will find out in-depth detail of what factors do
you continue to choose to use the current mobile network and what is the factors do you

focus on when looking for choosing a mobile network? in the interview part.

4.2.3 The Extend Marketing Mix (7 P’s)
4.2.3.1 Product
Descriptive analysis of product influences to select mobile

network of consumer in Bangkok area is represented in Table 4.8



Table 4.8 Descriptive analysis of Product
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Descriptive Statistics Product
Std.

N Minimum | Maximum | Mean | Deviation
Calling signal strength is an
important factor to choose 106 1 5 4.31 0.909
mobile network
Internet signal strength is an
important factor to choose 106 1 5 4.47 0.853
mobile network
Service area coverage is an
important factor to choose 106 1 5 4.38 0.867
mobile network
Calling quality without any
issue is an important factor to 106 1 5 4.26 0.887
choose mobile network
Valid N (listwise) 106 4.355 0.879

In part of product, the overall result from respondents is highly agree (Mean

= 4.355). This factor will influence the consumer to select mobile network in Bangkok

area. Factor of calling signal strength, internet signal strength, service area coverage and

calling quality are also important factor to choose mobile network in Bangkok area.

4.2.3.2 Price

Descriptive analysis of price influences to select mobile network

of consumer in Bangkok area is represented in Table 4.9




Table 4.9 Descriptive analysis of Price
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Descriptive Statistics

Price

N

Minimum

Maximum

Mean

Std. Deviation

I choose the mobile
network that cheaper

price than others

106

3.71

1.163

I like discount from
long using mobile

service

106

4.22

0.966

I prefer to mobile
network supplier
offers alternative price
levels package
depends on my

requirement

106

4.23

0.897

Valid N (listwise)

106

4.05333333

1.008666667

In part of price, the overall result from respondents is agree from this survey

(Mean 4.053) by 2 topics. First, the consumer would like to get discount from mobile

service (Mean = 4.22). Second, the consumer prefers to get offer alternative price levels

package depends on their requirement (Mean 4.23). These factors will influence

consumer to choose mobile network in terms of price.

4.2.3.3 Place

network of consumer in Bangkok area is represented in Table 4.10

Descriptive analysis of place influences to select mobile




Table 4.10 Descriptive analysis of Place
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Descriptive Statistics Place
Std.
N | Minimum | Maximum Mean
Deviation

Service center location is

106 1 5 3.75 0.993
easy to transport
Many service centers in

106 1 5 3.86 1.099
department store
Availability of the

_ 106 1 g 3.92 1.03

customer service center
Valid N (listwise) 106 3.84333333 | 1.040666667

In part of place, the

overall result from interview is not influence to the

consumer to choose mobile network (Mean = 3.843). Both of survey questions in part

of place do not indicate consumer agree.

4.2 .3 .4 Promotion

Descriptive analysis of promotion influences to select mobile

network of consumer in Bangkok area is represented in Table 4.11

Table 4.11 Descriptive analysis of Promotion

Descriptive Statistics Promotion

N | Minimum | Maximum | Mean | Std. Deviation
Mobile network supplier 106 1 5 4.03 1.018
offers many promotion
packages and price levels
Mobile service supplier 106 1 5 3.78 1.095

offer banking service (eg
Online payment and
Online Add value)




21

Table 4.11 Descriptive analysis of Promotion (cont.)

Descriptive Statistics Promotion

N | Minimum | Maximum Mean Sj[d'.

Deviation

Provided previlege to
customer (eg Parking,
Free ticket movie or 106 I > 4.08 L.O11
Discount product)
Valid N (listwise) 106 3.96333333 | 1.041333333

In part of promotion, the overall result from respondents is not influence to
the consumer to choose mobile network (Mean = 3.963). Two factors influence
consumer to choose mobile network are mobile network supplier offers many promotion
package and price levels (Mean = 4.03) and Mobile network supplier provide privilege
to customer (Mean = 4.08).

