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Analysis of the Influence ofTrust, Satisfaction and Value on
Customer Loyalty

Leonardo Canoy, Jr
(juncanoyp5@yahoo.com)
University of Santo Tomas, Philippines

Innocentius Bernarto
(bernarto227@gmail.com)
Universitas Pelita Harapan, Indonesia

Abstract

The purpose of this study is tetermine whether trust, satisfaction and value
have a positive effect on customer loyalty. The survey method was conducted for data
collection. The target population was management stuagntfPH. The sample
selection was done with convenience sangplith a sample size of 10(btatistical
analysis usegartial least squasstructural equation modeling approach (PRSM).
Data processing is done with the help of SmartPIs program. The results showed that
sastisfaction and value have positive effect loyalty. However, trust does not
positively affect customer loyalty.

Keywords: Trust, Value, Satisfaction dan Customer Loyality.

Introduction

Coffee shop business in Indonesia is quite promistognepeople consume coffee
because they are fond of cafehough others would only visit a coffee shop to hang
out, meet up with friends, to kill time, or simply to relax and enjoy the ambiance and
taste of food other than the coff@dusika, 2018). Coffee shop entrepreneurs realize
that the competition of ctée shop in Indonesia guite tightbetween local brands
and global brandThe subject of studis Maxx Coffee Indonesia. This Coffee Shop
was established in 2015 and alreadyl T® outlets in Indonesia. The object of
observation is Maxx Coffee that isclted near UPH, Karawaci, Tangerang,
Indonesia.There are gite anumberof students who consume coffee at the Maxx
Coffee. Other than drinking coffee, they also enjoy the variety of foods and drinks
such as tea, juices etc.

Furthermore, despite of the ropetition, Maxx Coffee still manageto
maintaintheir financial stability. Profit can increase if customer loyalty also increases
(Wirtz, Chew & Lovelock, 2013). To know the level of customer loyalty can be
measured through faithful, recurring recommeiwatet and purchases ("Customer
loyalty measurement framework", 2014). If this happens, it will have an impact on the
sustainability of Maxx Coffee. Maxx Coffee Management, control the level of loya
ty by considering trust factor as its priority other tivalue and satisfaction. If Max
Coffee ges high trust from their customers then, they will not hesitate to consume
Maxx Coffee productsSeconds the value factor. As long as customers perceive that
Maxx Coffee products have value, then customers wilhesitateto buy Maxx Cdé-
fee productsThird is the satisfaction factor. When Maxx Coffee custonfiees more
satisfied than what is expecteitl,leads to repeat buying in the futuféaved and
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Cheema, 2017). Thus theare three factors that must &eaitinized by Maxx Coffee

to managehe level of customer loyalty. Therefore, it is important to examine the lo
alty of Max Coffee customers. The research questions proposedwoestjust hae

a positive effect on customer loyalty? 2) Does satisfadimre a positive effect on
customer loyalty? 3) Does value have a positive effect on customer loyalty?

Hypothesis

Relationship betweetrust and customeroyalty

Trust is "willingness to rely on an exhange partner in whom one has confidence"
(Moorman, Z#tman and Despande, 1992, p. 315). Another definition related to
business is "willingness of a firm to rely in a business partner" (Kotler and Keller,
2012, p. 225). Of course the dependence here is not merely due to compulsion or
anything else, yet it ilow a company judges other firms as competent, honest,
integrity and consistent (Kotler and Keller, 2012; Women, 20149.the same thing

that involve the relationship between the customer and the company. Customers
believe in companies which offer qugl products (Halim, Swasto, Hamid and
Paradise, 2014). Company staff who is aligned with company value will produce
good products.

Furthermore, loyalty is "a customer's commitment to continue patronizing
specific firm over an extended period of time"i(i&/ et al., 2013). Loyal customers
are customers who buy a product not because of a habit but because of a particular
product choice ("Brand Loyalty is not habitual (PDF Download Available)", 2012.)
Customer loyalty is important for companies becausel loystomers can save
advertising costs to recruit new customers and they will forgive in the event of a
mistake made by the company ("8 Reasons to Keep Your Customers Loyal," 2017)
High loyalty, high profit (Wirtz et al., 2013). Therefore the survivalh&f tompany is
maintained.

The research resultsf Martinez and Bosque (2013) proved that trust has a
positive effect on customer loyalty in the hospitality industry. The statly
Chinomona and Sandada (2013); Chinomona and Dubihlela (2014); Mahajar and
Yunus (2010), for the retail industry found that there is a positive relationship
between trust and loyalty. Other research in the bank industry (Rizan, Warokka and
Listyawati, 2014) and mobile commerce industry Lin and Wang (2006) show that
trust positivey affects loyalty. Therefore, customer trust plays an important role to
predict loyalty.

Hi: Trust has a positive effect ooustomeroyalty

Relationship between satisfaction and customer loyalty

Kotler and Keller (2012) explains that customer satigfacis "reflecting a person's
judgment of a product's perceived performance in relationship to expectations” (p.32).
Satisfied customers occur when a company can deliver products to customers
according to expectations. One of the factors that make uptekipas is advertising
(Prugsamatz and Pentecost, 2006; Wirtz et al., 2013). Therefore it is important for
companies to be careful in adverstistithgir products or servicegvhen the company
does marketing communication with advertising, the companynaa®e a promise to

the customer. If the company promises, then the customer will expect that the
company will fulfill its promise and if what is promisés been renderdten the
customer will feel satisfied. © the other handif the promiseis not fulfilled,
customers will be disappointettustrated and dissatisfietlowever,there are times

2
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when satisfied customers might want to try new experiences with other products
(Kotler, Nowen and Makens, 2003).

The results of research on the restaurant ingdsttow that satisfaction has a
positive effect on loyalty (Han and Ryu, 2009; Haghighi, Dorosti, Rahnama and
Hosenpour, 2012; Han & Ryu, 2009; Ryu, Lee and Kim, 2012; Ali & Mugadas, 2015;
Javed and Cheema, 2017). Further research condbgtédartinez andBosque
(2013) on the hospitality industry proves that satisfaction has a positive effect on
loyalty. The study of Chinomona and Sandada (2013) revealed that customer
satisfaction also positively affects loyalty in the retail industry. Thus, the higher the
satisfaction, the higher the customer loyalty.

H,: Satisfaction has a positive effect @mustomeroyalty

Relationship between value and customer loyalty
Lamb, Hair and McDaniel (2005)define value as "the ratio of benefits to the sacrifice
necessary tobtain benefits" (p.9). While Kotler and Keller (2012) explain that value
is the difference between benefit and cost. A product has value to the customer if the
benefits receiveds in accordance with the sacrifice or cost. Wirtz et al. (2013)
describe thacosts in value consist of monetary costs (e.g., time, physical costs,
psychological costs and sensory costs). The company can increase the value of the
product by raising its benefits and lowering its cost (Kotler and Keller, 2012). There
are many otheways to increase the value of a product. Another alternative is when
costs increase, then the company must increase the benefits even more. Thus the
benefits must remain greater than the cost or sacrifaction. When the customer feels
that the product offeteby the company has value, then the customer will buy back.

The results of the study revealed that if valinesease, then customer loyalty
also increases (Javed and Cheema, 2017; Lin and Wang, 2006; Putranto, 2015; Ryu,
Lee and Kim, 2012). Furthermore, the study on tisergice context shows that value
also msitively affects customer loyalty (Luarn and Lin, 2003). Therefore, companies
can use the value factor as a predictor of customer loyalty.

Hs: Value has a positive effect on customer loyalty

Method

The target population in this studsasall students bUPH who visited and consurde
Maxx coffee productghat it islocated Benton Junction, Karawaci. The sampling
techniquewas doneusing convenience sampling. The number of samples taken
100 respondents. Survey method was conducted to obtain datagygusstionnaire
instrument. Statistical analysis was performed with partial least sgqtractural
equation modeling (PLSEM) approach.

Subsequently constructed items of trust and loyalty were adapted from Hyun
and Han (202); Luarn and Lin (2003); Ménez and Bosque (2013); Otengei,
Changha, Kasekende and Ntayi (2014). Construct satisfaction was adapted from Han
and Ryu (2009); Otengei et al. (2014); Ryu, Lee and Kim (2012); scale development.
Value construct adapted frorhooy, Dierdonck and Gemmel $88); Luarn and Lin
(2003); Ryu, Lee and Kim (2012). Each item is measured by 5 points liker(scale
strongly disagree, 2 = disagree, 3 = neutral, 4 = agree and 5 = strongly agree

Results
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Respondent profiles

Based on datahown intable 1 regardinghe profile of respondents, there are 100
students who participated in this study. The number of female respondents is more
than the number of male respondents. Furthermore, 67% of respondents have visited
Maxx Coffee more than three times. 54% of thg@oeslents spend their money to buy
Maxx Coffee products amountinfgom Rp 50,000 to Rp 100,000 36% of the e-
spondents spend less tHap 50,000 Thus 90% of the respondents spend their money

to no more thaikp 100,000

Table 1. ResponddrProfiles.

Statenents Total Percentages)
Male 44 44%
Female 56 56%
One time visit 7 7%
Two times visit 18 18%
Three times visit 3 3%
More than three times visit 67 67%
Spending money:

Less than Rp 50 thousand 36 36%
Between Rp 50 thousand to Rp 100 thousand 54 54%
Between Rp 100 thsand to Rp 150 thousand 10 10%
More than Rp 150 thousand 0 0%

Source: Results of data processing.

Measurement model

The measurement model evaluated the validity and reliability. Reliability nesasur
ment is done by calculating compositéiaieility (CR). The minimum value of a¢o-

posite reliability that must be addressed is 0.7 (Hair, Hult, Ringle and Starstedt,
2014). After reliability is measured, the next step is to evaluate validity with respect
to outer loading, average variance extrddi®VE) and discriminant validity. Stan

ard values for outer loading and AVE are respectively 0.708 and 0.5 (Hair et al.,
2014). While the measurement of discriminant validity is done by using Fornell
Larcker criterion approach, the AVE square root valusstnbe greater than the o

lation value between constructs (Hair et al., 2014). Table 2 shows that all calculations
have met the requirements. CR values ranged between 0.857 and 0.894. AVE values
range between 0.600 to 0.737 and outer loading valuesmgaingm 0.728 to 0.895.

Table 2.Evaluation of measurement model.

Constructs and items Outer loading

Trust (AVE=0.600, CR=0882)

t1 Based on my experience, | know Max Coffee is honest
0.740*

t2 Based on my experiendeknow Max Coffeecaresabout me
0.728*

t3 In my opinion,Max Coffeeproducts are safe to consume
0.836*

t4 In my opinion,Max Coffeeproducts are good quality
0.828*

t6 The quality of Maxx Coffee products is consistent
0.734*

Satisfactio (AVE=0.737, CR=0894)

s3 I love Maxx Coffeé s at mospher e
0.849*

A | get "good mood" at Maxx Coffee
0.831*

5 | enjoyat Maxx Coffee
0.895*

Value (AVE=0.648 CR=0846)

Constructs and items Outer loading
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vl | boughtMaxx Coffee productsccordingo my pocket
0.826*

v2 | boughtMaxx Coffee productsaccording to the benefits | received
0.780*

v3 | bought Maxx Coffee products, according to the quality | expect
0.808*

Loyalty (AVE=0.667, CR=0857)

11 I will buy Maxx Coffeeproducts netime
0.799*

12 For me, price is no problem to consume Maxx Coffee
0.823*

13 Even if Maxx Coffee product price goes up, | remayal
0.827*

AVE=average variance of extracted; CR=composite reliahififisignificant(onetailed test} value<0.05).

Source: Results of data processing.

Furthermore table 3 reveals that the calculation to evaluate the discriminant validity
has met the criteria that the AVE root square value is greater than the correlktion va
ue between the constructs. Thhe entire evaluation of reliability and validity has
been completed. The next step is to enter the structural stage of the model.

Tabel 3. Kriteria FornelLarcker.

Construct(s) Trust Satisfaction Value Loyalty
Trust 0.817

Satisfaction 0.372 0.859

Value 0.465 0483 0.775

Loyalty 0.581 0.233 0.583 0.805

Source: Results of data processing.

Structural model

The structural model stage evaluates the collinearity and coefficient of determinant
(R?) and tests the hypothesis. The evaluation ofruediity is done by estimating the
value of variance inflation facetor (VIF). Problem collinearity arises when the VIF
value is greater than 5 (Hair et al., 2014). Table 4 informs that the research model has
no collinearity problem.

Tabe 4Collinearity evaluation

Construct(s) VIF

Trust 1877
Satisfaction 1.310
Value 1521

Source: Results of data processing.

The results of the hypothesis evaluation are shown in Table 5. The tests were
conducted with a ontailed test with a level of significance of 5%he hypothesis is
supported if the p values below 0.05 (5%). Testing for Ho show that trushas a
positive effect on loyaltys not supportedas the value of p value is greater than 0.05
(p value= 0.211)The secondand third hypothess are as the Jae of p value is
smaller than 0.05Furthermore, based on the standardized coefficient value for the
supported hypothesis reveals that value (= 0.486) has a greater effect tharuthe infl
ence of satisfaction (= 0.222) on loyalty.

Table 5.Hypothesis evadtion

Hypothesis Path Standa_r(ﬁzed o } valu Decision
efficient

5
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H, Trust4 Loyalty 0.075 0.211 Not supported

H, Satisfaction 0.222 0.0* Supported
Loyalty

Hs ValueA Loyalty 0.486 0.000* Supported

*=gignifcant(onei  Af SR G4SadX " fndnpo

Source: Rsults of data processing.

The next step is to estimate the value of coefficient of determinant or R2. Tahle 7 r
veals that the value of R2 is 0.400 or 40%. This explains that the variatiom-of co
struct value of loyalty can be explained by the variatiomrakt value of Trust, Sati
faction and Value by 40%. Then the remaining 60% is explained by the variation of
other construct values not included in this research model.

Tale 7. Revaluation

EndogenousConstruct R?

Loyalty 0.400

Source: Results of daprocessing.

Discussion
The first hypothesishat tess if trust has a positive effect on customer loyalty, was
not supportedThis is inaccordance with the results of spuilom Haghighi et al
(2012). Similarly, research results from Rimawan, Mustaoi@d slulyanto (2017) e-
vealed that trust does not positively affect customer loyalty in the manufactofing i
dustry. The higher or lower the level of customer trust does not affect custonier loya
ty. In conclusion,Maxx Coffee does not create trust constractricrease customer
loyalty. However, Maxx Coffee should still pay attention and maintain consistency of
service and product quality in ord@r maketheir customers to feel safe and bessati
fied. Maxx Coffee staffs are honest and have a caring attitmelrdstheir custon-
ers. They also believed that offering the best coffee and variety of variance is one way
for them to win the trust and confidence of their customers.

Furthermore, the second hypothahbisttestif satisfaction has a positive effect
on customer loyalty, was supportdtican be said thahe more satisfied the custe
ers, the more loyal thegreThis result is in line with previous reseagsltonducted
by Ali and Mugadas, 2015; Chinomona and Sandada 2013; Han and Ryu, 2009;
Haghighi et al 2012; Javed and Cheema, 2017; Martinez and Bosque, 2013; Ryu,
Lee and Kim, 2012. Maxx Coffee can manage customer satisfaction in such a way as
to increase customer loyalty. Constructive satisfaction is important for Maxx Coffee,
when there is a decreaisecustomer loyalty. The company provides and maintains an
ambiance that is clean, comfortable, relaxing and invigorating. The price is not a
problem for them to make a repurchase.

The last hypothesithat test ifvalueshave a positive effect on cosher loyd
ty proved to be supported. The higher the value of Maxx Coffee products, the higher
the level of customer loyaltig. This is consistent with studies from Javed ande€he
ma, 2017;Lin and Wang, 2006L.uarn and Lin, 2003; Putranto, 2015; Ryu, Leel a
Kim, 2012. Value constructs have a greater positive effect compared to the effect of
satisfaction on customer loyalty. Due to its great influence, it is important for Maxx
Coffee to pay great attention to value constructs. Whenever Maxx Coffee wants cu
tomer loyalty stability, the main focus of Maxx Coffee is managing vedustructas

6
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good as possibléds long as customsiperceive that the money incurred by the-cu
tomer to purchase Maxx Coffee products is worth the benefit it receives, then they
will no longer doubt to repurchase.

Conclusion

The research findings show that Trust has no positive effect on loyalty. The higher or

lower the level of customer trust does not affect loyalty. Furthermore, custonser sati

faction can predict customer loyalty jtogely. As customer satisfaction increases,

loyalty increases, and vice versa. Other findings also reveal that value positively a
fects loyalty. | f customer 6s perception of
by high level of loyalty.

Limitati ons and suggestions of subsequent research

Limitations in this study are the items on the satisfaction constituatslo not est

mate customer satisfaction of Maxx Coffee as per products consumed. For subsequent
research, customer satisfaction items Far product are also estimated. The regpon

ent in this study is limited to students GPH, whereas in reality Maxx Coffee su

tomers are not only students lalgothe general public. Therefore, for the succeeding
research, the respondents should cover dgkeeral public to have a broader
knowl edge of Maxx Coffee customerds | oyalt
advisedto do research on other branches of Maxx Coffekedon whether the e-

search models the same effect. Another limitation is the tatatisnalysis with the
PLS-SEM approaclhihathas the disadvantage of not being able to estimate the feas
bility of the model. Thus, subsequent research should use covariancestrastdal
eguation model statistical analysis in order to measure thbiféa®f the model.
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Abstract

This research investigates and reports the analysis of core values of leadership
from the responses of 12 leaders in three real estate compattiessiock exchange
of Thailand. The irdepth interview schedule/plan was done to obtain responses from
the 12 middle level leaders, which focused on the context of vaasedd framework
of leadership in real estate business. The research finds thasplomses of the 12
leaders were close to supportive leadership, regarding the core values the leaders
hold, such as warmth, appreciating values and honoring employees, supporting and
facilitating the works of employees. Furthermore, the research showeakcthate-
mentoriented leadership style were seconded, considering the core values the leaders
embrace, such as ability to control cost and quality, meeting the requirement of the set
Key Performance I ndex (KPI). Theorevde sear ch
ues to reflect on their management and their reflection will be useful in improving the
work outcomes and relationships.

Key Words: Leadership, Values, Valudased Leadership, Real Estate.

1. Introduction

Admittedly, the valuedased leadehgp is increasing its important in many
modern organizations and particularly the organization that values human and rel
tionship based (Kuczmarski and Kuczmarski, 1995). To study in many articles, they
conclude that values are crucial in work performaaue effectiveness. The read-e
tate company has the same characteristics as the other modern organizatiore that rel
tionship and values of the valubased leader has impact with the employees. To the
real estate companies in Thailand, even they are clyrmeaking good earnings and
could sustain the growth during the crisis for ye#rg;company has maintained high
turnover rate and problems of team management and communication. The employees
have intentions to leave the companies at any t(vi@nichvatma and Peungchuer,
2009)

Therefore, the study of core values was studied. It aims to report and analyze
the responses from the 12 middle level leaders in the 3 real estate companies in the
stock exchange of Thailand in order to find the core values thdéle uphold and
reflect their individual leadership styles and to improve the problems oftinigbver
of the staff and employees of the companies.
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2. Literature Review
2.1 Values and ValuesBased Leaderships
There are numbers of definition for valuds.this article, values are beliefs

and principles that are held dear in peopl
as opposed to bad, right as opposed to wro
are institutionali&edGiclall,|] e2d0 ®&).r pGe rad rea lvlay

guide principles for behavior for everyone in a group or organization and such values
that are translated into rules of conduct in a business context are known as business
ethics (Gill, 2006). Since leaders ahe tones who lead, they must know how B u
derstand and use the values in such a way that an organization benefits most. The

study (Gill, 2006) also mentioned that the
guiding principles or corporate values andthr per sonal valmumes al so
al integrityo are often the effective | ead

Values are crucial to any organization in order to survive and achieve success.
An organization must have a sound set of beliefs [values] on which it premisas all it
policies and actions. Beliefs [values] must always come before policies, practices and
goals. The latter must always be altered if they are seen to violet fundamental beliefs
[values]. (Wickens, 1999) Value is latent constructs involved in evaluatingtiast
or outcomes (Roe and Ester, 1999). It can be the shared goals, beliefs, ideals, and
purposes of the group (Kuczmarski and Kuczmarski, 1995). In an organization, there
should be no doubt that shared value makes a significant impact on both thtisjob s
faction and morale of people in an organization and their job performance ane contr
bution (Gill, 2006). Consequently, shared values contribute to competitive success:
6values drive the business.® and provide &
andleaders (Howard, 1990). Some authors consider work values specificafhy as i
portant variables in explaining organizational commitment. Congruent valueseare lik
ly to result in committed behavior. Conversely, values in disequilibrium may result in
less comrmitted behavior (Cooper, 2003).

Refer to the mentioned meaning of values, they caseba as instrument to
the goalfor an organization. In addition, the values can also be the instrumend-of lea
ers in driving people. Mriven deiadprship Ze€sOtide) argu
function of the | eadership as putting val
|l eader may be to bring val ue sonsciousrmess| ati ons
valuedbased leadership can use various ways to propel dheess (Goodpaster,
1994), for example, participation of stakeholders, communication of the values by
direct as statement and straight forward
image and perception. Generally, these valesciousness encouragemeat-
proaches are very successful, particularly leagetered (Hood, 2003).

3. Conceptual Framework

To find and study core values in valdessed leadership from the-depth n-
terview, some concepts and theoretical explanations are to be addressétess va
work values and valudsasedeadership, employee involvement and commitment,
level of commitment, and psychological energy based on values.
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1. Values

Values (Kassarjian and Sheffet, 1982) define a general orientation of beliefs.
They are normativetandards that influence behavior. They representrendu
ing beliefs that a specific type of conduct or end state is preferred (Jacob et al.,
1962).

Work values (Herzberg et al., 1956) represent motivational aspects, iie. mot
vators and hygiene factora | r el ates to oneds own pri
standards that affect oneds own judgmen:

Valuesbased leadership has a numbers of ways in building and cultivating i
terpersonal relationship. They reflect a strong beliefnd respect for each-i
dividual. They use values to promote and cultivate the growth of not only e
ployees but also organizations. Here below are some examples of vasaes
leadership initiatives (Kuczmarski and Kuczmarski, 1995) as:

Build personatelationships

Know the personal goals of each group members

Have a feel for group members

Allow for group conflicts

Manage learning

Share responsibility

Use teaming

Communicate two ways

Link internal culture with externgderformance

Display passion and support diversity

SN AWNE

o

2. Work values affect employee involvement and commitment. Guest (1992)
distinguishes 5 main forms of involvement.
1. Improving provision of information to employees, for example,
briefing group.
2. Improving information from employees, for example, from suggestion
schemes and quality circles.
3. Changing the work systems through the development of autonomous
working groups.
4. Changing incentives, for example, through depment of
autonomous working groups.
5. Changing employee relationships, through more participative
leadership and greater informality.

