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Word-of-mouth (WOM) communication is widely accepted as a powerful marketing

tool, and it also plays an important role in consumers’ decision-making when purchasing

products and services. The purposes of this study were to explore the WOM source that had

the most influence on the mobile phone purchasing decision and to explore four aspects

(brand, price, design, and special features) that influence purchase decision. The data was

collected using a questionnaire which was distributed to one hundred consumers aged over

15 who had previously purchased mobile phones. The results in this study showed that for

the pre-purchase decision process, the majority of the respondents gathered the most

information from their ‘friends’ primarily about ‘brand’, followed by ‘price’, ‘special features’

(multimedia, connectivity, and game), and ‘design’. The study also found that ‘friends’ were

the WOM source that had the most influence on the mobile phone purchasing decision.

Moreover, ‘brand’ was the most influential aspect on the decision to purchase mobile phone.
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CHAPTER 1

INTRODUCTION

1.1 Background of the Study

Word-of-mouth (WOM) communication has been acknowledged as a major

influential marketing strategy among mobile phone markets. This is because WOM

communication influences consumers’ decisions on products and services.

With the fierce marketing competition between mobile phone companies in Thailand, there

are scores of new models released every month (http://siamphone.com). Accordingly

consumers need more information about mobile phones from a trustworthy source to make

the right decision before making a purchase.

The number of mobile phone users in Thailand is high and increasing and mobile

phones have become as common as wristwatches to own (Pakola; et al. 2007). Consumers

make a decision based not just on price (Pakola; et al. 2007) and features like sending text

messages, listening to music, watching movies or television, taking pictures, surfing the

Internet or even playing mobile games (Decosta. 2006), but also as a result of WOM

sources. This is because WOM communication can influence expectations and perceptions

during the information search phase of the buying process and influences attitude during

the pre-choice evaluation of alternative service providers (Lynn. 1987; Stock & Zinsner.

1987; & Woodside; et al. 1992).



Searching for more information from WOM source, which had direct experiences of

products (Edgett & Parkinson. 1993; GFK. 2006), will help consumers in making a decision.

Mobile phone markets have been expanding according to the growth of mobile phone users

in Thailand (See Figure1). Nowadays, mobile phone models have increased to serve the

demand of the markets. This gives consumers more alternatives about brand, design, price,

and special features when purchasing a mobile phone.

WOM communication is one of the most powerful and persuasive tools in marketing

(Lopez. 2006; Rujinan. 2006; & GFK. 2006). WOM communication is a trustworthy, reliable,

and credible source from which most consumers gather information before purchasing.

According to Lopez (2006) and GFK Roper Consulting (2006, June), most consumers ask

their family and friends for advice or information on the products before purchasing. They

rely on their family and friends for information because of trust. Consumers trust WOM

sources because those who pass information through WOM communication are perceived

to be less biased (Edgett & Parkinson. 1993), and independent from the companies. Such

consumers spread information based on their satisfaction of the products. WOM

communication has an influence on consumer’s purchasing decision on many products.

Arpa (2002), ACNielsen (2006), and Rujinan (2006) have concluded that WOM

communication influences consumers on purchasing decisions; it assures the results and

reduces the risk in purchasing decisions. In addition, WOM influences the Canadian when

purchasing mobile phones and planning vacations.



This research is similar to a number of studies exploring the influence of WOM

communication on purchasing a variety of products. The present study will focus on the

mobile phone. ACNielsen(2006), global Online Survey, conducted a survey about the

influence of WOM communication on the car, mobile phone, holiday/vacation decision, and

jewelry compared to other influences (conventional advertising, searching the Internet,

blogs on the Internet, window shopping, previous experience with the same

brand/company, and brand name/reputation). Previous studies fail to focus on mobile phone

information (e.g. brand, price, design, and special features), which are important aspects

that can influence consumers when purchasing a mobile phone (Karjaluoto; et al. 2005).

This research intends to explore the influence of WOM communication on a mobile phone

purchasing decision and the aspect of mobile phone information.

1.2 Objectives of the Study

The objectives of this study are:

1. To explore the WOM sources (e.g. family, friends, and salespeople, e-mail, online

forum, Instant Messaging, blog, and web pages) that influence consumers in the

decision-making process to purchase mobile phones.

2. To analyze the mobile phone aspects (e.g. brand, price, design, and special

features) conveyed through WOM communication.



1.3 Research Questions

This study aims to answer the following research questions:

1. Which WOM source has the most influence on a consumer’s decision to purchase a
mobile phone?

2. What influential mobile phone aspect (e.g. brand, price, design, and special

features) is conveyed through WOM communication?

1.4 Significance of the Study

This study will be beneficial to both mobile phone consumers and business
operators. Consumers ask for more information about mobile phones such as brand, price,
design, and special features from people who have had direct experience of a mobile
phone, which is the most trustworthy and reliable source of purchasing ideas and
information(Edgett & Parkinson. 1993; GFK. 2006). This is because the consumers want to
get the best product they can to serve their needs. Business operators will realize the
importance of the WOM communication behavior of their consumers. For example,
consumers can express their experiences about products and services to one another in
either a negative or positive way through WOM communication. Business operators will also
become aware of the aspects of mobile phone information that convinces consumers to

purchase the products. The business operators will then effectively use WOM



communication for promoting their products, expanding markets, and reducing their

advertising expenditure.

1.5 Scope of the Study

This study explores the influence of WOM communication on consumers’ purchasing

decisions on mobile phones. The researcher purposively selected one hundred consumers

who have purchased a mobile phone. One hundred copies of questionnaire were

distributed to participants aged over fifteen at MBK center, Bangkok. The area is famous for

being the biggest mobile phone market in Thailand.

1.6 Definition of Terms

The following are the terminologies with their definitions used in this research.

1. Word-of-Mouth Communication An informal communication or the sum of all

(WOM) comments about a certain mobile phone
exchanged among consumers at any time.
2. Purchasing Decision The process of buying products which includes

recognition of needs, searching for information,

evaluation of alternatives, purchasing, and post

purchase behavior.



3. Mobile Phone

A long-range, portable electronic device for

personal telecommunications over long

distances which is connected to the telephone

system by radio and can be used anywhere

where its signals can be received.



CHAPTER 2

LITERATURE REVIEW

In this chapter, two main areas are reviewed. The first part provides information on WOM
communication as an effective marketing tool. This main area consists of the influential power
of WOM communication, WOM communication as a trustworthy source of information, and
electronic word of mouth as an online source of information. The second part presents
information on mobile phone as a needed tool of communication in Thailand, which includes the
increase of mobile phone users that causes market expansion, mobile phone’s information as a

purchasing influencer, and consumers’ decision making.

2.1 WOM Communication as an Effective Marketing Tool

Most of the marketing literature contends that word-of-mouth (WOM) is one of the most
powerful and influential communication tools in the marketplace (Silverman. 2001). This
powerful tool is defined as “an informal communication or the sum of all comments about a
certain product performance, service quality or company that are exchanged among people at
any given time” (Charlett; et al. 1995: 42; Rosen. 2000). WOM communication can be

characterized as oral, person-to-person communication between a receiver and a



communicator whom the receiver perceives as non-commercial, regarding brands, products or

services (Arndt, 1967). WOM communication is powerful because ten experiences by ten

people can be forwarded to more than 10,000 people (Silverman. 2001).

Previous studies show the effect and power of WOM communication on consumers’

purchasing decision. In addition, WOM communication can be used as an effective marketing

tool in various types of product. Consequently, the influential power of WOM communication is

reviewed in the following sections.

2.1.1 The Influential Power of WOM Communication

In marketing, the companies sell a product or a service not only to individual consumers

but also to networks of consumers. When compared to conventional marketing, WOM

communication is thousands of times as powerful on consumers’ accessibility and consumers’

purchasing decisions (Silverman. 2001).

The factors increasing the influence of WOM communication are information overload

skepticism, and connectivity (Rosen. 2000). Due to the large number of mobile phone

commercials advertising mobile phone on television, in newspapers, in brochures, or even on

stickers on public transport, consumers do not get all the details of all messages.

Consequently, consumers will choose only the messages that are concerned with their needs

and ignore the others. Itis easy for consumers to get information from their family, friends, and



acquaintances. WOM is a more important input to the decision making process when

purchasing services, rather than goods (Buttle. 1998).