4.2.3.5 Promotion
Descriptive analysis of process influences to select mobile

network of consumer in Bangkok area is represented in Table 4.12

Table 4.12 Descriptive analysis of Process

Descriptive Statistics Process
N | Minimum | Maximum | Mean | Std. Deviation
I prefer fast duration
o 106 1 5 4.48 0.784
of service in process
I prefer the right of
service from mobile 106 1 5 4.43 0.851
network supplier
I prefer to contact call
_ 106 1 5 4.32 0.962
center easily
Valid N (listwise) 106 4.41 0.865666667

In part of process, the overall result from respondents is indicated to the

process is the factor to influence consumer select mobile network in Bangkok area
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(Mean = 4.41). In this part, 3 questions are set to find information in depth detail in
interview part. First, in the part of fast service duration (Mean = 4.48), how long do you
think the length of service for each person at the service center? and how long do you
think the length of waiting time at the service center? Second contact call center easily
(Mean = 4.32), how long do you think the length of waiting time to contact call center?
4.2.3.6 People
Descriptive analysis of process influences to select mobile

network of consumer in Bangkok area is represented in Table 4.13

Table 4.13 Descriptive analysis of People

Descriptive Statistics People
Std.
N Minimum | Maximum | Mean o
Deviation
Staffs can advise and
. 106 1 5 4.32 0.962
solving your problem
Staffs have good human
106 1 5 4.33 0.953
relation and polite
Staffs can provide fast
' 106 1 5 4.38 0.845
service
Staffs can take care
106 1 5 4.36 0.864
customer very well
Valid N (listwise) 106 4.3475 0.906

In part of people, the overall result from respondents is indicated to the
process is the factor to influence consumer select mobile network in Bangkok area
(Mean =4.347). One question to be ask to find answer in depth detail in part of staff can
advise and solving your problem as What problems do you face when using a mobile
network and want employees to fix them quickly?

4.2.3.7 Physical evidence
Descriptive analysis of physical evidence influences to select

mobile network of consumer in Bangkok area is represented in Table 4.14
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Descriptive Statistics Physical Evidence
Std.
N Minimum | Maximum Mean
Deviation

I prefer good
environment in the 106 1 5 4.01 0.921
service center
I prefer cleanliness in

) 106 1 5 4.16 0.806
service center
Service center provides
enough customer area 106 1 5 4.21 0.836
facility
Valid N (listwise) 106 4.12666667 | 0.854333333

In part of physical evidence, the overall result from respondents is agree

from this survey (Mean 4.126). Physical evidence is a factor influence the consumer to

choose mobile network in Bangkok area.

4.3 Research finding in-depth interview

According to quantitative research part, there have some questions that they

would like to find much more information in depth-detail. This is the overall information

that we have collected from 20 interviewees from the person who use mobile phone in

Bangkok area. The demographics information of all interviewees is represented in Table

4.15
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Table 4.15 Demographic information of interviewee

Demographic background Frequency Percentage (%)
Gender

Male 5 25%

Female 15 75%
Total 20 100%
Age

Less than 25 years old 1 5%

26-35 years old 18 90%

36-45 years old 1 5%
Total 20 100%
Occupation

Private sector job 10 50%

Entrepreneur 5 25%

Public sector job 3 15%

Others 2 10%
Total 20 100%
Mobile monthly payment

501-800 THB 2 10%

801-1,000 THB 10 50%

More than 1,000 THB 8 40%
Total 20 100%

Social Factor

What are the factors do you continue choose to use the current mobile network?
Based on the survey from question “I will choose mobile network from my

impress experience” I would like to know in depth-detail what are the factors do you

continue choose to use the current mobile network? The answer from 20 interviewees

is indicate into 2 topics as they impress in price and promotion package that suitable for
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individual uses at 34% while 22% says they will impress in calling signal strength in

the area that they live.

Price is suitable for promotion package and calling signal strength coverage all of the
area I use regularly

Customer B (Entrepreneur)

Promotion, price and amount of calling and internet data is better than others mobile
network supplier

Customer D (Private sector job)

Price is suitable for promotion package, good calling and internet signal strength and
after sale service such as call center can advise when I see the issue.

Customer G (Nurse)

Price of promotion package, calling signal strength not lost and I use it for a long time.
They have privilege and point collection to the customer

Customer I (Private sector job)

Calling and internet signal coverage the area that I living or working. Signal must
strength in that area.

Customer O (Engineer)

What are the factors do you focus on when looking for choosing a mobile network?

Based on the survey from question “I will find information before making
decision to select mobile network? I would like to know in depth-detail what are the
factors do you focus on when looking for choosing a mobile network? The answer from
20 interviewees is point out into internet signal strength at 23% and calling signal

strength at 20%.
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Calling and Internet signal strength, service area and number of service center in order
to ask any question.

Customer M (Private sector job)

The worthiness for example calling signal, internet signal and price

Customer D (Private sector job)

Calling signal, Internet signal and getting information from experienced person

Customer G (Nurse)

Service and investment in telecommunication. When I travel to upcountry, I do not know
service area coverage form mobile network supplier. I mention service area has to
coverage all of the area. Another topic is customer service, they have to fix the issue as
soon as possible.