3. Employee involvement and commitment

Valuesbased leadership has positively relationship with commitment

(Cooper, 2003). The leaders use values to promote commitment in diffe

ent levels in the organization. Randall (1987) distinguishes three levels of
commitment. Description Nevertheless, by using levels it can be seen that
employee commitment can occupy diffat stages of development as:

High level
A strong belief in the organizatio

Medium level
A willingness to exert considerable effort on behalf of the organization
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Low level
A strong desire to continue as an organization member

4. Psychobgical energy based on values
Rather than opportunity, Schein (1980) suggested that when consgider su
gested that when considering human behavior, a spirit of enquiry has to be
valued. The psychological energy should also be included rather than
0phyenealgy. 6 Harrison (1992) explaine
tween psychological energy and affective commitment and also vice versa.
Hence, it concludes that employee performance is dependent upon-an ind
vi dual 6s capacity, 0 pedoonr work skt Pos and wi |
tive or negative energy relates to the willingness element. To this, as: Pe
formance = Capacity X Opportunity X Willingness

4. Research Methodology

In finding and studying the core values of 12 middle leaders from the 3 real
estate companies, 12 leaders from the real estate companies were selected to the in
depth interview regarding the matters of values of leadership in managing and leading
the staff and employees in the department or division. Since it aims to find and reflect
the core values of leaders, the qualitative research consisting of 10 questions has been
conducted in order to facilitate and cover th@@apth interview under the conceptual
framework of values, work values, employment and commitment and psychological
energybased on values. To be fair and standard, the researcher himself will interview
the 12 sets of paper and let the interviewing free and opened. The name of company
will be supposed anonymous and interviewees will be kept confidential.

Research Instrument

The qualitative research aimed to explore and study the-baked leadership
in the real estate companies in Thailand. Therefore, the researcher decided to use in
depth interview in order to obtain-gepth information from 10 questions that he d
recly interview with the middle level leaders. The quality of questions in tiukepth
interview has been proven by experts in the field of organization development and
management, organization and behavior and leadership for content validity.

Key Informant s

The key informants are the middle level managers from the 3 companies with
the different positions. In order to obtain the information, the researcher selected the
the key informants who have work experience in the real estate for more than 5 years.
The position of key informants in each company includes 2 project managers, 1 co
struction manager, and 1 building manager. Therefore, there are totally 12 persons.

5. Empirical Results

Refer to the 10 questions of thedepth interview, the key informenof each answer
will clarify and give the answers of core values as:
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Question 1 How long have you been in the position of leader? What are they?

Result: Profiles of the Leaders

The leaders almost have similar years of experience and wdtgrbaad, as realse

tate and hospitality. They have knowledge of facility management and hospitality.
Their works concerns with people and tasks under constraints of structures and times.
Every leader has worked in the company for more than 5 years. Saldle eaders
started their work from lovevel manager as technician heads.

Question 2 How do you lead your staff or employees? Do they cooperate with

you?

Result: Leadership Styles and Outcomes

The leadership styles of the leaders are supporiadership and achievement
oriented leadership styles. The keys in deciding the supportive leadership aré-suppor
ing, assisting, helping and facilitatingowever, the achievementiented leadership

style seconds as quality and budget control, KeyolReegnce Index (KPI).

The style of leadership is supportive. The leaders are the helpful rather than co
manding. They prefer to work with team and cohesiveness. The staff or employees
often trust the leaders because of seniority and many of them gradoateithé same
faculties in the universities. Leaders often use the concept of trust to the subordinates.

Question 3 Can you describe what you consi
Real Estate?06 Could you give some exampl es
Result: Leadership in Real Esate

The leaders considered the values of reliability, consistency, disciplines, and learning
achievement. They agreed that expert power and continuous learning are the key fa

tors in working. The study also showed that the leaders tendiewédé¢hat both a-

ture and nurture are vital to the leaders in the field, even in different degrees. To be a

good leadership in the field of the real estate not only from the education background

but also experience. The good leaders should create tdubeaamgood role model for

the subordinates. The good leaders should be confidence in the knowledge and they

must have strong expertise with the real estate. Otherwise, it is difficult to lead.

Question 4 Can you describéenwhaurgyeluf @onc€ia
you give some examples?

Result: SelfConcept of Leadership

There are varied of setfoncept and individual leadership theory. The leadership can

be from nature and nurture. Mostly the leaders in the real estate companies found their
leadeship from the within or nature. They often mentioned about dependenecy, self
motivation, and experience driving them to be the leaders. Some leaders developed

their leadership from poverty and pressure to survive. There are only two middle level

leaders metioned that they were trained to be the leader in the company. However,

they could take the responsibility. They believe that they can develop themselves.

Question 5 As a leader of the position, what shoterm and long-term views do

you expect for yourdepartment or division?

Result: Short-Term and Long-Term Views

The study showed common values for stterin views of leadership as accomplish
goal and commitment to the leadership and work. The leaders often mentioned about
the project to accomplish toaat the deadline. They focus on the sales and marketing.
To the longterm views of leadership, it showed that challenges]difg learning and
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vision are appreciated. The leaders expected for human resource development. They
would like to develop themseadts and build the team to be strong and cohesive. They
do not want to change the team members in a long run because of connection is i
portant when dealing with the difficulty project and they would like to work fast.

Question 6 What kinds of staff or empoyees you like and do not like?

Result: Values Wanted and Unwanted

The study revealed that the leaders appreciated hardworking, being responsible, and
learningliking and do not appreciate laziness, inconsistency, and irresponsibility. The
leaders prefethe staff or employees who are mature and can learn from them.

Question 7 How do you motivate your staff or employees in your department or
division? Please explain and give some examples?

Result: Motivation and Rewarding

The study showed that the appegive values and works of the employees or staff
will be motivated and rewarded by both motivator factors as achievement, recognition
and advancement and hygiene factors as promotion, salary increase and woark cond
tion. The leaders put both money and smoonetary factors as important to the work.
They mention about working condition and pay. They believe that the work needs to
compensate enough for employees and staffs. They also think that some motivation
should be from the challenge work that makesy®rex develop themselves.

Question 8 What will you do to create effective and efficient management for

your department or division? Please explain and give some examples?

Result: Effective and Efficient Management

The study explained that the effective afficient management are from understan

ing the employees and staff in the department or division. Some servant leadership
characteristics as being a listener and assistant to the employees and staff are vital to
effective and efficient management. Howe\disciplines are still required.

Question 9 What do you expect from your staff and employees from your ma
agement? Please explain and give some examples?

Result: Expectation and Expected Values

The study revealed that the leaders expected and reganmedvalues such as rli

bility, high commitment, sincerity and disciplines from their employees or staffs.
They would like to see the development and energy from the staff or employees. They
prefer harmony and cohesiveness in the team.

Question 10 Are thee any issues that you would like to mention regarding the

leaders?

Result: Additional Comments

The leaders have their own thoughts for potential values in different aspects according
to their interests as global competition involvement, credibility aglficencept.

Many leaders purposed that the good leaders should be the one the build the team and
encourage team to work by themselves. The good leaders in the real estate should not
be only the one who work hard, but the one who work smart and can ntheage
team.

6. Conclusion
The study of the wdepth interview concluded that supportive and achievement
oriented leadership styles are vital to the real estate company according to tthe 3 lea
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ersé comment s. Hence, t he dmres, simcerity, amda |l ues
reliability. In addition, the leaders stressed the importance of learning and expert
power as the confirmation of leadership. The vahesed leadership initiatives are

building personal and team relationship and have job responsdnlit commitment.

The motivation and rewarding for success involve both motivator and hygiene factors.

The expected values depend on the interests of leaders -asrsmpt, viewing of

global competition. Trust is crucial to the 3 leaders as a connédatiarork success.

7. Recommendation for the Future Research

1. The sample size should be larger to cover the middle level leaders in the real
estate companies.

2. The research should be explored in thelesggl management leadership in the
real estate compaes.

3. The researcher should do quantitative research focusing on characteristics of
valuebased leadership. Factors analysis and causal relationship are suggested.
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Abstract

This research aimed to study factors affecting decision making on doing business in
service industry of Dusit Thani College students, Pattaya City. It analyzed persenal fa
tors and family factors atting decision making on doing business in service industry by
distributing questionnaire to 211 students from 364 students. The statististical analysis
was mean, percentaggandard deviation, Gl#quare and ANOVA

The analysis of personal factors dathily factors found that there is a relationship
with the demand of decision making on doing business in service industry of Dusit Thani
College students, Pattaya City at a significance level of 0.05, which was the same as the
proposed hypothesis.

The analysis of personal factors and family facrors found that there is a relationship
with the demand of doing business in service industry of Dusit Thani College students,
Pattaya City at a significance level of 0.05, which was the same as the proposeé-hypoth
Sis.

The analysis of demand factors affecting decision making on doing business in se
vice industry of Dusit Thani College students, Pattaya City foundtieat is a diffe
ence in the 3 demand factors of decision making on doing business in serviteyind
of the students, which was the same as the proposed hypothesis. The forms of bus
ness has the highest mean at 3.81%erefore, the form of business affected tke d
cision making (Choosing) on doing business in service industry of Dusit Th&ni Co
legestudents, Pattaya City.

Keywords : Factors, Decision making on Doing Business in Service Industry

INTRODUCTION

Nowadays Thailand has developed the economic policy based on the concept
on Thailand 4.0 which has the mechanism to drive Thai economy witvation,
wisdom, technology and creativity in order to enter to a high income country. The

change has been from Ado more, eare | esso

search Administration and Educational Quality Assurance, 2016). Refer to economic
situation report in 2017, Thai economy expanded to 3.9 percent from export end tou

ism industry, particularly the service industry which served Chinese tourists could
recovered quickly and returned to €eiaigh
mentaton of suppression of illegal tourism business. In addition, Chinese tourists who
visit Thailand recently are the high quality and income tourists. This increased the
expenditure per head. Moreover, numbers of ASEAN and European tourists who visit
Thailandalso rose because the global economic situation has been better. This acce
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erated a transformation from production sector to service industry sector based on the
concept of Thailand 4.0.

The Office of the National Economics and Social Development Boaadtrep
ed that from the Gross Domestic Product (GPD) in Quarter 4 of the year 2017, the
export and service has expanded to 7.4 percent, especially hotel and restaurant bus
ness, whose GDP has expaned to 15.3 percent from an increased total revenue of fo
eign and Thai tourists. Therefore, service business industry will be a great factor in
driving Thai economy for Thailand 4.0.

As service business industry becomes much important to drive Thai economy
todays, the development of labor and personnels in sendaostity should be corgsi
ered for supporting expansion of service business industry in the future. Therefore,
education institute offering instruction management related with service business i
dustry is a part to help producing and increasing potentiabafr$ and personnels in
service industry sectors in order to have sufficient labors and personnels ate know
edgeable, competent and specialize for the needs of labors and personnels in service
industry in the future.

Dusit Thani College, Pattaya City ibet educational institute offering reu
riucula for service industry. Three curriucula are Bachelor of Business Administration
in Hotel & Resort Management, Bachelor of Business Administration in Culinary
Arts & Kitchen Management and Bachelor of Business #dstration in MICE &
Events Management. The college provides instruction management emphasizing on
knowledge and competency in doing business in service industry. The students will
have training experience with wé&dhown organizations related with semimdustry
from their chosen curricul a. This encourag
in working and doing business effectively.

Because of the importance of service business industry with producieg effe
tive personnels to serve the industry aindbe Thai economy, the researcher is linte
ested in studying factors affecting decision making on doing business in s@rvice i
dustry of Dusit Thani College students, Pattaya City in order to have guidelinfe for e
fective curriculum development and instrectimanagement and meeting the needs
of service business industry in the future.

Research Objectives
To study the factors affecting decision making on doing business in service
industry of Dusit Thani College students, Pattaya City.

Research Hypothesis
1. Personal factors and family factors have relationship with decision making
on doing business in service industry.
2. There is at least a demand factor affecting decision making on doilg bus
ness in service industry different from other.
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Scope of the Study

Scope of the research was to study personal factors and family factots affec
ing decision making on doing business in service industry of Dusit Thani College st
dents, Pattaya City for the academic year 2017 as follows:

1. Population
The population is 364 stients from Dusit Thani College,Pattaya City for the agade
ic year 2017. The sample241 students. The researcher applied Krejcie & Morgan
table to find the appropriate sample size (211 students) from the total population (364
students).

2. Variables

2.1 Indepeadent variables are personal factors and family factors

2.2  Dependent variables are demand of decision making on doing business
in service industry of Dusit Thani College students, Pattaya City.

Conceptual Framework

Independent Variables Depenlent Variables
Personal Factors of the Demand of Decision Maki
Gender, Age, College Yes Business in Service Indystry
Cumulative G.P.A. Result g Students

Business Forms

Family Factors _ | Relationship with Family
Parent33gt O8-d g
tion, Family Average Inco Relationship with Friends

Expected Benefits of the Study
1. The college can use the research result to develop the curriculum-and i
struction management to fit with the students and meet the needs of pe
sonnels in service industry.
2. To be the guideline fonstitutes offering the education related with-se
vice business industry. This provides useful information in applying with
the management of the education instututes.

Concepts, Theories and Related Research

The research aimed to study personal fachal f@mmily factors affecting et
mand of decision making on doing business in service industry of Dusit Thini Co
lege students, Pattaya City. The demand of decision making on doing business in se
vice industry of the students consist of 3 factors as formsusiness, relationship
with family and relationship with friends. The researcher developed conceptual
framework from decision making theory, factors determining demands in decision
making and related researches.
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Decision Making Theories and Concepts

Waig i seang (2009) did the thesis titled
undergraduate students in public and private university on occupation selection in
Bangkoko concluded the meaning of fADecisio
which lead to seah for alternative practices. In the end, finding the best alternative
and can achieve the desired objective from many alternatives with reason considered
and achieved the objective.

Areerojnukul(2 01 6) did the institutengbeesearch
cision Making on Choosing the Vocational Certificate of Students in Vocatiomal Ce
tificate Year 1 Payap Technol ogi cal and Bu
ADeci si on Maki napersoa sr ap orgamizat®rs or tedpa@nsible unit
choose to do or not do in order to have the best alternative and to achieve the obje
tive as they determine.

Tongkaew and Pasunon (2017) did the research tifie act or i nfl uenc
happiness in workplace of academic supporting staff: Chandrakasem Rajaibhat U
versity concluded the meaning of #ADecision
decides to buy a product or service layimg factors, which are product information,
society and social group, marketing strategy and consumer attitude.

From the meanirg) aforementioned, the researcher concluded that decision
making means choosing from ideas and related factors to get the best alternative. The
best alternative is the alternative which the decider think that it maximizes the benefit
at that time.

Conceptsand Theories of Demand

Royal Institute of Thailand (2012) defined the meaning of demand as quantity
of good or service which a person want to buy and have a purchasing power to buy a
product or service at a price level under constraint at the speniic Tihe demand
can be changed by other factors affecting the decision making.

Kul prasit (2012) defined the meaning of
tors influencing deciding to buy a product or serviceaisumers, which consist of
the price, incomeprice of substitutable product, taste and satisfaction, numbers of
population, income distribution, advertisement and education, etc.

From the definitions of demand aforementioned, the researcher concluded that
demand is the need or want of a persom Wwhave purchasing power and willingness
to buy. Social and economic factors influence decision making of a person at that time
under specific constraints.

Related Researches

Sukpan (2013) did the research titled i
for high vocational certificate: a case st
that important satisfaction scores with cost have a positive relationship witih- oppo
tunity in deciding to choose continuing in the course of High Vocational Certificate
andthe students gave the importance to the factors of attitude and aptitude most, the
second factor was the reputation of the 1in
management level should improve and increase quality in order to satisfy andencrea
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happiness of the students for continuting education in the institute and persuade more
relatives and persons to choose the institute.

Butthod, N. and Luekittinan, W. (2015). Decision making for career selection,
motivation, and advancement in pretty M&reer found that factors affecting ckeo
ing the career of pretty MC was ability and career motivation such as basic reeeds, c
reer advancement, rather career planning. Decision and career motivation have a rel
tionship with career advancement of pretty M@reer in a positive way.
To the qualitative research result, it found that the key informants chose the careers
becauase of attitude and personal interest.

Wai sriseang (2009) did the thesis title
undergraduate stients in public and private university on occupation selection in
B a n g Kourd dhat factors affecting the relationship of choosing occupationu-of st
dents, faculty, domicile and parentsbexpec
the students themises. The students choose to do business with a company ier a pr
vate organization first.

Research Methodology

This quantitive research collected information by using questionnair@-instr
ment. The researcher obtai nefthesepistrdr®eint soéi nf
Dusit Thani College, Pattaya City in the academic year 2017. The duration ef the r
search operation was between January to 15 March, 2017. The steps in doing are as
follows:

1. Study document, textbooks and researches related with faetersnihing
demand of personal decision making in each aspect in order to understand
the content structure, determining factors in the study and then developing
research instrument.

2. Research instrument was questionnaire which consists of 4 parts as:

Part 1:Demographic profile of Dusit Thani College students, Pattaya City.
Part 2: Family Information of Dusit Thani College students, Pattaya City.
Part 3: Factors affecting demand factors in decision making on doing
business in service industry of Dusit Th@ullege students, Pattaya City.
Part 4: Opinion of the students in doing business in service industry.

The research instrument was proven its validity by asking 3 experts to check
content validity with 10C (Index of Item Objective Congruence) and teeised the
guestionnaire from the expertsdérecommendat
tryout 40 sets of questionnaires for analysis. The accepted reliability coefficient at
Cronbachos Al ph aStatstical An&8lysiswratlis re3eardl@esas b
lows:

- Discritpive statistics are frequency, percentage, mean and standard deviation.

- Inferencial statitistics are testing statistics,-Shuare and ANOVA

Results of Data Analysis

The result of the researcher titled factors affectingsi@eimaking on doing
business in service industry of Dusit Thani College students, Pattaya City. nfihe sa
ples were the 211 students from Dusit Thani College, Pattaya City, out of the total
population of 364 students. The researchers presented the result patts as 1o
lows:
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Part 1: Personal information such as gender, age, college year, maja+and a
erage G.P.Ahas been analyzed by descriptive statistics as frequency and percentage.
It found that the samples were 55% male students and 45% femaletstiMdestly,
their ages were about 2P years old (or 54.5%). The students study in the third year,
most (58.3%). They are majoring in Culinary Arts & Kitchen Management upto
77.7% and their average G.P.A. were at 2.57

Part2 Family information such aspaee nt 6 s occupati on, par e|
and average family income, it found that family of Dusit Thani College studemis, Pa
taya City, mostly were entreprenewsys or bu

pectation to do business as entrepreneurs or bgsimasers upto 69.70% and the a
erage income was 401,573.96 Baht per month.

Part3 Demand factors affecting decision making on doing business in service
industry of Dusit Thani College, Pattaya City were forms of business factor, melatio
ship with family factor, relationship with friends factor. The analysis includes descri
tive analysis as mean, standard deviation; and inferential statistics as statistical testing
as ChiSquare and Onré&/ay ANOVA.

The analysis of descriptive statistics were meah standard deviation. To this,
the researcher applied the questionnaire, with 5 places to tick only one. Therefore, the
guestionnaire, using interval measur ement ,
each questionnaire lwatedkrdnges and showktieernteanings Sc al e
were as below:

Ranges Meaning
4.217 5.00 Highest
3.4171 4.20 High
2.611 3.40 Moderate
1.811 2.60 Low
1.0071 1.80 Lowest

Table 1: Result of mean ad standard deviation of demand factors of decision nia
ing on doing business in service industry of Dusit Thani College students, Pattaya
City in each factor

Demand factors of decision making on doing Mean S.D. Sig.
business in service industry

Form of Business Factor

Do you think that service industry business car 372 0.836

stabilize your financial security? High
Do you think that service industry business has 4 og 0.818 Hiah
opportunity to expand in the future? ' ' '9
Do you think that to do servicedastry business Hiah
needs to use ability and skills? 4.00 0.831 '9
Do you think that to do service industry busine: g g7 0.882 High

needs specialization?

Do you think that to do service industry busine:
are much free than to be employed in a positio 3.31 1.103 Moderate
of a company?

Do you think service business industry is risky’ 3.60 0.886 High

Total 3.81 0.878 High
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Demand factors of decision making on doing Mean S.D. Sig.
business in service industry

Relationship with Family Factor

Your family nurturing affects your decision ka 363 0.974 Hiah

ing on doing business in service industry ' ' '9

Your family business pride affects your decisi 3.62 0.966 Hiah

making on doing business in service industry ' ' '9

Your family expectation affects your deicis 3.59 0.939 Hiah

making on doing business in service industry ' ' '9

Your family persuasion affects your decisi 3.46 0.991 Hiah

making on doing business in service industry ' ' '9
Total 3.56 0.968 aoA

Family with friends factor

Friends® s u g gasientaifezstnyoul Moderat

decision making on doing business in servite 3.02 0.862 oderate

dustry

Friends in the same major affects your decis 3 5 1.090

making on doing business in service industry ' ' Moderate

Doing business of frends affects your decis 314 1.073

making on doing business in service industry ' ' Moderate
Total 3.14 1.008 Moderate

Grand Total 3.50 0.951 High

Table 1 showed that 3 demand factors of decision making on doing business in
service industry of Dusit Thani College students,ayattCity have the mean at 3.50,
which was at a high levelWhen considering each factor, it found that form of business
affect decision making on doing business in service industry of Dusit Thani College, Pa
taya Cityat a highest level with a mean of B.8vhich was at a high level. Secondlyarel
tionship with family factor have a mean of 3.56, which was at a high level andrrelatio
ship with friends factor have a mean of 3.50, which was at a high level for decigion ma
ing on doing business in service istly of Dusit Thani College students, Pattaya City,
respectively.

Analysis of research for forms of business found that Dusit Thani College st
dents, Pattaya City thought that service industry have an opportunity to expanduin the f
ture highest at a mean 4.09, which was at a high level. Secondly, the students thought
that service industry business encourages learning and development, at a mean of 4.06
and thirdly,the students thought the service industry business allowed them to fully use
ability, at amean of 4.00, which was at a high level, respectively.

Analysis of research for relationship with family found that Dusit Thani College
student, Pattaya City pay attention to family nurturing affecting decision making on doing
business in service indugiat a mean of 3.63, which was at a high level. Secondly; fam
ly business pride has a mean of 368 family expectation has a mean of 3.59, which
was at a high level, respectively.

Analysis of research result for relationship with friends factor fahatl Dusit
Thani College students, Pattaya City pay attention to the relationship with friends from
the same major and their friends affect decision making on doing business in service i
dustry at a highest level (Mean = 3.27), which was still in mod&e¢t Then, doing
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business of friends mean was 3. 14 38hd frien
which was still in moderate level, respectively.
Analysis of inferential statistics, statistical testing-Shuare in testing hypath
sis question n&: Personal factor and family factor have a relationship with decision
making on doing business in service industry, shown as:
Hypothesis testing by using statistical testifipi-Square ¢?) at a confidence
level of 95% by considering significance valudich is less than 0.05 mean that perso
al factor and family factor have a relationship with demand of decision making on doing
business in service industry of Dusit Thani College students, Pattaya City. The analysis
was shown in tabl2 and3, respectivel.