In recent years, BlGresearch (Moore. 2006), a consumer behavior market intelligence

company, released their Simultaneous Media Usage Survey (SIMM VII). 15,000 survey

respondents answered questions on the influence various media played in their purchasing

decisions. The result showed that WOM has greater purchasing decision influence with people

aged 18-34 and 35-54. The research concluded that WOM communication is the most

influential marketing tool, according to consumers’ purchase of cars, electronics, and apparels.

ACNielsen (2006), Global Online Survey, conducted a survey in 41 countries around the

world asking consumers what influenced their final purchasing decision across a variety of

product categories. The research found that WOM was an important influence on deciding on

holidays/vacations and mobile phones for Canadian consumers than for American consumers

but American jewelry purchasers rely more on WOM than Canadian.

In summary, previous research studies mentioned above showed that WOM

communication has the most influential power on consumers’ decisions on purchasing cars,

electronics, vacations, mobile phones, jewelry, and apparels.



10

2.1.2 WOM Communication as a Trustworthy Source of Information

Consumers usually discuss with each other a product or a service. They will share and

suggest information about their past experiences of a product or a service to others. The more

products that are provided, the more information the consumers need. The information from

trustworthy sources is useful information for consumers to make the best purchase.

GfK Roper Consulting (2006, June 21.) revealed that WOM communication is a global

phenomenon. Consumers worldwide cite people as the most "trustworthy" source for purchase

ideas and information. In fact, 70 percent of consumers across the globe trust friends, family, or

other people when searching for information or ideas on products to buy. Advertising ranks

second as a trustworthy source globally, trailed by editorial content and then online.

Lopez (2006) studied the influence of WOM communication on choosing a mobile

phone network in Scotland. This previous study examines the role that WOM communication

plays in gathering information when choosing a mobile phone network. The result showed that

consumers aged between 15 and 24 gather information from their family and friends before

making a purchasing decision because they regard their family and friends as their trusted

source of information.
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The previous studies by Arpa (2002) and Rujinan (2006) revealed that WOM is the most

influential factor on consumers’ purchasing decisions on beauty treatment and Lasik surgery.

This is because the information from WOM communication assures people of the treatment

results and provides more details than from other advertising media such as radio ads, print

ads, and transit ads. Rujinan added that teenagers seek more information before they make a

decision and also spread more information after they use the service when compared with

working aged people. Moreover, WOM communication also plays a significant role in making

consumers recognize the brand of the service.

In summary, consumers usually discuss and with one another and also gather

information about a product and a service that they are considering purchasing from people

who had directs experience of it. It appears that WOM sources, especially, family and friends,

are the most trusted and reliable sources of information. In the present time, people not only get

information from traditional WOM (person to person), but also from electronic word-of-mouth (e-

WOM) which will be reviewed next.

2.1.3 Electronic Word of Mouth (eWOM) as an Online Source of Information

With the advancements of Internet technologies, people have started using the

Internet as the medium of their communication. Internet users pass on their experiences

and search for information through different applications like online forums, online reviews,

Instant Messaging, Blogs, e-mail, and web pages (Armelini & Villanueva. 2006). These
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applications create a new type of informal conversation that Nicholas Negroponte termed

“electronic word of mouth” (e-WOM). It was defined as all informal communications, made

by potential, actual, or former customers about a product or company, directed at

consumers through Internet-based technology (Westbrook. 1987; & Hennig-Thurau; et al.

2004).

There are some differences between traditional WOM and e-WOM (Dellarcas; et al.

2004). It is clear that e-WOM is not about interaction between two persons, but rather

among a community of individuals who share the same interest. Another difference is about

the trustworthiness of the source of recommendation. In traditional WOM, the receiver

knows about the source of information (Armelini & Villanueva. 2006). On the other hand, in

e-WOM, sender and receiver usually do not know each other.

In conclusion, e-WOM is another form of communication in which people communicate

through the Internet by using applications such as Instant Messaging, online forums, blogs,

online reviews, and e-mail. People can share their experiences about products and also gather

more information from recommendations of others. Therefore, this form of communication will be

another powerful source of information in the age of globalization. Consumers seek and use

information as part of their rational problem solving for decision-making processes, which will

be reviewed in the next section.
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2.2 The Decision-Making Process on Mobile Phone

Decision-making is a cognitive process leading to the selection of various alternatives.

Every decision-making process produces a final choice. It can be an action or an opinion. It

starts when consumers need to purchase or use a product or a service but they do not know

what to do. Therefore, decision making is a reasoning process which can be rational or

irrational, and can be based on explicit (clear and exact) or tacit (understood without being

expressed directly) assumptions (Wikipedia. 2007: Online).This section presents the five stages

of purchasing decision process which uses for purchasing a product or service and also

presents the mobile phone aspects that influence consumer to purchase a mobile phone.

2.2.1 The Five Stages of Purchasing Decision Process

The five stages of purchasing decision process are need recognition, information

search, evaluation of alternatives, purchase, and post-purchase evaluation (see Figure 1).

Need Recognition &
Problem Awareness

I

Information
Search

!

Evaluation of
Alternatives

{

Purchase

l

Post-Purchase
Evaluation

Figure1 The Stage Model of Consumer Purchasing Decision Process (Dalrymple J.D., &

Parsons J.L. Marketing Management. 1983:150)
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Need Recognition

The buying process starts with need recognition. Need recognition is the first and

crucial stage of consumer decision-making process because if the need is not recognized, then

the purchase will not happen (Lee.2005). At this stage, consumer recognizes a problem or

need (e.g. when consumer need a new mobile phone), or responses to a marketing stimulus.

The consumer can be triggered by either an external or an internal stimulus.

Information search

After recognizing the problem or need, consumer search for more useful information

about the various alternatives in order to satisfy their need. The stage of information search can

be classified as internal and external search. Internal search refers to the process of recalling

information from consumer’s knowledge or previous experiences with a product or service.

While external search refers to the information from the outside environment such as WOM

sources (e.g. family, friend, and salespeople) and/or e-WOM sources (e.g. e-mail, online forum,

Instant Messaging, blog, and web pages).

Evaluation of Alternatives

After getting information of alternative products or services, the consumers compares

among alternatives such as the four mobile phone aspects (brand, design, price, and special

features). The capability of solving problems among various aspects is then identified. The
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products or services which can fulfill needs or motives, which initiated the decision-making

process will be selected. Brand that consumer decided to purchase brand as group purchase

option, will be considered during the evaluation process (Hawkins, Roger; & Kenneth. 1998:

150).

Purchase Decision

This stage is the stage where consumer decides to purchase a product or service.

Engel, Black, and Miniard (1993) identified purchase decision into three categories: fully planed

purchase (the product is chosen before visit the store); partially planed purchase (there is an

intention to buy the product but the selection is deferred until shopping); impulse purchase (the

product is chosen at the store). In addition, these three purchase types may overlap due to

situational factors, such as product promotion, store atmosphere, weather, and others.

Post-Purchase Behavior

The final stage of decision-making process is the outcome of the purchase, which refers

to the consumer’s post-consumption evaluation of the purchasing decision. The satisfaction or

dissatisfaction with the purchase will influence the consumer’s decision process for their next

similar purchase, especially, at the stage of need recognition and information search.
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In this study, the researcher focuses on the second stage of decision-making process,

searching for information and the stage of purchase decision. The researcher believes that

searching for information is the most important for pre-purchase decision. Related information

on products is important for evaluating the products which will affect the decision making

process.

The review of previous studies showed that before making a purchasing decision on

products, consumers need more information about the products. This causes consumers to

gather information from trustworthy and reliable sources such as family and friends. It suggests

that WOM communication is more important than advertising in raising awareness of an

innovation and in securing the decision to try the product (Sheth.1971). Arpa (2002) reveals that

WOM communication has influence over consumers in Lasik purchase decision because WOM

communication assures consumers of the surgery result and also reduces the level of

perceived risk. Lopez (2006) concludes in the study that consumers gather more information

before choosing a mobile phone network from their family members and friends in order to

reduce the risk about the confusion of the mobile phone markets. This indicates that the

information from WOM source influences consumers in making decision to purchase products

and services. Apart from family and friends, young people gather information from other

sources such as shopping around, advertising and websites when choosing a mobile phone

network.
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2.2.2 Mobile Phone as a Needed Communication Tool in Relation to Market Expansion

Mobile phone is a long-range, portable electronic device for personal

telecommunication over long distances. Its use is worldwide. The mobile phone serves as a

communication tool to make and receive calls as well as send text messages, listen to music,

surf the internet and even play mobile games (Decosta. 2006). Very few people in the early

days thought about buying a mobile phone but today looking at the cheaper prices, almost

every individual can afford to purchase a mobile phone. Virtually everyone carries a mobile

phone, including young children (Decosta. 2006).