Customer H (Entrepreneur)

Calling and internet signal are good quality in the area that I live

Customer P (Private sector job)

First is Calling and internet signal stability. It is the most important for me. Second is
price must not over compare to promotion package. Third is service, it must good
because mobile network still has a lot of problem. If service does not good, it will not
use this mobile network.

Customer S (Entrepreneur)

Process

How long do you think the length of service for each person and waiting time at
the service center?

Based on the survey from question “I prefer fast duration of service in
process” I would like to know in depth-detail how long do you think the length of service

for each person and waiting time at the service center? More than 75% of interviewees
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said the length of service for each person should be 5-10 minutes and waiting time are

also 5-10 minutes.

How long do you think the length of waiting time to contact call center?

Based on the survey from question “I prefer to contact call center easily” I
would like to know in depth-detail how long do you think the length of waiting time to
contact call center? The interviewees are answer within 5-10 minutes wait to contact

call center at 45% of interviewees.

People

What problems do you face when using a mobile network and want employees to
fix them quickly?

Based on the survey from question “Staffs can advise and solving your
problem” I would like to know in depth-detail what problems do you face when using a
mobile network and want employees to fix them quickly? The answer from 20
interviewees is point out into internet signal issue at 42% and calling signal issue at

27%.

Weak calling signal. Sometime I drive to some area where is weak calling signal.
Calling falls and I have to call again. It is calling signal.

Customer A (Private sector job)

Calling and internet signal. Sometime, I travel to some place, internet network will fall.
It is the topic that need to improve.

Customer D (Private sector job)

Internet cannot be used

Customer C (Public sector job)

Internet signal strength

Customer E (Private sector job)
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Calling signal and internet signal

Customer L (Private sector job)

Calling and internet signal stability. In case of I travel to Chantaburi, calling and
internet signal do not stability. I need to fix it as soon as possible.

Customer N (Private sector job)

In the next chapter, the researcher will recommend the result that gets from
research question. These factors are important to create marketing plan of every

company to create the efficient marketing plan to serve customer requirements.
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CHAPTER V
RECOMMENDATION

According to the survey result from the 106 respondents who live in the
Bangkok area, the factors that influence consumers to choose mobile networks are
product, process, and people from The Extend Marketing Mix (7 P’s) Factor Analysis.
In terms of product, the respondent is highly concern about calling and internet signal
strength. The service area must cover all areas in Thailand and calling quality without
any issue. This is the main factor that consumers concern about and select mobile
networks. The additional factor to support consumer decision is after service as the
service process from mobile network supplier. In-depth detail, I will use the interview
to find additional information from 20 interviewees. I found that fast service duration at
service center around 5-10 minutes to transaction and waiting time is 5-10 minutes is
suitable for wait and consumer will satisfy. Contact call center easily is also influenced
by consumer decision, they would like to wait less than 10 minutes to contact the call
center. The last one from the process topic is the right service from a mobile network
supplier. The last factor is people or employees. I found consumer would like the
employee to solve the problem as soon as possible. The problem that the consumer
usually faces up to is no internet and calling signal. This result comes from the interview
part. Then the customer would like to see the employees have a good human relationship
and take care customer well. The last one is the employee can provide fast service. The
result from the Consumer Behavior Factor analysis will consistent with the result from
The Extend Marketing Mix (7 P’s) Factor Analysis. I found that consumers will consider
selecting a mobile network from their experience and searching for information.
According to interview 20 interviewees, the interviewee will select the mobile network
from their experience in parts of calling signal and price and promotion package. In the
part of searching information, the interviewee will concern calling and internet signal
before decide to choose a mobile network supplier. Almost all the answers from the

interview will relate to the topic of product in The Extend Marketing Mix (7 P’s) factor
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analysis. That means the most factor that consumers concern about is the product or
quality of calling, internet, and service area coverage. It can conclude that psychological

factors will influence the consumer to choose the mobile network.