Meanings of the Variables were determined as:
D1 means forms of business factor

D2 means relationship with family factor

D3 means relationship with friends factor

Table 2: Result of Hypothesis Testing between personal factor and demand of dec
sion making on doing business in service industry of Dusit Thani College students,
Pattay City

Deman of Decision Making on Doing Business in

Statlstllcal Teg- Service Industry

Personal Factor

N9 D1 D2 D3
Gender C_hi-Squarex:2 16.127 2. 605 4174
Sig. 0.006* 0.761 0.525
Age Chi-Square:” 51.956 43.57 38352
Sig. 0.000* 0.000* 0.001*
College Year C_hi-Squarex:2 98.654 46.492 30.960
Sig. 0.000* 0.000* 0.009*
Major C_hi-Squaren2 52.174 21.065 7.346
Sig. 0.000* 0.021* 0.692

* At a conficence level 085%

Table2 Analysis of Hypothesis Testing Result by using Statistical Te€lmg
Squarec? found that

Gender, age, college year and major have a relationship with forms of business
factor (D1)

Age, college year and major have a relatignshth relationship with family fe-
tor (D2)

Age and college year have a relationship with relationship with friends factor
(D3)
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Table 3: Result of Hypothesis Testing between Famillfactor and Demand of Det
sion Making on Doing Business in Servicindustry of Dusit Thani College students,
Pattaya City.

Deman of Decision Making on Doing Business in

Personal Factors  Statistical Test Service Industry

D1 D2 D3
Parent @as Chi-Square® 92.883 71. 15 65908
tion Sig. 0.000* 0.000* 0.000*
par ent das ChiSquare? 59.226 74.55 38772
tion Sig. 0.001* 0.000* 0.131

* At a confidence level d35%

Table3 Analysis of hypothesis testing by usihi-Squarec?
Parentds occupation and parenarmmef expect
business factqiD1).
Parentdéds occupation and parentds expecta
with family factor(D2).
Parentds occupation has a rel d@3).onship w
Analysis of inferential statisticsylusing OnéWVay ANOVA for hypothesis tés
ing question no.2 showed that there is at least a demand factor of decision making on
doing business in service industry were different from other, which was shown in table 5.
Hypothesis testing by statistical fagt of OneWay ANOVA method at a confidence
level of 95%. After considering significance value which was less than 0.05 means there
is at least a demand factor of decision making on doing business in service industry were
different from other.

Table 4: Result of Hypothesis Testing Comparing the Difference of Demand of &
cision Making on Doing Business in Service Industry of Dusit Thani College st
dents, Pattaya City.

Variance Sum of Squares  Df Mean F Sig.
Square
Between Group 47.616 2 23.808 39.819 .000
Within Group 376.682 630 .598
Total 424.299 632

* At a confidence level 5%

Table 4 Analysis of of the result of hypothesis testing by usingWene ANO-
VA found that demand of decision making on doing business in service industry of Dusit
Thani Mllege students, Pattaya City were different at least one factor by considgring si
nificance value, which was less than 0.05.

Table 5: Result of Hypothesis of Variance of Demand of Decision Making on Doing
Business in Service Industry of Dusit Thani Collge students, Pattaya City in each
factor.

Levene Statistic dfl df2 Sig.

14.307 2 630 .000*

* At a confidence level 35%

Table5 Analysis of the result from hypothesis testing of variances of demand of
decision making on doing business in service itrgug Dusit Thani College students,
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Pattaya City in each factor found that variances of each demand factor were different after
considering significance value. The researcher compared by using multiple comparison
test of Dunc®&ho6és method (tabl e

Table 6: The Result of Hypothesis Testing (in Pair) for the Difference of Demand of
Decision Making on Doing Business in Service Industry of Dusit Thani Collegelst
dents, Pattaya City.

Demand of decision making Mean Difference (I-J) Std. Error Sig.

on doing business in service
industry

D1 D2 .23527* .07170 .003*

D3 .66260* .07246 .000*

D2 D1 -.23527* .07170 .003*

D3 A2733* .08131 .000*

D3 D1 -.66260* .07246 .000*

D2 -.42733* .08131 .000*

* At a confidence level d35%

Meanings of the Variables were detined as:

D1 means forms of business factor

D2 means relationship with family factor

D3 means relationship with friends factor

Table6 Analysis of the result of hypothesis testing (in pair) for differencesof d
mand of decision making on doing businessarnvice industry of Dusit Thani College
students, Pattaya City found that each pair was different. Considering Sig. which is less
than 0.05. Firstly, forms of business factor has highest mean of 3.81%, secondly: relatio
ship with family factor has a meari 3.57% and relationship with friends factor has a
mean of 3.14%, respectively.

Part 4 Analysis of opinion of the students about doing business in service industry
by using operended questionnaire about business in service industry that students would
like to do with reasons found that most students would like to do their own restaurant
business, and then hotel and resort business. The students generally reasoned that since
they graduated from hospitality industry and specialize in doing businesssfuibcasd
can continue their family businesses. Moreover, they believe that business in gervice i
dustry will have opportunity to expand in the area of Pattaya City and the East since it is
the place that tourists visits in a large number.

Conclusion

Rsults of the research titled HAFactors
business in service industry of Dusit Thani College students, Pattaya City cam be co
cluded and discussed as:

Results of personal factors found that genders, ages, college yeargjargl m
have relationships with forms of business factor. Age, college years and majors have
relationships with the factor of relationship with family. And age and college year
have relationships with friends, which was the same as the purposed hypothesis th
personal factors of the students have relationships with the demand of decikion ma
ing on doing business in service industry of the students.

Resul t of the research for family factc
parent 0s hassapchtotsdt ipomwi t h forms of basiness
tion and parentd6s expectation has a rel atd.i
which was the same as the purposed hypothesis that family factor has a relationship
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with the demand of decision magimn doing business in service industry of the st
dents.
Results of the research for demands of decision making on doing business in

service industry found that demands factors of decision making on doing business in
service industry of the students waeligerent, which was the same as the purposed
hypothesis that at least the demand factors of decision making on doing business in
service industry were different from antoher. The forms of business has the highest
mean at 3.81%. Therefore, forms of busshess important to the decision making on
doing business in service industry of Dusit Thani College students, Pattaya City.
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ABSTRACT

In an aggressively competitive marketplace, many retail firms are looking for
the strategies that can help them to survive in the industry.slistinly, the resedre
er examines the effect of matching the strategy from marketing strategies (standardize
or customize) and business strategies (service convenience or service quality).

The matching of individual strategy from marketing strategy anthess
strategy will provide different effect toward the selected type of marketing strategy
that the retalil firm employed. The result of the study show that the effect towgard cu
tomer satisfaction for the retail firms that employ service convenience bsisitret-
gy in the standardized marketing strategy is greater than employing servica-conve
ience business strategy in the customized marketing strategy.

Meanwhile, the effect toward customer satisfaction for the retail firms that
employ service quality lsiness strategy in the customized marketing strategy is
greater than employing service quality business strategy in the standardized marketing
strategy.

Key words: matching strategy, standardized, customized, service convenience, se
vice quality, customesatisfaction

INTRODUCTION

In an aggressively competitive marketplace, branded by similarly priced and
service offerings from a many retailing firms, the survivor winners will be the ones
that offer excellent perception to the consumers. Customer satisfacturs where
the customer has a pleasurable experience when perceive more expected value from
retail firm. Operationally, customer satisfaction develops continuously in the long
term as a result of prior interactions with the retail firm (Dwyer efl@By/; Crosby,

Evans, & Cowles, 1990; Beatty, Mayer, Coleman, Reynolds, & Lee, 1996). Thus,
customer loyalty can be viewed as the state of strong commitment from customers to
repeat purchases of a chosen product or service in the future (Oliver, 1999).

32


mailto:veerasak.p@rsu.ac.th

International Conference in Innovative Sness and Entrepreneurship 2018 MA&yZD18

In case of retail firm, the service process is counted as the core process which
will lead to an outcome that resulting in the customer satisfaction or dissatisfaction. It
is significance that retail firm have to pay attention to set up the system by which s
vice concepts can be produced and delivered to customers. It is the role to distribute
the certain expected service outcome to customer and it is the role by whicly-emplo
ees have to involve in the interactions between the customer and the retail frms du
ing the service delivery process (Zeithaml et al., 2006).

Actually, retail firm always increased value to consumers by decreasing the
price, increasing the quality of the product or service, and decreasingoraiary
costs such as the time and effottich required getting the product or service (Berry
et.al, 2002). In order to achieve the sustainable competitive advantage, the retail firms
are forced to achieve service strategy to gain the consumer satisfaction. Among those
strategies, service qualif$ervQual), the concept proposed by Parasuraman,
Zeithaml, and Berry (1988), which measures
widely accepted. Nevertheless, the other strategy which also becomes more interested
is service convenience (ServCon), thegapt proposed by Berry (2002), which
measures consumer 6s perception of convenie
is acknowledged by consumers who intensively concern about the service that require
minimal time, less physical, and mental effort towaegproduct and service (Berry
2002).

Although, the implementation of these two service strategies may provide the
competitive advantage toward the retail firms, it should be realized that each strategy
achieved by the retail firm suited to the diveigenof t he serviadeds prov
ized and customized). In the context of service orientation, there is no previolds scho
ar that studies these two theories in the same research.

Though ServQual shows the strength of concept which follows by neany r
seachers and ServCon indicates the usefulness of concept that becomes mdre accep
ed by the researchers, these two strategies will perform well under the suitable se
viceds provider divergent. Thus, et he objec
tween tke business strategies (Service quality and Service convenience) antt marke
ing strategies (Customized and Standardized) measured by customer satisfaction in
the context of retail firm in the department store. Which of these concepts isanore a
cepted by theonsumer? Which of these concepts is appropriated to the business
strategies? Should the service providers deploy these concepts separately or employ
both? To understand these results will provide useful benefit to the service providers.

LITERATURE REVI EW
This part provides more understanding about the overall picture ad-the r

search. The concepts of marketing strategy, business strategy, and consumer satisfa
tion which are importance for the study will be explored as the followings.
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MarketingStrat egy ( Service providerodés divergent)

Shostack (1987) claimed that a highly divergent service would put more co
cern about the performance of the process customization. A service of low divergence
would be concerned largely in standardization. Thus,icemprovider in this study
can be classified to two types. The first one is standardized; customers require less
personal services, low customer and employee contact, and less importance of e
ployees. The second one is customized; customers are morencaboeit the pe
formance of employees as importance and look forward for high level of cuatomiz
tion (Bowen, 1990).

Standardized

The first strategic type is a low priced. The customer in this type of service
more concern about the price that they wiice they do not want to pay for extra
charge. Thus, this service is more likely to focus only on the basic service function.
As this type of service requires minimum quality standard, its strategy will compete
on price and is often conceptualized as saadide. Therefore, this type of service is
focus on broad market focus and provides the same performance to each customer.
The service often distributed a reamhade package commodity to customer which
demand less participation from the customer (Bowe@0;1%&likangas and
Lehtinen, 1994).

Customized

The second strategic type is customized services. Customization can be stated
as the process which carefully concern on the needs of a customer by increasing the
customizing of the service offer. The flbiity in the service performance is provided
during the process in order to achieve individual demands of the customer. Haus, cu
tomization is type of a service which is considered as a markup performance, value
can be added to the service by customi#ifBowen, 1990; Valikangas and
Lehtinen, 1994).

Business Strategy

In order to set up the retail firm, the entrepreneurs have to pick up the business
strategy which appropriates to the business that they would like to enter. Tihis bus
ness strategy penfims as a pattern of business model to make the decisionsrand pe
formances to achieve the business goal. In this study, the researcher propose two
types service strategies, service convenience and service quality, as the bustness stra
egy selected by theteal firm.

Service convenience

Service convenience is a concept in which consumer required speciai-circu
stance to purchase or use a service. Berry et al. (2002) defined service convenience as
the perception of consumers which related to time andteffatr they spend to buying
product or consuming service. Berry et al. (2002) stated that service convenience is
composed by five dimensions thatnreflect t
ience during their buying process. These five dimensions algafeconvenience,
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access convenience, transaction convenience, benefit convenience, arehpést
convenience.

Decision convenience

Decision convenience referred to the situation that consumer put effort on
buying decision process which related te gvailability and quality of information
about the service provider and its competitors.

Access convenience

Access convenience referred to the process by which the consumers have to
put effort to go to the physical location or to spend time in theatipgrprocess.

Transaction convenience

Transaction convenience referred to the time that consumer have to spent in
physical queues. The more time spent in the process can be problematic since it will
lead to the negatively attitude toward the overaNiserevaluations.

Benefit convenience

Benefit convenience referred to the perception of the customer toward the
fundamental service experience which are more likely related to the services with
high utilitarian value.

Postbenefit convenience

Post bentt convenience referred to the perception of the consumer toward the
experience of service exchange. Post benefit convenience is more likely to relate to
service recovery efforts which responses to the error of the transaction or thecmalfun
tion of produts and services.

Service quality

Quiality of service is important in the retailing sector. Consumers perceived
service quality through a comparison of their expectations from the retail firm with
their actual service performance perception (Parasuramal) £988).

Service quality can be referred as the process that the retail firm deliver the
higher levels of quality service performance which distinguish them to be mare effe
tively in the marketplace (Parasuraman, Zeithaml, and Berry 1988). Parasuraman
Zeithaml, and Berry (1988) propose five factors which can determine the service
qudity: the reliability, responsiveness, assurances, empathy, and tangibility characte
istics of the service experience.

Parasuraman, Zeithaml, and Berry (1985) idemtifervice quality as SBR
QUAL which comprise of five determinants as the followings.
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Reliability

Reliability is referred to the degree t
promises and performance that serve to the best interests of the customers.

Responsiveness

Responsiveness referred to the process of willingness and readinessef the r
tail firm to provide service which aimed ¢t

Assurance

Assurance referred to the perception of customer toward the knowledge, cou
tesy, trust, and confidence that retail firm provides to its customers.

Empathy

Empathy referred to the perception of the customer toward the process of ca
ing and individualized attention that retail firm provides to its customers.

Tangibles

Tangibkes referred to the perception of the customer toward the appearance of
physical facilities, equipment, and all kind of materials that retail firm employed to
serve the best interest of its customers.

Customer Satisfaction

Customer satisfaction referréalthe stage where the customer occupied a
pl easurable experience with retails- firmbs
faction occurs through the continuous process of interactions with the retail firm
(Beatty, Mayer, Coleman, Reynolds, & Lee, 19@6osby, Evans, & Cowles, 1990;
Dwyer et al., 1987).

Customer satisfaction is a perception of a consumer toward total experience
received from retail firm. In service convenience, the purpose of the strategy is intend
to decrease time and effort thasstomers have to spend to acquire the service which
result to satisfaction evaluation. For service quality, the overall satisfaction-of co
sumer can be measured the different between the perceived quality and the expected
quality. The previous study on sere quality shown that five dimensions of service
are most relevant in determining perceptions of service quality and satisfacti@, nam
ly: tangibility, reliability, responsiveness, assurance, and empathy (Parasuraman,
Zeithaml, and Berry 1985, 1988, 1994
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RESEARCH FRAMEWORK

This part explains about the objective of the study and provides the guideline
of the research framework. The concepts of business strategies and markeéng strat
gies are used to set up the hypotheses.

Although there argeveral researches conducted to examine for the appropr
ate business strategies but neither of them concern about what is appropriabed matc
ing between business strategies and marketing strategies for the retail firms to employ
in order to provide the uliate satisfaction to their customer. The purpose oféhis r
search is to provide more understanding of the antecedents of customer satisfaction by
examining the fit of matching between marketing strategies and business strategies
which effects toward conswanr 6 s sati sfacti on.

Customized and standardized

The concept of customized and standardized is important for notesnly r
searchers but also the entrepreneurs who want to set up the business. These concepts
will provide different perception and expectatioom customer. The entrepreneurs
have to carefully select between them in order to survive in the business.

H1. The marketing strategies will provide different effect toward consumer satisfa
tion

Service quality and service convenience

The retail firmswhich survive in the fiercely competitive environment have to
employ an appropriate business strategy. In this study, there are two business strat
gies which will be examine for the effect
guality and service convance.

H2. Service quality is positively influence to customer satisfaction.
H3. Service convenience is positively influence to customer satisfaction.
Business strategy and marketing strategy

The alternative success of the retail firm will come fithin fit of the appo-
priate matching between business strategies and marketing strategies. Fronathe liter
ture review, customized strategy should appropriate match with service quality while
standardized strategy will more appropriate for service convenienc
H4. In case that retail firm select to employ customized services, the influence of se
vice quality will be higher than the influence of service convenience on custamer sa
isfaction.
H5. In case that retail firm select to employ standardized sertiees)fluence of

service convenience will be higher than the influence of service quality on customer
satisfaction.
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CONCEPTUAL MODEL

Service Convenience

Service Divergence

1. Standardized
2. Customized

Customer
Satisfaction

Service Quality

RESEARCH METHODOLOGY

The following will provides the more understanding the role of busineds stra
egiesandmakt i ng strategies toward custlomer sdé s
ysis within each strategy type. A multiple regression is performed to analyzerthe pu
pose of the study.

Dependent measures

The questionnaire is designed to measure the perceptoncf t o me-r 6 s s at i
faction toward on perceived service quality and perceived service convenience in e
ther customized strategy or standardized strategy. To check the validity of sgrvice t
pology or business strategy (customized and standardized), 15 pattidijpan As-
sumption University are asked to categorize the service provider in the shopping mall
by using sorting technique.

Procedure

The questionnaire is derived by adopting the ServQual scale from Rarasur
man, et al. 1991 and Cronin and Taylor, 199%. ServCon, the scale is adopted from
Seiders, Voss, Godfrey & Grewal (2007). Finally, the satisfaction is also adopting
from Seiders et. al, (2007) These scales will be translated to be Thai by a professional
linguistic then checked for the reliabiliby two academic judges. The questionnaires
will be tested by forty undergraduate students of a famous university in Bang-Na di
trict. After revise questionnaire, the field survey is used for collecting data.
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Sample

A total of 500 useable questionnairae used for testing the hypotheses were
collected from 4 shopping malls around Bangkok. In this study, the convement sa
ple with the mall intercept is selected for collecting data.

Instrument

A questionnaire is divided into four parts. The firsttgsudemographic se
tion. In this part, the participants are asked to answer four items, namely, gender, age,
income, and education level. The second part contains nineteen shops wiaeh repr
sents the retail firmds s hnespofthemamelse shoppi
represent the retail firms who employ the standardized strategy and the following
three lines represent the service providers who employ the customized strategy. The
third part contains forty items of ServQual and ServCon. The ldasisghe items

which will measure customer 60s satisfaction
guestionnaire administered to measure the impact of service quality, service-conve
ience toward consumer 0s s at i-pointdikerti on. Each

scale(t7) fl anked by anchors such as AStrongly
proposed scales are in the appendix.

Model analysis

In this study, the multiple regression analysis and indepemntisitare used
for model analysis. The ntiple items for each construct are summed to create one
research variable for each construct. Model analysis is conducted by using statistical
software.

PRESENTATION OF DATA AND CRITICAL DISCUSSION OF RESULTS

The following presents the results of thevey. The data analysis, interpret
tion and presentation of data from a sample of 500 respondents from four shopping
malls around Bangkok are presented into two parts, descriptive statistic profile and
hypothesis testing.

Descriptive statistics

Descrptive analysis is the transformation process of raw data into a form that
makes it easier to understand and interpret. In this study, there are two taleles of d
scriptive statistics, the first one is the demographic characteristics of respondents (sex,
age,level of income, and level of education) and the other one is the descriptive st
tistics for independent and dependent variables (SQ, SC, standardized, customized,
and customer satisfaction)
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Table 1 Demographics

Descriptive Statistics

N Minimum [ Maximum Mean Std. Dev iation
Sex 500 1.00 2.00 1.5060 .50046
Age 500 1.00 6.00 2.7000 1.39782
Income 500 1.00 5.00 3.7580 .86772
Edu 500 1.00 5.00 2.9760 1.03031
Valid N (listwise) 500

Table 2 Service Quality

Descriptive Statistics

N Minimum | Maximum Mean Std. Dev iation
Tangl 500 1.00 7.00 5.5820 1.08334
Tang2 500 2.00 7.00 5.8280 1.05861
Tang4 500 1.00 7.00 5.2960 1.21793
Rell 500 3.00 7.00 5.8500 .98256
Rel2 500 3.00 7.00 5.6720 .98710
Rel3 500 3.00 7.00 5.7880 .99046
Rel4 500 3.00 7.00 5.9080 .95570
Rel5 500 3.00 7.00 5.7960 .92742
Resl 500 2.00 7.00 5.3200 1.15250
Res2 500 2.00 7.00 5.2060 1.10726
Res3 500 2.00 7.00 5.3520 1.06695
Res4 500 1.00 7.00 5.2180 1.13889
Assul 500 1.00 7.00 5.3920 1.26235
Assu2 500 2.00 7.00 5.3500 1.11803
Assu3 500 3.00 7.00 5.6400 .99013
Assu4 500 3.00 7.00 5.6020 .96823
Emp2 500 1.00 7.00 5.5200 1.02161
Emp3 500 3.00 7.00 5.3800 .98871
Valid N (listwise) 500

Table 3 Service Convenience
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Descriptive Statistics

N Minimum | Maximum Mean Std. Dev iation
Decil 500 2.00 7.00 5.3720 1.06012
Deci2 500 3.00 7.00 5.6840 .95392
Deci3 500 2.00 7.00 5.3900 1.12090
Accl 500 3.00 7.00 5.4140 .95101
Acc2 500 2.00 7.00 5.5580 1.04346
Acc3 500 3.00 7.00 5.6320 .97287
Benl 500 1.00 7.00 5.9380 1.00208
Ben3 500 3.00 7.00 5.7840 .96913
Ben4 500 3.00 7.00 5.9260 99121
Tranl 500 3.00 7.00 5.4940 .99597
Tran2 500 3.00 7.00 5.4820 1.01179
Tran3 500 3.00 7.00 5.6140 1.04460
Postl 500 1.00 7.00 5.3040 1.22089
Post2 500 1.00 7.00 5.2300 1.14705
Post3 500 1.00 7.00 5.2440 1.12739
Valid N (listwise) 500
Table 4 Itembdbs reliability
Reliability Statistics
Dimension Cronbach's Alpha No. of ltems

Tangible 0.82 3

Service Rel 0.85 5

Quality Res 0.85 4

Assu 0.82 4

Emp 0.79 2

Deci 0.72 3

Service Acc 0.74 3

Convenience Ben 0.76 3

Tran 0.83 3

Post 0.89 3

Table 5 Independent and Dependent variables
Descriptive Statistics
N Minimum | Maximum Mean Std. Deviation
SQ C 500 3.22 6.83 5.5388 .73494
SC_C 500 3.33 6.80 5.5377 .68383
Sat_C 500 3.33 7.00 5.6027 77416
Valid N (listwise) 500
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Hypothesis testing
The results from the analysis shows thatehsra significant differentds
tween the shop that employs the standardize strategy and the shop that employs the
customized strategy toward the consumer satisfactiontwith 000 that support the
H1.