As evidenced by the fact that mobile phone numbers nowadays are ten digits long,

mobile phone use is now widespread in Thailand. At the end of year 2006, people had to add

the digit zero eight (08) to the front of their mobile phone’s numbers. This shows that the mobile

phone network providers have expanded the numbers from nine to ten digits to serve the needs

of a larger group of mobile phone’s consumers. The mobile phone has become an important

part of people’s lives. They use it as a tool for their communication. People use a mobile phone

in order to connect with other people for business, studies, and daily routines. The mobile

phone has now become a part of people’s basic needs. Figure2 shows the number of mobile

phone users in Thailand.
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Figure2 The number of mobile phone users in Thailand (2000-2004)

Figure2 shows that the number of mobile phone users is increasing rapidly. Within 5
years, the number of users in year 2004 is approximately 7 times higher than year 2000. This
indicates that mobile phone service providers need to provide more products and services to
satisfy the demand of the consumers. There will be fierce competition among mobile phone
business operators in the market when the number of models has recently increased. So
consumers should find more information before making a purchasing decision on a mobile
phone.

In the next section, the researcher reviews the mobile phone aspects (brand, price,

design, and special features) that influencing consumer’s buying decision.
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2.2.3 The Mobile Phone Aspects Influencing Purchasing Decision Process

Searching for more information about a product that consumers want to purchase is the

best thing to do before purchasing any product. A mobile phone is one of the products that

consumers search for more information about regarding brands, designs, prices, and special

features. As a result of competitions between brands of mobile phones, there are many

handsets, networks, deals and call costs offered for consumers to consider. Buying the right

phone that meets the consumers’ needs and budget can be difficult (GfK. 2006).

With regard to factors affecting consumers’ choice of mobile phones, two studies from

Finland, Karjaluoto et al. (2005) explored consumers’ choice criteria in mobile phone markets,

focusing on factors that influence intention to acquire new mobile phones on one hand and

factors that influence on mobile phone change on the other. The factors affecting the choice of

a mobile phone were classified into seven categories: 1) innovative services (e.g. browsing

WWW, e-mail, UMTS, Java, WAP, new features, and color screen), 2) multimedia (e.g.

multimedia, and built-in-camera), 3) design (e.g. appearance, styling, and small size), 4) brand

and basic properties, 5) outside influence (other person’s recommendation), 6) price, and 7)

reliability. It was found that factor “innovative services” and factor “multimedia” are seen as the

most important factors that affect the mobile phone choice.

In this present study, the researcher focuses on four aspects of mobile phone

purchasing decision which are brand, price, design, and special features. The categorization of
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the four aspects based on the factors affecting the choice of a mobile phone (Karjaluoto; et al.

2005). The researcher found that the innovative services and multimedia can be categorized

into the same aspect as “special features”. The four aspects of mobile phone information are

reviewed as follows.

Brand

Brand is one of many strategies manufacturers employ to communicate with their

consumers. Theoretically, consumers themselves find symbolic values or brands helpful in

making choices. Symbols or brands make it easier for consumers to make a purchasing

decision because they can distinguish brands clearly, in contrast to rational product evaluation,

which is hard work and time consuming (Lannon. 1999: 37-50).

The survey by ACNielsen (2006) found that brand reputation on jewelry purchase is

more important to Canadian than American on decision making. Similarly, brand royalty is

strong among car buyers. Globally and in North America, previous experience and brand

reputation are leading decision influencers in car purchases. The study by Lee (2005), who

studied an application of a five stages consumer behavior decision making model: an

exploratory study of Chinese purchasing of imported health food revealed that brand name has

been proven to be significant in choosing over-the-counter drugs. In other words, consumer will

pay much more for aspirin bearing a well-known name, even when they are aware that
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government regulations require all aspirin products to contain the same basic formula (Engel,
Knapp, and Knapp, 1996). The study by Chimbozal and Mitandwa (2007), who studied
measuring the determinants of brand preference in dairy product market, revealed that building
the right relationship between the brand and its consumers creates successful brands.

Consumers are more royal and willing to pay higher prices for brands that have greatest equity.

Design

Mobile phone’s design is becoming one of the alternatives for consumers. Each mobile
phone company has its own design and provides more choices for consumers to choose. In
this study the researcher focuses on four mobile phone design’s information which are style
(flip-flop, slide, twist, and plain), shape (square-slim, square-thick, round, and slender), screen
(color-screen, touch-screen, and wide-screen), and color display (red, white, black, pink, gold,
and silver). Mobile phone design is one of the important information that will draw consumer’s
attention to purchase mobile phone.

According to a report by In-Stat/MDR (2002) research institute, color displays are now
driving consumers into stores to purchase new mobile phones. The finding that colors display is
considered more important choice criteria for consumers than higher data rates or new
features. This is quite interesting owing to the fact that other studies reviewed have not

mentioned the importance of color display as the main point.
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Price

Price is another form of attribute used by consumers to evaluate the product. Price can
sometimes be an indicator of quality; with a higher price indicating higher quality (Mowen &
Minor. 1998; Siu & Wong. 2002). Consumers perceive that a higher price can be attributed to a
higher cost of quality control (Siu & Wong. 2002). Some consumer are highly price sensitive
(elastic demand), whereby a high prices may shift consumers to competitive brands (Mowen &
Minor. 1998). Therefore price can have a positive or negative influence on consumer
purchasing decision. In the past, only well-to-do people could afford a mobile phone, but
nowadays, virtually everyone carries a mobile phone, including young children (Decosta. 2006).
The price of mobile phone is depending on brands and types (see Appendix B). It starts from
low prices to very high prices. It costs about 1,000 Baht up to 45,000 Baht in Thailand.

The study by Pakola, et al. (2007) revealed that consumers’ choice of purchasing
mobile phone is mostly affected by price. Price was regarded as the most important motives
affecting the decision to purchase current mobile phone model for consumers in Finland. Price
might have dominated the decision making in the sample more than it does for the whole

population, as the average net income in the target groups was relatively low.
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Special features

At the present time, mobile phone can be used not only for voice communication but
also for many aspects. Firstly, people use mobile phone for multimedia such as taking photos/
video, listening to music, and listening to radio. Secondly, use for connectivity such as data
transfer (e.g. Bluetooth, Infrared, USB, and mini-USB), connecting to the Internet (browsing
WWW), and messaging (e.g. e-mail, MMS, SMS, and Instant Messaging). Lastly, use for playing
games. Because of the high technology, mobile phone companies have been developing their
products to serve the consumers’ needs by offering varieties of mobile phones that consumers

can choose.

In conclusion, WOM communication is a powerful and persuasive tool of seeking and
forwarding information in the business market. WOM communication influences consumers’
decision making on purchasing products and services. Before making a mobile phone’s
purchasing decision, consumers usually search for more information about brands, prices,
designs and special features that they are interested in. WOM communication from consumers
with experiences about the products and services, especially, family and friends, is believed to
be a trustworthy source of information. Due to the developing of a high technology in the
globalization age, the Internet (e.g. blogs, Instant Messaging, online forums, online reviews,

web pages, and e-mail) is another way of searching for more information.



CHAPTER 3

METHODOLOGY

This chapter, research methodology, presents four sections: subjects of the study,

research instrument, procedures of the study, and data analysis.

3.1 Subjects of the Study

The respondents were one hundred consumers selected purposively. The respondents
were consumers who 1) have already purchased mobile phone, 2) aged over fifteen, and 3)
gathered information from WOM sources. The researcher selected respondents the age over fifteen

because mobile phones are extremely popular among them.

3.2 Research Instrument

3.2.1 A Questionnaire

A questionnaire was used as an instrument for data collection. There were two versions
of the questionnaire, an English version and a Thai version. In this study, only the Thai version
questionnaire was used to collect data because all the respondents were Thai. The
questionnaire was designed to find out the influence of WOM communication on consumers’

purchasing decisions for mobile phones with closed questions and a rating scale to measure
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the influence of the WOM information and the WOM source on the consumers’ purchasing

decisions. The questionnaire (see Appendix A) was divided into four parts.

Part 1: General Information of the Respondents

In the first part of the questionnaire, the respondents were asked to provide information

regarding their age, gender, occupation, and monthly income.

