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ABSTRACT

This study aims to study the book rental behaviors of the residentsin Soi
Pattanakarn 61, Prawet district, Bangkok, including studying the factors that influence
their rental behaviors, the expectation and other recommendati ons toward the book
rental store.

The methodology used in this study is the quantitative approach, the primary
datawill be collected by distribute questionnaire to the population group who rented
and could rent the book from Baan Cartoon book rental store, the sample size of this
study is 92.

The results of this study found that the most reason for using the service of
book rental store is cost saving, comics are the most popular types of book to rent.
Most of the factors that the respondent consider as an important are related to the book
itself such as the availability of newly book or the variety types of book in the rental
store. A freguently promotion plan is the most topic that respondents expected to have
from the book rental store.

It is expected that the data contained in this research study will interested and

benefit to all readers.
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CHAPETER 1
INTRODUCTION

BACKGROUND

From the statistic survey of National Statistic Office of Thailand, a survey of
reading behavior of Thais in year 2008 shows the number of people age over 6 years old
have percentage of reading at 66.3 percent, divided into male 67.5 percent and female
65.1 percent respectively (Thailand National Statistic Office, internet, 2009). The type
of books that people read the most are newspaper at 71 percent followed by novel,
cartoons, and magazine (Thailand National Statistic Office, ibid)

Education levels and the resident areas are effect to the number of reading i.e.
those who have high education level are tend to read more than those who have lower
level, as well as the people who lives in urban area are read more than rural area.
(Thailand National Statistic Office, internet, 2009). In addition, the suggestion from the
survey on the most efficient campaign to motivate people to read are; price, content, and
the availability of the book. (Thailand National Statistic Office, ibid). From the factors
of the book price, it is reflect to one point of view that not all people will buy books in
the market, even they would like to read it. This is an opportunity for book rental store
to take an advantage of this gap on providing rental business to customer who needs to
read for each type of book.

To study about book rental business and its opportunity this research will
focus on the behavior and factors that make people decided to use book rental service.
An expectation of this research is to take a research result and the analysis of customer

behavior and the factors toward book rental as primary information that is useful for the



owner of book rental who would like to expand their business and a person who

interesting in this business and like to start up a book rental store.

STATEMENT OF PROBLEM

Based on the observation on one rental store “Baan Cartoon” at Muang
Thong2/2 village, Soi Pattanakarn 61, Prawet. There are a lot of different types of books
for example; comic, pocket book, magazine, novel, fiction, and short stories with the
different kind of customers such as students, working people, including unemployed
people like housewife or retirees.

In order to operate the book rental business it is important to know customers;
what are their behaviors on selecting book rental store, what factors influence their
behavior on selecting book rental, what are their expectations and recommendations to
book rental store. The considerable collected information will helps owner to set their

direction and meet the expectation of all customers efficiently.

INTENTION AND REASON FOR STUDY

Intention and the reason of this study are to study customer behavior and
factors that influence customer’s decision making on selecting book rental service,

which are benefit to those who interesting in book rental business

RESEARCH OBJECTIVES

Objectives of this research are:

To determine customer’s behavior on using the book rental services,



To determine factors that influence customer’s decision making on selecting
book rental service, and
To determine the expectations including issue and suggestion of customer

toward the using of book rental service.

RESEARCH QUESTION

Major question;

What are customer’s behaviors toward the use of book rental service?
Sub-question;

What are the influence factors behind rental behavior?

What are the expectations of customers toward the use of book rental services?

ASSUMPTIONS

The assumptions of this research study are:

The data which will be collected and analyzed are appropriate and valid for the
research design for this study,

The respondents used for this research study are truthful, and

The data collected, data presented and analyzed in this research are reliable

SCOPE OF RESEARCH

The scope of this research is to focus on studying the book rental behavior of
those who rented and those who could rent at Muang Thong 2/2 village, Soi Pattanakarn
61, Prawet, Bangkok.

The book rental store that referred in this research is Baan Cartoon which is

located in the area of Soi Pattanakarn 61



BENEFITS OF RESEARCH

The study of the research on consumer behaviors, influence factors, and their
expectation toward the use of book rental service will be benefit to both existing owner
of book rental store and other person who interested in book rental business, for the
existing book rental store this research will provide the useful information regarding the
research topic which will help the book rental store to develop and expand their
business, for an interesting person this research can help them to plan the strategic for

start up new book rental business.

LIMITATIONS OF RESEARCH

This research is limit to gather the data from the respondents who have an
experience with Baan Cartoon rental store by conduct the survey questionnaire. The
research results in this study are not representing to customer behavior toward book

rental service in all location.



CHAPTER 2
LITERATURE REVIEW

This chapter describes the theory of consumer behavior, factor influencing
consumer behavior, consumer behavior and marketing strategy, and research related to
the book rental business. The contents of this chapter are as per below;

2.1 Consumer Behavior

2.2 Factors Influencing Consumer Behavior

2.3 Consumer Behavior and Marketing Strategy

2.4 Research Related to the Book Rental Business

2.5 Conclusion

2.1 CONSUMER BEHAVIOR

2.1.1 Definition and important of consumer behavior

Consumer behavior defines as “individuals or groups acquiring, using, and
disposing of products, services, ideas, or experiences. (Arnould & Price & Zinkhan,
2004, p.9) A study of Consumer behavior is “the study of how consumers differentiate
among those products” to explores the reason why people buy product and how they
think and the reaction when they buy the product (Howard, 1994, p.1).

“Why the study of consumer behavior is important?” In the past many
organizations very focus about number e.g. sale figure rather than understanding
consumer behavior, but it has been change since companies facing with the different
needs of different consumers, now companies realized that their profitability are related
to consumer behavior, companies tend to make costly mistake if they ignore or fail to
perceive consumer needs, in order to meet the consumer needs effectively the company

have to understand their consumer by having information that can identify and explain



consumer behavior and needs, a better understand the factor underlying consumer
behavior lead to an effective marketing strategies that can meet consumer’s need
(Assael, 1998, p.3).

Marketing today is shift from sale orientation to behavioral or consumer
orientation (Assael, 1998, p.9) “Marketing strategy rely on a better knowledge of
consumer” is know as marketing concept (Assael, 1998, p.10), which is focus on
customer; what are customers need, what is their wants and how the organization can
delivers products and services to meet customer’s need and satisfaction. (Ferrell &
Hartline, 2008, p.11). Marketing research began in early 1950s base on the idea of
psychologist Sigmund Freud; repressed desires, and unconscious wishes as motives for
purchasing, (Howard, 1994, p.3). Freud’s theory assumed that psychological effect to
people’s behavior are unconscious and cannot fully understand his/her own motivate
that is mean not only the capabilities of product but including other features e.g. shape,
size, weight, material, color, or brand name. (Kotler & Keller, 2009, p.202)

In order to understand behavior of buyer and product usage characteristic the
companies need to collect and analysis marketing information on customer environment
by using 5W model; Who, What, Where, When, and Why. (Ferrell & Hartline, 2008)

“Who”; who in the target market; this question will helps to understand an
existing customer and potential customer on demographic, geographic, and
psychographic. (Ferrell & Hartline, 2008)

“What”; what do customers buy or what do customers do with the product, this
will clarify how customers consume and dispose the product and identify the product

consumption rate or usage rate. (Ferrell & Hartline, 2008)



"Where"; where do customers purchase the product; from what type of vendor
(distribution channel) e.g. broker, retailer, wholesalers, vending machine, direct
marketing-catalog, and electronic merchandise-internet, (Ferrell & Hartline, 2008)

“When”; when customer purchase, this is the fourth question that refer to the
situation influence that effect to consumer behavior on purchasing activity and
consumption of the product to very over of time. (Ferrell & Hartline, 2008)

“Why"; why and how do customers select and buy including why do potential
customer not buy, to identify customer need, their satisfy, and unsatisfied including the
reason why potential customers not buy e.g. fulfillment of the product, product feature
compare with competitors, product does not match with customer’s lifestyle, budget, or
the availability of the product (Ferrell & Hartline, 2008)

2.1.2 Consumer Behavior Model

A model of consumer behavior reviews the consumer behavior as a result of
the factors that influence to consumer and interact between them. (Czinkota & Kotabe,
2001, p.86). A model in figure 2.1 shows the connection among each factors, starting
with need recognition that trigger to internal and external stimuli, at this stage consumer
will search for information to fulfill their need which influence by the experience and
environmental influences, then consumer will begin to evaluate all alternatives that they
have, the evaluation process is effect by individual aspect e.g. resource , knowledge,
and lifestyle, after that the consumer will design for their purchasing, the post-purchase
evaluation will show a result after consumer use products and service whether they are

satisfy or dissatisfy. (Czinkota & Kotabe, 2001, p.89)