TS CAT e <

< Product Quality~

Y.llll

(5-10 minutes)
Service mind of staffs
and problem solving L{b
skill
» Short time to contact
call center (5-10 &)
minutes)

Fast service duration
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Figure 5.1 Result of the factors customer influence to choose mobile network

provider in Bangkok area
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CHAPTER VI
CONCLUSION

According to the problem statement, I would like to know what are factors
influence consumers to choose the mobile network in the Bangkok area. Two topics that
I have to choose to study are Consumer Behavior Factor analysis and The Extend
Marketing Mix (7 P’s) Factor analysis. For the Consumer Behavior Factor analysis, |
would like to know personal and social factors that will influence consumer decision to
use the mobile network? For the Extend Marketing Mix (7 P’s) Factor analysis, I would
like to know the product, price, place, promotion, people, process, and physical evidence
that will influence consumer decision to use the mobile network? Questionaries were
created to keep the information from 106 respondents who live or stay in the Bangkok
area. The result of the survey indicates that personal factors, product, process, and
people are the factor that influences the consumer. To find the answer in in-depth detail,
the interview part was created to interview 20 interviewees. The interviewee will select
the mobile network from their experience in parts of calling signal and price and
promotion package. In the part of searching information, the interviewee will concern
calling and internet signal before decide to choose a mobile network supplier. Almost
all the answers from the interview will relate to the topic of product in The Extend
Marketing Mix (7 P’s) factor analysis. That means the most factor that consumers
concern about is the product or quality of calls, internet, and service area coverage. It
can conclude that psychological factors will influence the consumer to choose the
mobile network.

To maintain and increase the number of customers, the mobile service
supplier will improve the signal strength of calling and internet. The service area must
cover all areas in Thailand. This factor is very important for every customer to decide
to select the mobile network. After-service is also an important factor to influence
customer decisions. The service process must be fast both of service center and call

center to make customer satisfaction. Last one, staff or employee must have a service-
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mind and can take care of the customer well. These factors will attract and influence

customers to make a decision to select the mobile network.
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Appendix A: SURVEY QUESTIONNAIRE

Part I Screening question
Do you live in Bangkok?
* Yes
e No
Do you use a mobile phone?
® Yes
e No

Part II Demographic Information
1. What is your gender?

e Male

e Female
2. How old are you?

e Less than 25 years old

e 26-35 years old

e 36-45 years old

e 46-55 years old

e More than 56 years

3. What is your occupation that you are working with?

e Student

e Part-time

e Private sector job
e Public sector job
e Freelance

e Entrepreneur

e Unemployed

e Other

35



4. What is your income level?

e Less than 15,000 THB

¢ 15,001-30,000 THB

¢ 30,001-50,000 THB

¢ 50,001-75,000 THB

¢ 75,001-100,000 THB

e More than 100,000 THB

5. Do you use mobile phone?

e Yes
e No

6. What is the mainly activity do you use mobile phone?

e Calling
e Internet (YouTube, Facebook, Line etc.)
¢ Both of all

e None of above

7. How much of monthly payment for mobile service?

Part III Factor influencing consumer to choose mobile network

supplier

e Less than 300 THB

¢ 301-500 THB

¢ 501-800 THB

¢ 801-1,000 THB

e More than 1,000 THB

36

Please rate level of agreement for each factor that influence to select

mobile network supplier by using scale to 1-5
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Factor to influence consumer

decision

Strongly
Disagree

1)

Disagree

(2)

Fair

3)

Agree
C))

Strongly
Agree
)

Social Factor

&. I will choose mobile network from

my impress experience

9. I will find information before
making decision to select mobile

network

10. Family members influence my

decision to choose mobile network

11. Friends influence my decision to

choose mobile network

Product

12. Calling signal strength is an
important factor to choose mobile

network

13. Internet signal strength is an
important factor to choose mobile

network

14. Service area coverage is an
important factor to choose mobile

network

15. Calling quality without any issue is
an important factor to choose mobile

network

Price

16. I choose the mobile network that

cheaper price than others

17. I like discount from long using

mobile service




18. I prefer to mobile network supplier
offers alternative price levels package

depends on my requirement

38

Place

19. Service center location is easy to

transport

20. Many service centers in department

store

21. Availability of the customer service

center

Promotion

22. Mobile network supplier offers
many promotion packages and price

levels

23. Mobile service supplier offer
banking service (eg Online payment

and Online Add value)

24. Provided previlege to customer (eg
Parking, Free ticket movie or Discount

product)

Process

25. I prefer fast duration of service in

process

26. I prefer the right of service from

mobile network supplier

27. 1 prefer to contact call center easily

People

28. Staffs can advise and solving your

problem

29. Staffs have good human relation

and polite




30. Staffs can provide fast service

39

31. Staffs can take care customer very

well

Physical evidence

32. I prefer good environment in the

service center

33. I prefer cleanliness in service

center

34. Service center provides enough

customer area facility
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Appendix B: Transcript
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