Part 2: Consumers’ Pre-purchase Decision on Mobile Phones

The second part of the questionnaire contained two questions about the pre-purchase

decision process. The first question was designed to find out the important aspects of a mobile

phone (e.g. brand, price, design, and special features) about which the respondents seek

information before making the final purchasing decision. The second question was intended to

find out the WOM source from which the respondents gather the most information. The data in

this part was presented in charts and analyzed by using percentage. The data was not equal

100% because the respondents were able to give all applicable answers.

Part 3: The Influence of WOM Source on Mobile Phone

The third part of the questionnaire was designed to find out the WOM source that has

the most influence on a consumers’ decision to purchase a mobile phone and the reasons why

the WOM source has influenced them.
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Part 4: The Influential Information on Mobile Phone Purchasing Decision

In this part, the questions were set up to find out the influential information about four

aspects: price, brand, design, and special features. The respondents were asked to rank the

three most important aspects. After ranking the important aspects, the respondents were asked

to answer parts 4.1 - 4.4,

Part 4.1 Brand and Part 4.2 Price: the respondents were asked the brands of mobile

phones they had purchased, the reasons for choosing those brands, and the prices of their

mobile phones.

Part 4.3 Design and Part 4.4 Special Features: The respondents were asked to rate the

influence of mobile phone information by the five-point Likert scale (1= lowest influence, 2= low,

3= moderate, 4= high, 5= highest). The Likert scale is the method most commonly used by

researchers as a tool for data collection because it has proved to yield more consistent results

than some of the other methods (Bonifield, Jeng, & Fesenmaire, 1997).

In this study, the researcher measured the level of influence of WOM communication on

mobile phone decision making by using the Likert scale and then applied the mean of the

standard rating scale of Best (1981) to analyze the level of influence of WOM communication

on mobile phone decision making. The range and meaning of the mean are shown in Table 1.
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Range of Scale Level of Influence of WOM on Mobile Phone

Decision-Making

4.51-5.00 Highest
3.51-4.50 High
2.51-3.50 Moderate
1.51-2.50 Low
1.00-1.50 Lowest

3.3 Procedures of the Study

3.3.1 Pilot Study

Before administering the questionnaire in the main study, the researcher conducted a

pilot study on June 21%, 2006 using the designed questionnaire to determine whether the

respondents understood all the questions. The questionnaire was distributed to ten

respondents who were over 15 years of age at MBK Center, Bangkok. All of the respondents

were people who already had mobile phones. It was found that there were questions that

confused the respondents and were somewhat difficult to understand; therefore, there was a

need for simplification. The researcher removed unclear items and reorganized the questions to

focus only on the important aspects of purchasing mobile phones. Some questions were added

to increase clarity and simplified by using a table, which also made it easier to evaluate

choices.
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3.3.2 Questionnaire Conduction

In this study, the questionnaire was given to one hundred purposively selected

respondents who had already purchased mobile phones and gathered information from WOM

sources. It took approximately 10-15 minutes for each respondent to complete the

questionnaire. The researcher explained the purposes of this research to the respondents

before giving them the questionnaire.

The questionnaires were distributed to the target group on consecutive Saturdays and

Sundays in July 2007 on the fourth floor of MBK Center, the biggest mobile phone market in

Thailand. The reason for giving the questionnaire to the respondents on weekends was that

most people do not work on the weekends and the researcher could obtain answers from the

respondents of different ages and genders.

3.4 Data Analysis

The data gathered from the questionnaire was utilized. Percentages and tables were

used for classification of responses with regard to the general information in part one. The

tables and charts were used to display the result of four parts to show the influence of WOM

communication and the influence of mobile phone information in chapter four. The findings

were discussed and summarized with some suggestions and recommendations for further

studies.



CHAPTER 4

FINDINGS AND DISCUSSIONS

In this chapter, research findings and discussion, are presented into three parts:
general information of the respondents, consumer’s pre-purchase decision, and consumer’s

purchase decision.

4.1 General Information of the Respondents

This section presents the general information of the respondents in terms of age, gender,
occupation, and monthly income (see Table 2). The findings show that the age of the respondents
ranged from 15 — 55 years old. More than half of the respondents (53%) were adolescents (aged
between 15-24 years old), and the rest (47%) were adults (over the age of 24). More than half of the
respondents (65%) were female, and 35% of the respondents were male. Most of the respondents
(41%) were students, the rest were government officials (18%), office workers (16%), business
owners (11%), housewives (4%), and state-enterprise workers (3%), and others (7%) which
includes employees (4%), and unemployed (3%). The findings show that there were more
adolescent respondents in this study because most of the adolescents might have more free time

to shop at MBK center than the adults.
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Item Frequency Percentage

Age 15-24 53 53%
Over 24 47 47%

Total 100 100%

Gender Female 65 65%
Male 35 35%

Total 100 100%

Occupation Student 41 41%
Government official 18 18%

Office worker 16 16%

Business owner 11 1%

Other 7 7%

Housewife 4 4%

State-enterprise worker 3 3%

Total 100 100%

Monthly Income Less than 5,000 38 38%
10,001-15,000 17 17%

More than 25,000 15 15%

5,001-10,000 13 13%

15,001-20,000 9 9%

20,001-25,000 8 8%

Total 100 100%

To sum up this section, the majority of the respondents in this study were female, and most

of them were students, aged between 15-24 years.
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4.2 Consumer’s Pre-Purchase Decision

This section presents the pre-purchase decision process, which is the second stage of

purchasing decision. According to the five stages of decision-making process (need recognition,

information search, evaluate alternatives, purchase, and post-purchase decision), the pre-

purchase decision is the process of searching for information before making a purchase decision

on a product or service. The researcher also explores the mobile phone aspects and the sources of

mobile phone information that consumers use for their pre-purchase decision.

4.2.1 The Information Search for Important Mobile Phone Aspects

This section presents the important mobile phone aspects that consumers seek for more

information before making a purchasing decision. In the questionnaire (see Appendix |, part Il

question No.5,), the respondents were asked about the aspects of mobile phone that they

needed to find more information for pre-purchase decision; therefore, they are able to give all

applicable answers. This is because the respondents maybe gathered more information on

more than one aspect.
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The findings show that the respondents search for more information about ‘brand’

(60%), ‘price’ (60%), ‘special features’ (59%), ‘design’ (34%), and ‘other’ (1%). The similarly

high response levels for ‘brand’, ‘price’, and ‘special features’ indicate that these three aspects

of mobile phones were the most highly researched by consumers for their pre-purchase

decision (see Figure 3).

60% 60% 59%
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30 17
20 17
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features

Figure 3 The Importance of Mobile Phone Aspects

Note: The percentages are not equal to 100 because respondents were able to give all

applicable answers.

In order to contend in the fiercely competitive mobile phone market, each mobile phone

company must produce a variety of phones. The results indicate that ‘brand’ was an important

aspect because ‘brand’ designates social status and image, but the wide variety of phones

offered by a single brand necessitates that other aspects of mobile phones be highly

researched by respondents. ‘Price’ was also one of the most important mobile phone aspects

for the consumer because the costs of mobiles phones span an enormous range.
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4.2.2 The Source of Searching for Mobile Phone Information

This section investigates the WOM source that respondents accessed to gather

information before purchasing their mobile phones. In the questionnaire (see Appendix |, part |,

question No.6,), the respondents were asked about the WOM sources that they gathered more

information for pre-purchase decision from; therefore, they are able to give all applicable

answers. This is because the respondents maybe gathered more information about mobile

phone from more than one source.

According to the decision-making process (Dalrymple & Parsons. 1983), consumers

gather the most information from WOM sources (e.g. family, friend, and salespeople) and/or e-

WOM sources (e.g. e-mail, online forum, Instant Messaging, blog, and web pages). The

findings of this study show that friends (50%) were the most important sources, followed by

salespeople (47%), family (35%), web pages (28%), online forums (9%), e-mail (5%), instant

messaging (4%), blogs (3%), and others (3%), from which respondents gathered information on

brand, price, design, and special features. The results show that ‘friends’ (50%) and

‘salespeople’ (47%) were the WOM sources that the respondents most used for information

search. It can be assumed that because most of the respondents were adolescents, they spent

most of their time with friends, and therefore friends were the most accessible source of

information (see Figure 4).
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Figure 4 The Sources of mobile Phone Information

Note: The percentages are not equal to 100 because respondents were able to give all

applicable answers.

The results of this study are supported by Edgett & Parkinson (1993); GFK (2006); and

Lopez (2006) who found that ‘friends’ are the most favorable source of information because

consumers can easily ask for suggestions or ideas from them at their convenience.

‘Salespeople’ are also found to be one of the important sources from which consumers gather

information because salespeople are considered experts who know specific details and

information about the products.