Figure 2.1: Model of Consumer Behavior (Czinkota & Kotabe, 2001, p.86)
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2.1.3 Consumer Decision Making Process

One important area of consumer behavior that need to concern is consumer
decision making, the consumer decision making process will describe how consumer
selected and decided including steps to their purchase both product and services,
(Zeithaml & Bitner & Gremier, 2006, p.53)

Figure 2.2: Five Stage Model of Consumer Buying Process
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Source: Kotler, Philip & Keller, Kevin Lane, Marketing Management, 2009, p.208



Consumer decision making process consist of five stages; need or problem
recognition, information search, evaluate of alternatives, purchase decision, and post-
experience or post-purchase behavior. (Kotler & Keller, 2009, p.208)

Problem Recognitioror need recognition; the buying process begin with

recognition of consumer need or problem by internal and external stimuli, the example
of internal stimuli are physiological need; biological need such as hunger, thirst, and
sleep, the external stimuli such as seeing new car advertisement or friend’s new car
these stimuli can caused to thought about the possibility of making purchase. (Kotler &
Keller, 2009, p.208) According to Abraham Maslow explanation on human hierarchy
need that people will try to satisfy their most important need first and they will move on
to the next important need once they success and satisfy with their need (Kotler &
Keller, 2009), these needs can arrange in a hierarchy form starting with physiological
needs, safety needs, social need or love and belonging need, esteem needs, and self-
actualization needs. (Zeithaml & Bitner & Gremler, 2006)

Figure 2.3: Maslow’s Hierarchy of Needs
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Source: Kotler, Philip & Keller, Kevin Lane, Marketing Management, 2009, p.203
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Physiological needs; or biological need that is the basic need of people such as
food, water, and sleep, the second is Safety needs; including shelter, protection, and
security, third is a Social need or love and belonging need; are for affection, friendship,
and acceptance, the social need is critical to all cultures, consumer use various type or
services to address social needs for example dance club or dating services, fourth is
Esteem needs; or ego need for prestige, success, accomplishment, and self-esteem,
beside food, safety, and belonging most consumer also seek for looking good to others
or feel good about themselves, the last need of Maslow’s hierarchy theory is Self-
actualization needs; involved self-fulfillment and enriching experience including self-
development and realization. (Zeithaml & Bitner & Gremler, 2006, p.50)

Information searchconsumers will collect information of goods and service

that can satisfy their need once they recognize their need. (Zeithaml & Bitner &
Gremler, 2006, p.55) The major sources of information are Personal source e.g. family
and friend, Commercial source such as advertising, internet, salesperson, packaging,
and displays, third is Public source; which are mass media, consumer rating
organization, and the last source is Experimental; which are handling, examining, using
product and services. Each information source influence to buying decision in different
functions for example commercial sources normally show an information function, but
personal source perform an evaluation function. (Kotler & Keller, 2009, p.208)

Evaluate of alternativeshe basic process of consumer evaluation are start

with satisfying consumer’ need; consumer will looking for product and service that can
satisfy their needs, second step is consumer will looking for a certain benefits from

product and service, third; consumer will consider each product and service as a set of
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attributes with various abilities in order to deliver the benefit to satisfy their need
(Kotler & Keller, 2009, p.209)

Purchase decisiom the evaluation process consumer will set their preferred

brand that they intend to buy, for purchase decision process consumer will form a sub-
decision in order to execute purchasing which are brand of each product and services,
dealer or those who support goods and services, quantity of required product and
service, timing, and payment method. (Kotler & Keller, 2009, p.212) The perceive risks
of consumer are influence to their purchase decision, consumer will perceive many
kinds of risk for buying and consuming product and services, these risks are Functional
risk; the performing of product does not meet expectation, Physical risk; threat of
product and service to health or physical well being of user and others, Financial risk;
product is not worth as the price paid, Social risk; product result in embarrassment from
others, Psychological risk; product affects the mental well being of user, and Time risk;
the result of the product’ failure in opportunity cost of seeking another satisfactory
product. (Kotler & Keller, 2009, p.215)

Post-experiencer post-purchase behavior; after product purchased and
consumed consumer perception for the use of product will effect to consumer behavior
for their next purchasing (Czinkota & Kotabe, 2001, p.90) Post-purchase satisfaction;
the satisfaction of customer toward product and services will influence to their mindset
whether to buy it again and talks favorably or unfavorably to others, Post purchase
actions; if consumer is satisfied they are likely to purchase it again and tend to crate a
word of mouth about good benefit of the product, conversely, they will have a different
action if they are not satisfy, Post-purchase use and disposal; need to know how

consumer use and dispose of the product including the frequency of product
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consumption; more and quickly on consuming product, the sooner of purchasing it once

again. (Kotler & Keller, 2009, p.214)

2.2 FACTORS INFLUENCING CONSUMER BEHAVIOR

Factors that influence to consumer behavior are cultural factor, social factor,
and personal factors, the broadest and deepest influence is cultural factor. (Kotler &
Keller, 2009, p.190)

2.2.1 Cultural factgrCulture is “a set of beliefs and values that shared by most

of people in a group” the behavior are shared by people from a particular culture
background (Blythe, 1997, p.90). Culture is the fundamental determinant of what people
wants and behavior, each culture have subculture with a specific characteristic of their
group e.g. nationalities, religions, and geographic region. (Kotler & Keller, 2009, p.195)
Geert Hofstede has identified the national culture characteristic as five dimensions to
explain why and how people in difference culture behave, Hofstede’s cultural
dimensions are Power distance, Uncertainty avoidance, Individualism, Masculinity, and
term orientation (Hanna & Wzniak, 2001, p.145) Harris and Moran also identified that
culture can be divide into ten categories that influence consumer behavior which are
Communication and language, Beliefs and attitudes, Values and norms, Sense of self,
Relationships, Time consciousness, Mental processes and learning, Rewards and
recognition, Dress and appearance, and Food and eating habits. (Hana & Wozniak,
2001, p.148)

2.2.2 Social factgiincluding reference groups, family and social roles and

statuses that effect to buying behavior. (Kotler & Keller, 2009, p.194) The reference

group is the group that both direct and indirect influence to a person’s attitude and
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behavior the group that having a direct influence called “membership group” such as
family, friends, neighbor, and coworker these groups are also called primary group
which is the group that a person continues interact informally, for group that is required
less continuous interaction and more formally likes religious, professional, and trade
union group are called secondary group. The influences of reference group are an
expose to new behavior and lifestyles, influence on attitude and self-concept, and create
pressure for conformity that affect to product choices, and the most important group of
consumer buying organization is family, in addition people also choose product &
service that reflect to their role and actual or desired status in society. (Kotler & Keller,
2009, p.197)

2.2.3 Personal factopersonal characteristic includes; Age and stage in the life

cycle; means that people test and recreation are related to age and gender, Occupation
and economic circumstances; a difference in occupation reflect to the difference
behavior, Personality and self-concept; each person has their own personality
characteristics that influence buying behavior, and Lifestyle and values; lifestyle is a
living pattern of each person that expressed into activities, interests, and opinions, these
characteristic are directly impact to consumer behavior. (Kotler & Keller, 2009, p.196)
Beside consumer characteristics; cultural social, and personal factors the
consumer psychology; motivation, perception, learning, and memory are also influence
to consumer behavior and decision making and purchasing process, the figure 2.4:
stimulus response model shows that marketing and environmental stimuli are enter
consumer’s awareness, the characteristic and psychology of consumer will affect to
consumer buying decision process and purchase decision respectively. (Kotler & Keller,

2009, p.201)
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Figure 2.4: Model of Consumer Behavior: Stimulus-Response Model

Consumer
Psychology
- Motivation
. L . - Perception Buying Decision
Marketing Stimuli Other Stmuli - Learning Purchase Decision
Process
emory - Problem recognition - Product choice
- Product & services - Economic - Information research - Brand choice

- Price - Technological - Evaluation of - Dealer choice

- Distribution - Political alternatives - Purchase amount
L Consumer
- Communicatios - Cultural - Purchase decision - Purchase timing
Characteristics