Table 6 Independent Ftest for Customized and Standedized

Independent Samples Test

Levene's Test for
Equality of Variances t-test for Equality of Means
95% Confidence
Interv al of the
Sig. Mean Std. Error Difference
F Sig. t df (2-tailed) | Difference | Difference | Lower Upper
Sat C Equal variances
assumed 87.818 .000 | 12.601 498 .000 .76052 .06036 | .64194 | .87911
Equal variances
not assumed 12.574 (388.028 .000 .76052 .06048 | .64161 | .87944

For H2 and H3 are also supported since the results from ordinary least square
regression show that both SQ and SC is significant influenced consumer satisfaction
with R?= 0.743 b = 0.435 with t < 0.000 for SQ, aril= 0.458 with t < 0.000 for
SC). In the case of strategy used by the retail firm, customized or standardized, co
sumer satisfaction is influenced by marketing strategies, service quality and service
convenience. In case of using customized, service quality and service convenience
provide significant influenced toward consumer satisfaction with- ®.483 b =
0.418 with t < 0.000 for SQ, arml= 0.336 with t < 0.000 for SC) which support H4.

In case of the retail firm employs standardized strategy, service quality and service
convenence also significant influenced toward consumer satisfaction \&ithOR789

(b = 0.404 with t < 0.000 for SQ, arm= 0.510 with t < 0.000 for SC) which support

H5.

Table 7 Multiple Regression

Customer Satisfaction
All Shop (N=500) Customized Strategy (N=249) | Standardized Strategy (N=251)

Service Quality 0.435%* 0.418%* 0.404%**
Service Convenience 0.458%** 0.336%** 0.510%*
R” 0.743 0.483 0.789
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SUMMARY, CONCLUSIONS AND RECOMMENDATIONS

The following presents the overview of the study including the summary of
finding and provides the recommendations for the marketers and practitioners.

As mentioned earlier, the objective of this study is to provide more-unde
standingabut the role business strategies towar
satisfaction. The results of the study provide the fit between the employing business
strategy and marketing strategy. First of all, this study presents the differem-perce
tonofcust omer 6s satisfaction betweene-the ret:
gy and standardized strategy. Then the study presents the important of busitiess stra
egies which are positively significant i nf|
sevi ce convenience and service quality are
perception (see table 7) which imply that the customer perceive the important of these
two business strategies.

In the case of customized, service quality and service cananalso play
the i mportant role in customerso6 satisfact
the customers are more concerning about the quality of service received than conve
ience perception. The retail firms that employ the customized strasgeg to more
concern about the quality of service provided to their customer. Anyway, the shops
could not ignore convenience provided to their customer since service convenience is
also significant although in less important than service quality.

In ca® of standardized both service quality and service convenience play the
i mportant influenced factor to customer so
more concerning about the perceived convenience rather than perceived quality. In
this situationthe retail firms that employ the standardized have to more concern
about the convenience provided to their customers. As the same as the shops which
employ customized strategy, the shops could not ignore the important of service
qualty sinceitalsopravde posi tively significaaat i nfl ue
faction.

From the overall, service quality play a quite similar important role to-infl
ence customerso satisfaction in any model
convenience playadiffeent 1 mportant role in influencirt
the business strategy used by the shops (0.458, 0.336, and 0.510). This finding implies
that service convenience is positively significant in all kind of business strategies but
in the differentevel. Any retail firms could not ignore the important of serviceigual
ty and service quality as both of the strategies play a vital role for the survival in the
business.

Service convenience is positively significant for any type of business strategy
in different magnitude. Service convenience plays the most important for the retail
firms which employ the standardized strategy which refers to the perfect neatch b
tween business strategy and marketing strategy since thettits model is highest
and themagnitude of service convenience in this model is also highest. As such, for
the retail firm which would like to employ the standardized strategies, employing se
vice convenience strategy is the key success to achieve the sustainable competitive
advantageFor any retail firm that would like to survive in the market place, they
have to achieve the service quality strategy especially for the retail firm that employs
the customized business strategy.
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Nevertheless, this study also employs several limitatsuth as the times
constrain, budgets constrain, and the most important, knowledge constrain. Although
this study provides more understanding about the role of business strategies-and ma
keting strategies, and the fit of matching these strategies hilltleéck of the genera
ization since it concerns about the appropriate strategy selection for the retail shop in
shopping mall. The further study can adapt these concepts to the broader scope or
employs more strategies to examine the influence towardtha t o mer s 6 sat i sf a
purchasing behaviors, and customer loyalty.

44



International Conference in Innovative Sness and Entrepreneurship 2018 MA&yZD18

References
Ajeneye, Francis (2006), fAPower and sampl e
MEDICAL SCIENTIST, 988990.

Berry, Leonard L, Seiders Kaestandegen and Gr e
Service Conveniencdpurnal of Marketing66, 1:17.

Bowen, John (1990), nADevelopment of a Taxo
Mar k et i n gJournal ofithg Academymf Marketing Scieri®,4349.

Clemes, Michael, Mollenkopf Diaree n d Burn Darryl (2000) , A AL
mar keting probl ems dldEJOYRNALSGFr vi ce typol
SERVICES MARKETING@4 (7) 57394.

Cooil, Bruce, Keiningham L. Timothy, Aksoy Lerzan and Hsu Michael (2007),
AA Longitudi na merB8atidactiprsandsShavefof Walles t o
l nvestigating the Moder at i niuralfoff ect of
Marketing 71, 67 83.

Cook, David P.,, GohCheHuat and Chung Chen H. -(1999),
Gl ES: A STATE OF T HRODURTONANIROPER-* , 0
TIONS MANAGEMENTS (3), 318338

Cronin, J. Joseph Jr. and Tayl or Steven A.
AReexami nat i on Joarmabof Nlarketiegh6s 55@68n , 0

Cronin, J. Joseph Jr. and TasysISBE®R- St even A.

QUAL:

Reconciling PerformaneBased and Perceptioihinus-Expectations
Measur ement of JoBreatof NMacketinggBy 125181t y , 0

Dabhol kar , Pratibha A.(2005), ALinking pro:
customer satisfaction aluations: An investigation of real estate agent
s e r v Intereatianal Journal of Service Industry Manageméstt (1), 10
27.

Ganesh, Jaishankar, Arnold J. Mark and Rey
the Customer Base of Service Providers:Eamination of the Differences
BetweenrSwi t c her s Jourrdhl oSVarketirey86s871H1.

Lew, G. Brown (1990), nConfkedJouinad of Sezvicée n Ser v
Marketing,4(1), 5359

Lovel ock, Chri st opher ceBltoGqinlS8adedig Markéti®yl as si f y
| ns i ddurnas of Marketing47, 920.

Ng, Sandy, Bennett R. Russell and Dagger T

services: the role of service delivery and consumption purpose in classifying
ser vi ce eJoynalofiServicesaviarkedn®1(7), 471480.

45



International Conference in Innovative Sness and Entrepreneurship 2018 MA&yZD18

Ol orunni wo, Festus and Hsu Maxwel | K. (2006
guality, customer satisfaction and beha
Managing Service Quality,6 (2), 106123.

ParasuramaA. , Berry Leonard L. and Zeithaml Val
Reassessment of t HoernabdEReA@YeX (4), £26 al e, 0
450.

Parasuraman, A., Zei thaml Valarie A. and B,

A Multiple-ltem Scale for Measing Consumer Perceptions of Service
Qu a | Jouryal obRetailing64 (1), 1340.

Parasuraman, A., Zeithaml Valarie A. and B:
Expectations as a Comparison Standard in Measuring Service Quality:
implicationsforFur t her RemleobMarkdiingdd, 111124.

Rosen, Deborah E. and Surprenant Car ol (19
sati sfacti on a imtdrnationahJournalyf Service industry , o
Management9 (2), 103125.

Seiders, Katlden, Voss Glenn B., Godfrey Andrea L. and Grewal Dhruv (2007),
ASERVCON: devel opment and validation of
venience scalelournal of the Academic Marketing Scieng8, 144 156.

Shostack, G. Lynn ( 1098o7u)g,h ASS erruvcidaueralaP o s htai nog
of Marketing,51, 3443.

Soteriou, Andreas C. and Chase Richard B. (1
model t o s eJownalofpegatioad Managemeds, 495508.

Stell, Roxanne and Donoho Casey L. (1996)A Cl assi fying services f
per s p eTtE JOURNAD OF SERVICES MARKETINI® (6), 3244.

Vali kangas, Liisa and Lehtinen Uolevi (199
nati onal IManatlomtJouma of &ervice Industry Magement5
(2), 7284.

Ver ma, Rohit (2000), AAn empirical analysi
factories, service shops, mMitesnations er vi ce s

al Journal of Service Industry Managemetdt, (1), 825.

Zeithaml,Vahr i e A. (2000), fAService Quality, Pro
of Customers: What We KnoJouraahaithewhat We
Academy of Marketing Scien@8§ (1), 6785.

Zeithaml, Valarie A., Berry LlheRBehagioral L and
Consequences o flouda of Marketmgb@8148. i t vy, 0

46



International Conference in Innovative Sness and Entrepreneurship 2018 MA&yZD18
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Abstract

The main purpose of this study (1) Study the differentiation in demographic
background of the senior secondaryt school 0
ing the purchasing decision for choosingglish tutorial school (2) Study the factor
of brand identity that affecting the purchasing decision to choose the English tutorial
school of senior secondary school s studen-
used in this study was 500 senior set@enr y school 6s studgents whi
lish tutorial school. The data were collected by a questionnaire and were analyzed by
Frequency, Percentage, Mean, Standard Deviatimst t Ftest, and Multiple Regse
sion with a significant level of 0.05.

The result of hypothesis testing shown that the differentiation in demographic
background composing of grade, income of the family, and influencer to choose the
English tutorial school were affecting the purchasing decision to choose the English
tutorial sclool. The factor in Brand Identity which composed of Physique, Reflection,
Personality, Relationship, Culture, and Seihge. While analyzed, the study found
that Physique, Reflection, Culture, and Selhge were affecting the purchasingidec
sion to choos the English tutorial school.

Keywords: Purchasing decision of English tutorial school

Introduction

Letdos take a | ook at the testing sched
Thai students have to facing with a lot of the exam paper along withsthelying.
First exam paper starts when they go to apply to the kindergarten school and-contin
ing until they graduated. Lots of the students have to cope with the stress and pressure
even from themselves and their family. So, the way that the studerits seee their
problem when they have to facing with a lot of the examination is tutorial school.

When the researcher considered the business background of the tutorial school
in Thailand, found that the reseamatedhds r es
the value of tutorial market in 2015 was 8,189 million Baht and will growth -8 pe
centages from 2014 and the data from Office of the National Economic and Social
Development Board predicted that the population in the age betwekh yEars old
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will be increase from 4,523,000 people in 2015 to 4,207,000 people in 2020 and will
continue decreasing in long term. From that situation, it will lead the tutorial business
industry facing higher competitive rate in the industryhis is so interesting théar-

get customer of this business industry will be decreasing but the growth rate of the
business industry is inverse. So, the business owner of the tutorial school will still see
the business opportunity in this market anyway the business owner un&yédab

ing with high rate of competitive with the other competitors in the market. One of the
way that will help the business owner to success in this business industry is to create
their Brand identity.

For this study, the researcher will focus on theliShgutorial school which is
the subject that every student has to use in the exam paper. The focus group of this
study is the senior secondary school 0s

Conceptual Framework

Independent Variable

Demographic Data

Dependent Val
Gender

Educational level
Educational plan
Tutorial school that they are studying
Familyoés income Purchasing de
Influencer for making purchasing decisig

= =4 -4 -4 4 -9

to choose English

tutorial schopl

Brand Identity Prism Concept

External factor

1 Physique
1 Relationship
1 Reflection

Internal factor

1 Personality
1 Culture
1 Seltimage

(Reference Kapferer, 2008)
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Objectives

1. To study the differentiation in demographic background of senior secondary

school 6s student who | ive in Bangkok

decision to choose the English tutorial school.

2. To study the Band identity factor that affecting the purchasing decision to
choose the English tutori al school
live in Bangkok and vicinity.

Hypothesis

1. The differentiation in demographic
student who live in Bangkok and vicinity will affect the purchasing decision to
choose the English tutorial school.

2. The external factor of brand identity which composing of physique, nefatio
ship, and reflection will affect the purchasing decision to chdtleseEnglish
tutori al school of senior secondary
vicinity.

3. The internal factor of brand identity which composing of personality, culture,
and seHlimage will affect the purchasing decision to choose the English tut
rial school of senior secondaryi- sch
cinity.

Methodology

This study follows the descriptive research method by using the questionnaire
for collect the data of brand identity that affecting the purchasing decisidotse
the English tutorial school of senior
and vicinity. Then, analyze the data and summarize the research result.

Data Collection

The study using questionnaire to collect the data. The questionnaire ompo
ing of 5 parts which is filtering the respondent, demographic background, brand ide
tity factor, purchasing decision, and additional suggestion. The sample that using in
this study is 500 students who are studying in the popular English tutorial scdool an
using NonProbability method with Convenience Sampling.
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Literature Review

1. Brand Identity Prism Concept
1.1Physique

Kapferer (2008: 184 8 3) Physique is the first thing
when thinking of the brand of the product. The phgsue can be Brandds b
it can be the tangible brand value added. In generally, brand will focus on the know
how, brandbés positioning of the key produc
physique is one of the components that be the pabtofand6s pr ot otype a
study focus on the tutorial school business industry, so the physique of the tutorial
school should be the teacher in who is the most success and famous in that tutorial
school.

1.2 Relationship
Kapferer (2008: 188.86) The exchaging between customer and operators is not just
only the product but this including to the exchanging of value and meaning of the
product. As the tutorial school, tutorial teacher is not just only giving knowledge and
studying technique to the studentst lishould be including to the class atmosphere
that funny and friendly with the students to push them to learn and talk with dhe tut
rial teacher.

1.3Reflection
Kapferer (2008: 186) Reflection is the ideal model of the customer that the business
ownerisepecting but it doesnot mean tshat Ref |
t omer . The reflection can identify dAdAwhat d
the product.

1.4 Personality
Kapferer (2008: 183.84) Personality can create by the way of commuminaBrand
personality can be compare with human personality. Jennifer L Aaker (1997: 347
354) stated that brand personality can divided into 5 main types. (1) Sincerity is a
warmth and being acceptance personality. (2) Excitement is a societal, active, and
powerful personality. (3) Competence is reliable and safety. (4) Sophisticatibn is a
tractive, elegant, and luxury. (5) Ruggedness is strong and hardy.

1.5Culture
Kapferer (2008: 184 85) Cul ture 1is the nourishment of
is the pover to push the brand to be creativity. The culture is the factor that control

the product, the way of brandds communicat
product is including to be the parat of the
tonod the productbdés value. The product that

product as it has to created standard that all of the branch must be follow.

1.6 Selfimage
Kapferer (2008: 18487) Selfi mage i s the mirror that refle
It will help the business owners understand themselves and improve themselves.
However, Selimage should be related with Reflection.
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2. Purchasing decision
Khaled Iba AbduWRahman AdJeraisy (2008: 64) The process of purchasing decision
can divide into 3 stage§l) Prepurchase stage is the stage that consumers are facing
with their need and want to satisfy their need which related with EBigekwell
Minard model. Kotler (2011: 152) This model composing of Need Recognition,
Search of information, and Evaluati alternatives. (2) Purchasing stage is the stage
that consumer decide to buy the product and (3) Post Purchase stage is the behavior
that happen after the consumer buying and using the product including to eliminate it.

Finding

Hypothesis 1The differentiation in demographic background of senior
secondary school 6s student who I ivre in Ban
chasing decision to choose the English tutorial school.

Table 1 Shown the analysis result of demographic factor affecting purchdsimg
sion

Independent Variable Statistic Sig. Result
Gender t-test .096 Reject
Educational Level F-test .020* Accept
Educational Plan F-test 224 Reject
Tutorial School

Angkriz t-test 416 Reject
Brithish Council t-test 931 Reject
Inlingua t-test .869 Reject
Wall Street t-test .062 Reject
Enconcept EAcademy t-test 379 Reject
Khun Kru Somsri t-test 121 Reject
Other t-test 411 Reject
Famil yds i ncon F-test .021* Accept
Influencer F-test .025* Accept

*Significant difference level = 0.05

Fromthe statistical analysis of demographic background of gender, thé signi
icant difference level is .096. As the significant difference level after analysis is more
than 0.05 so the gender is not the demographic factor that affecting the purchasing
decisionof the students.

From the statistical analysis of demographic background of educational level,
the significant difference level is .020. As the significant difference level aftey-anal
sis is less than 0.05 so the educational level is the demographictfedtaffecting
the purchasing decision of the students. Then, using LSD to compare mean of each
variable found that Grade 10 has difference level of purchasing decision from Grade
11 with the significant difference level at 0.005 and compare mean beGvada 10
and Grade 11 equal to .3422. From the result, the business should consider the need of
this two group for creating the course that fit to their need as grade 10 student will
focus on the review of the whole content that they had learned butaide ¢1 si-
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dent wi || focus on the specific part of ea
stand as they have to be ready for the national test such as GAT, PANEF.O

From the statistical analysis of demographic background of educational plan,
the significant difference level is .224. As the significant difference level aftey-anal
sis is more than 0.05 so the educational plan is not the demographic factor that affec
ing the purchasing decision of the students.

From the statistical analysis ofrdegraphic background of tutorial school, the
significant difference level after analysis is more than 0.05 so the tutorial school is not
the demographic factor that affecting the purchasing decision of the students.

From the statistical analysis of demgglai ¢ background of f ami
the significant difference level is .021. As the significant difference level aftey-anal
sis is |less than 0.05 so the familyds inco
purchasing decision of the students. Theing LSD to compare mean of each aari
ble found that the family that has an income 30,060,000 Baht has difference level
of purchasing decision from family that has an income more than 60,000 Baht with
the significant difference level at 0.009 aranpare mean between those two groups
is -0.3620. From the result, the business owner can be make a target segmentation for
the customer as normally the higher income should be expecting the thing that have a
good quality so the course that the tutorialosthshould consider for this group of
customers is to create the highality standard including to the facility and the staff
in the school.

From the statistical analysis of demographic background of influencer, the
significant difference level is .025.sAthe significant difference level after analysis is
less than 0.05 so the influencer is the demographic factor that affecting the purchasing
decision of the students. Then, using LSD to compare mean of each variable found
that the student who make decrsitm buying the course by themselves has difference
level of purchasing decision from the student who make decision to buying the course
by friends with the significant difference level at 0.005 and compare mean between
those two groups is .3645. And, teident who make decision to buying the course
by parents has difference level of purchasing decision from the student who enake d
cision to buying the course by friends with the significant difference level at 0.020
and compare mean between those two ggasip 3 1 4 6

Hypothesis 2 and Hypothesis 3 The factor of brand identity will affect the
purchasing decision to choose the English tutorial school of senior secondary
school 6s student who | ive in Bangkok and v
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Table 2 Shown analysis of Multipléinear Regression of brand identity that affecting
purchasing decision of English tutorial school

Unstandardized Standardized
Coefficients Coefficients

Brand identi-
ty

b SE, by t Sig. Tolerance VIF
(Constank 246 124 1.985 .048
Physique (X) 230 .049 216 4.709 .000* 207 4.838
Relationship .003 .053 .003 .053 .958 179 5.597
(X2)
Reflection 128 .058 124 2.221 .027* 139 7.179
(Xa)
Personality 11 .059 .109 1.863 .063 127 7.852
(X4)
Culture (%) 134 .063 133 2.115 .035* 110 9.109
Self-image .358 .054 .356 6.668 .000* 152 6.570
(Xe)

R=.886 R=.786 AdjustR=.783 SEy=.56737 F =309.946 p = 0.000*

*Significant difference level = 0.05

From table 2, Multiple Linear Regression shown that 4 out of 6 variables are
significant difference and will affect to the purchasing decision of senior secondary
school 6s students. The significanty-4 wvaria
sique, Reflection, Culture, and Satiage. It can create the Multiple Linear Regre
sionequation as following:

Y=T +1 Xi+1 Xp+ € [ #Xp+e

WhereY = Purchasing decision to choose the English tutorial school

f = Constant

f = Regression coefficients of independent variable

Xn = Independent variable

e = Error of Estimation of Y andY use symbol e for error of an
equation

Multiple Regression Equation (Unstandardized Coefficients)

Purchasing decision to choose the English tutorial school = .401 + .230 (Physique
128 (Reflectioph 184 (Cultur¢ 368 (Selfimagg
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Multiple Regression Equation (Standardized Coefficients)

Purchasing decision to choose the English tutorial school =(Ei&iqué¢ + .124
(Reflectior) + .133(Culture + .356(Seltimage

Summarize

For the part of demographic data, this study found that Educatievel]
Familyds income and Influencer have affect
English Tutori al school of the senior seco
Educational level can state to the differentiation of need between the stu@atle
10 and Grade 11 so the owner of tutorial school should consider the detail of the
course that can response to those needs. A
the tutorial owner to make a target segmentation as this study found tipetrtie
tion of purchasing decision of the group of income between 30,801000 Baht and
more than 60,000 Baht are difference. So, in generally the perception of those who
have higher income should be expect the thing that-dugiity. The course for thi
kind of customer should be accept from international standard and easy to access also
including to the facility should be persuade to the student to learn. The sectien of i
fluencer, the way of the communication of the tutorial school should be reledeho
group of the influencer as the influencer is parents the way of the communication
should be focus on the way of competence to make the parents reliable in the school.

If the influencer is friend, the way of communication should be focus on friendly a
funny as related to their age.

For the part of Brand identity, this study found that 4 out 6 variables can affect
the purchasing decision to choose the English tutorial school of the senior secondary
school 6s student s. T hie Selfimage. &d) theeperspeciive get t
that most satisfy the student as align from the study is the tutorial school has a variety
of the course and can response to their need. The second variable is Physique. The
perspective in the Physique that most satibfy student as align from the study is
Cleaning classroom and the classroom should be available to study. The third variable
is Culture. The perspective in the Culture that most satisfy the student as align from
the study is choosing the best thing for stkedents. The forth variable is Reflection.

The perspective in the Reflection that most satisfy the student as align from the study
is The learners gained more knowledge after learning at the tutorial school.
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NON-PROFIT ORIENTED LEGAL ENTITY AND HOW TO STAY SU  S-
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ABSTRACT

Purposei Nonprofitorganizah n s pur pose i s not to gmnerate p
der how these organizations manage to stay financial sustainable. Also, since there is a huge
competition among all the different organizations in Bangkok today, one can also wonder

how these orgdmations operates to not lose the competition. With that in mind, the purpose

of this case study is therefore described as:

1 to explore how noiprofit organizations operates to manage the difficulties regarding
financials and leadership and how they mam&g stay sustainable
To answer the purpose, two research questions are formed.

1. What are the difficulties within the noprofit organization regarding financials and
leadership?

2. How does the organization operate to maintain sustainable regarding faisiand
leadership?
Method T The method that was used to collentpirical data was interview.

Empirical data i the case organization does have some difficulties regarding finarsial su
tainability and leadership, but they are aware of them and theystrategies ondw to -
erate to manage these.

Result & conclusioni within the organization, they are focusing on the money income from
their members but the focus is also on creating value for them, and it is value that will create
susainability.

Keywords: Non-profit organization, Danisfihai Chamber of Commerce, sustainability
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INTRODUCTION
Me, Linda, the author of this case study has been doing an internship at the Traiish

Chamber of Commerce. During rtiyne there | got interested in how a neprofit organia-
tion works and | decided to contiua case study within that aréahooseto focus a little bit
on exploringnon-profit organizatbns in general and then focus more specifically on the o
ganization of DanisfThai Chamber of Commerce.