E-WOM sources in this study had less importance than those WOM sources because

people are accustomed to more traditional forms of WOM. However, in the near future e-WOM

will be an important source of information. This is because e-WOM sources are easy to access

as a result of the proliferation of personal computers. ‘Web pages’ were the e-WOM source that
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28% of the respondents in this study used for more information about mobile phones. It can be
assumed that e-WOM is useful in the information search because consumers can view pictures
and gain more specific mobile phone information via different web pages. Consumers can also
send e-mails, use Instant Messaging, write blogs, or use online forums to research mobile

phones.

4.3 Consumer’s Purchase Decision

This section presents the most influential WOM source in the mobile phone purchasing
decision, the reasons for WOM sources’ influence on the consumer’s purchasing decision, and

the most influential mobile phone aspects in the consumer’s purchasing decision.

4.3.1 The Most Influential WOM Source in the Mobile Phone Purchasing Decision

This section presents the WOM source those most influenced consumers in the mobile
phone purchasing decision. As mentioned in Arpa’s (2002) study, WOM influenced consumers’
information search. The findings reveal that ‘friends’ (44%) had the most influence on the
respondents’ purchasing decisions, followed by ‘family’ (26%), ‘salespeople’ (15%), ‘web page’
(10%), ‘online forum’ (3%), ‘e-mail’ (1%), and ‘other'(1%). Moreover, it was found that ‘blogs’
and ‘instant messaging’ do not have any influence on the respondents’ purchasing decision

(see Figure 5).



36

45 -
40 -
3(5) . 26%
25 - 15%
%g - 10%
19 - ] 3% 1% 0% 0% 1%
O A T T T T . T = T = T = T -—r'
¥ OON N & & S DN
IO A N A
3 Q:,Q Q"O Qj\ &
o S N X
¢) ‘;@(\
NS

Figure 5 The Influenced WOM Source on a Mobile Phone Purchasing Decision

It is interesting that ‘friends’ were the WOM source from which most respondents

gathered information and also the source that most influenced respondents to purchase their

mobile phones. The results indicate that friends are the most powerful and persuasive source

that influence a consumers’ decision to purchase a mobile phone, most likely because of the

need of consumers to be accepted by their social group. Peer pressure thus creates a

tendency for groups of friends to use the same mobile phones and other products. Family also

had an influence on the respondents’ decision; this may be attributed to the fact that the

majority of respondents may get their income from their parents, so they may ask for permission

or money from their parents to buy their mobile phones. Although the respondents seek more

information about mobile phone aspects from salespeople, this source had less influence on the

purchasing decision. It can be concluded that the respondents in this study were most highly

influenced by friends, a result that is similar to the conclusion of the study by Lopez (2006).
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4.3.2 Reasons for the WOM Source’s Influence on Consumer’s Purchasing Decision

This section explores the reasons a WOM source influenced a consumer’s purchasing
decision. More than half of the respondents (55%) stated that ‘direct experience’ was the main
reason for a WOM source to be the most influential in the decision-making process. 22% of the
respondents gave the reason that they accessed certain WOM sources because they are
‘trustworthy’, 15% said that they viewed the source as ‘well-rounded’, and 8% stated that the

source provides clear information (see Figure 6).

clear information other
8% 0% trustworthy
0

well-roupded 22%
159

direct experience
55%

Figure 6 The Reasons WOM Source Influence Consumer’s Decision to buy a Mobile Phone

The results of Arpa’s (2002) study showed that ‘direct experience’ from former
consumers had the most influence on Lasik surgery consumers. This is because Lasik surgery
is a new technology for sight restoration, so WOM is the most readily available source of
information that consumers can access in order to reduce risk. It can be possible to assume

that not only the high risk products that consumers need recommendations from former users
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but on mobile phone purchase decision as well. Many products or services are provided under
many brands and for a variety of prices for consumers. In addition, consumers tend to remain
loyal to their initial purchasing decisions for products. Therefore, most consumers rely on
information from source who had direct experiences with the products in order to ensure that

their decision will serve them in the long run.

4.3.3 Influential Mobile Phone Aspects in Consumer’s Purchasing Decision

This section presents the mobile phone aspects which are price, brand, design, and
special features (multimedia, connectivity, and game) that influence consumers’ purchasing
decision for mobile phones. The respondents were asked to rank three aspects in order of
personal preference. The data was analyzed by using the mean(i) to identify the rank of each
aspect. In order to find the mean (i) , the researcher sum up a raw data of each aspect. Then the
mean of each aspect was ranked from the highest (most important) to the lowest (least important). The

results are shown in Figure 7.
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Figure 7 Influential Mobile Phone Aspects
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The findings show that ‘orand’ was ranked first (3.58), followed by ‘price’ (3.33), ‘special

features’ (3.14), and ‘design’ (1.77). The results show that ‘orand’ was found to be the most

influential aspect in the respondents’ purchasing decision, and this suggests that brands

cultivate trust and loyalty in their consumers. ‘Design’ was the aspect that had least impact on

the purchasing decision of the respondents.

The results of this study were consistent with those of the study by Lee (2005) and the

study by Chimboza and Mutandwa (2007) that brand was the important aspect on consumer’s

decision making on products. The results by Lee (2005) found that brand names are important

in the consumer purchase decision of aspirin. Consumers are willing to pay more money for

aspirin under a well-known brand, even though it has the same basic formula as cheaper

brands (Engel, Knapp, and Knapp, 1996). Chimboza and Mutandwa also supported that

consumers are generally more royal and willing to pay higher price for the product, and have a

closer relationship with the brands that had the greatest equity. On the other hand, the findings

of this study were inconsistent with those of Pakola, et al.’s (2007) study. This is because they

found that a consumers’ choice of mobile phone is mostly affected by ‘price’ which was

regarded as the most important motive affecting the decision to purchase current mobile phone

models for consumers in Finland.
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4.3.3.1 Brands of Mobile Phones

This section presents the popular mobile phone brands that the respondents have
purchased (see Figure 8). The findings show that ‘Nokia’ was the brand that most of the
respondents (79%) purchased, followed by ‘other brands’ (12%), Samsung (3%), Sony-Ericson

(3%), Motorola (2%), and LG (1%).
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Figure 8 Brands of Mobile Phone

‘Nokia’ claims to be the most popular mobile phone brand in Thailand because it
provides many mobile phone models (see Appendix Ill) that are attractive to consumers. The
results of this study support this claim that Nokia, whose brand is accepted for more than ten

years (http://www.nokia.co.th), is the leading mobile phone brands in Thailand. Moreover, Nokia

shops for post-purchase service are readily available in Thailand, which increases convenience

for the consumer everywhere.
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The findings relating to the reasons for purchasing mobile phone brand show that
‘various function’ was the main reason that most respondents (39%) purchased the brand they
cited in the previous section (see Figure 9). Respondents stated that they purchased ‘Nokia’
because this brand provides various functions of special features. Another reason the
respondents (32%) gave was the ‘reputation of the brand’ that they have purchased, followed

by the respondents previous use of the brand (13%), the ‘trustworthiness’ of the brand (10%),

and ‘other’ reasons (6%).

various other Trustworthy
Used before

functions 6% 10%.
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Figure 9 The Reasons for Purchasing a Particular Mobile Phone Brand
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4.3.3.2 Price of Mobile Phones

This section presents the price that the respondents in this study paid for their mobile
phones (see Figure 10). The findings reveal that the majority of the respondents (38%) paid
5,000-10,000 baht for their mobile phones while 32% of the respondents paid 10,001-15,000
Baht, 20% of the respondents paid less than 5,000 baht, 6% of the respondents paid 15,001-
20,000 baht, and only 2% of the respondents paid 20,001-25,000 baht or more than 25,000
baht for their mobile phones.

The previous data revealed that most of the respondents were students who may not be
able to afford a high cost mobile phone. Thus, the cost of 5,000 — 10,000 baht was reasonable
for most of them. There are many mobile phone models in the price range of 5,000-10,000 baht
that provide various functions that serve the consumers’ needs. This indicates that consumers

can get high-technology mobile phone for the price 5,000-10,000 baht.
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Figure 10 Price of Mobile Phone



43

4.3.3.3 Design of Mobile Phones

This section reveals the level of influence of mobile phone design including style, shape,

screen, and color display (see Table 3). The findings show that the design features that had

high influence on the purchasing decision were ‘color-screen’ (4.00), ‘black color’ (3.80), and

‘plain style’ (3.61).