- Post-purchase behavior - Payment method
- Cultural
- Social

- Personal

Source: Kotler, Philip & Keller, Kevin Lane, Marketing Management, 2009 p.202

2.3 CONSUMER BEHAVIOR AND MARKETING STRATEGY

Marketing strategy in consumer market normally designed for increase an
opportunity to get a positive attitude of favorable thought and feeling of consumer
toward the products or services provided and tentative to have more change from
consumer to try or purchase their product, the study of consumer behavior is useful for
the strategic analysis in all levels. (Peter & Olson, 2002, p12)

A research on consumer behavior helps marketer to plan and improve
marketing strategy, the four strategy types; prospector, defender, analyzer, and reactor is
one useful categorization of strategies indentifies. (Arnould, & Price & Zinkhan, 2004,
p.178) Defender strategy; is to maintain an established market position, focus on
protecting its current market by lowering the cost and improve the performance of the
existing product, Prospector strategy; is focus on innovation and change, provide a
strategy that emphasize product’s unique and an advantage that set apart from other

competitor, Analyzer strategy; is in between defender and prospector strategy which are
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both operate on stable area and changing area i.e. operate routinely and efficiently on
the use of formalized structure and process including closely monitor competitors to get
a new idea for adaptation process, Reactor strategy; this is not particularly customer
orientation, and tend to respond slowly to environment change, often because the
limitation of resources. (Arnould, & Price & Zinkhan, 2004, p.180)

Marketing Mix is one form of marketing strategy classified by McCarthy, a
marketing mix tools consist of four Ps; product, price, place, and promotion (Kotler &
Keller, 2009).

Figure 2.5: McCarthy’s four Ps components of the Marketing Mix

Marketing mix

Product Price Place Promotion

- Product variety - List price - Channels - Sales promotion
- Quality - Discounts - Coverage - Advertising

- Design - Allowances - Assortments - Sales force

- Features - Payment period - Locations - Public relations

- Brand name - Credit terms - Inventory - Direct marketing
- Packaging - Transport
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- Warranties

- Returns

Source: Kotler, Philip & Keller, Kevin Lane, Marketing Management, 2009, p.63
Product;including goods and services which is a bundle of benefits that goes
beyond the physical feature, this feature refer to consumer’s cognitive e.g. product
variety, quality, design packaging and other product related element. (Blythe, 1997,
p.175) The questions regarding consumer behavior for product issue are “What products

are consumer using”, “What do they like and what don’t they like about the products”
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or “What would they like products to do, in addition to what they do already” (Peter &
Olson, 2002)

Price;the most important thing to concerned is find out what the target market
will think of a reasonable price for product or find out what value consumers would
place on product, therefore the price setting need to in line with consumer is prepared to
pay or reasonably expect to pay. (Blythe, 1997, p.180) Question that links the price and
consumer behavior such as “What price that consumers perceive as good value” (Peter
& Olson, 2002, p.20)

Place;or the distribution this is refers to the delivering of the product and
service including retailer, distributer, wholesaler, export, import, warehousing, and
distribution channel. (Czinkota & Kotabe, 2001, p.14) Example of the ask questions for
consumer behavior toward place are “Whey do they buy the product” or “Is it
convenience for them to buy the products and services” (Peter & Olson, 2002, p.22)

Promotion;or the communication for delivers the message to consumer.
(Czinkota & Kotabe, 2001, p.17) This area is the most visible part of marketing that
persuades people to try the product and concern on the attitude change via sales
promotion, advertising, sale force, public relations, and direct marketing. (Blythe, 1997,
p.182). The ask question for the promotion and consumer behavior such as “What type
of the promotion will interest the consumers”, “Which promotion will encourage them

to buy the product and services” (Peter & Olson, 2002, p.27)

2.4 RESEARCH RELATED TO THE BOOK RENTAL BUSINESS

Book rental marketfrom the research of Kasikorn Research Center in year

1997 estimated market value of book rental business in Thailand per annum around
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THB 600 million, from the information of Institute for Small and Medium Enterprises
Development (ISMED) the most types of book that available in book rental store are
comic, novel, pocket book, and magazine (Ratisukpimol, 2006, 25)

An operation of Baan Cartoon book rental is to provide service to their
member only, each member will have their own account number, and the membership
fee is THB 50.00 per year. The rental rate of each kind of books are as show in the
below table2.1;

Table 2.1: The Rental Fee of Baan Cartoon Book Rental Store

BookType Rental fee
dayl thereafter
Comic 10% from the book price same
Magazine 10% from the book price, or minimum THB 5.00 same
Novel/Fiction Book Price up to THB 150, charge THB 5.00 same
Book Price THB 151 - 250, charge THB 8.00 THB 6/.00
Book Price THB 251 - 350, charge THB 10.00 THB 6.00
Book Price more than THB 351, charge THB 15.00 THB 6.00
Pocket Book| 10% from the book price, or minimum THB 5.00 same

Source: Personal interview with Baan Cartoon Book Rental Store, 2009

Baan Cartoon does not have a due date for returning the rental book, they
calculate the rental fee per day. The opening hours are from 10.00 am. to 10.00 pm.
every day.

2.5 CONCLUSION

These chapters reviews the theory of consumer behavior with how it's
important as well as the factors influence to consumer behavior and the relation of
consumer behavior and marketing strategy. The next Chapter3 will review the research

methodology including describe the research method used in this study
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CHAPETER 3
RESEARCH METHODOLOGY

This chapter consist of three main parts, the first part review the research
methodology, the second part describe the research methodology used in this study, and
the third part is the conclusion that summarize the idea of this chapter.

3.1 Literature Review:

3.1.1 Research Methodology
3.1.2 Research Question
3.1.3 Methods of Inquiry
3.1.4 Sampling Design
3.1.5 Survey Design and Development
3.1.6 Coding Structures
3.1.7 Reporting
3.2 Statement of Research Method Used

3.3 Conclusion

3.1 LITERATURE REVIEW

3.1.1 Research Methodology

Marketing research is “the function that links on organization to its market
through the gathering of information” (Hair & Bush & Ortinau, 2003, p.4), the research
information provides at least in four area; first are identification the problem, marketing
opportunity, and ideas for marketing action, second is provide an evaluation of

marketing action, third information is to comparison the performance and objectives,
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fourth is the development of the understanding of marketing phenomena and process.
(Churchill, 2001, p.7)

Since every marketing research problem is unique therefore all the research
problems required their own special emphases and approaches, however there is a
sequence of steps in the design and implementation of a research study that can be
followed when designing the research project (Churchill, 2001, p.7). Steps in Research
Process as show in figure 3.1 consist of six steps in the research process which are
defining the objectives, determining the research level, determining the research
approach, collecting the data, analyzing the results, reporting the findings, and
implementation.(Czinkota, & Kotabe, 2001, p.127).

Figure 3.1: Key Step in Marketing Research

Defining the Objectives <«

i

Determine the Research Level

7

\
| Determine the Research Approach

O

Collecting the data Feedback

Analyzing the Results

7

Reporting the Findings

7

Implementation

Source: Czinkota, Michael R. & Kotabe, Masaaki, Marketing Management, 2001, p.127
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Defining the objectivesincluding define the problem, this step is the most

important stage of the marketing research, the research could be misdirect because of
the unclear objective (Czinkota, & Kotabe, 2001, p.126). The research problem should
not define too broadly or too narrowly (Kotler & Keller, 2009, p131), and the research
objectives need to be clearly stated with out ambiguity, and should not prejudge the
issue which the result can be error by slanting question that produce the only answer
that organization wants or expects. (Czinkota, & Kotabe, 2001, p.128).