Background
Non-profit organizations are organizations which purpose is not to generate profit for

its officers and members. A ngmofit organization operates like fprofit organizations,e

cept the fact that the public cannot buy any s{&@cial Economy Network, u.d.gsenerally
non-profit organizations are the business organizations that exist to serve some public need
without the intention of gaining a profit. Examples of qofit organizations are schagl
churchesand community service organizatior{dackson, 20062018)

Regarding noiprofit organizations, the history tells that these kinds of organizations
were developed as early as in the middle of tecgdtury. Usually, these organizais
were founded by religious organizations, by churches and for the establishment of educational
institutions. In the beginning, neprofit organizations did not operate so much with gover
mental regulation or sanction, but in the beginning of tffecegtury the federal and state
governments started to get involved in the establishment and regulationspybfitn
(Social Economy Network, u.d.)

The general definitionofnepr of it or gani zati ons itommpl i es
for it, that there are specific purposes of the set ups eprafit organizations in Thailand.
The purposes could be research in health, education, science or activities for the benefit of the
society in the form of charities or foundations. In ildrad, the norprofit organizations can
be established either as associations or companies. Whether it is an association or a company
the main goal is to reinvest the profit or donations for further projects or actiyitres.
Company Formation, 2017)

To be able to establish and run a 4poafit organization in Thailand the organization
must be registered with the Thai Ministry of Interior, as a legal entity with owners and-regul
tions. The information that need to be inclugdten registering are details about the owners
and the board of executives, the purpose of the foundation, the rental agreement or ownership
title of the location of the neprofit organization, copies of the identification cards of the
foundation membershe address of the institute as well as, if assets are registered, a copy of
these documents. Furthermore, when registering graiit organization one should have in
mind that Thailand also requires a deposit of minimum THB 200,000 to be registared in
bank accountThai Company Formation, 2017)
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Problem Description
Sincenopr of it organizationds purpose vVis not to

enues and expenses must be as large to maintain sustainable. Exaepeffinancial ss
tainability, there must be a sustainable leadership succession planning as well as adaptability,
and strategic planningNational Council Of Nonprofits, 2018)

The difficulties within financials that neprofit organizations are facing are relatively
easy to see. In Bangkok, Thailand, there are lots of competitions amongst all the different
companies and businesses. Since the number of members and the number of spongers are cr
cial for the norprofit organiations and the competition in Bangkok is huge, it is difficult to
find members who would like to become members of particularly your organization.

Regarding leadership and how to manage to keep good employees withiprafiton
organization in Bangkolsia challenge today. Why it is a challenge right now, is because of a
trend where people jump from company to company, in order to gain more money for every
change of company.

Purpose & Research question
As mentioned in the background and in the proldescription,nospr of it or gani zat.

purpose is not to generate profit, which make one wonder how these organizations manage to
stay financial sustainable. Also, since there is a huge competition today, as explained in the
problem description, one catsa wonder how these organizations operates to not lose the
competition. With that in mind, the purpose of this case study is therefore described as:

9 to explore how noiprofit organizations operates to manage the difficulties regarding
financials and ledership and how they manage to stay sustainable

To be able to fulfil the purpose, two research questions were formulated. First same info
mation must be submitted about what problemspraifit organizations are facing and in this
case study, what problenthis particularly organization Danidthai Chamber of Commerce
is facing. The first research question is therefore formulated as:

1. What are the difficulties within the neprofit organization regarding financials and
leadership?

The second researchestion will be formulated to answer how the organization operates to
stay sustainable. The research question is formulated:

2. How does the organization operate to maintain sustainable regarding financials and
leadership?
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Scope & Delimtations
The scope fothis case study is t@ok into the difficulties within sustainability regarding Ron

profit organizations. The scope includes financial sustainability as well as sustainable leade
ship. This case study is delimitated to only one-puofit organization.

METHODS
Design
Case Study
When conducting a case study, it should be restricted to a smaller group of people.
The meaning of the word ficased in thi-s context

vidual or a group of individuals. A case studwlso a good method to use when studying

more than one organization, especially if one wants to study two different organizations and
compare them with each other. Also, when doing a case study, the focus should be to cover
all the information within thepecific subject. By using interviews, observationsjoestio-

naires as data collection, all the relevant information within the specific subject should be
covered(Davidsson & Patel, 2011, ss.-58)

Generally spokerthis research method should be used when considering questions about
how or why.(K. Yin, 2006, s. 17)

Data collection
Interview

Interview is a way of collecting data when doing a case study. Interviews are usually
conduced in real life, which means that the interviewer invites the interviewee to meet in a
certain place to be interviewed. Although, the interview can also be conducted over the phone.
An interview is based on questions and depending on the scope of tistudysthe number
of questions may vary. Before the interview, the interviewer needs to prepare the questions
and write them down in a docume(Davidsson & Patel, 2011, s. 73)

Before the interview takes place, the intervee must be briefed about the purpose of
the case study and the person should also be informed about what the given information will
be used for. Another important point is to inform the respondent whether the interview is co
fidential or not. Should thmterview be confidential, the only one who would have access to
personal information is the person who is conducting the case study. After the interview, all
the personal information must be eliminated, so that no one could identify this person. The
respmdent also always has the right to be anonym@esvidsson & Patel, 2011, s. 74)

When interviewing and when formulating the interview questions, one can choose to
use different degrees of standardization and differermedef structuring. Standardization
regards in which order the questions are asked and how the questions are formulated. When
choosing a high degree of standardization, the questions are asked in a specific order and if
there are more than one person beirterviewed, the questions should be exactly the same
for everyone to answer. When choosing a low degree of standardization, the questions are
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asked in an order and formulated in a way that is suitable for the conversation. Regarding the
structuring, itdepends on how the questions are formulated. If the question requires only a
yes or a no the degree of structuring is high, versus if the question let one give a noanced a
swer, the degree of structuring is loiPavidssm & Patel, 2011, ss. 757)

In this case study, one person will be interviewed only. The interview questions witt be fo
mulated with high degree of standardization and low degree of structuring.

LITERATURE REVIEW
Sustainability within non-profit organi zations

Ann Latham is a contributor who writes about strategic clarity and its power $5 tran
form results. She has written an article about sustainability withirprafit organizations
and she explains some problems and soluti@@sham, 2016)

One problemisthatnemr of it organi zations are short of
enough resources. She also describes that the employees working for these organizations are
having too much wor kl oad a nsihcedhe finéntialspet pai d f a
strapped the insecurity comes hand in hand and unfortunately the main focus becomes on
money. When the focus is mainly on the money, the work will be to gain memberships, boost
donations and try to get more people to attend @iffeevents. What happens then is that, to
attract more of what was just mentioned, you constantly brainstorm new schemes. The things
that happens while working like this is that you stop caring about who the donates are, who
the ones who are joining theenis are and so ofLatham, 2016)

Latham points out that a typical consequence when chasing money could be that you
have endless debates about priorities. Also, a chief symptom may appear which means redu
ing cost and narrovhinking. The problem that follows, when being afraid to spend and
afraid to take risks is that you will never reach sustainable success. The force of a money
capacity vicious circle is a terrifying force and it could destroy the energy and optimism as
well as motivation within the board and stgffatham, 2016)

Latham brings up a keyword, value, which fonofit organizations should shift their
focus on instead of money. According to Latham, value attracts money and money creat
capacity. Then capacity creates more value. Th
circleo. After understanding this circle, t he
wants to have, how the world will be better off if the organizasicecteed, who will benefit
directly and immediately and how the organization will measure real success etc. Next step is
to think about who car es, because itdéds from th
least, Latham describes that when the omgdion has created a stable link between its cause
and revenue sources, creating partnerships is a great strategy to increase the ability to have the
impact the organization is longing for, because value attracts mdatlyam,2016)
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EMPIRICAL DATA
Description of organization

The case study was conducted at the Dahisli Chamber of Commerce which was e
tablished on 30 June 1992 and is a-poofit orientedegal entity. The organaion exists to
help corporate people Fhailand with business between Denmark and Thailand. Ddiiah
Chamber of Commercebés purpose is to support an
by doing that, hopefully the tradelivéxpand. The organizt i on6s pur pose is al s
provide DanishThai companies with a stronger collective voice in the dialogue with Thai
authorities as well as create and set up a forum for the Thai and Danish business people living
in Thailand or traveling there for business purpose to get the opportudiysame netwde
ing with each other. The Danidhh a i Chamber of Cofaciiaetebuse 6s vi son
ness opportunities by optimizing synergies between Thai and Danish values as well as raising
standards of socially responsible and environmentally sueitdé business practices a n d
t hei r mi grevidean adtive forfir ia which members benefit from:

1 Possibilities for collaboration through network

1 Access to relevant information

9 Participation in international and domestic networks with Chamberstiaatd: offic-
es

9 Exchanging views, agreeing on common goals and collectively acting to acld@eve th
se

T Promotion of the ChamDaishThanChamiber ohber sd pr of i
Commerce, 2018)

Difficulties
Regarding the financiaifficulties, the main difficulty that was described is thege

competitionbetween all the different organizations operating in Bangkok. The competition

described in the interview, is about getting people attracted to attend events that the Danish

Thai Chanber of Commerce is organizing instead of these people getting attracted to attend
someone el sebs event s. Anot her difficulty des
struggle is to gain members and to keep them. Since the core income comes froomthe me

bers they are crucial for the organizations existence.

When talking about the leadershipete was a period when the @hber was running
Al ow steamod a n Hreakdominueuslyith staffeThercavm&vena situation
some time agavhen thee was no staff for six months. Today it is more stable but there is
always a challenge to keep staff because olitfenployment raten Thailand, which is less
than 1 %. That means that there are a lot of jobs and thaivbhleérs are jumping from job
to job in order to gain some more money formwehange of job.

Other difficulties that regards leadership is that the environment in the office today is
not suitable for the organization and the consequence will be, as the secretary director stated
iif gmeri&®& not in shape you cannot work good ¢
are directors of the board dondét get any sal ar
tion and some persons may only use the organization as an advantage in theivaten pr

business.
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How to operate
To manage to maintain sustainable in Bangkok with the markedly competition, Danish

Thai Chamber of Commerce is trying to operate in new ways of behaving and servicing their
members. The new way, that will keep members gotout and visit them and listen to what

they have to say. ltds i mportant to get to kn
advises and also give the members the best help prontistimbusinesss well as help them

getin contact with othemenbers andwvith other Thai busiess relationships in Thailand. By

giving the members something they value and something that is beneficial for their business,

that way the organization will keep members and also gain more.

Other things the organization dot keep their members pleased, and thereby-mai
tain the financial sustainability, is two easy but very important things. Those things &re to a
ways answer the phone when the members are calling and also responding to emails very
quickly. The office haseen that when they are responding emails quickly, more emails are
coming in and that means that responding quigklgs a very positive effect.

Regarding attracting people to come to events, both members andenapers, the
Chamber is starting to collabkate more and more with the other Nordic Chambers irgBan
kok. The coll aboration could be just to help p
and having networking eventsgether.

How the DaniskiThai Chamber of Commerce is operating to mamtaisustainable
leadership is by having good communication between the office and the board. Whenever
there is a problem, it should be brought up during meetings so that the problem can be solved
together. To keep the staff at the office, the Chambes@udsing whether the salary needs to
come up a little bit, not only to keep staff though, but also to get more quality and results out
of the work. A combination having approximately three fulltime employees with good salary
and also one intersix monthsat a time would make the organization more sustainable, both
financially and with leadership.

In the near future, the organization alsould like to hire a Thai journalist to post
business news and present Danish companies in the Thai newspapers,talgogdstories
from visiting members. Earlier the Chamber has also exposure Danish and Thai companies by
visiting them and making videos about the companies. That was very much appreciated and
these companies were very keen to become members. This eshsanthe Chamber also
would like to do again, when resources in terms of staff is in hand. When working with this
strategy one must also rememberkeep it sustainabléhere must be time fdollow ups and
keepng the contacwith the members so thttiey feel they are getting something out ef b
ing a member of the Chamber.

RESULT AND CONCLUSION
When analysing the empirical data together with the literature review to see whether

there are any common patterns, there are somdgedliat the theoryags is that it ism-
portant as a noeprofit organization to not only focus on money. Instead the focus should be
on value. DanisiThai Chamber of Commerce is focusing on money, but they are also doing
more and more to create value for their members, whieains they are on the right track to
be able testay sustainable for a long period of time.
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The difficulties the organization have seems to be manageable and there are different
strategies used to keep members, gain members and also to attract memisdirasason
members to attend events. Regarding leadership, it is ok now but improvements and some
changes needs to be done and bélidone in the nearest future.

A conclusion of this case study, having the purpose of the case study in mind, would be
to focus on the right things, which are creating value for members and also to create a great
work area for the staff in the office as well as giving the staff fair salaries. Having an open
communication is also very important so that problems easily caph\migogether with the
board. Furthermore, how successful one wants to be in these kinds of organizations, depends
on the effort and the work one puts down.
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ABSTRACT

Purpose:management and leadership are two very important but different theitgs

need to be equally incorporated in an organization for the organization to bessucces
ful.

The purpose of this report is therefore described as:

0 To emphasize on the importance of leadership within an organization as well
as how the welbeingofanogani zati onds empl oyees can
and higher sufficiency.
To show the consequences of an inadequate management and lackref leade
ship by demonstrating how this can be a hindrance for the development of the
organization
0 To compare how swedicompanies and thai companies are managed as well
as draw parallels.

The questions to help fulfill the purpose are:

O«

1. What are the definitions of leadership and management and what role do they
play in an organization?

2. How is the management and leadershithe Thai company and how is it
compared to Swedish management?

Method: The data collection of this report consists of observations and experiences at
the case company. Observation was chosen as the data collection method because it is
especially usefulvhen gathering information in areas relating to behavior and shift in
natural settings or naturally occurring situations.

Empirical data: In the observations of case company four different scenarios at two
different locations were studied. These foureslations were done by two observers.
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Result & Conclusion: The observations have been studied and analyzed and-the a
thors have found that there is a lack of leadership in the case company but it is to be
noted that the authors are of swedish origin aredefore the report has been subjec

ed to a swedish point of view.

INTRODUCTION

1.1 Background

AManagement o is a term that generally refe
people involved in 4 of the main functions within an organization. Théaacfions

are: planning, organizing, leading and coordinating resources. Shortly described,
management is the administration of an organization. Management is often spoken of
together with leadership but these 2 terms differ. Management is often inrsmalle

scale and more focused on details than leadership. In management, achieving the
goals that are set is the main focus and the focus is almost always tactical with aspects

on the organization's strategy. Directing and monitoring are two examples af-the a

tivities done while managing. The management directs and monitors the employees to
achieve the specific goals (UKessays, 2013). Mary Parkett Folleti(1888) -
scribed management as WAdAthe art of ngetting
agement is impdant to an organization is because an effective management involves
controlling and organizing resources (people included) under the managers influences,

to ensure better coordination, proficiency and the best possible positive outpet on ev

ry possible fiéd.

Leadership can be defined as a practical ability surrounding the skills of an individual
or an organization to "lead" or guide other individuals, teams, or entire organizations.
Leaders help others in addition to themselves to do the right thingg.btild an a-

piring vision, set directions and create something new as well as motivate. Leadership
is about mapping out where you need to go to "win" as a team or an organization; and
it is dynamic, exciting, and inspiring. Gary Yukl (2006), a Profesg$dvianagement

and Psychology at the University at Albany, distinguishes the discussion of leadership
based on who or what leadership is aimed at. He identifies 4 different levels of leade
ship. The most unusual is the individual level. This level focuses G- e h i er shi po
discussion, which among other things, involves managing managers effectively, better
identifying and achieving personal goals and observe behavior. Then we haye the d
adic level, which includes a leader and a subordinate. The crudidlgra is how the
relationship develops over time and what behaviors can promote development. The
next step is the group level, which focuses, among other things, on how the leader
manages group processes and meetings. Finally, we have the organiZatiehal

This concerns overall issues regarding the survival of the organization, relation to the
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principal, the behavior of competitors, market developments, negotiations with fina
ciers, legislators, suppliers and so on.

Leadership vs management

While leaders set the direction, they must also use management skills to guide their
people to the right destination, in a smooth and efficient way. Only managers count
value; some even reduce value by disabling those who add value.

By contrast, leads focus orcreating value, he or she generates value over and above
that which the team creates, and is as much a-ca&aor as his or her followers are.
Leading by example and leading by enabling people are the hallmarks oflzesiech
leadership. Just as manag&ave subordinates and leaders have followers, managers
create circles of power while leaders create circles of influence. Management consists
of controlling a group or a set of entities to accomplish a goal. Leadership refers to an
i ndi vi du tlinflusncearhotiviate, ang enable others to contribute toward o
ganizational success. Influence and inspiration separate leaders from managers, not
power and control (Ryan, 2016). But overall management and leadership are two
things that need to be balatcand equally integrated in an organization for it to be
successful. Both are crucial and needed, for the profitability andbewlf of the
employees.

1.2 Problem Description

For a manufacturing company to evolve it is crucial to have a good managament
strong leadership. An organization with an effective and capable management and
good leaders will guide and motivate the employees to work more productively and
efficiently. Consequently a bad management will lead to a negative output and setting
for the employees. This will prevent the employees from developing further and
therefore preventing the organization from evolving (Yukl, 2006). This is a problem
that has been noted in the company that is in interest in this case study. It has been
noted thathe company in question is heavily hierarchical and there is a lack af-oppo
tunities for seHdevelopment within the employees. The company seems to have all
its focus on raising their profits and becoming more acclaimed which has led to the
neglection ofthe employees motivation. Many employees do not feel secure when
expressing their thoughts and ideas because of fear for rejection. Some employees
would rather remain quiet and never express their true thoughts. An environment like
this does not only pr@nt the employees professional development but also their i
tention and will to develop. Before, the human energy was not considered a factor in a
teamds success, even though it i's known
trust level, the team willever fully be successful. The managers have somehow fir

ly rooted fear in the employees mind, which has led the employees to skulk around in
fright that they will make a mistake. The problem in this organization is that the ma
agement seem to have forgottinat an empathetic, trusased leadership is not only
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the most effective way to lead a team, but also the most profitable way to rom a co
pany (Ryan, 2016).

1.3 Purpose & Research Question

As previously mentioned in the background and the problenrigésn, management
and leadership are two very important but different things that need to be equally i
corporated in an organization for the organization to be successful. Thieeive]l of

the company depends a lot on the virding of its employees antdis important that
this is known within the company.

The purpose of this report is therefore described as:

0 To emphasize on the importance of leadership within an organization as well

ashowthewelbei ng of an organi zat iftabliys empl o)

and higher sufficiency.

0 To show the consequences of an inadequate management and lackref leade
ship by demonstrating how this can be a hindrance for the development of the
organization

0 To compare how swedish companies and thai companies argenaas well
as draw parallels.

To be able to fulfil the purpose it is important to understand the meaning of leadership

and management. The first research question is thereby:

1. What are the definitions of leadership and management and what role do they
play in an organization?
When the two terms have been defined and their importance has been established, the
next step will be to evaluate what kind of management the organization in question
has as well as why it has it. This report will then try to finddlfferences and sim
larities between the management in the thai company and the managemeni-in an e
ropean country, in this case Sweden. Therefore the second question is:

2. How is the management and leadership in the Thai company and how is it
compared to ®edish management?
To be able to answer these questions as well as fulfil the purposes, data collection in
form of observations have been collected and studied. To complete this, empirical d
ta in form of own experiences has been used. Theoretical datapfeviously had
course materials has also come to use.

1.4 Scope & Delimitations

The scope of the study will be on how a Thai company are handling management and
leadership compare to the Swedish use of management. Delimitations will Ibe the i
terface fran observations from the departments Corporate Strategy & Busimess D
velopment and SAT1 (the factory building) at the Bangna factory. How other parts of
the Company and other companies in Thailand are managed will not be included in
this report. Sincethewi t er 6 s education i s basad on
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nies are managed, this case study will be performed from that point of view. Opinions
on this matter might vary depending on from which part of the world and which cu
ture the reader might have.

METHODS

2.1 Data Collection

The data collection of this report consists of observations and experiences at the case
company. Observation was chosen as the data collection method becauseei is esp
cially useful when gathering information in areas relatingebavior and shift in na

ural settings or naturally occurring situations (Patel & Davidson, 2011, p.91). The
kind of observation that has been used in this report is participant observatian. Parti
ipant observation is a method that means the observensvaieed with the people

who are being observed. The observers have taken on the role that is being studied, in
this case the role of an employee at the case company. This specific method-was ch
sen mainly so that the o0 bpoietaswel a obtamu | d
events and information that the informants may be unable or unwilling to disclose.
This method would also enable the observers to be aware of any inaccuracigs provi
ed by the informants. Participant observations allows for richigildd description,

get

which could be interpreted to meam- t hat or

tions and situations as understood- by
vantage with this method is that it improves the quality of data colfeeind inte-
pretation Kawulich, 2005).

2.2 Reliability and Validity

The purpose of validity is to measure what is relevant to the context whilst reliability
is to measure in an authentic way. A high extent of both reliability and validity should
always ke the aim during collection of data. Reliability and validity are dependent on
each other to get the right quality of an instrument. High validity is dependent-on rel
ability, but the reliability is independent of the validity. Reliability means thatrte p
sented knowledge is trustworthy. The main purpose with reliability is to minimize
failures in a research (Yin, 2007). To insure the reliability of the report observations
has been conducted by two observers, this to reduce the subjectivity in theoreflect
Validity is the criteria that shows how well a tool is measuring what it is supposed to
be measuring (Erin D, 2009). Just because validity can be high in one case study
doesndét mean it is wvalid in ot heportde ase
servations have been made on two different business units at the company.
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EMPIRICAL DATA

3.1 Company description

The case study has been conducted at the Thai company Somboon Advancé Techno
ogy Public Company Limited (Somboon Group). Somboon @mwas established in

1962 and is a manufacturer and distributor of motor vehicle parts for passenger cars,
pickup trucks, trucks and agricultural machinery. The company has over 2600 e
ployees.The Company's products include axle shafts, disc brakes, chkes,b=-

haust manifolds, leaf springs, stabilizer bars, hot coil springs, among others (Somboon
Advance Technology PLC, 2011). The Somboon Group has some subsidianes; So
boon Malleable Iron Industrial Company Limited, Bangkok Spring Industrial @emp

ny Limited, International Casting Products Company Limited, and Somboon Forging
Technology Company Limited. In 2005, Somboon Group was listed on the stock e
change of Thailand. Their customers are both original equipment manufacturers
(OEM) and replacement equment manufacturers (REM) (Somboon Advancehfec
nology PLC, 2011). Some of their customers are Toyota, Honda, Suzuki and
Mitsubishi Motors, they have recently sign Mercedes Benz as a customer.ihe co
panyb6s core values ar e; @GawthiSdocietp Sustpm e , Busi
bility is something that the company is focusing on, especially the social and the env
ronmental pillars. Their production is located in Bangna and Rayong.