TABLE 3 DESIGN OF MOBILE PHONE

Details Mean Level of Influence
Style Plain (no cover) 3.61 High
Flip-flop 2.30 Low
Slide 2.20 Low
Twist 2.09 Low
Shape Square-slim 3.42 Moderate
Square-thick 2.65 Moderate
Round 2.01 Low
Slender 1.77 Low
Screen Color-screen 4.00 High
Wide-screen 2.92 Moderate
Touch-screen 2.50 Low
Color Display Black 3.80 High
Silver 2.42 Low
White 2.40 Low
Pink 1.90 Low
Gold 1.87 Low

Red 1.60 Low
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This result is consistent with In-Stat/MDR, Research Institute’s (2002) finding that color
displays are now driving consumers to purchase new mobile phones. This result suggests that
from the six choices for mobile phone color (black, silver, white, pink, gold, and red), ‘black’ is
the color that most likely to be used by all age and genders. Many mobile phone companies are
currently producing ‘color-screen’ mobile phones for the mobile phone markets; therefore, they
are popular among respondents. In addition, from four mobile phone styles (plain, slide, flip-
flop, and twist), the ‘plain style’ is the most common style provided by mobile phone companies

and is also the style that most respondents in this study use.

4.3.3.4 Special Features

This section explores the level of influence of special features, which include multimedia
(such as ‘listening to music’, ‘taking photos & video’, ‘listening to radio’, and ‘watching movies’),
connectivity (such as ‘data transfer’, ‘messaging’, ‘browsing Internet’), and games.

The findings shows that special features that had high influence on the mobile phone
purchasing decision were listening to music (3.99), taking photos & video (3.67), and data
transfer (3.62), while ‘messaging (e.g. e-mail, MMS, SMS, Instant Messaging)’ (3.38), ‘browsing
Internet (WWW)’ (3.10), ‘listening to radio’ (2.69), and ‘watching movies’ (2.68), had moderate
levels of influence. ‘Games (2.39) had low influence on consumers’ purchasing decision (see

Table 4).
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Details Level of
Mean Influence
Multimedia Listening to music 3.99 High
Taking photos & video 3.67 High
Listening to radio 2.69 Moderate
Watching movies 2.68 Moderate
Connectivity Data Transfer (e.g. Bluetooth,
Infrared, USB, mini-USB) 3.62 High
Messaging (e.g. e-mail, MMS,
SMS, Instant Messaging) 3.38 Moderate
Browsing Internet (WWW) 3.10 Moderate
Games 2.39 Low

This result is consistent with Karjaluoto; et al.’s finding (2005) that multimedia is the most

important factor affecting the choice of mobile phone. This result suggests that multimedia

capabilities and connectivity such as ‘data transfer’ were important special features that

influenced consumers’ purchasing decisions, whereas games had less impact on consumers’

purchasing decision.

The table shows that most special features functions had moderate to high levels of

influence; only games had low influence on decision-making. This implies that consumers use

utilize most special features, except games. However, a few respondents bought mobile phone

specifically because they like to play games on their mobile phones for leisure.
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In summary, the consumer’s purchase decision process is based on the source of

information which most highly influenced consumers to buy mobile phones. In this study,

‘friends’ were the WOM source that had the most influence on respondents to buy mobile

phones. The respondents trust ‘friends’ because they had ‘direct experiences’ with mobile

phones that they can share with the respondents. The most important aspect of mobile phones

was ‘brand’, followed by ‘price’, ‘special features’, and ‘design’. ‘Nokia’ was found to be the

most popular brand among respondents, and most respondents purchased phones at prices

between 5,000-10,000 baht. ‘Plain’ style, ‘black’ color display, and color screen were the

design that attracted respondents in high level of influence. Moreover, multimedia (‘Listen to

music’, ‘taking photo & video’) and data transfer capabilities (e.g. Bluetooth, Infrared, USB,

mini-USB) also had high levels of influence and attracted consumers to buy mobile phones.



CHAPTER 5

CONCLUSION

This chapter concludes the main findings of the study with reference to the research

questions and presents the limitations of the study and recommendations for further studies.

5.1 Conclusion

Word of mouth (WOM) communication is an effective and powerful marketing tool for

spreading information on products or services. Due to the growth of the mobile phone market,

mobile phone companies produce more and more mobile phone series every month to meet

consumer demands (see Appendix ). Therefore, consumers need recommendations about

products or services from the trustworthy sources to inform purchasing decision process. This

study investigates the WOM sources (family, friend, salesperson, e-mail, online forum, instant

messaging, blog, web page, and other) and mobile phone aspects (brand, price, design, and

special features) that have the most influence on mobile phone purchasing decision process.

With regard to the consumers’ pre-purchase decision for mobile phones, the results

reveal that among the four mobile phone aspects, the respondents consider ‘brand’, ‘price’, and

‘special features’ to be the most important areas of research for their pre-purchase decision.
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‘Friends’ and ‘salespeople’ were found to be the most important WOM sources from which this

information was gathered.

With regard to the research question No.1, the results reveal that friends are not only

good sources of pre-purchase information but also the most influential WOM sources in the

consumers’ final purchasing decision. On the other hand, salespeople are only relied upon as

sources of information and not as influences in the mobile phone purchasing decision. Most of

the respondents explained this preference by stating that they were highly influenced by the

direct experiences of their sources with the products. This is because a friend or family source

shares experiences and both positive and negative opinions of products with less bias than a

salesperson would (Arndt, 1967; Edgett & Parkinson. 1993).

Regarding the research question No.2, ‘brand’ was ranked first as the most influential

aspect mobile phone information in the final purchasing decision, followed by ‘price’, ‘special

features’, and ‘design’. The brand ‘Nokia’ was found to be the most popular brand among the

respondents. Most respondents recommended this well-known brand because it provides

various functions and has a good brand reputation. In addition, most of the respondents paid

5,000 — 10,000 baht for their mobile phones.

The mobile phone market employs many strategies to draw the attention of consumers

thus the results of this study might help the companies to compete in the market. This study

found that a plain style, a ‘color-screen’, and a ‘black’ color display were the designs most
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highly favored by consumers. Special features that allow consumers to listen to music and take
photo and video with their mobile phones also have high levels of influence on the mobile
phone purchasing decision.

In summary, WOM communication is an effective marketing tool that influences a
consumers’ decision to purchase a mobile phone. The most influential source of information
was ‘friends’, and this source was also the most persuasive in the consumers’ final purchasing

of mobile phones.

5.2 Limitations of the Study

The limitations of this study are:

5.2.1 In this study, the subjects were one hundred Thai respondents who were shoppers
at MBK Center in Bangkok. The results may not be applied to the decision making on mobile

phone of consumers in other provinces such as in rural areas from different parts of Thailand.

5.2.2 This study explored four mobile phone aspects which are brand, price, design,
and special features on the consumer’s pre-purchase decision. The results may not be enough
for consumers. According to the research by Karjaluoto; et al. (2005) other aspects such as

accessories, gift vouchers, and innovative services may also be necessary for consumers.
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5.2.3 According to the five-stage decision making process, namely, recognition,

information search, evaluation of alternatives, purchase, and post purchase, this study focused

on two stages of the whole process only which were pre-purchase decision and purchase

decision. The results of this study may lack some important information from each stage of the

process. This was because each stage yielded different outcomes. During the first stage, for

example, the companies might have already known how the consumers recognized the

product. In addition, at the third stage, the companies might have already known how the

consumers would evaluate the choices of products. Finally, at the final stage, the companies

might have already known what kind of feedback they would receive from their customers.

Therefore, it might be useful for mobile phone companies to improve their strategies to meet the

needs of their consumers.

5.3 Recommendations for Further Studies

The researcher recommends the following studies.

5.3.1 In order to explore the decision making on mobile phone, further studies should

select the respondents from many shopping centers such as The Mall, Big C, Lotus, and

Carrefour. Those shopping centers are famous shopping centers in Bangkok and also in other

big cities in Thailand so they may have a variety of consumers, which may be applied to the
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consumers in a big city in Thailand. The study should explore on many groups such as children,

adolescents, young adults, and adults in order to see the different ideas of each group towards

mobile phone decision making. The result will enable companies to successfully promote their

products by using the attractive products that meet the needs of certain target consumer group.

5.3.2 According to the growth of mobile phone models, the consumers may have more

aspects which may affect their purchasing ideas. Thus, of four mobile phone aspects may not

be enough information for consumers to make decision on purchasing mobile phones. Thus,

further studies should explore more on other aspect as well such as accessories, gift vouchers,

and innovative services.