Determining the research leyéhe three possible research levels are

exploratory, descriptive, and causal. (Czinkota, & Kotabe, 2001, p.127)

The exploratory research is appropriate when the primary objective is to
identify the problems, to define problems more precisely, or to investigate the
possibility of the new alternative action (Czinkota, & Kotabe, 2001, p.128), it may be
involve on reviewing published data, interviewing knowledgeable people, or conducting
focus group. (Churchill, 2001, p.46) The exploratory the research is on qualitative rather
than quantitative collection. (Czinkota, & Kotabe, 2001, p.128)

The descriptive research is to maximize accuracy and minimize system error,
descriptive research provides information about the existing market phenomena e.g.
market characteristics such as the socioeconomic position of customers or analyze their
purchasing intention, this research is often used to determine the frequency of marketing
event e.g. the frequency of customer visiting the store or investigate the degree to which
marketing variables are associated with one another. (Czinkota, & Kotabe, 2001, p.129)

The causal research is indentify the cause and effect relationships present in
the market, it intend to answer why things happen and highlight the relationship among

variables, the level of the precision of causal research is higher than exploratory and
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descriptive research because the reasonably unambiguous conclusions of causality must
be presented. (Czinkota, & Kotabe, 2001, p.129)

Determining the research approatitere are different types of research

approach, however one principle differentiation is their type of data yield which are
qualitative and quantitative approach. (Czinkota, & Kotabe, 2001, p.130) The
qualitative approach intends to gain informed insight and a better understanding of a
phenomenon, while the quantitative approach is the numerical, research intends to
manipulate numbers to extract information.(Czinkota, & Kotabe, 2001, p.132) The most
frequency used of type of data gathering for qualitative research are observation, in-
depth interviews, and focus group. For the typical quantitative research approaches are
experimentation and surveys. (Czinkota, & Kotabe, 2001, p.135)

Collecting the datethis steps of research process is to collect data via various

possible methods of contacting the respondents for example mail, telephone, and
personal interviews. (Czinkota, & Kotabe, 2001, p.135)

Analyzing the resultgo analyze the research resulit there are three steps; first

is data collection scanning, all the data must be scanned to be sure that they are
complete and consistent with the instruction, then “editing”; this steps is to inspection
and correction of necessary of each questionnaire or observation form, after editing the
form must be “coded” which is involve assigning the numbers to each answer that will
be analyzed by a computer, and the last step is “tabulation”, this is an data arrangement
in a table or other summary format execute by counting the frequency of responses to
each question. (Churchill, 2001, p.48)

Reporting the findingsa final steps of research process is to disseminate the

results. (Czinkota, & Kotabe, 2001, p.137) While reporting the findings relevant result,
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researched need to be more proactive in order to translating the data and information
into insights, and provides recommendation. (Kotler & Keller, 2009, p.143)

3.1.2 Research Question

Key questions of research study will lead research study to answer these below
guestions, which also involve with the research process in each step. (Aaker & Kumar
& Day, 2001, p.230)

“Why should we do research?” this question refers to the research propose,
and required to understand the decision to be made and problems or opportunities to be
analyzed. (Aaker & Kumar & Day, 2001, p.230)

“What research should be done?” this is refer to the research objectives that
guide the researcher on what questions need to be answered by research study. (Aaker
& Kumar & Day, 2001, p.230)

“Is it worth doing the research?” the decision on research study has to decide
whether the collected information from the research study is going to be grater than the
cost of collecting or not. (Aaker & Kumar & Day, 2001, p.231)

“How should the research be designed to achieve the research objectives?” this
question is refer to the research design and the choice of research approach which will
be discuss more detail in the “Methods of Inquiry” (Aaker & Kumar & Day, 2001,

p.231)

“What will we do with the research?” with the collected data how this data
will be analyzed, interpreted, and used in order to make a recommendation action.
(Aaker & Kumar & Day, 2001, p.231)

Research question is a part of the research objectives, which is a statement of

what information is needed, the research objective should be framed and obtaining the
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information that related to the research propose.(Aaker & Kumar & Day, 2001, p.232)
Research objective consist of three component; research question, development of
hypotheses, and scope or boundaries of the research.(Aaker & Kumar & Day, 2001,
p.232)

The development of hypotheses and scope of the research are support the
research question as specific and precise as possible; the hypothesis is a possible
answers to research question, it determine which of the alternatives answer is correct,
the research boundaries or scope of the research will clarifying the boundaries of the
research study for example what geographic areas are to be considered, what time
period is to be evaluated (Aaker & Kumar & Day, 2001, p.233)

The research question asks “what specific information is required to achieve
research propose”, it is possible to have several research questions for a given research
propose. (Aaker & Kumar & Day, 2001, p.233) Role of the research objective is to
guide to the research design, the more specific the research question is, the more
practical guidance will be provided, the research question can be more specify by
developing the hypothesis and scope of the research. (Aaker & Kumar & Day, 2001,
p.233)

3.1.3 Methods of Inquiry

Method of inquiry refers to research design and data collecting method.

Research desigthe choice of research design depends on how much is know

about the problem or the research level as mentioned in the “Determining the research
level” which are exploratory, descriptive, and causal research.
The exploratory used when the problem is broad or vague and the

characteristic of exploratory is flexibility due to researcher know little about research.
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(Churchill, 2001, p.46) It focus on collect both secondary and primary data and using
unstructured format or informal procedure to interpret them, and example of exploratory
research techniques are focus group interviews, experience surveys, and pilot studies.
(Hair & Bush & Ortinau, 2003, p.41)

The descriptive design for determining the frequency of with which something
occurs or extent among variables (Churchill, 2001, p.46) that uses a set of scientific
methods and procedure to collect data and create data structures that describe existing
characteristic such as attitudes, intention, preferences, purchasing behaviors, and
evaluation of current marketing mix strategies (Hair & Bush & Ortinau, 2003, p.41)

The causal research is design for experiments to identify cause and affect
relationship between two or more variables. (Churchill, 2001, p.46) It appropriate when
the research objectives need to understand the reason why it happen as they do, and it
can be used to understand the functional relationships between the causal factors and the
effect on performance variable under investigation.(Hair & Bush & Ortinau, 2003, p.42)

Data collection methgdhere are two types of data which are primary data and

secondary data, primary data is an information that special collected for the study, and
secondary data is data that already been collected or exist for some other research
purpose or question. (Churchill, 2001, p.46)

Secondary data is an existing data from published source that most of the
companies used as a first analyze because of the less cost and quickly to obtain than
primary data. (Assael, 1998, p.16) However the data can be outdated or not fit with the
research’s requirement. Sources of secondary data can be found inside company, public
libraries, university, internet web sites, or purchasing from other specialize in providing

information in response to specific request. (Hair & Bush & Ortinau, 2003, p.42)
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Primary data is represent “firsthand” data and structure that collected
specifically for each research purpose, sources of primary data tend to be the output of
conducting some type of research design. (Hair & Bush & Ortinau, 2003, p.42) An
advantage of primary data is it contain with a lot of data and information for various
sources and very relevant to the specific problem and trustworthy, but cost more
expensive an take time than secondary data, there are four major sources of primary
data collection; observation, focus group, survey, and experimental (Ferrell & Hartline,
2008, p.112)

Types of primary data; Demographics and Socioeconomic Characteristics,
Psychological and Lifestyle Characteristics, Attitudes and Opinions, Awareness and
Knowledge, Intentions, Motivation, and Behavior. (Churchill, 2001, p.238)

Demographics/Socioeconomic Characteristics; such as age, gender, education,
occupation, marital status, income, and social class, researcher use these variable match
with the data collected to understanding research subject under investigation, this
characteristics are often used to delineate market segments. (Churchill, 2001, p.238)

Psychological/Lifestyle Characteristics; researcher studying this characteristic
in the form of personality traits, activities, interests, and values. (Churchill, 2001, p.239)
Personality refers to the normal pattern of behavior by an individual such as the
attribute, traits, and mannerisms that differentiate on individual from another.
(Churchill, 2001, p.240)

Attitudes/Opinions; some define attitude and opinions differently, some are
use the term “interchangeably” that refers to attitude and opinions. (Churchill, 2001,
p.240) However the attitude is refer to an individual’'s preference toward some

phenomenon, and opinions refer to “verbal expression of an attitude”, hence Churchill
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treat attitudes and opinions interchangeably representing a person’s ideas, convictions,
or linking with respect to a specific object or idea. (Churchill, 2001, p.240) The

attitudes are related to behavior for example if a person has positive attitude to a product
or brand, that person is tend to by it, on the other hand that person will not likely to buy

it if they have a negative attitude. (Churchill, 2001, ibid)

Awareness/Knowledge; refers to the understanding of facts about some object
or phenomenon. (Churchill, 2001, p.241) In term of product awareness the awareness
and knowledge is used interchangeably to determining whether the respondent is aware
of the product, its features, where it available, its price, its manufacturer, where is it
made, how is it used and for what purpose, and its specific distinctive features.
(Churchill, 2001, p.241)

Intentions; a person intention refers to the individual anticipated or planned
future behavior, the intentions primarily of people related to purchasing behavior ,
researcher likely to use purchasing intentions when they would like to investigating the
likelihood of consumers buying items which required a large sum of money e.g.
automobile, house, and vacation trip (Churchill, 2001, p.242)

Motivation; refer to “a need, a want, a drive, a wish, a desire, or inner state
that energizes, activates, or moves and that directs or channels behavior toward goal”
(Churchill, 2001, p.244) The researcher interest in motivates because they believe that a
person’s motivates tend to be more stable than individual's behavior, and they believe
that by understanding what drives a person’s behavior is easier than understand the
behavior itself. (Churchill, 2001, p.244)