3.2 Observations

In the department of Corporate Strategy & Business Dpusdot, where one of the
observations took place, sirong hierarchy is evident at many levels. Well formed
patterns of rank & authority can be observable. For example when a person with a
higher rank walks into the office, the rest of the workers are qu@twork on their

projects. But when the same higher ranked person steps out of the office, workers
stops working and start joking around. This behaviour can go on until the higher
ranked person is back in the office again. The given answer when askiaigtlais
behavior was fiWe have tWhemsahgherranked geesant f or
says something all/l others are ewwpgycted to
wrong. This behavior makes many good ideas go to waste and people hesitate to co
tribute with new ideas. Other scenarios that has been noticed, is when people co

plain about the heat in the officésr in the factoryXo a higher ranked person they
dondét do care for it.

Another example is during a presentation atdbpartment of Qporate Strategy &

Business Developmendbne by an intern , the Vice President of the business unit, was
criticising some of the information. I nfor
was present during the presentation, had provided the internBDuting this the s-
pervisor was just sitting quiet and didnot
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turned out that the supervisor had misinformed the intern but this mistake was later
blamed on another employee, and this because the supervisorhuilgls position
within the company and therefore he cannot be responsible for such mistake.

Another observation made was in the SAT1 building where there was a mesting b

tween an intern and the assistant general manager of the company. The intern was
supgposed to present her final presentation about how her internship had wemt: The i

tern sadly said that even though the experience in the company has been great, she
cannot say that she has acquired much knowledge and this is because many of the
tasks handetb her were inadequate and included a lot of confusion. The intarn co

tinued saying that the general manager should not expect a big presentation about
what she has learned because there is not much to say. The general managef then su
gested to the interwhat she should have on her presentation. He told her what to say

on her presentation and that a powerpoint

she has | earnedo. The shocked intern then
that she had not denand why the general manager thought she should do this. The
gener al answer ed: Abecause we (the compan)

therefore you (the intern) cannot go and say that you have not learned anythayg, ther
fore we will provide you witha powerpoint and short instructions of what to say. All
you need to do is rehearse. 0

Yet another observation is that the SAT1 has monthly team competitions. The teams
consists of 45 people and the employees can arrange the teams themselves. Every
employee in the company can participate and the teams can consist of employees
from all departments. The goal of the competition is to find the best solution for a
problem given by the executives. The teams have to provide the solution that they
think is best ad when the competition is over, the team with the best solugion r
ceives an award. according to the executives, this is a way to make all emplpyees c
operate as well as get to know each other.

RESULT & CONCLUSION

As earlier written in this report, leadhip can be defined as a practical ability-su
rounding the skills of an individual or an organization to "lead" or guide other ind
viduals, teams, or entire organizations. Leaders help others in addition to themselves
to do the right things. They build aspiring vision, set directions and create sem

thing new as well as motivate. Management is often in smaller scale andanore f
cused on details than leadership. In management, achieving the goals that are set is
the main focus and the focus is almost alveactical with aspects on the orgamiz

tion's strategy. Directing and monitoring are two examples of the activities done while
managing. Managers count value while leaders focus on creating value. In the case
company, the observers have observed a bigdaddaders. The executives seem to
have a strong hold on their employees and they make sure to remark their position as
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well as show their power. The observers have clearly witnessed how the employees
fear to express themselves. No one seems to be abkytoo or give an opinion

when it comes to decisions made by the management, this had led to a lack af motiv
tion amongst the employees. As stated in the first example, the employees only work
to please the higher ranked and when given free time, thay weshow their true
selves and relax. Since there is no leadership within the company, the employees have
no trust in the management however they have a tremendous respect for the exec
tives. This respect can sometime be misleading and confused wittciappre A

strong theory that the observers have is that this hierarchy is based on the ldvel of e
ucation of each individual employee. Since the executives are the ones who have the
highest level of education, they consider themselves to know best exegh tthis
sometimes is wrong. A high education does not indicate a high competence pr intell
gence. Many of the employees have good ideas that could lead to great improvements
within the organization but are hindered by the hierarchy.

In Sweden, the orgézations do not have such hierarchy like in this company. There

are different |l evel s of positions within t
between the lowest ranked employee and the highest ranked. It is also very common

that swedish organizans encourage all employees to speak up about their minds and

ideas. Many believe this to be the best way for a company to grow and become more
profitabl e. Titles arenot as I mportant an
dondt have tloshkijesthecayse thebosmise talking. In Swederk-thin

ing differently is encouraged and is seen as the key to success. Thinking differently
generates different points of view, which gives the company a big perspective on

things. Swedish managers oftenokv their own limitations and are a reflection of

their employees, which makes them great leaders.

Even though this company lacks in many aspects of leadership, they still value the
relation between the employees. The monthly competition shows thatatteeglmout

how their employees work together as well as show an interest in their ideas- In co
clusion, it is important to note that the observants are unfamiliar with the thai work
environment, therefore some things that have been noticed as inadequdtbecou
perfectly normal and in some cases considered as good in Thailand, thus the observers
are certain of the reliability of this report but the validity may not be as assured. The
observers are of swedish origin and can thereby not relate to the thae cwhich is

why there may have occurred some misunderstandings and confusions, butrthis is u
beknownst to them.
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ABSTRACT

Purpose- The ThaiSwedish of Chamber core business is to contribute to their-me

bers but there is a |l ack of structured me
their members plays an important role, one important thing is to keep track of the
companyo6s informati on -td-dateaHermentde purmosekoe ep t h e
this study is:

0 Explore the beneficial factors for the focal company with better structure f
their members data information.
Two fulfill the purpose, two research questions are constructed:

1. How can the focal company benefit from

2. How would the implementation of a CRM system affect the management of the
structured datdor the organization?

Method - To gather relevant data, two methods were used for this case study, doc
ment review and observations.

Theoretical Framework - Documents describing the beneficial factors with cstru
tured data and the usage of a CRM system.

Result & Conclusion- The problems occurring in this case study, together with the

findings from the theoretical framework generates a result which has been analyzed.

The focal company would benefit i n-t ernally
nancial ad management level. Implementing a CRM system would make the focal

company benefit externally towards their Members in terms of relationship strengt

ening.
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Introduction

The following case study consist of informatiamd observations of the Th&wedish
Chamber of Commerce where two students performed their internship. Two research
guestions have been stated regarding theexasting structured data and how irepl
menting a CRM system would affect the company.

Background

Briefly information about the The&Bwedish Chamber of Commerce based on the st
dent sé6 experiences from their internship.

Company description and Internship assignment

TharSwedish Chamber of Commerce have been present in Thailant for a
most 30 years ahwith its 100+ members, established itself steady in the international
business community. The 100+ members consists of companies, individualsi-and st
dents on different partnership/collaboration levels. The company offers networking
events and other actiies for its Members and through an active Chamber Program
Committee, they secure guest speakers from the top of Thai administration and polit
cal life. By working together with their Members, the TFBavedish Chamber of
Commer ce i dent i foppertsnitids warsdiprolelesns meThadand. The
companyé6s interaction with for exaempl e, th
nue Departments, Thai Customs Department and Board of Investments is giving the
Members access to top officials in the Thai admiai&in including the Prime Mist
ter. The Company Board of Directors is composed of a president, two vice presidents,
committee members responsible for membership relations, the program committee,
foreign chamber and government relations, legal affairsjarea treasury. At the
office, located in central Bangkok, an executive director and two staff are working to
administer the ChambefAbout ThaiSwedish Chamber, u.d.)

Jonkoping University is a Swedish University with a haggree of internationake
tion. (About the University, u.d.)The Engineering faculty includes an industred r
placement course which means that students havEOaneek of internship at a o
pany. The students may be in Swederconduct the course in conjunction witk- e
change studies abrogdhternships and work placement, 2017)

During spring 2018, the two authors, both students at Jonképing University, enginee
ing faculty, performed exchange dies in Bangkok, Thailand in conjunction with
internship at the Thebwedish Chamber of Commerce. The main project wasreo co
duct and run the planning and preparations of an Exhibition fair with different-activ
ties, targeted towards students and youndepsionals. Tasks were for example; r
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search, budget sep, marketing, layout planning, contact with participants and other
contributory parties. In an early stage, problems occurred which were associated with

no proper structure for the informationrejarn g t he Chamber 6 s Me mbe
the Members are Swedish Universities with no contact information to be find, or false
ornotuptood at e i nformati on. A | ot of I nf or mat i
heads or in one specific email inbox. Continuoualpngside with the main project,

the two authors got more involved in the internal daily work. Every year,- Thai

Swedish Chamber of Commerce publish a directory book for their membersi-The d
rectory book contains among les,twhiahneededh i ngs,

to be done. The two authors started the work with a short deadline in mind. Directly,

problems occurred which once again, was connected to the lack of structume for i

formation regarding the members. Instead of using one folder, webp@gegoam,

five difference sources were required to get correct arid-dpte information for the
chamber s member s. I'n conjunction with the
problems occurred as one additional hindrance. Since no information of apmasch

written and stored from historical work with the directory book, there were hard to

make final decisions. The set deadline had to be pushed twice to finish theework b

fore publishing the directory book.

Problem description

The two recurring probhas during the internship constitute in; a lack of stru
ture for member information data and poor communication among employees. As a
consequence, deadlines had to be pushed, as well as other work tasks. The-main pr
ject the authors worked on, was set onggabecause of the extra work with the dire
tory book. Furthermore, it was hard to keep track of the employees working ir the o
ganization because of communication problems. Employees kept information in
forms of email conversation, different sheets or mkble phone calls which can be
seen as unstructured data. The unstructured data contributed to ineffectiveework b
cause of the following problems. Without regular meetings, a database with updated
information or structured work tasks, some information twaissing or work tasks
being contributed double.

Unstructured data is a big problem and humanity generates massive amoumts of u
structured data in forms of email, phone messages, notes, PDF files etc. Only a small
fraction of unstructured data is evevegn a structure. As a result, the difficulties with
unstructured data evident when considering the problem of search. If the dada avall
ble to answer a given search is messy, unstructured, and unorganized, then the results
of the search will likely fall sbrt. (The problem with searching through unstructed
data, u.d.)In this case, both faced problems occurred because of a lack of structure
for how to storage and structure data which gives a clear view of the problenp-descri
tion.
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Purpose & Research Question

As stated in the company description, the focal companies core businessnis to co
tribute to their membergAbout ThatSwedish Chamber, u.dSince their members
plays an important role, one impantahing is to keep track of the companies info
mation data and to keep the datatojolate. Hence the purpose for this study is:

0 Explore the beneficial factors for the focal company with better structure for
their members data information.

With the intenship assignment and problem description in mind, two questions are
stated for this case study. Since the lack of structure of data and communication lead
to missing information and work being contributed double, the first stated research
guestion is:

1. Howcan t he f ocal company benefit from

To achieve the purpose for this case study, investigation in beneficial handling of
structured data is needed. Therefore, the second stated research question is:

2. How would the implementatiafia CRM system affect the management of the
structured data for the organization?

Material & Methods

The chapter consist of data collection methods including document review and obse
vation. Furthermore, there are a theoretical framework about unseddfS stro-
tured data and CRM system.

Data Collection Methods

Data Collection methods are used to collect relevant information to answer the
problem description, test the hypothesis and evaluate the outcomes. There afe two di
ferent categories to dividéata collection into, secondary or primary methods of data
collection. Secondary methods of data collection mean that the data already has been
published somewhere, for example in books, newspaper or online portals etc. Primary
data collection means to mee data as a first source and the data has not béen pu
lished anywhere befor¢Data Collection Methods, u.dT)o gather primary data to
lection there are different techniques to use. Some of these techniques are interviews,
observations, surveys and documeliBata Collection Techniques, u.dr) this case
study, document review and observations have been used which means both primary
and secondary methods of data collection have been applied.
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Document review

Document review is a secondary method of collecting data and it is a way to
gather information by reading existing documents. The documents can be newspaper,
funding proposals, marketing materials, meeting minutes etc. Document review is
usefulto gather background information and when you need information to develop
other data collection tools for evaluation. Additionally, it helps to understandghe hi
tory, philosophy and operation of the program which generate better conditions when
writing essays(Data Collection Methods for Evaluation: Document Review, 2009)

Observations

Observations are a primary method of collecting data and is useantane
people in natural settings or naturally occurring situatidhgreare two types of lo-
servation, participant observation or Aparticipant observation. These two Hec
niques can be used together and to complement each othepaMmipant obsel
tion has limited interaction and participation with the people being wédeFor &-
ample, some observational data can be collected by video or recording which-is uno
trusively. In contrast, participant observation provides the researchers whit more of a
social context(Qualitative Research Guidelin®soject, u.d.)n this case study, pa
ticipant observation has been used.

Theoretical Framework

Unstructured VS Structured Data

One of the most common types of unstructured data is text. Unstructured text
may be for example PowerPoint presentationsyesy responses, Word documents,
notes, email messages and posts from blogs and social media sites. Other than text,
unstructured data may be for example images, audio, video files and conversations.
(Rouse, 2018)

Structured d& on the other hand, is data that has been organized into a forreatted r
pository, typically a database. By keeping the data structured in a database, info
mation can be retrieved either separately or along with data from other fields, in di

ferent combinaons. (Rouse, Structured data, 201bypical applications for st

tured data is for example CRBystem where data are being kept and are easyto an

lyze. Structured data within a CRMy st em can be for exampl e
purchase history, phone numbers, email addresses and number of social itredia fo
lowers.(Taylor, 2018)
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The | ack of structure within an orngani zat.
ergy-consuming task. To find a strucé) a mechanism of data analysis, companies
may see beneficial changes. Companies may for example reduce costs unstructured
data adds to the organization. The usage of email as a database is an example of u
structured data, because the emails are ofterageahby size, date or time; sem

times it is structured by content, but most emails does not contain one specific subject
which gives a poor structure of information. Finding a way to structure the data and
furthermore, analyze the data can be expectechdove an organization with direct
benefit in increasing effectiveness and speed of deemting and implementation.

Data will be easier to search, combine and filter for specific purposes, for example
when conducting new documents, projects or meet{{®isuctured VS Unstructured

Data, 2012)

CRM System

An information system or an {$ystem often defines as a system that provides
IT support. It is used to collect, store, process or distribute information to a domain
and therep support communication and work between and within organizations.
formation system consist of people, information and information technologynThe i
formation is processed by activities that can be manual or automated, in cooperation
with both technologynd people. In addition, the most important technology ecemp
nent is databases, which can store data. Furthermore, task manager is often used to
handle the information chain between different actors in the information system.
(Information system, 2018)

There are many companies working with large amounts of data. Every day employees
talking to customers, having meetings, answering the phone, and so on. But where
does all this data go? Are they keeping it in their head, writingwndato notepads

or into documents? The purpose of obtaining an information system within aforgan
zation can for instance be to make the organization more efficient, increaseicompet
tiveness and obtain advantages in relation to competitors by havinmation cd-

lected from all different section in the own organizatidgnformation system, 2018)

One IT-system used by many companies is Customer Relationship Management
(CRM) system. The philosophy CRM include guiding, orgamratnd adminisé-

tion of customers and customer relationship in a company. CRM focuses on customer
satisfaction and CRM system is designed to maintain this by keeping information
structured, ugo-date and in one place. Additionally, it is a tool for compa to
monitor data into useful business information.

There are many reasons why companies should use a CRM system. First thing to
highlight is that it gives companies a clear overview of their customers. It also ma
ages to keep contact details-tgpdate, track every interaction they have with your
business and manage their accounts. This means that every employee can ifind prev
ous history with customers, if it has been any issues or the relationship status. The
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system creates advantages for businesausecevery conversation with customers
will be upto-date and it will not be any unnecessary questions. Conversations like
this will improve relationships and generate greptefitability. (What is CRM?, u.d.)

The purpose wWItlCRM is to make companies understand the value of customers and
also to understand customersd needs. Wi t h
new customers but most of all to keep their current customers and get patrons. A

CRM system store and analyadavant data from the customers. The information can

be used by everyone in the company which ¢
needs and to stay competitive. Today, CRM system is known to be one of the most
important business tool for compardes s u ¢What s €RM?, u.d.)

CRM system is often integrated with Enterprise Resource Planning, (ERP) which in
turn is integrate with Supply Chain Management system. CRM is used for marketing,
ERP is used for administration aB&€M is used in the production and by deliveries.
(What is CRM?, u.d.)

Result & Discussion

The observation through the authors internship, together with the document review in
theoretical framework is composed to form a fouradafor the analysis process. Two
guestions were stated in this case study, which were:

1. How can the focal company benefit from
2. How would the implementation of a CRM system affect the management of the
structured data for the orgaration?
The finding on how structured data differs from unstructured data answers the first
guestion. When looking at the problems stated in this case study, the main problems
in the organizations were a lack of structure for member information and pmer co
munication among employees. Information were kept in Wimcbments, notes, in
memorable phone calls or email inboxes, which all are different forms of unstructured
dat a. | f this data could be transformed t
when onducting for example, new documents or projects due to the easier way of
searching. The organization would find benefits in working -ktae and misco-
muni cation where tasks woul dnodét ben- contrib
cial side, structuredada may let the focal company see beneficial changes due to the
reducing of costs unstructured data adds. On the management side, the organization
would see beneficial changes such as increasing effectiveness and speed when making
decisions and implemenew strategies.

The research showed that structured data would be more cost efficient anaé+nanag
ment efficient when looking internally on the focal company. To implement a CRM

system that can store and handle the structured data, the organization wofitd bene
more externally towards its members. Since CRM is not only a system, but aiso a ph
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losophy, the handling of the structured data may help the company develop deeper
and more understandable relationships. The-Blaa@dish Chamber of Commerce is a
nonprofit organization and rely on their members to even exist. Therefore, a CRM
system would be ideal to constantly have updated information about their members
and to track every interaction. Furthermore, a CRM system would let the Chamber
evaluate their worland improve the work according to their members preferences. By
working | ike this, the relationships wi
profitability.
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ABSTRACT

Purposei In the modern world that is manufacturing and production today, Lean
Management and the Juigttime philosophy is something that is widely considered a
stendard for any large successful cooperation. The importance of low stock values and
an effective production with focus on value adding activities is also akweiin

theory amongst almost everyone that has ever been in contact with any fornuef man
facturing. What most companies and boardroom members seem to overlook is the fact
that, while all the abovenentioned prospects of manufacturing are true, it is all based
on a strong and accurate forecast calculation. You might have the close to perfect
world in your production line and hourly perfection in terms of deliveries but if you
dondt know your market, or how much to
of this we feel that an accurate forecast calculation is required for any of the other
parts of acompany to be successful and is also why we have decided to shed some
light on this specific yet important subject.

The reason for choosing this particular subject is that during the internship at TAP
group, many of the problems through the flow had tomith forecasting. The et

mand forecasting was made in the head office, away from the production area, and
was therefore not available for inspection.

Hence the purpose:
Get a wider knowledge and understanding in why and how to calculate demands.

To ansver this purpose two research question are constructed.
1. Why is forecastingrmimportant planning activity to companies?

2. What different methods is there to accurately calculate different forecasts and
demands?

Method

The needed information is collecte@rh previous scientific reports. Seeing that this
project is written on the side of a internship at T&RuUp (Heineken brewery), some
information is taken and discussed with the department of planning. This makes the
information more reliable to the pragl use.

Empirical data
The demand forecasting was made in the head office, away from the production area,
and was therefore not available for inspection.
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Results & Conclusion

There are 4 main theory methods when calculating and forecasting demand, we

looked into all of these 4 methods and came to the conclusiorExpainential

Smoothingis the optimal one for most companies. This is because it takescinto a

count both the actual demand and the forecast calculation used in the past and prev
ouscalcuatons together with the Weighting val ue
to be made in order for this method to be optimal in more cases then one.

Keywords: Forecast. Demand, Seasonal Demand, Trend

1.

INTRODUCTION

1.1 Background

Logistics is the integratmand management of the product value chain from suppliers
to customer. It includes the integration of the production and delivery of a product or
service in order to ensure quality in terms of products, efficiency and effective ma
agement. Logistics is@mbination of all aspects through the supply chain, including
design, suppliers, financing, information, energy, transportation and salestis i
portant to identify all the different steps through the chain to be able to plan and coo
dinate the flow oftems and information(Henrik, u.d.)

Demand forecasting is one important planning activity within operations management.
In order to manage a business effectively, companies try to balance the relationship
between their asseamd market demandd.o make that comparison possible, mfo

mation about future customer needs is required as early as possible to adapt the r
sources available to a company. The size of demand is important for the company's
management as well as the magragnt of material flows and production. The effects

of a poor forecasting can disturb the whole chain and are therefore a populahresearc
ing topic.(Landelius , Tandrup, & Olsson, 2016)

There are many things that affects tleenéind of a product or a service. For some i
dustries, the forecasting depends on more than information and resdticaasce-

pend on the economic situation of the company such as economic boom or recession,
or it can depend on trends, season of the geeampaign drives. Depending on the
product and what influences the demand, the forecast needs to be calculated in diffe
ent ways. For example, clothes are always needed, but still the demand in the apparel
industry is changed after trends, new desigregther/season and campaigns. Diary
products, on the other hand, has a stable demand with only a few small changes du
ing holidays etc. Those kind of demand changes is also easier to predict.

1.2Problem Description

The demand during different seasons olidays are different for most products.
When it comes to groceries the demand should be somewhat leveled during most
parts of the year with some exceptions, this is called a Horizontal Demand. However,
items such as fireworks have a very specific time &ataring which demand and
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consumption see a massive increase. This is more commonly known as seasonal
products. The following diagrams will illustrate the difference between the two types
of demands.

Seasonal Demand 250 Horizontal Demand
250
200
200
150
150
100 100 W
50 50
0 0
0 5 10 15 0 5 10 15
Figurel Seasonal Demand Figure2 Horizontal Demand

As you can see in the two Figures above the tiaiand over the past 12 months are

the same, a total of 1200. However, when you look at the different curves you can see
that on the Horizontal Diagram the demand is somewhat even over the course of 12
months. On the other hand, when looking at the SebBiagram it clearly shows a
decrease of sales in the early few months and then an increase on the later stages of
the year. This tells us that the product demand curve for the Seasonal Demand is a
Fall to Winter consumed product, such as warmer clothitgead apparel in order to
avoid the colder weather on the northern hemisphere.

This can lead to a problem for companies that cannot handle the increased demand
during these months, they might have to produce and store items during the parts of

the year vth lower sales in order to meet the market demands during thedgh d

mand months. This is where an accurate forecast calculation can be of great assistance.
Not only to recognize in what season your products demand is the highest but also to
calculate hownuch is needed to produce for next years peak in demand.

An incorrect forecast can also lead to other problems not related to season. When it
comes to production cycles and the amount to produce you need to know how much
you can sell and what the markkmand is. There is rmerfectway to calculate this,

but you can make @alculated guesbased on facts, we will later talk about the
methods you can use and which one to use in different circumstéhileser, u.d.)
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PURPOSE& RESEARCH QUESTIONS

2.1 Why is forecasting an important planning activity to companies?

Demand represents what a supply system needs to meet the customers demand and
the panning to balance supply with demand. Demand can be seen as three different
typesof needsKnown needsorrespond to customer orders already delivered, such as
delivery history, or customer order for future delivedgypected needsre covered by
traditional forecasting usually based on histdigexpected needse beyond what

was exgcted, the forecast.