5.3.3 An exploration of the five-stage decision-making process on mobile phone should

be conducted. The study should focus on all five stages from the first stage to the last stage

(need recognition, information search, evaluation of alternatives, purchase, and post purchase)

in order to find out the important information from each stage of the process. The result will

enable companies to find out the important key to apply for their marketing strategies.
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Appendix |

Questionnaire

This questionnaire is a part of Mater’s Project, “The Influence of Word-of-Mouth Communication on Consumers’
Purchasing Decision on Mobile Phone”, Srinakharinwirot University. It is designed to explore ideas concerning the
influence of WOM communication on consumers’ purchasing decision on mobile phone. Your answers would be a very
valuable contribution to this research and the information will be kept confidentially. The questionnaire is divided into three

parts.

Part 1:  General Information of the Respondents
Part 2: Consumers’ Pre-Purchase Decision on Mobile Phones
Part 3: The Influence of WOM Source on Mobile Phone

Part4:  The Influential Information on Mobile Phones’ Purchasing Decision

Please put a tick (\/) in the box or the space provided according to your own personal details and the alternatives which

match your choice.

Part 1: General Information of the Respondents

1. Age .o years old

3. Occupation
OStudent
OGovernment official
OState—enterprise worker
OOfﬂce worker
OBusiness owner
OHousewife
OOthers (P1EESE SPECITY) ...t eiie ettt
4. Monthly Incomes (Baht)
(O Less than 5,000
(O 5,000 - 10,000
(010,001 - 15,000
(0 15,001 - 20,000
(020,001 - 25,000
(O More than 25,000



Part 2: Consumers’ Pre-Purchase Decision on Mobile Phones

5. What important mobile phone aspects do you search for before making a purchasing decision?

(You can choose more than one answer)

O Price
O Brand
O Design
O Special features
O Other (PlEASE SPECITY). .. cvuiii it
6.  Which WOM source do you gather more information about brand, price, design, and Special features from?

(You can choose more than one answer)

O Family

O Friend

O Retailers/ Salesperson

(OFE-mai

OOnIine Forums

O Instant Messaging

OBIogs

OWeb pages

OOther (PIBASE SPECITY) ... ettt

Part 3: The Influence of WOM Source on Mobile Phone

7. Which of the following WOM source has the most influence on your mobile phone purchasing decision?

O Family
O Friend

O Retailers/ Salesperson

OE-mai

OOnIine Forums

O Instant Messaging

OBIogS

OWeb pages

OOther (PIEASE SPECITY) ..ttt
8. Why WOM source has an influence on purchasing mobile phone?

OTrustworthy

ODirect experiences

OWeII-rounded about mobile phone

OThe clearness of information

OOther (PIEASE SPECITY) ...ttt ettt



Part 4: The Influential Information on Mobile Phones’ Purchasing Decision

9. Which were the three most important aspects that influence you to purchase mobile phone? (Enter a rank of 1, 2, 3
where rank 1 is the most important) Please rank only three boxes.
Price
__ Brand
__ Design
______ Special features
_ Other (PlEASE SPECIY).... vt
Part 4.1: Brand (You can choose more than one answer)
10. What brand of mobile phone have you purchased?
(O Nokia
O Samsung
O Sony-Ericson
O Motorola
Ot
OOther ............................................

11. Why do you choose this brand?
O The trustworthy
O Have been used before
O Brand reputation
O Various functions

Part 4.2: Price
12.  How much does your mobile phone cost?
OLess than 5,000
(5,000~ 10,000
(010,001 - 15,000
(0 15,001 - 20,000
(020,001 - 25,000
(O More than 25,000



Part 4.3: Design

13.  Which were the details of mobile phone design that influence you to purchase mobile phone? How would you rate

them? Please tick ( ‘/) in the rating scales boxes.

Rating Scales

- 2 o=
Details 9 © 7]
2 ) o} 2 ¢
2 I -8 — )
T 2 3
5 4 3 2 1
1. Style a a
Flip-flop
Slide E
Twist
Plain (no cover)
2.  Shape
Square-slim
Round o
Square-thick
Slender :
3. Screen Color-screen

Touch-screen

Wide-screen

4.  Color Display

Red

White

Black

Pink

Gold

Silver
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Part 4.4: Special features
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14. Which were the details of special features that influence you to purchase mobile phone? How would you rate them?

Please tick ( ‘/) in the rating scales boxes.

Rating Scales

= o) -
Details @ © @
2 ) 5 g ¢
2 T -8 — )
T = 3
5 4 3 2 1
1. Multimedia Watching movies

Listening to music (MP3)

Listening to radio

Taking photos & video

2. Connectivity Data Transfer (e.g. Bluetooth,

Infrared, USB, mini-USB)

Browsing Internet (www)

Messaging (e.g. e-mail, MMS,
SMS, Instant Messaging)

3. Games

Suggestions/ Comments



63

LUUFaUNIN

wungaunnildudiuniiarasansfinug Aanseauliy o ummanandediuaiunsilan viade Bndnazasnig
4 T U L ae cd 2 oo o ,
Zeansuuvvensanunissindulateinsdniindeunaesdizina lnaddnglseasfineAnunaninasesnisdeaisuuuuansalu
nasindulagelnsdwiene Aneuzewinuasduls:lenibianiddaluaial veupnuinlipausaniie lunsseuuuugeuniy
uuugeLnNLlsznaudag 4 aaussil

naud 1: dayanall

dl v U v a d;' o ol A
paud 2: nsvndeyanaunisandulazelnsdniidete
maud 3: ANBWATEINITRRANTULILILANSS

4:" a a ;7 dlal ' v a &l o ol A
AAUN 4: ﬂWﬁWﬂ“ﬂ‘ﬂﬂ“HﬂNﬁ@V}NN@ﬂﬂﬂﬁ?ﬁlﬂﬂul"]‘ﬁﬂt%?ﬂwvmﬂﬂﬂ

'
a

Awas Tusavinegaeuanagn V') el ( )uﬁOmuﬁmwﬁ"vvﬁumnmm

naun 1: Tayanali
1. 00 e il

2. INA

O”]]’]F;I
Omﬁq
3. andw
Oﬁnﬁ'ﬂu—ﬁnﬁﬂm
O%’ﬁmﬁjm?
Omilnauigiamia
Owﬁmmﬁﬁw
Oasiiadawsia
Oviating witi
Oﬁluq (TUSATIL ..o
4. eldseReu (um)
Osﬁ'wmﬁ 5,000
(O 5.000- 10,000
(10,001 - 15,000
O15,oo1 - 20,000
(020,001 - 25,000
O@;\mfh 25,000

= b3 ' o a % o  cey e
AAUN 2: n’l'iu’l“ll'aganaumiﬁmﬂu’lq ’ﬂTVliﬁWVIN‘aﬂ’ﬂ

5 vihrwndeyaiuiunaaiuFeslaneunissnduladeinsdwiiletia (@enlduinnds 1 Amew)

Oma‘@ﬂmmu
Oﬁnwm:ﬁmw
Oﬁu"] (TUSATL ..o



6.

vnuseunudayainaoiunsdwiilefeanunasdayasesnisuanseunaslaneunissndulade
(@anl@ninngn 1 Ama)
O unnalunseunin
i
O ivau
O wineuner/dunusdmite
a -
O@Lm
Oﬂﬁ‘m{j (Online Forums)
Oﬂuwu’]LLUULLﬂ]‘V} (Instant Messaging)
Ouﬁ'ﬂﬂ (Blogs)
OL’?LIL‘W'% (Web pages)
Oﬁuj (USATEL ..o

ABUN 3: ANENAUBINITHAFNTULLUANAD

7.