Behavior; concerned “what subjects have done or are doing” (Churchill, 2001,

p.244) Researcher investigating behavior are interesting in description of the activity
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and its various components, the data of behavior is becoming more important in
increasing competitiveness. (Churchill, 2001, p.244)

3.1.4 Sampling Design

In order to collect the data researcher need to decide what group will be
observed or question, there are two ways for collecting data; one way is to collect
information from each member of the population of interest by completely canvassing a
population called “census”, another way is to collect information from a particular
subset of the population chosen for study called “sample”. (Churchill, 2001, p.440)
Sample is “selection of a subset of elements from a larger group of objects” (Churchill,
2001, p.440)

To designing the sample of population researcher must define population,
identify sampling frame, select sampling procedure, determine sample size, select
sample element, and collect data from designed elements, these are the six steps for
drawing a sample as show in figure 3.2 (Churchill, 2001, p.449)

Figure 3.2: Six steps procedure for drawing a sample

Define Population Collect the Data From the designated Elements
A
A
Indentify the Sampling Frame Select the Sample Elements
Y
A
Select a Sampling Procedure > Determine the Sample Size

Source: Churchill, Gilbert A. Jr, Basic Marketing Research, 2001, p.449
Populationthe population define as a group of people, manufacturing firm,
and retail or wholesale institutions that are the target group of the research, the

population is refer to “the totality of cases that conform to some designated
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specifications” (Churchill, 2001, p.448), the specification define the elements that
belong to the target group and those that are to be excluded (Churchill, 2001, p.448)
Sampling frames “the list of population elements from which the sample will
be dawn” the list could consist of the geographic areas, institution, individual, or other
units. (Churchill, 2001, p.448) While census take a whole population that costly and
time consuming, therefore researcher might choose the sample rather than census, and
some cases the census is impossible to collect data as a whole population. (Churchill,
2001, ibid)

Sampling procedurehis process is closely intertwined with the identification

of the sampling frame, the different types of samples required different types of

sampling frame and also related to the sampling method. (Churchill, 2001, p.451)
Sampling technigues as show in the figure 3.3 are divided into two broad

categories i.e. non probability samples and probability samples. (Churchill, 2001, p.452)

Figure 3.3: Classification of sampling Techniques

Sample Design

N

!

Non-probability Samples
- Convenience

- Judgment

- Quota

A
Praobability Samples
- Sample Random
- Stratified
- Proportionate

- Disproportionate
- Cluster

- Systematic

- Area

Source: Churchill, Gilbert A. Jr., Marketing Research, 2001, p.452

Non probability sample is “the sampling process where the probability of

selection of each sampling units is unknown” (Hair & Bush & Ortinau, 2003, p.350),
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non probability sample consist of convenience sample, judgment sample, and quota
sample. (Churchill, 2001, p.452) The convenience sample selects the most accessible
population members, the judgment sample selects population members who are good
prospects for accurate information, and the quota sample is to find and interviews a
prescribed number of people in each of several categories. (Kotler & Keller, 2009,
p.140)

Probability sample is “a sample in which each sampling unit has a know,
nonzero probability of being included in the sample” (Hair & Bush & Ortinau, 2003,
p.350), probability sample consist of simple random sample, stratified random sample,
and cluster (area) sample. (Kotler & Keller, 2009, p.140) Simple random sample refers
to the every member of the population has equal change of selection, stratified random
sample is divided the population into mutually exclusive groups e.g. age groups, and
random samples are drawn from each groups, and the last one is cluster (area) sample
which the population is divided population into mutually exclusive groups e.g. city
blocks and drawn a sample of the groups to interview. (Kotler & Keller, 2009, p.140)

Sample sizethe sampling distribution of the statistic is the key to determining
sample size that indicates how the sample estimates vary as function of particular
sample selected. (Churchill, 2001, p.504) To determine the sample size the following
four factors are needed; first is the number of groups within the sample that will be
analyzed, second is the value of the information in the general study and the accuracy
required in the results, if the study is little important the research not need to conducted,
third is the cost of the sample, and fourth is the variable of the population, if all
members in the population have identical opinion a sample of one is satisfy but id the

variability in the population increase the sample size also increase. (Aaker & Kumar &
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Day, 2001, p.394) Additionally there are two concerning issues on determining an
appropriated sample size; level of confidence desired in the estimates, and degree of
precision desired in estimating the population characteristic. (Hair & Bush & Ortinau,
2003, p.367) The precision is “the degree of error in a study or the size of the estimating
interval” (Churchill, 2001, p.504), the confidence is “the degree to which one can feel
confident that an estimates approximates the true value” (Churchill, 2001, p.504)

Select sample elementsis is the fifth step of the drawing sample procedure,

it's indicates that researcher need to pick elements that will be include in the research
study, this steps depends on the type of sample that being used. (Churchill, 2001, p.508)
The element is “a person or object from the define target population from which data
and information are sought” (Hair & Bush & Ortinau, 2003, p.334)

Collect datagat this stage the researcher need to maintain the consistency and
control the conducting of data collection activities from the designed respondents.
(Churchill, 2001, p.451) The two fundamental approaches to gathering data are ask
guestion and observe, ask question is about variables and market phenomena using
trained, interview, or questionnaires, the observation is using professional observers and
high-tech devices, the example for data collection tool are self-administered surveys,
personal interviews, computer simulations, telephone interviews, and focus group. (Hair
& Bush & Ortinau, 2003, p.335)

3.1.5 Survey Design and Development

Survey research method is a procedure for data collecting by using question
and answer formats, which is normally associated with the descriptive and causal

research. (Hair & Bush & Ortinau, 2003, p.256) The survey research is focus on
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collecting data that answer the how, who, what, where, when and why question. (Hair &
Bush & Ortinau, 2003, p.257)

There are many alternative ways of gathering data since there are many types
of communication and the advance of the telecommunication however the survey
method can classified as Person-administered, Telephone-administered, Self-
administered, and Computer-assisted (online). (Hair & Bush & Ortinau, 2003, p.257)

Person-administered survey is the method that required the presence of a
trained interviewer who ask the question and record the answers form their interview,
the example of this survey method are; in-home interview, executive interview, mall-
intercept interview, purchase-intercept interview. (Hair & Bush & Ortinau, 2003, p.258)

Telephone-administered survey is the method that the questions and answers
are conducted via telephone e.g. telephone interview, and computer assisted telephone
interview (CATI; a computer is used to conduct telephone interview and give the
answer by press the buttons of the phone). (Hair & Bush & Ortinau, 2003, p.258)

Self-administered survey is data collection technique from the respondent
answer the survey question without the presence of trained interview e.g. direct mail
surveys, mail panel surveys, and drop off surveys

Computer-assist or online survey method this type of survey method using an
internet technology on gathering the data, there are three particular online survey design
i.e. fax, email, and internet surveys. (Hair & Bush & Ortinau, 2003, p.259)

Questionnaire is one of the survey instruments that most common used to
collect primary data, the other two survey instruments are qualitative measure and
technological device, (Kotler & Keller, 2009, p.136) it consist of a set of questions and

scale designed to generate raw data. (Hair & Bush & Ortinau, 2003, p.259)
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The questionnaire must be specific design for the research objectives, to
develop a questionnaire the five steps need must be follow; first plan what to measure
that need to relevant to the research purpose, second is formulate question to obtain the
needed information i.e. determine content of each question in each issue. (Aaker &
Kumar & Day, 2001, p. 250) To formatting the questions the degree of question’s
freedom of respondents answering need to be made which can be categorize into treed
difference type of questionnaire; first open response questions or unstructured questions
that allow freedom answering from respondent, second is closed response questions or
structured questions, this allow respondent to make a choice from the list or rate with
the rating scale, and the last one is the combination of unstructured and structured
questions, this type of the question using both open response and closed response
question which is called “probe”, probe can have a specific question and get the
additional information that is the subset of the previous specific question. (Aaker &
Kumar & Day, 2001, p.400)

3.1.6 Coding Structures

Coding is an assignment of numerical values to each individual response in
each question of the survey, normally the codes used in the research are a numerical
number from 0 — 9 because the numbers are easy to input and generate in a computer
program, the coding should be incorporate with the questionnaire design. (Hair & Bush
& Ortinau, 2003, p.289)

The coding of open response question is much more difficult than closed
response question (Aaker & Kumar & Day, 2001, p.424), the researcher can use the
four steps process to develop codes to anticipated response, the first step is the create a

list of the potential responses as much as, the second step is consolidate the responses,
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third is assign the numerical value as code, and the fourth step is to assign a code value
to each response. (Hair & Bush & Ortinau, 2003, 293)
3.1.7 Reporting

The professional research report must to achieve the four primary objectives;
effectively communicate the research’s findings, provide logical recommendations,
illustrate the credibility of the research, and serve as a future reference document for
strategic or tactical decisions. (Hair & Bush & Ortinau, 2003, p.633)

According to MR. Churchill there the criteria of research repost need to
achieve; “completeness”; the report provides all information that reader needed,
“accuracy”; report preset with the correct information and logical reason, “clarity”-this
refer to a clear logical thinking and precise expression, and the last criteria is
“conciseness”; that is mean the report writing is direct to the point/subject. (Churchill,
2001)

The basic form of the research report including with the title page, table of
contents, summary, introduction, body, conclusion and recommendation, and appendix,
the researcher need to select the report format that appropriate with the reader needs.