The goal with forecasting is to be able to use the information about differemteircu
stances to estimate what will happen in future events. This kind of information is

based on data of different charac{®vikner, u.d.)Demand forecasting is one of the
biggest challenges for retailers, wholesalers and manufacturers in any industry, and
this topic has received a great deal of attention from both researchers and practitioners.
The question is why is it so iropant?

Forecasting needs to enable a proactive work approach. If all businesses could be sure
of all future events, forecasting would not be needed. But to know if the invest in e

tra resources or the bigger production batches was a right choice, kgewalsalit

future happenings and demands are nedtléidtner , Production Logistics, u.d.)

Therefore, with a good demand forecasting, companies can easier save maey by r
ducing inventory and still have fewer missed sales, inerpesductivity and unlock

trapped capacity, lower working capital and avoid overproduction, minimize waste

and spoilage, all while meeting customer expectati@GG Capabilities and

Operations, u.d.)

2.2What different methaslis there to accurately calculate different forecasts and d

mands?
Total Average Rolling Average
Straight Average Average (A) Moving Average (MA)
Weighted Average Exponential Smoothing (ES) Welghted(vl\\/ll&vgg Average

Figure3 Different methods for calculating demands
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2.2.1 Average (A)

This is the easiest and least complex method when it comes to calculating forecast,
the terminology behind it is straight forward and easy to use. The entire demand hist
ry is used in this nteod which will lead to more data being used the longer the pr
cess continues.

Equation 1 Average Method

F = Forecast
T = Different Time Periods
D = The actual demand

To calculate the Forecast for period Nr.4, the following is true if the first recorded
time period i0 =1

Equation 2 Average example

O 0O

T p o

The result is a\verageof the last, in the case, 3 demand values and shows #ie for
casted demand for the upcoming peridlikner, u.d.)

2.2.2 Moving Average (MA)

Moving Average is the least complicated forecast method that puts the emphasize on
the more recent demand history. Instead of including all the demand data, a decision
is made on how many time periods should be included in the foretastation and

then you only use the data from these time periods. Even if there is more data to be
used you put the emphasize on the more recent ones and exclude the older,rmot as cu
rent, data. The reasoning behind this is because the older data mighgewbe a-

curate, the company might have grown, and the older demand data do not give any
valuable information anymore. If this is true, then there is no reason to include this
data in the forecast calculation, it will only contribute to a, in this,daser forecast
calculation then required.
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Equation 3 Moving Average

™| O

O m o &

F = Forecast

T = Time period

N = The amount of time periods used
D = Demand

If the amount of time periods dating back from the current time period is 4 (n=4), the
period you want to forecast is 10, theaulations will look as follows,

Equation 4 Moving Average example

| O O O ©
o)

I\O o
T 1

In short, the difference between Moving Average (MA) and Average (A) is the
amount of tme periods included. In the Moving Average example only 4 time periods
are included even though there is another 5 accessible whilst in the Average example
all of the accessible time periods are included in the calcula{M#isner, u.d.)

2.2.3 Weighted Moving Average (WMA)

This is a more advanced version of the Moving Average method described above, i
stead of putting the sanWéeighton the different time periods this method allows the

use of different weights on the differagithe periods. This makes it possible to put

more emphasis on the latest months over the earlier ones. Meaning that if four months
are included the last method (Moving Average, MA) puts the same amount of weight

on these four mont thed@llowsahe use of differertt weights T h i

on different months, as long as=1 is true.

Equation5 Weighted Moving Average

"0 O 20 M o ¢
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For this example, the usage of 3 months with the following weights is decided to be
used:

0 ¢ T bt
0 o T bmo
0O v T briv

It will look something like this:

Equation 6 Weighted Moving Average Example
O 0 00 0 miv 0 0 Tiw OO 0 i 30

This will put more emphasis dhe later months, (most of the time), the moreaasp
date data. And will, because of this, result in a more accurate forecast calculation.
(Wikner, u.d.)

2.2.4 Exponential Smoothing (ES)

The last method covered in this casd i the method of Exponential Smoothing

(ES). This is the most commonly used method and is also, in most cases, the-most a

curate one. This uses the previously recorded demand data for the different time per

ods, however, this does also include the prgsilipcalculated forecast data which

none of the other methods use. In order to do this a smoothing (weighting) constant is
decided with a value of 0 O U O 1. This is
the previous forecast and the rest on the prevdensand like the equation below.

Equation 7 Exponential Smoothing

Fy =< Dy + (1-0)F_y

F = Forecast

T = Time period

U = Smoothing (weighting) constant

D = Demand

lf U = 0,5, half of both the calcutulated fo

the coming time periods calculated forecas-
that is determined based on what kind of demand differences your company greviou

ly experienced. A higher value means that your calculations will be better ai-follo

ing trend or seasonal demand differences but migktbeerableto random vaa-

tions that should not be taken into account. A lower value will have the opgesite e

fects on the calculations. A normal value is most of the time aroung>0,85this in

order to @t the best and most accurate results and the best of both worlds.
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In the longterm this will put less emphasis on the earlier time periods and mere |
portance on the later time periods the same way that the previously mentioned
Weighted Moving Average nigod does. The difference being the use of forecést ca
culated statistics and not only the demand data. This is called exponential smoothing
due to the fact that the previous forecast calculation will always contain all the prev
ous calculations. Howevehe earlier time periods will not affect the result as much

as the time goes on due to the smoothing congiafitner, u.d.)

EMPIRICAL DATA

3.1 Company Description

TAP Group was established 1993 in Thailand. Their businesBes\eery and di-
tributor of quality and mainstream beer began its operation in 1995. Tap Group has
now the Head office located in Din Daeng, central Bangkok and its brewerynin No
thaburi, north west of Bangkok. The company have about 300 employees wingre ab
200 works in the brewery and 100 in the Head office.

In 1995 the brewery started brewing and marketing Heineken in Thailand. Heineken
is their most successful production product treproduct they are most famous for.
Nine years later in 2004, thetasted producing Tiger, the most successful Asian beer
in terms of export volume. In 2005 TAP Group launched Cheers which is the third
and last manufactured bear at the brewery. Later in august 2010 they became an i
porter and distributor for Guinness afitkenny, two Irish premium brands.

The maintenance office is located in the brewery with oversight of the tapping and
packing area. The team includes 28 engineers that together takes care of tie maint
nance of the whole brewery. The main task of the tsammake sure that thegar
duction, tapping and packing runs at all tsmethout any problems. Therefore, they
also have a store of spare parts to help the work run smoothly an@ #d3tGroup,

u.d.)

The demand and forecastlculations are made at the Head office located in Din
Daeng, central Bangkok.

RESULTS & CONCLUSION

The findings and content of this case is hard to applicate to the case company because
of the fact that forecast and demand calculations are not dositeat the case co

pany. These calculations are made in the head office which is, as stated before, not
located on the same site as the production. Therefore, the forecast data for TAP Group
in particular could not be examined. Because of this the neemdation for this case

study is not for the specific case company but a general rule of thumb. The conclusion
of this case study is that the use of the forecast mé&thpdnential smoothing the

optimal choice in most situations, there will always beegxions and rare cases

where another method is a better choice but when looking at the overall data there is
an advantage to usirigxponential Smoothingeeing as this takes more variables into
account than the other methods mentioned in this case.
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Abstract

Purpose- Products with long lead times is a big problem for companies.nt-is i

portant b plan which products to stock, it is also important to find the right quantity

to be able to compete with your competitors. Because if you stock more products then
required it creates cost for the company. This reports purpose is described as:

1 Explore andind methods of deciding which products to stock and improve
the order quantities for products with long lead times.

The research question, which will be answered in this study is the following:

1. What types of methods decides which products to stock?
2. Whatmethods improves order quantities regarding products with long lead
times?

Method - This case study has been done at a logistic company. The methods which
have been used have been both empirical and theoretical. The authors hadt good a
cess to the operatiahmanager at the company which gives the report a good analytic
focus.

Empirical data 1 The company had problems with delivering products to customers
at the right time. It existed a calculation of how to decide the order quantities and
which products tetock. The case goal is to find a method which match with tlee the
retical framework.

Result and conclusiori The best method for deciding which product to stock is a
double ABC analysis. For the order quantities, the result is that EOQ (economic order
gquantity) gives the companies best result over time.

Keywords i Lead time, Order quantities, Demand, Safety stock
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Introduction

Background

To find the correct products to stock it is important to know how much margin each
SKU (stock keeping unit) would gen&zaTo calculate this margin prices are a key
input (Fischer & Vaidyanathan, 2012l is also important to calculate the potential
margin of each SKU by multiplying the units retail price with the forecasted unit
sales. The Ilgh sales speed of the product is essential while deardhingh product to
stock. (Aviljas, Simicevic, Aviljas, & Prodovanovic, 2015products with high sales
speed iproducts to keep in stock. It cost a lot of money andesfacthe company if

the products with low sales speed keep in stock. It is essential to calculate the forecast
for different products, the knowledge about the products sales in the following month
is important to know before picking the companies to keegpock(Wikner, 2017)

To choose which product to stock it is essential with regular inventory controls. There
are three parameters which must be considered while controlling the inventory: safety
stock, lead time and ordquantity.(Jonsson & Mattsson, 2011hventory control is
affected by lead time, this means that it is important to take lead time in to cansider
tion while calculating safety stock and reorder pgwtikner, 2017)

Products with long lead time and high demand should be kept in Gookson &
Mattsson, 2011)because the companies cannot deliver the products in time if they
not stock them.

Safety stock ismportant to have if there would be a delay of shipment to the-war
house or if some of the products is broken during the transportation. Then itnis esse
tial to have some extra products in the warehouse that you can use underrthese ci
cumstances. If theris an uncertainty in demand during the year it is also very i
portant to have a safety stock that could cover a higher demand during a period of
time (Mattson, 2017)The longer the lead time is for a product the more uncettiain

that the product will be at the warehouse in the exact date that is agreed. This means
that if a product has a long lead time it is extra important with a correct calculated
safety stocKWikner, 2017)

Companies have mg big challenges when it comes to planning the spookle.

One big challenge is to decide the right order quantities, if the company can find the
right balance, the cost for the inventory decreases. To decide the right ordér quant
ties, it is importanto anticipate the future demand, the company has to calculate a
forecast for their products so they know the products demand in the future. This is
essential to decide the right order quantity for the produ¢ilsner, 2017)

Problem Description

The case company have one main challenge, that is to deliver to customer within two
weeks. The lead time for the products is over two weeks if edd®r sea freight,

which means that the products must be in the warehouse befpmedkere arorder

from a customer. The case company has a small warehouse which means that they
have to priorities which prodwsto stock. If the products am@ut of stockthe case
company have to order by dreight from their supplier, thisvill lead to additional

costs for the companyo succeed with this objective, it is essential to keep the right
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productsin stock. The management must focus on the demand and prices for each
product.(Fischer & Vaidyanathan, 2012)

To avad shortage in the inventohe company needs to order the correct quantity.
The problem is that they have produot# of stock which means that they aamt

deliver to customer at the right time. The three parameters (safety stock, lead time and
order quantity) have to be calculated and used in the right way. The safety steck, c
vers if somethinginforeseen happens that the company did not plan for, that results in
the delivery from the supplidreingdelayed. Lead time is important to taketancon-
sideration while calculatinghe reorder point. The quantity has to high enough to

cover the demana@nd low enough to not affect inventory codtékner, 2017)

Purpose and Research Question

As mention in the background and ptem description price and demand is key-fa

tors to choose which product to stock. It is important to calculate the products forecast
in the right way. Previously in the text it is indicated that the lead time has a big infl
ence on the order quantity, teduce cost you have to find the right quantity ofdpro

ucts to stock. The purpose of the report is as follows:

1 Explore and find methods of deciding which products to stock and improve
the order quantities for products with long lead times.

To answer the fst research question, it is important to get knowledge about different
methods regarding which product to stock. Therefore, the first research question is:

1. What types of methods decides which products to stock?

When the authors have knowledge about wipiddducts to stock, the next step is to
evaluate the right order quantity for each product. Since the products have long lead
times, it is important to take this into consideration. The second research question will
therefore be:

2. What methodsmprovesorder quantities regarding products with long lead
times?

To answer this question, empirical data of the products and theoretical data will be
gathered and studied. The theoretical data will be gathered by literature studies and
empirical data will be gatherday interviews and reading documents from the case
company.

Scope and Delimitations

How companies decide which products to stock and how they decide order quantity
for products with long lead times will be the scope of the study. Since the ease co
pany ispurchasing from their own manufacturing company from Germany and China
the delimitations for the study will be between the distributor and the manufacturer.
The manufacturer is in this case their own manufacturing company in Germany and
China. The study Wlionly focus on the purchasing process for a distribution @mp

ny with long lead time. This is illustrated kigure4
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MANUFACTURER

DISTRIBUTOR

WHOLESALER
RETAILER

END-CONSUMER

Figure 4 Delimitations of the supply chain

Methods

Data collection

To collect datdrom the case company the authimterviewed the managing director

one time and the operational manager several timespddpechosen were the two
people who knew most about the case company. The interviews werstaghired,

this means that the ienviews were not that structured. The questions had a known
subject, but the questions were asked so that the respondent could answer openly
(Patel & Davidson, 2011I)his meant that there were a lot of discussion abautlith

ferent subjects during the interview and not just a question and an answer. The obje
tive with theseinterviews were to understand what the case companies goal was and
how the case company worked with stock profile and order quantities. It wasalso e
sential to see were tlmsecompany lacked knowledge in their process to deciding
which product to stock and how to decttie order quantities.

Document studies was the second data collection method. For thesdotlyat a
broader perspective of these companies work, the authstudied a few different
documents. The case company uses Excel to calculate and decide their stock. They
get their information about their products from their életabase. The studies of the
document obtained was documeatsout the stock profile, calculation of stock and

the order history. The stock profile included which products the company stocked and
how many of each product they had in the warehouse, in transit and how many was
reserved to customerThere vasalso a aelculation of how the case company decided
which products to stock. A productawstocked if it hadoeen sold in 3 of the last 6
months or in 5 of the last 12 months.

The document calculation of stock included how the case company calculated their
safetystock, base requirement and reorder points. A max stock was also calculated to
know how much they should order for each product since they order up to the max
mum stock they order different quantities every time they order.

The last document the authorsidied was the case companies order history. This
document contained information about how many sea freight deliveries the oase co
pany had ordered from their suppliers in Germany and China in the last year. There
were also detailed information of how mamylers the case company had made last
year.
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Tabell 1 Schedule of document studies

Week Purpose (What?) | Method (how?) Time
- Stock profile Structured 6h
- Stock calculation | Structured 6h
- Order history Structured 5h

Data analysis

The literature studies will be compdrand analyze with the empirical data colte

tion to find a solution to thereports research questions. After matching the patterns
from the empirical data and the theoretical data, one method for each quesgon wer
chosen. To answer the first question the authors teeeémpirical data to calculate

the most optimal products to keep in stock regarding value flow and historic demand.
Comparing the theoretical method with the case company method allows the authors
to compare different outcomes. The calculation was made in a way that the method
will work in the practical regarding all aspects that can have impact on warehousing.

For the second question the authors selected a mathematical formula to cateulate o
der quatities. The authors used old information about demand and cost per product
for the company to calculate with the method chosen. After the calculation were done
the authors analyzed the result to the case company result. Comparing pa&terns b
tween the methis showed that the case company order quantities were different with
the theoretical calculation. The theoretical calculation was made so practical aspects
are meet. Comparison is possible between the different methods. According to
Mattson(Mattson, 2017}t is important to consider the products lead time wheén ca
culating order quantity, the demand during lead time is a key factor.

Literature review
Double ABC analysis

The double ABC analysis is a way of figuy out which poducts of youlISKUs that

is themost valuable for the comparyroductghatgive most value to the company is

the most important productshis is theproducts that you want to ke@p stock and
neverhave latedeliveliesto customes. There is two partef a double ABC analysis,

the first is that you rank your products value flow and the second is that you rank your
products sold frequency. The first 20% of each categorypsoducts, the next 30 %

is B-products and the last 50 % isp@oducts(Jonsson & Mattsson, 2011)

lllustrated inFigure5 a double ABC analysis consist of 9 categories-gkaducts is
essential to keep in stock because they are the products that the company sells most of
andgives the companynost value. Then the red categories are essential to keep in
stock, this means: AB, AC, BA, CAlhese categories are either important for the
company because they have a high value flow or they are sold with a high frequency.
That is whyyou want to keep them in sto¢konsson & Mattsson, 2011)
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Less than & % of your products f'!-/ AC-products are rarely sold,

are AA. They are your —~ m m m but highly profitable
most important products.

Very profitable and sold very B

frequently a . ﬂ CC-products make up your
— long tail. More than 50 % of all

CA- products are not very a ﬂ your products are in this cate-

profitable, but the frequency is gory. Don't spend much time

high T here!

Figure 5 Double ABC analysis

Economic order quantity (EOQ)

Economic order quantity (EOQ) is the b#storeticalway to calculate ater quant

ties from an economistandpoint. The formula is called Wilsons formula and it is
illustrated inFigure6. To calculate this equation the following numbers and cost must
be known: annual demand, cost peder, cost per unit and holding cost.

Economic Order Quantity

2XDXS
EOQ= |22
D = Annual demand (units)
S = Cost per order ($)
C = Cost per unit ($)
| = Holding cost (%)
H = Holding cost ($)=1xC

Figure 6 Wilson Formula

The formula gives the bestder quantity in terms of minimize total inventory cost,
purchase cost and the ordering cost. To be able to use EOQ, it is importalatito ¢
late both reorder point and safetiypck in the correct way.d®rderpoint is used as a
trigger when inventory reaches a certain level and it sheken topurchase new
products. Sfety stock isused to avoida shortage in storagéead time is crucial
while calculating both reorder point and safety stock. If the lead time for the products
is long it is even more important to consider lead timén@secalculations(Wikner,

2017)

Lead time combined with the safety stoclkaisecurity factor if there would be any
unforeseereventshappening. If the delivery will be one or two days late, this caicul
tion will avoid a shortage in storagehe calculation of reorder poswvith lead time
as a factor is illustrated in:
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ROP= SS{D*LT)

ROP= Reorder point, SS= Safety stock, D= Demand, LT= Lead time

The calculation osafety stock is illustrated in:

SS=SF*aLT* AD

SS= Safety stock, SF= Safety factor, LT= Lead time, AD= Average demand

These three calculations (EOQ, ROP, SS) is useful when the lead time of yaur pro
ucts is long(Wikner, 2017)

Reliability and validity

The autlors will do a detailed description in the method and empirical part ofethe r
port to make the reports reliability high. The interview objects will be informed of the
subjects before the interview, so the person can be as prepared as pogsibiews

will be recorded so the autlsaran go back and listen to the interview again to make
surethe authorsunderstandhe respondent in the correct wéyatel & Davidson,
2011)

The authors will do more than one interview wtitle operational manager, so the a

thors can evaluate the first interview and acknowledge and decide what more info is
needed. This also gives the respondent a chance to change some of the answer which
the respondent isnodot sadbetefvaleity besauselthe Thi s
respondent gets a chance to change their ar{®aé&zl & Davidson, 2011)

Literature search will be done in a structured way, keywords will be use to firad liter
ture suitable for the castudy. Theresearch will be done at a recognized and reliable
database called Prim@Patel & Davidson, 2011)

Empirical data

Company description

The case study has been conducted at a German based, private distrinuiamy
located in Bangkok. The case company is purchasing their products from their own
manufacturing company in China and Germany. This means there is no manufactu
ing process at the case company, the case company task is to distribute their products
all over Thailand.The products that are chosen to stock is deliver by sea freight, this
means that it is a long lead time for the products before they arrive at the warehouse
in BangkokThey purchase and distribute a lot of different products, for exanmmple:
dustrial enclosures, cooling solution, power distribution and IT infrastructure. The
case company is a multinational company. They have manufacturing in 13 places in 3
continents, Europe, Asia and North America. The company is located in 75 countries
all over the world. The company has a turnover excess of over 2 billion euro. It is
ranked among Germanys top six fastest growing companies.

Worldwide the case company has more than 10 000 employees. Where in Bangkok
there are 15 employees. Including a mangglirector, a financial department and an
operational department, where six persons works. The case study has focuspen the o
erational department, because they are responsible for the stock in the warehouse and
the purchasing process. They also have &marse where a few people work. The
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warehouse is 600 square meters. The employees in the warehouse is responsible for
receiving and sending the products in motion.

Result and conclusion

After analyzing the findings from the interviews and theoretical éwaorks some
results have been presented. The lead time for products is very long since the products
is delivering by sea freight, this means that the case company have to stocldthe pro
ucts necessary. If they stock the wrong products they will not betaleliver to
customers within two weeks. The best suitable method of the methods who have been
evaluated, to decide which products to stock is selected. It is the double ABC
analysis, this method focus on the two most important categories while deciding
which products to stock. These categories are the products value and sold frequency.
This method makes the company stock the product which are most important for the
company and it is these products you suppose to stock.

When the products kia along lead ime it is especially important to have the right
order quantity for ezh product. The method chosefter evaluating differ® meh-

ods iseconomic order quantity (EOQ). This method gives the case company a better
chance to reduce their inventory cost andt@er order. To use this method there is
essential to calculate and use a re order point so the person responsible for the pu
chasing knows when it is time for a new purchase, it is also essential to calculate and
use a safety stock in the right waythe lead time is long and the demand can change

a bit during different periods this method gives the case company a better chance to
deliver to customer at the right time.
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Abstract

This report is about Bangkok traffic and the problem there is with transportation in
Bangkok. Every day people are going to work, school or need to ggher places in
Bangkok and it’s then a good way to use the BTS (Skytrain) or MRT. It's smooth and
quite fast way of transportation. The problem ist jthat the BTS and MRT (public
transportation) only covers a limited area of Bangkok and if you veagbtsone-
where else in the city you need to take the roads. The capacity of the roads has reach
its maximum long time ago and it’s really crowded in traffic. People are spending a
lot of time every day in traffic which means that useful time are lost. chesenvw
ronment is affected by this and the air pollution in Bangkok is high which is dange
ous to human health. The report will also connect the Bangkok traffic with mg-inter
ship. | have had internship at Volvo cars and been working with marketingeaed t

a lot in Bangkok traffic.

Purpose

The purpose with this report is to get an overview of the traffic problem in Bangkok
and see the logistic problem to transport people. Two research question is the base
throughout this report.

a. What is the major pitdem to the traffic jam in Bangkok?
b. How does the traffic jam and the time people spent in the traffic every
day affect their lives?

Method

The method that are used in this report is observations of the traffic, interviaws co
ducted by Volvo Cars employeasad research to find facts and information about the
literature review.

Empirical data
Empirical data for this report is the answers from the interviews and my own abserv
tions in the traffic.
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Introduction

1.1 Purpose
People transportation is very importdar the developing of a country or a city. You
need to go to work, home, friends, family, school or anywhere and to transport a lot of
people in efficiency way the logistics must work. In big cities public transportation is
even more important becausetth is a lot of people who need to be transported in a
small area. In Bangkok the BTS, MRT and Airport Rail link works good and it's easy
and fast for people to use these public transportation, but it’s limited. The pig sho
ping malls, tourist spots, ofes and entertainment is easy to reach but it requires that
you are living quite close to one of the stations. If you want to go somewhere else
then you need to use car, bus, taxi and here comes the problem in Bangkok. It's way
too many cars and people thgting into the traffic in relation to the capacity of the
roads which makes it into a traffic jam and a lot of queues everywhere in the city.