% ' ' ' Ha o ' o a 4 o e ' al
unasdiagansuenseunasiasaliiianinasenisindulatde Insdnwilelevewinuannign
(RenmaLLien 1 dawinidu)

Ounaaluasaunia

P
OL‘W’ﬂu
Owﬁmmmﬂ/ﬁmmwﬁwmﬁ

a '

O@Lm
Oﬂ?:?\:’ (Online Forums)
Omuwml,mmm‘m (Instant Messaging)
O‘uﬁ@ﬂ (Blogs)
OL’?‘ULW@ (Web pages)
O%uj (TUSRTEL. .o
Y v KX ada a 1 v a dﬂl o o A 1 = % 1 ¥
wanzwe launasdayalude 7 aaiidnnasenissndulate insdniitliefieresvinu (Feneaulsuinnds 1 4e)
= 1 dl A
Oummmwj@n@
O“lﬁm"']LLu:ﬁ']mmJimummﬂumﬂﬁmﬁwﬁﬁﬂﬁ@
= o o o e A
O34ﬂfmm'augl,ﬂmnu‘llmﬂww'an@
Olinaazidandayalddaia
OB USATEL) oo

a a a @ aa ' o g o dau e
ABUN 4: ANENAVRITANANANARANITARAULATalnsANNana

9.

a

7 o

vinuAndndeyadAnynfinasenisdindulateinsdwilenerevinurearls ngunidenGasansupandfyaesdeya

o

¥ '

o o oo

sallll 3 avulaaldwnnaias 1, 2, uaz 3 Tudesd A neuweving (Muneae 1 Aes1AuNd1Anyfign)

7M1

v
na

™)

n17aanwkuy

ANMTUENLAL

Eluj (Wamsey)

64



al £ al o o v = P ' °
ABUN 4.1 ABYALNLINULND (L@@ﬂimmﬂﬂfm ARALI)

10.

1.

yinuzatnsdnsidveasls

(O Nokia

O Samsung

O Sony-Ericson
OMotoroIa

(@]te

Oﬁluj ......................

' =2 o a 1 o e A Ay X
wazivnlavinuasindulazansdnsitenetvell
D4 e A
ANNUTe e TRE e
Omﬂlﬁmﬂ'ﬂu
Py a
OLﬂuwmamuﬂu
Oansuzfiasiivainuans

Oﬁmaﬁﬂ@mmuﬁmmm

Y

AAUN 4.2 571

12.

vuwdentetiefesanilszanaurinlug
Oﬁlﬂﬂ’j’] 5,000

(5,000 - 10,000

(010,001 - 15,000

(0 15,001 - 20,000

(020,001 - 25,000

(O ganin 25,000

a
AAUN 4.3 N1TRANLULU

13.

65

3 3 v = ¥ IS ] v a dl? o el A ' s A o a a ]
AMNUBHRIUNAY ?WEI@ZL‘L]EJWH’B\W@H@NN@Gl@ﬂ’]'i‘ﬁ]ﬂ@usl’ﬂ“ﬁ‘ﬂt‘ﬂﬁ‘ﬂWi’m@ﬂ‘ﬂﬂJﬂ\‘Wﬂuluﬁtﬁulﬁ Tlsananszauansnwaludas

v A v
ATUTINNDUDITRYA

- kg
TERSLDEUAUDYR

FTALURIBNENANNNARANITANRU AT

v v
qN N U uag Uag

ngn NaN ngn

5 4 3 2 1

1 pldnwolaes a a
FLATRY el

E
thipen

YU E ‘

a33um (LT AzeL)




66

2 ginsa

Eu
P
AUNANLNN

sl#

Ly

[RIAENENRRY

AMALNNUN

iFe819 E i

3 ANHUCABUAANHA

=
ABNINA

wiinaadueia (Touch-screen)

RaNINWNANY (Wide-screen)

4 FuesseATed

AN

119

ABUN 4.4 ANEUSNLAY

A k2 dsz o a k7 1 Nyd ] v a li’ o ol A 1
14. u@ﬂmu@mnmﬂ‘nmuwugm (I‘Vlﬁ‘ﬂ’ﬂﬂ-i‘i_l'&ﬂf;l) mmm@ﬂmm@wmﬂamiﬂum@ﬁmmimmau%%‘ﬁmﬂwmmmmmu

Tuszauln Wsndenseivaninaludesanilesasdeys

sTAUURIBNENANTNAFANITARAULATE

SeasIenATaya an | wn | thu | des | dan
hgn Na1 hgn
5 4 3 2 1
1 daRipe AUl
(Multimedia) Hanas(MP3)
ng
dhegil/dnednla

2 Asdense

dd&i’]uﬁﬂga (v Bluetooth, Infrared,

USB, mini-USB)

wdayaniedunasiin (WWw)

Fu-detamns (U BuE, MMS,

SMS, AUNULLLILLTEN)

3 nud

¥ a o« 2 P
UDAALURLASLDLALD HUSaU




Appendix I

Mobile Phone’s Price in Thailand (May, 2007)

8800 Sirocco

Gold D2 Atom Life Nokia N95 Samsuniq i600 MNokia N76
570 32,900 v A7 28,990 unn 1M1 18,900 una 577 18,100 U

A7 45,590 um

Mokia E6S Samsung 2720 Samsung F300 Muotorola E6 LG shine
AT 16,300 um st 14,900 una A7 14,900 uma SR 13,900 una s 13,900 u

Mokia 5700 LG Black Label IT Sony E. K550 LG KEGOO Samsung X830
AT 13,500 um A 11,900 ua 7R 9,900 um 571 9,900 una Fn 9,900 una

Mokia 3110
Classic
577 5,620 unm

i-mobile 516 i-mobile 315
57F 4,990 U SR 3,990 ua

Sony E. W200i ¥3 Miami Pink
57AN 5,990 um 57F0 5,800 umn

i e
TAMBENE
minie

e

Mokia 5070 - fuifin

Mokia 5070 Samsung C300 Samsung C250 Samsung C260 Samsung C140

570 3,940 U 51E0 2,990 unn 0 2,990 U 7R 2,590 U 51m7 1,990 uma

Source: http://www.siamphone.com
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Appendix Il

Models of Mobile Phones in Thailand
(October 2007 - January 2008)

wmssmilianailafrtu dss=Hwhan ansiau 2008 (urasy Sa'lifinadnaiha)

o oo . L
- STIRHana + 'I.I'I‘I'.I'I'-Fi'l'l-i'l.l'lﬂl.m'.l

damsung F490 Samsundg F250 L Kia370 Liz Kia2gs Liz Kia285

'h =_ g

Sony Ericsson Sony Ericsson Sony Ericsson Gigabyke gSmark
WG W' 350i FEE5i i350 s PR




WwsArndlianailnd bui Us=Snwian Svonau 2007 (uvase da'bifihnaEnaaa)

| | il L
- SIANAGE + FUHITIE THU A

___H

PorstheDesian  gofish maon~ mExoonzsm  WelCOMWIZ0 ooy wasg
P9521 Black

Glofiish %800 Glofiish %600 Glofiish X500+ Glofiish M700 SE'”E;:J; Sﬁnaan

i@l

lokja 3110 i-mobile 613 i-mobile 520 GNET G286 HIC Touch Elfin

Eviolve

Hutch C2905
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msdriiliatailns hai UssSwitan vaeSaan 2007 (urasu da'hifia i)

e o ' Lo
- SIFNHANE 4+ UM T EHTEU AT
e
==l
- . [

WellcoM W110 % i-mohile 519 Mio A70Z GPS L K520

]

I D“'

sl

% ."" i ]
Samsung E210 Mokia Naz MNokia8800  \otis sa00 Arke maobile 518
Sapphire Arte

. . Sony Ericsson Sony Ericsson Sony Ericsson
GMNET G777 DND GMNET G414 WEa; e SE VEa0i

WellcaM WozD i-rmiobile 204 Yerbu Ascent Ti




msdrnflianailnfnr b Us=Fhan natas 2007 {(unasw 4 hifiadnanin)

] | ' LY
- SIAIHa6a + FUHITEIHIEED

Maotorola RAZRZ

Maktorola W377  Maotarola W13 Mokorola Wigd  Mokorola Wis0
WE Ly

HTC F:53400 0z Orbik Samsung G800 Samsung Armani Mokoraola L9

Motorola V& Sony Ericsson
MaxE Ferrari KE30i

WellcaM W19 A3lS PPS0 asls P735

asls PSEY SCUD 5TES Hukch C163 Hukch 5320 Hubch C2288




wins 8000 TY Motorola ROKR

HTC PaS00 HTC 57350 HTC Touch Cual

Phone ES

SAMSUND

mohile

Motorola RIZE Motorola PEEL
10 U3

Samsung Serenaka Samsung 780 2amsung iSS0

Samsung 450

Source: http://www.siamphone.com/catalog/index.htm
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VITAE



Name:

Date of Birth:

Place of Birth:

Address:

Educational Background:

2001

2005

2008

VITAE

Miss Nawarat Saphanuchart

October 19, 1981

Kalasin

200/1-2 Sompamitra Road,

Muang, Kalasin 46000

Kalasinpittasan School, Kalasin

Bachelor of Arts (English)

Mahasarakham University, Mahasarakham

Master of Arts (Business English for International

Communication), Srinakharinwirot University
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