(Churchill, 2001, p.774)

3.2 STATEMENT OF RESEARCH METHOD USED

The study of rental behavior of residents at Soi Pattanakarn61 has determined
the research method use as follow;

Research Methodology
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This research is quantitative approach using descriptive research design to
collect data from the respondents in order to understand the consumer behavior toward
the book rental store.

Research Question

Major question;

What are customer’s behaviors toward the use of book rental service?
Sub-question;

What are the influence factors behind rental behavior?

What are the expectations of customers toward the use of book rental services?

Methods of Inquiry

The primary data will be collected by using descriptive research design, and
data collection method is self-administered survey by distribute the questionnaires to the
respondents.

Sampling Design

Population:

The population of this research is the person who rented and could rent the
book from Baan Cartoon, book rental store at Muang Thong 2/2 village, Soi Pattanakarn
61, Prawet, Bangkok.

According to the record of the rental store owner Mr.Chaipiphat Monpradit the
average number of customer visit rental store per month are 3,600 customers, around
120 customers per day

Sampling Technigue:
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The sampling technique used in this study is the probability sample which is
the simple random sampling that everyone in the population has equal change to be
selected.

Sample Size:

The sample size of this study is calculation from the research population that
derives from the number of customer who visit Baan Cartoon book rental store in one
day, approximately 120 customers.

A formula used to calculate the sample size for this research is a formula of
Yamane Taro (Israel, Glenn D., University of Florida, Institute of Food and Agricultural

Sciences, internet, 2009)

n =N/ (1+N§€?)

Where n =sample size
N= population size
e’ = level of precision (#5%, or at 95% confidence level)
The sample size calculates method for this research as follow;
n = 120/ (120+120(0.0%)
n=92.31
Then, the sample size for this study is 92 respondents,

Survey Design and Development

The research instrument used in this study is questionnaire, the questionnaire
was designed in English and Translate to Thai language with the same understanding
and meaning. The research questionnaire consists of four main parts as follow;

Partl: Demographic data; this part consist of six questions to collect the data

in term of gender, age, education level, occupation, income, and hobbies



36

Part2: Rental behavior; the question in this part design for collect data on the
rental behaviors such as reasons for use/not use book rental, type of book rented, time
spend on reading each type of book, the frequency of rental, and criteria in selecting
book to rent.

Part3: Factors toward rental behavior; this part collect data about the factors
toward rental behavior such as the variety of books, the availability of book to rent,
location and decoration of the rental store, discount , and the attitude of the staff.

Part4: Expectation and the desirable book rental store; this part collect data
about the expectation of customer toward book rental store such as the additional
service from rental store, and the frequently promotion plan.

In order to obtain a response survey at 92 sample sizes, the questionnaires are
distributed to respondents via Baan Cartoon book rental store.

The pilot survey or pre-test was conducted to have a clear understanding for
each question in the questionnaire as well as checking the reliability of the
guestionnaires, the minimum require for pilot survey is 25 (Kallaya, 2000, p.29)

The result of the pilot test of 25 questionnaires is 0.803 Cronbach’s Alpha

Coding Structures

The coding structures of research questionnaire for each part is refer in an
appendix A: Coding Structure.
Reporting

The collected data from survey questionnaires are analyzed by using Statistic
Package for The Social Sciences Program (SPSS Program), the statistic used is the

descriptive statistic.
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The descriptive statistics such as frequencies, mean, standard deviation will be

used for analyze and present the data. The below table is a summarize of the statistic

used in this research.

Part

Statistic used

Partl: Demographic data

Frequencies and percentage

Part2: Rental behavior

Frequencies, percentage, and cross

tab

Part3: Factors toward rental behavior

Mean & Standard deviation (SD)

Part4: Expectation and the desirable book rental s

tore

Mean & Standard deviation (S

3.3 CONCLUSION

This chapter reviews research methodology and describe the research method

used in this study which is the quantitative approach using descriptive research design

and collect primary data by distribute questionnaires to the respondents who are rented

and could rent the book from book rental store “Baan Cartoon” at Soi Patanakarn61

with a required sample size at 92.

The data collected from the research questionnaire will be record and analyzed

by using the SPSS program, the result will be present in the next Chapter 4: Data

Presentation.
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CHAPETER 4
DATA PRESENTATION

This chapter will present the data of the result from the questionnaires that
distributed to the respondents. The data were collected and present based on the
research objectives in order to answer the research questions that state in Chapterl. The
result of the study of consumer behavior toward book rental store at Baan Cartoon, Soi
Pattanakarn 61 will present into four main parts as follow;

4.1 Demographic data

4.2 Rental behavior

4.3 Factors toward rental behavior

4.4 Expectation and the desirable book rental store

4.1 DEMOGRAPHIC DATA

The statistic use in this part is descriptive, the demographic data of the
respondents that collected from the research questionnaire will present in terms of
gender, age, education level occupation and income per month.

Table 4.1.1: Summary of demographic data show the summary of the
demographic data of each data group, the data present in the portion of gender which
are male and female together with data of total respondents toward each subgroup of

age, education level, occupation, and income per month
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Table 4.1.1: Summary of Demographic Data

Demographic Data Male Female Total
Frequency| Per cent | Frequency| Per cent | Frequency| Percent
Age
Below 15 years - - 7 12 p7 7 7161
16 - 20 years €| 26.47 7| 12.07 16 17.39
21 - 25 years 3 8.8 14 2414 17 18.48
25 - 30 years 11 32.35 €] 15.52 20 21.74]
31 - 35 years 6 17.64 8 1379 14  1%.22
Over 35 years | 1471 1z] 2241 18 19.57,
Total 34 | 100.00 58 | 100.00 92 | 100.00
Education
High School or below €] 23.53 15| 25.86 23 25.00
Diploma/ College 4 11.7¢ 4 6190 8 870
Bachelor's degree 18] 44.12 31| 5345 46 50.00
Master's degree or higher 7 20.59 8 13.79 15 |16.30
Total 34 [ 100.00 58 | 100.00 92 | 100.00
Occupation
Students gl 23.53 2C] 34.48 28| 30.43
Govermment/ State Enterprise 4] 11.76 4 6.90 8 8.70
Private Company 13 38.24 16 2759 29 31.52
Business Owner 7| 20.59 ¢ 1552 16| 17.39
Unemployed 2 5.88 9 15[52 11 11.96
Total 34 | 100.00 | 58 | 100.00 92 [ 100.00
Income
5,000 Baht, or below ¢ 26.47 12| 20.69 17| 18.48
5,001 - 10,000 Baht 4] 11.76 21| 36.21 29| 31.52
10,001 - 15,000 Baht 6 17.61 5 8162 11 11.96
15,001 - 20,000 Baht 7] 20.59 & 5.17 10 10.87
20,001 - 25,000 Baht 3 8.81 7 12)07 10 10.87
25,001 - 30,000 Baht - - €] 10.34 6 6.52
30,001 - 35,000 Baht 5 14.7 4 6/90 9 978
Total 34 | 100.00 58 | 100.00 92 | 100.00

Source: Survey in April, 2009

4.2 RENTAL BEHAVIOR

This part present the data of rental behavior in terms of rental experience,
reason for rent and not rent from book rental store, types of book rented, frequency of
visiting rental store, number of book rent for each time, date and time of visiting rental
store, and criteria for select the book to rent. The statistic used is descriptive statistic

Table 4.2.1: Rental Experience

Rental Experience Male Female Total
Count % | Coun % | Count %
Less than 1 ye 7 12059% 6 ]10.34% 13 [14.13%
1-2years 7 20.6%9 8 13.8% 15 16.3%
2 - 3 year 4 111.76% 11 ]18.97% 15 |16.30¥%
More than 3 years 16] 47.06% 3 56.90% 49 53.p6%
Total 34 100%| 58 100%| 92 100%