The report is based on two research question which are in focus throughout the report.

The traffic jam occurs erywhere and it’s a lot of vehicles every day and the capacity
have reach its maximum long time ago. This is the basis for the first question

What is the major problem to the traffic jam in Bangkok?

People are spending a lot of time in the traffic evexy, ime that could be used to do
other things instead. This is the basis for the second question.

How does the traffic jam and the time people spent in the traffic every
day affect their lives?

1.2 Method
Interviews have been used to collect data. Theviges are done at Volvo Cars and
the employees have answer the question about what they think about the Bangkok
traffic problem and how it affects them. Observations is also used to collect data and
got the information.

A research is used to describe thelypem and collect theory data

1.3 Empirical data
Empirical data for this report is the answers from the interviews and my own abserv
tions in the traffic.
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1.4 Problem description

Everyone that has been in Bangkok for at least some days and have triedattatdke

or minivan somewhere knows, the traffic is a mess and terrible to travel in. It’s not
just the citizens and tourist that thinks so even all the different governors owgr Ban
kok. Every new governor in Bangkok have their own traffic plan to try teestie
problem, but everyone fails to do it. They are trying to change the traffic flowx{for e
ample suddenly change emay road to run in the opposite direction or changes the
number of lanes. Also make bus lanes during night time. Every governor agnrhis
plans for the traffic, they are trying to change things for a couple of months but then it
al ways goes back to nor mal ag-aystemshava f f er en
been installed to try to solve the problem but either that have workethekrard-

lem is also that the drivers are not cooperative with the traffic control systems. Even
on the countryside it’s dangerous to drive because a lot of people are drinking and
then driving, buses are racing with each other just to stay awake. Tégositon the

roads is very dangerous (Welcome to driving in Thailand

A big problem has also been that just for a couple of years ago it was possible to buy

the driving license without passing any test. They have no idea of driving safety and

many peoplevi t h Abought driver |l icenseWd are dri
come to driving in Thailand)

Literature review

Traffic in Thailand is unsafety and a report from 2004 says that every day almost 50
people dies in the traffic in Thailand and that syv@angerous to travel in the traffic.
This also cost a lot of money for the country, about 100 000 million Baht every year
which means nearly 12 million Baht every hour. The report says that motorbikes is
the most popular way to transport people but #isomost dangerous and it stands for
most of the accidents (Tanaboriboon, Y & Satiennam, T. 2004)

Many drivers don’t care about the laws and traffic restrictions at all. They are driving
through red | ight, t hey donboesadlare hastg onsi de
in the traffic. This results in stressful environment and of course in accidents that

could be avoided. | think that a lot of people in Thailand and Bangkok don’t know

about the risk and how many accidents there are every day. | seepeupily that

going with motorbikes without helmet or any other safety equipment at all. This is of

course a problem and all the drivers had to get knowledge about the risk while driving

a vehicle.

One of the reason to the Bangkok traffic jam is that théigptransportation isn’t that
expanded that it need to be for a city of this size. An expanded BTS in mare dire
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tions and more reachable spots in the town had made people to take the BTS instead
of taxi or buses.

2.1 BTS (Skytrain)

The BTS was introduckin 1999 and was the beginning of solving Bangkok traffic
problems. From that time the BTS has been expanded more and more until@017. T
tal length of the BTS system is 38,7 km and it's connecting 35 stallangKok

Mass Transit System Public Company).

Right now, they are building and expand the BTS and the work is going well. During
2018 they will expand the Sukhumvit line from Bearing and then further 13 km which
includes nine new stations. It's supposed to reach the industrial area of Samutprakarn
province where many factories are located. This means that the opening of the new
stations is two years before schedule which means that Bangkok really working hard
with the expansion of BTS, which is important for Bangkok’s continued development
(Coconut Bagkok, 2016).

The BTS is still expanding and when | travel outside of the-Bi&s(Mo chit and

further north) | can see how they are building the BTS and already have completed
some new stations. That will combine more and more areas in Bangkok wittythe ¢
This will increase the people that using the BTS and decrease the cars and taxis that
must go into the city to transport these people. When the public transportation got
more and more expanded then the traffic in Bangkok will decrease and gettarg bett
and better.

Because of there are many areas in Bangkok that can’t be reached by BTS or MRT
it's necessary for people to use car, buses and motorbikes even if it takes a lot of time,
could be dangerous and contributes to traffic jam. They have no @raldéis o-

gether with a limited capacity on the roads makes Bangkok a total chaos regarding to
traffic.

2.2 Emergency case

This lead to next problem in the society and that is emergency situations. | have exp
rienced it a few times and it is easy to geproblem. If there is a fire somewhere in

the city and firefighters need to go there they must go throw all the traffic. Same si
uation if the police have an emergency. Then the worst case is if the ambulance can’t
come throw traffic with a bad injurgekerson. If they can’t reach the hospital in time it
could be bad consequences. In emergency situations you can’t use the public-transpo
tation and must go through bad traffic on the roads. This also makes the trdffic pro
lem defective for the society.
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2.3 Environment

Another thing that will be affected is the environment. All those cars and traffic jam
brings a lot of emissions out into the air and atmosphere. The air pollution in Bangkok
is high and sometimes it could be dangerous to go outside.dhdejpf which area

you are in Bangkok but general it’s bad air in the city and the traffic is a big reason of
that (The Thailand life).

The people here is not that rich so often if you can afford a car you will buy an older
car which not that environmentalendly as a new car. This contributes to the fact

that many vehicles carried on in traffic are not environmentally friendly.

Results and conclusions

It has been good for me to living in Bangkok for a couple of months and transport

myself in a big citylike this. | really got see what kind of problem there are with the

traffic in Bangkok. All the people that must move every day want to reach tlie dest

nation quick as possible. Then the BTS and MRT are the best choice and it works

good. Butthisonlywork i f you are working, sttudying ol
ed along the BTS or MRT line. This public transportation only covers a bit @-Ban

kok and if you go to any other place then you need to use the roads, which mean to

spend a lot of time in traffi

People losing a lot of time every day just staying in traffic, time that they could use
for work, earning money, workout and being healthy or hang out with friends and
family. This means that a lot of quality time loses and this of course, affeactdhb h

of people as well as the economic, efficiency and developing of society. Most of the
employees of Volvo that been interviewed said that they wish to spend less time in
traffic and that this was a big problem to handle with every day.

It"s good thathe BTS are expanding all the time and that they are building mew st

tions and developing the line. This will make it easier and better for people ga Ban

kok to reach different destinations by public transportation. This takes away car traffic
on the roadand makes the traffic more flexible. It will take long time to expand the
BTS line and Bangkok have a very long way to go before they have reach the level
that’s necessary, but of course it’s getting better for each year. Another problem could
also be thiathe population just growing so that Bangkok will have more and mere i
habitants who’s going to crowd the traffic.

The major problem to Bangkok trafeéic jam i
spect the rules as well as showing no consideration forfétlew traveller. That the

roads are overloaded by cars, motorbikes, buses and trucks which mean that the c

pacity has reach its maximum long time ago. It's impossible to develop the roads and
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building new ones to meet the needs because of all buildimjhouses everywhere.
This is a reason to really invest in the expansion of public transportation, in order to
ease traffic and get a better traffic flow.

This probably affect car market in Thailand and Bangkok, you need to have a car to
be sure that yooan reach your work or going somewhere else intiree and wele-
ends. This is good for all car brands. Volvo wants to sell new and used car land is a
ways competing with brands like BMW and Merce@&nz. There is like two types

of carcustomers in Thaild, less rich and rich which makes it hard for Volvo to
reach their customers. Because Volvo is a premium car that’s quite expensive to a
ford. Less rich people that need a car can’t afford a Volvo. They have other cheaper
car brands to choose between. Mifehe customers are richer and can afford a Volvo
they usually also afford a Mercedes or BMW which have a better value and status
here. Volvo comes between those levels and always fighting to win some o$the cu
tomers on the market.

Because of the trif problem you spent a lot of time in the car and if you are rich
maybe you choose a new premium car like Volvo. It’s a safety car and Volvie prior
tizing safety and good quality. Because of the dangerous traffic in Bangkok it should
be good for Volvo to mmote the quality and safety cars that they have. It really need
to inform the customer of how important the safety in cars is and the danger with
Bangkok and Thailand traffic (Volvo Cars).

| think that the situation in Bangkok will be better when theassion of BTS and
other public transportation way is finished. But it will take many years to hava-a co
plete public system. Until then the roads will still be totally crowded of cars, buses,
trucks, motorbikes and people will still spend a lot of thewetstuck in traffic.
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Abstract

The objectives of this study are to analyze the influencesofographic factors (or
personal factors) on goatilinpurchasing behavior of the consumers in Rangsit Un
versity, analyze marketing mix strategy influencing their purcliesesion, and e
amine consumer propensity to purchase goat milk. The study intends to provide i
formation that helps determine targearket of goat milk and can leads to develop
effective marketing strategy to meet consumer neetiisquality and safe product at
the right price.

Data was collected by questionnaire from 400 samples in Rangsit University
and analyzed by using statistigglckage program. As for demographic factors, it was
found that the difference in average monthly income had an impact on the purchase
decision but that in gender and homeland did not. This is probably the case because
goat milk was normally priced highéran cow milk and consumers made their-pu
chase decision based on their income. Therefore goat milk producers or marketers
should consider focusing on consumers who can effort to buy goat milk.

The study demonstrated that the influence of all marketingr&aevere very
important when consumers decided to buy goat milk. Goat milk was regarded-as qua
ity product with good taste and freshness, available in wide variety and having more
nourishment than cow milk. This image is the advantage that helps enceatege
and expand the market. The respondents viewed the price that was not tookigh, ha
ing good value for money, and price tag all had much effect on their buying decision.
Distribution channel was also a very important factor. Most of the target gaveps
students who usually buy food and beverage in the campus and nearby stores. The
fact that the stores are easy to reach and widely distributed are very important for
them to make purchase decision. As to marketing promotion which is very important
to ercourage consumption, in Rangsit University a lot of channels and tools had been
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used to communicate information on goat milk quality such as advertising, patblic r
lations, academic exhibition, free samples, introducing goat milk into communities.
All aimedto provide target market extensive information that could have centain i
pact on their decision.

The result of testing marketing mix factors showed that product and marketing
promotion are significant irhe relations with consumer decision. Amdstcanleads
to develop more productive strategy. For product strategy, emphasis should be placed
on enhancing the image of goat milk quality and management should expand the
product variety to offer more choices. For marketing promotion marketers should use
integrated marketing communication including online and offline channels to reach
key target groups, introduce product into different communities to expand customer
base, use exhibition activity to increase the awareness of nutrition value, use free
samplesd stimulate trial of the goat milk, use discounted price, free gift, ana acc
mulated purchase amount to boost goat milk sales. T¢aséelp consumers in their
decision making process.

Introduction

Milk products including goat milk is one of natural fotcht providesmportant -
triments the body needs such as carbohydrate, protein, fat, calcium, phospherus, vi
amin A, vitamin B6, vitamin C, vitamin D, and minerals. Sevarstitutes and orga
izations, both private and government, have long recommearticctively encau

aged the production and consumptmimilk and today it is a kind ofonvenience
goods for health.

In addition to cow milk which people across the country prefer to consume the
most, goat milk is another high nutritious animal prodBeit so far goat milk co-
sumption of Thai people has been confinedrity a small market and the product has
not been widely distributed because goat milk production industry is riemby+
sized producerat household level with production standard défe from cow milk
(Ratanaporn Santapol and Sasithorn Nakt@0g2)

Just in recent years goat milk consumption has been growiteygesscale
factories wee set upto produce various kinds of products from goat milk aady
out lots of marketing actities. These helped goat milk known in the market and
could have some share of diary market in Thailand. Now several products from goat
milk - powder milk, pasteurized milk, ice cream, yoghurt ettan be seen in many
department stores and health prodsxips.

Goat milk was the first animal milgeoplehave ever consumed, it was-b
lieved that goat milk had medical quality able to cure respiratory diseases, its protein
could help immune system function witketter efficiency. (Mrgan and Gaborit:
2001 quted in Ratanaporn Santapol and Sasithorn Nakt@0§8). When compared
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with cow milk, goat milk has more of some benefits, such as-thigleral Selenium

useful for body protection system, lower casein protes+CN andp-CN than cow

milk, but higher poteinb-CN. Goat milk fat is smaller and soft and consists of more
short and medium chained fat than cow milk, so it is easier for human body to absorb
goat milk. However another drawback of goat milk that becomes obstacle to- exte
sively distribute goat nk is that lots of consumers are concerned about strong smell
and taste of it and therefore do not desire to try and switch to consume goat milk.

Although now goat milk has a better tendency for production and cqgnsum
tion, the marketing activities havedmne more intense adational Bureau of §-
ricultural Commodity and Food Standards established raw goat milk standaré for th
farmers, entrepreneurs and related agency as a guideline for the production and trade
reference and to assure its good quality raaterial for further processing ( TAS
60062008), goat milk market still slowly grows and consumer preference to goat
milk do not extend so widely as cow milk.

To make goat milk thoroughly accepted and needed by consumers, it$s nece

sary to utilize maeeting strategy that can reach much more consumers and meet their
needs, can motivate those who never consume goat milk to try, have preference, and
desire to purchase goat milk for health benefit. This will be expected to increase the
number of consumemand therefore will help improve goat milk production anst di
tribution and those involved in the industry can grow sustainably.

This research aims to study AMarketing
decision to purchase ¢ ouwanterstandl|fdctors avinBann g s i t
effect on the decision to purchase goat milk in order to develop productive marketing
mix strategy that can respond consumer needs appropriately and make goatrmilk ma
ket continuously prosper.

Objectives

1. To study thedenographic factorghat influence goat milk buying decision
of consumers in Rangsit University;

2. To study the marketing mix strategy that influences goat milk buyirig dec
sion of consumers in Rangsit University;

3. To study consumeionstd purphase gaatnmgilk ny and
Rangsit University
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Research hypothesis
The study aims to test the following hypotheses:

1. The difference imlemographic factors has an impact on the goat mitk pu
chasing behavior of consumers in Rangsit University.

2. There exists relationship between each factor in marketing mix strategy and
consumers decision to purchase goat milRangsit University

Scope of the research
1. Scope of the content

The aim of this research is to study the relationship betweenvaagbles including

personal factors (demographic variables) and marketing mix strategy that have an i

pact on the consumersd decision tos-goat mi
ing questionnaire as the important tools to collect data for thercbsea

2. Population and sample

Sample data used in the study is collected from all the consum&isur population
who bought goat meat product(s) at the grocery store in Rangsit University.

3. Scope of variables
Variables in the study consist of indedent and dependent variables:

1. Independent variables: There are two groups of independent variables in this
study

(1) Demographic variables: gender, monthly income, and homeland

(2) Marketing mix variables: product , price, distribution channel, and marketing
promotion

2. Dependent variabl€ onsumer sd buying decisi-on of g

versity
4. Period of study

The research was conducted from July 2015 to October 2016

Research model

The conceptual model of the rluexisgacm-c h on il
sumerso6 decision to purchase goat mil k in
depicts the relationship between independent variables and dependent variable.
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Independent variables Dependent variable

Personal factors

- gender
- monthly income
- homeland (hometown)

— /2y adZYSNEQ REOA&AZY 0
Marketing mix strategy chase goat milk product(s)

- Product

- Price

Distribution channel
Marketing promotion

Fig.1 The conceptual model of the research

Utility of the study

Researcher hopes that the study will be useful to those involved in goat milk industry
in formulating marketing strategy to effectively attract consumers and lead to market
development for goat milk irthe future:

1. The study result about demographic variables will be used to determine
specific target markets for goat milk and create customer profile on which goat milk
manufacturers and distributors should place importance.

2. Thestudy result about marketing mix will be used to apply in creatiag us
ful marketing strategy which coordinate all components of marketing mix in areaso
able way and therefore will be able to meet target consumer needs.

3. Manufacturers and distributors aiid carry out the marketing strategy
with responsibility to the consumers. They can consistently satisfy the consumers
with quality and safe goat milk at reasonable price.
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Literature Review

To conduct the study, certain theories and conceptdecision making, consumer
behavior, and marketing mix as well as related researches were reviewed and utilized.

Decision making models proposed by theorists and scholars have become key
element marketers use to develop strategy in order to moves cortsumake pu-
chase decision. Herbert Simon conceptualized the degisading process in 3 ga
es: intelligence activity, design activity, and choice activity. According to George R.

Terry, decision making is the selection based on some criteria from tworerps-

sible alternatives. Koontz and Weihrich defined decision making as the selection of
course of actions from among alternatives. Kotler and Keller describedtéige

model of buying decision process developed by marketing scholars that consumers
move through when buying a product: problem recognition, information seardh, eva
uation of alternatives, purchase decision, postpurchase behavior.

To develop a successful marketing strategy, marketers have to understand
consumer behavior, as Hawkins, Mothdraugh and Best provi ded
decision are based on assumptions rand Kknow
tain scholars have developed theories and models of consumer behavior to explain
how consumers act in making their purchase deci&itad, Walker and Stanton p#
vided the buying behavior model features four primary forces, including social and
group forces psychological forces, information and situational factors that influence
each stage of buyirdecision.According to Kotler and Kellera consumer 6s buy
behavior is influenced by cultural, social, and personal factors. Of these, cultdral fa
tors exert the broadest and deepest influence.

Marketer develops marketing program consisting of decision on the marketing
mix to achieve the orgai z at i o n 6 McCarthyjclassitied mrleetng mix into
four kinds called the four Ps of marketing: product, price, place and promitis,
Walker and Stantodescribed that product strategic decisions must be made regarding
branding, packagingnd other features such as warranties. Pricing strategy includes
price flexibility, term of sale and possible discounts as well as pricing for entering a
market. Place or distribution involves the means by which products are moved from
producer to final cstomer. Perreault and McCarthy describe promotion is concerned
with telling the target market about the right product. Promotion includes personal
selling, advertising, publicity and sales promotion.

Certain researches werarried out to study the goatilk consumption beha
ior and factors influencing goat milk buying decision. Kanda Sansinbodin (2006)
found that different monthly income affected goat milk consumption behaviomef co
sumers in Bangkok with respect to frequency and future trend. Suebpamg K
sataporncha( 2 0 Sh@wed that consumers in Bangkok placed very helpful i
portance on product and marketing promotion.
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Research methodology

The research was conducted by survey research method. The sample data was collec
ed by using questionnaireh& details of research approach regarding the population
and sample, method and tool used, data collection and analysis, are as follows

1. Population and sample

Data used in this study is collected from the consumers who used to or usually buy

goat mik atstore model in Rangsit University. Because the population size ixnot e

actly known and we cannot count the number of goat milk buyers at the shop, the
sample size for the study would be deter mi
formula.

P@1- P)z?

Np = e

Where: pis the sample size
P is the estimated proportion of the population which has the attribute
in question
Z is the value for selected alpha level
d is the acceptable margin of error for proportion being

estimated

This study set the proportion of the population at 0.5 with 95% confidence and
at least 5 percent precision. A 95 % confidence level gives us Z values of 1.96, so we
get

o= (0-5)- 0.5)1.96°
0.5

no = 384.16 01385

Sample size fromhe formula is 385. Since the questionnaires may not be
completely collected, it is desirable to add 4% (or 15 samples) more to the calculated
sample size. Therefore the total random sample size iSSéd@ple data was collected
by convenience sampling metthusing 400 questionnaires during June 2016

2. Research tool

The survey tool used to gather sample data is the questionnaire designed toreover va
iables explained in the conceptual model of the research. These questionsaare org
nized into 4 parts.
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Partl Questions for personal factors (demographic variables) including gender, age,
income, and homeland in this section are prepareddaseended questiongvith
multiple options.

Part 2 This part wants to ask respondents to provide the opinions aboufltienoe

of marketing mix (consisting of product, price, distribution channel and marketing
promotion) on the consumersodo dec-bstt on by u
ing scale format (Extremely helpful, Very helpful, Somewhat helpful, Not vegy hel

ful, Not at all helpful) of which respondents can rate the importance on each matter
according to their opinions

Part 3 Questions about purchasing propensity and decision making are to assess co
sumers6 future intenti ons ontraes haidegrdedos e g o a't
which consumers are likely to make purchase decision and recommend goat milk to

others.

Part4Questions asking for respondentso6é6 opini
marketing mix). These questions are in opaded format to &w respondents to
express what they think freely.

The process of designing questionnaire started with studying data on concept
and theory about marketing mix and consumer behavior as well as related researches,
considered the objectives and conceptual ehad the research, then developed the
guestions covering all the variables to meet the research objectives.

The eliability of the questionnaire was measured using a pilot test by teollec
ing data from 30 students who had consumed goat milk. Data fromrtgst was aar
lyzed usingCr onbachdés Altpnheasur€interrfalfconsisteacy as showed
in Table 31. A reliability coefficient (alpha) of .70 or higher is considered acceptable
reliability.

Table 1 Questionnaire analysis result b r o n b a Ipha &seffiddent

Questions Cr on b a ¢ Number of item
Alpha

Part 2 Marketing mix strategy
Variable 1 Product strategy 0.879 5
Variable 2 Price strategy 0.848 3
Variable 3 Distribution strategy 0.856 3
Variable 4 Promotion strategy 0.894 5

Part 3 Goat milk buying propesity 0.894 4
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3. Data collection

Researcher administered 400 qualified questionnaires to respondents in Rangsit Un
versity, collected all the questionnaires, examined the answer, and recorded data for
statistical anafsis.

4. Data analysis and statistical techniques

After organizing and recording data, the study used statistical method, botlp-descri
tive and inferential, to analyze data through statistical package program (SPSS), as
follows

(1) Demographic variablesvere analyzed bysing descriptive statistics
percentage.

(2) Marketing mix strategy were analyzed by using descriptive statistics
mean and standard variation. In order to interpret the analysis of the importance of
mar keting mix f af(Besh d98: 17&kis Badrechomm Srisdar. d
2543: 1037 106) was used to be criteria for calculating the interval of the mean
scores:

5 = 4.211 5.00 means Extremely helpful
4 = 3.41i 420 means Very helpful

3 = 2.6171 3.40 means Somewhat helpful
2 = 1.817 2.60 means Not very helpful

1 = 1.0071 1.80 means Not at all helpful

(3) Hypothesis testingTo test hypotheses in this studgferential statistics
was used tonake inferences from our data to make genextdins about the popa
tions. The study usernhultiple regression analysis to represent the relations&ip b
tween dependent and independent variablesytlwked ttest and Rest for hypotle-
sis testing.

Result
1. Demographic characteristics of responden

Table 24 contain demographic characteristics of survey respondents, of the-400 r
spondents, most were female (65.5%, Table 1); almost half of the sample got monthly
income of less than 10,000 baht (41.0%, Table 2). More than half (59%, Table 3) had
their family homeland in Bangkok Metropolitan Region.
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