Source: Survey in April, 2009
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Table 4.2.1 present the rental experience of the total respondents including

separate data by gender

Table 4.2.2: Reason for use and not use the book rental store

Male Female Total

Countf % | Counf % | Couft %
Reason for using the service of book rental store
Cost saving 10 |29.419 18| 31.03% 28] 30.43%
Various type of bool 8 |23.53%] 13 |22.41%| 21 |22.83¥%
Availability of the required bool 6 |17.65% 4 ]6.90%| 1C ]10.87Y%
Have no intention to keep boc 6 117.65%1 9 ]15.52% 15 |16.30¥%
Easy to access to the rental s 1 2.94% 2 3.45% 3 3.26%
Reading before purchasing decis 3 8.82%) 8 |13.79% 11 ]11.96%
Good service 0 0.00% 4 6.90% 4 4.35%
Total 34 | 100% | 58 | 100% | 92 | 100%
Reason for not using the service of book rental store
Improper rental fe 2 5.88% 6 10.34% 8 8.70%
Have no variety types of books 5 |14.719 8 | 13.79% 13| 14.13%
Unvailability of the required boo 12 [35.29%] 18 [31.03% 3C |32.61%
Intend to keep books 7 |20.599 12 | 20.69% 19| 20.69%
Poor location of the rental stc 6 [17.65%] 6 110.34%| 12 ]13.04Y%
Poor service quality 1 2.94% 7 | 12.07% 8 8.70%
Decoratiol 1 2.94% 1 1.72% 2 2.17%
Total 34 | 100% | 58 | 1009 | 92 | 100%

Source: Survey in April, 2009

Table 4.2.2 shows the reasons for using and not using the service of book
rental store which are present by the total of all respondent as well as breakdown the
detail of each gender.

Table 4.2.3: Types of book rented; this table present the types of book that the
respondents rent and not rent, the types of book present here are comics, pocketbooks,
magazine, novel and fiction, and short story. The data present under this table 4.2.3 also

separate data for male, female, and the total respondents
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Total Never Rarely Sometimes Mostly Always
Count| Percent Count Percen Courg Percept Count Percent ount Pefcent
Comics 9 9.78% 7 7.61% 15 16.30% 16 17.39% 45 48.91%
Pocketbooks 37 40.22% 25 27.17% 19 20.65% 8 8.70% 3 3.269
Magazine 26 28.26% 24 26.09% 25 27.17% 10 10.87% 7 7.61%
Novel/Fiction 33 35.87% 14 15.22% 6 6.52% 12] 13.049 2y 29.350
Short story 44 47.83% 23 25.00% 20 21.74% 3 3.26% 2 2.17%
Male Never Rarely Sometimes Mostly Always
Count| Percent Count Percen Courg Percept Count Percent ount Pefcent
Comics 0 0.00% 1 2.94% 2 5.88% 5 14.71% 26 76.47%
Pocketbooks 19 55.88% 6 17.65% 7 20.59% 2 5.88%) 0Ol 0.009
Magazine 17 50.00% 8 23.53% 8 23.53% 1 2.94% 0 0.00%
Novel/Fiction 22 64.71% 6 17.65% 3 8.82% 2 5.88% 1 2.94%
Short story 20 58.82% 6 17.65% 7 20.59% 1 2.94% 0 0.00%
Female Never Rarely Sometimes Mostly Always
Count| Percent Count Percen Coung Percept Count Percent fount Pejcent
Comics 9 15.52% 6 10.34% 13 22.41% 11 18.97% 19 32.76%
Pocketbooks 18 31.03% 19 32.76% 12 20.69% 6 10.34Y 3 5.17%
Magazine 9 15.52% 16 27.59% 17 29.31% 9 15.52% 7 12.07%
Novel/Fiction 11 18.97% 8 13.79% 3 5.17% 10 17.24% 26 44.83%
Short story 24 41.38% 17 29.31% 13 22.41% 2 3.45% 2 3.45%
Source: Survey in April, 2009
Figure 4.1: Summary chart of the rented types of book
1.87 Comics
3.88
Pocketbooks
2.85 Magazine
£ . .
> 2.08 Novels_Fictions
L ShortStories
Mean Std. Deviation Rank
Comics 3.88 1.357 1
Pocketbooks 2.08 1.122 4
Magazine 243 1.225 3
Novels_Fictions 2.85 1.703 2
ShortStories 1.87 1.008 5

Source: Survey in April, 2009

The above figure 4.1 shows the summary chart of the types of book that the

respondents rented by compare mean and given the ranking for each type of the book.



Table 4.2.4: The frequency of visit the book rental store

42

Frequecy Visit Occupation Gender Total
Students Working people  Unemployed Male Female
Coun % Coun % Coun % Coun % Coun % Coun %
Everyday 11 | 39.29% 20| 37.74% 8 72730 13 3824% 26 4443% B9 42)39%
Once a wee 4 14.29%| 1C |18.87% 0 0.00% 7 20.59% 7 12.07%] 14 ]15.22%
Twice a week 2 7.14% 9 16.98Y 0 0.009 5 14. 7% q 10.31% 11 11.96%
Three times a wet 6 2143%| 4 7.55% 0 0.00% 2 5.88% 8 13.79%] 1C ]10.87%
More than three time a weeH 4 1429% 10 18.87% 3 27.27% 7 20,59% |10 1y.24% | 17 18.48%
Less than once a we 1 3.57% 0 0.00% 0 0.00% 0 0.00% 1 1.72% 1 1.09%
Total 28 100% 53 100% 11 100% 34 100% 58 100% 92 100%

Source: Survey in April, 2009

Table 4.2.4 presents the frequency of visiting the book rental store on monthly

basis, the data provide the different among each occupations; students, working people,

and unemployed, and also present the frequency of visiting rental store by gender.

Table 4.2.5: The visiting time & date

VisitingDay Total
Weekdaygy Weekends Holidays not spegify
VisitingTime | Before noon Coun 4 1 0 1 6
% 4.359 1.09%  0.00%o 1.09% 6.52%
At noon Coun 5 0 1 1 7
% 5.439 0.00% 1.09% 1.09% 7.61%
01:00 - 03:00 Coun 2 3 0 2 7
pm % 2.179 3.26%  0.00%o 2.17% 7.61%
03:01 - 05:00 Coun 7 3 0 4 14
pm % 7.61% 3.269% _ 0.00% 4.35% 15.22%
05:00-7:00 pm Count 17 s 2 11 38
% 18.48% 8.70% 2.17% 11.96%] 41.30%
After 7:01 pm Count 7 4 g 9 2(
% 7.6% 4.3% 0.0% 9.8% 21.7%
Total Count 42 19 K 2§ 9p
% 45.65% 20.659%  3.26% 30.43Y 100%

Source: Survey in April, 2009

Table 4.2.5 present the date and time that all the respondents usually went to

the rental store.
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Table 4.2.6: Number of books rented per each time

Gender Occupation Total
Male Female Students Working people Unemployed
Coun % Coun % Coun % Coun % Coun % Coun %

One book 2 5.88% 5 8.62% 1 3.57% 6 11.324% 0 0.00% 1 7.61%
Two book: 5 |14.719| 28 [48.28Y 9 32.14% 20 37.74% 4 36.36%| 33 |35.87%
Three books 9 |26.479 9 15.52% 3 10.71% 12 22.64% 3 27.27% )18 19|57%
Four Book 8 23.53Y 9 15.52Y% 9 32.14% 6 11.32Y% 2 18.18%| 17 ]18.48%
More than 4 bool 1C 129.41Y% 7 12.07Y% 6 21.43% 9 16.98Y% 2 18.18%| 17 ]18.48%
Total 34 100% 58 100% 28 100% 53 1009 11 100% 92 100%

Source: Survey in April, 2009

Table 4.2.6 present the number of book rented for each time categorize by

gender and occupation of all respondents.

Table 4.2.7: Percent of the decided book to rent in advance

Decided Before Ren Total
No Yes
Male | Alternative| Postpone your rent Coun 3 7 10
% 8.82% 20.59%| 29.41%
Select another similar book Coun 10 1C 20
% 29.41% 29.41%| 58.82%
Find another source Coun 2 2 4
% 5.88% 5.88% 11.769
Total Coun 15 1¢ 34
% 44.12% 55.88%] 100.0006
Femald AlternativéPostpone your rent Count 7 5 12
% 12.07% 8.62% 20.69%
Select another similar book Count 37 9 46
% 63.79% 15.52% | 79.31%
Total Count 44 14 58
% 75.86% 24.14% 100%

Source: Survey in April, 2009

Table 4.2.7 present the decision making of male and female whether both of
them are plan to rent the specific book before visit the rental store and what would they

do if the required books are not available.

The criteria on selecting book to rent is show in figure 4.2 consist of the title

of the book, the author name, the preface, the criticisms, scan reading, and advise from

other people.
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Figure 4.2: The criteria in selecting a book to rent

Selecting Criteria

HTitle
Author

= Preface
Critism

B Scan reading
Advise from others

Source: Survey in April, 2009

4.3 FACTORS TOWARD RENTAL BEHAVIOR

This part present the factors toward rental behavior, there are four main areas
covered under this part; product and service, price, place, and promotion
1. Product & services
1.1 Variety types of books

1.2 Number of books available

1.3 Newly books available

1.4 Physical quality of books

1.5 Completed set of books

1.6 Popularity of books

1.7 Notice board, signboard

1.8 Attitude and recommendation of staff

1.9 Rental system e.g. speed, reliability, accuracy

2. Price
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2.1 Rental fees
2.2 Fines
3. Place
3.1 Location
3.2 Open hours
3.3 Decoration
3.4 Shelf arrangement
3.5 Cleanness of the rental store
4. Promotion
4.1 Giveaway
4.2 Special discount
The result form the total respondent considered the importance of each factor
present in table 4.3.1, the statistic used is descriptive by compare mean, standard
deviation including translate meaning by rating scale and given the rank for each factors

Table 4.3.1: Factors toward rental behavior

Factors Mean Std. Meaning Rank
Deviation

Product & Services
Variety of Book 4.39 0.66 Importan 2
Number of Book Avalabl 4.12 0.74 Importan: 4
Newly Book Available 4.43 0.68 Importan 1
Phsical Quality of Boo 3.60 0.93 Importan: 13
Completed Set of Books 4.20 0.83 Importan 3
Popularity of Bool 4.00 0.94 Importan: 5
Notice Boarc 3.16 1.05 Average 17
Attitude and recoomedation of staff 3.30 0.84 Average 15
Rental Syster 3.76 0.94 Importan 10
T otal 3.89 Important
Price
Rental Fees 3.88 0.88 Importan 8
Fines 3.70 0.91 Importan: 12
T otal 3.79 Im por tant
Place
Location 3.90 0.79 Importan: 7
Open Hours 3.74 0.84 Importan 11
Decoratior 3.24 0.89 Average 16
Shelf Arrangement 3.80 0.90 Importan 9
Cleanne: 3.97 0.82 Importan: 6
T otal 3.73 Important
Promotion
Giveaway 2.79 1.12 Average 18
Special Discount 3.32 1.14 Average 14
T otal 3.05 Average




4.4 EXPECTATION AND THE DESIRABLE BOOK RENTAL STORE

This part presents the result of data collected from the questionnaire in terms
of the expectations and the additional services that the respondent required including the
recommendations and suggestion. The data present for the part of expectations and

additional required used the descriptive analysis by compare mean, standard deviation

including translates meaning by rating scale and given the rank for each topic.

Table 4.4.1: Expectation on the additional services from book rental store

Mean Std. Meaning Rank
Deviatior

Product & Services
Reservation services 3.22 1.01 Average 5
Delivery service 2.5¢ 0.99 Average 8
Email service for news upadate and due date aleit B.15 102 Avergge
Newspaper to re 2.0¢ 0.93 Less Importar 9
Book odering services 3.34 0.96 Average 4
2nd hand book sellir 3.2C 0.96 Average 6
Total 2.93 Average
Place
Reading corne 3.4¢ 0.98 Average 2
Eapand store space 3.42 0.97 Average 3
T otal 3.45 Average
Promotion
Frequently promotion pls 3.6¢ 1.04 i Importan | 1
Total 3.68 | mportant

Source: Survey in April, 2009

The number of respondents regarding the additional recommendations and

suggestion from the respondents show in table 4.4.2

Table 4.4.2: Recommendations and suggestions

Recommendations & Suggestions | Frequency| Per cent
Not participate 78 84.78
Participate 14 15.22
Total 92 100

Source: Survey in April, 2009
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From the total 92 respondents, there are 78 people or 84.78% does not have
recommendations and suggestions, 15.22% or 14 of them give their opinions as
hereunder;

Participant 1“Recommend to have signboard on the shelf for each specific kind of
book such as children books, romance novel, or Thai fiction, this will be
easy for the customer to find the required books.

Participant 2'Required the rental store to extend the rental period for the books that
have many pages that cannot finish in one day into two days or more”

Participant 3:Improve rental system; provide online service such as checking rental
status or online booking”

Participant 4:'For the newly books and popular books need the rental store to increase
the number of books provided”

Participant 5'Need more space e.g. the walk way between book shelves or reading
corner”

Participant 6:'Keep updates book trend and sourcing new book to the store in timely
fashion”

Participant 7 Provide the personal recommendation for each individual customer”

Participant 8:Play music in the rental store”

Participant 9'Need rental store to provide the comment box for customer to put their
required book list as well as their recommendation on the book that
they've read”

Participant 10*Have magazine for computer games to rent e.g. “Future Gamer

Magazine™
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Participant 11Expect the rental store to decrease the rental fee for the next following
day, especially for the books that have many pages”
Participant 12*Maintain the good service as always”
Participant 13'The complete set of series books is needed and important” and
“Provide comments and recommendations from other readers for each
book”
Participant 14%In case of the require book was rent, request the rental store to have a

service on update the rental status of the book”

CONCLUSION

This chapter present the result of data collected from 92 questionnaires by
using the SPSS (Statistic Package for The Social Sciences Program), the data present in
four main parts; demographic data, rental behavior, factors toward rental behavior, and
expectation and the desirable book rental store.

The analysis of data presentation will discuss and analyze in Chapter 5: Data

Analysis
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CHAPETER 5
DATA ANALYSIS

This chapter analyzes and summarizes the data presentation in Chapter 4. The
data analysis in this chapter consists of the four parts as follow;

5.1 Demographic data

5.2 Rental behavior

5.3 Factors toward rental behavior

5.4 Expectation and the desirable book rental store

5.1 DEMOGRAPHIC DATA

According to the Table 4.1.1: Summary of Demographic Data in Chapter4,
from the total of 92 respondents found that the majority gender of the respondents of
this study is female at 63% and 37% is male, most of the 58 female respondents are age
between 21 — 25 years old, and 25 -30 years old for male. Both of them graduate in
Bachelor’'s degree at 50% which is the major group among other education levels.

Most of the respondents are working for the private company at 31.52%, the
second group is student at 30.43% and 17.39% have their own business, the largest
portion 34.48% of female respondents is students while most of male respondents
working with private company (38.24%)

Most of the respondents 31.52% earn 5,001 - 10,000 Baht per month
(31.52%), the major group of male 26.47% earns less than 5,000 Baht per month, while

36.21% of female respondents earn 5,001 - 10,000 Baht per month
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5.2 RENTAL BEHAVIOR

According to the Table 4.2.1 most of the respondents have an experience with
book rental store more than 3 years or 53.26% from the total of respondent which are
male at 47.06% and female at 53.26%

The first three reasons of the respondents to rent the book from the rental store
are cost saving (0.43%) then the variety types of book (22.83%), and the third reason is
they have not intention to keep the book. On the other hand 32.61% provide the reason
for not to rent a book from rental store as unavailability of the required books.

The most favorite type of book that the respondents rented is comic (48.91%)
follow by novel & fiction, magazine, pocket book, and short story, the summary chart
of rented types of book as shows in Figure 4.1 of Chapter 4. From the Table 4.2.4: the
frequency of visit the book rental store present 42.39% of the respondent rents visit the
rental everyday, even separate by occupation and gender. The most visiting date & time
is from 5.00 - 7.00 pm on weekdays.

From Table 4.2.6: The number of books rented per each visit, the data present
that most of the respondent 35.87% rent two books per each visit. And the most of them
(75.86%) are not decided the book to rent before visit the rental store, and if their
required book are not available the most of them are going to select another book to rent
which are 58.82% for male and 79.31% for female. From the Figure 4.2: The criteria in
selecting book in Chapter4 show that most of them select the book by scan reading, then

the title of the book, the author name and advised from other person respectively.
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5.3 FACTORS TOWARD RENTAL BEHAVIOR

Form Table 4.3.1: Factor toward rental behavior, found that most of the factors
have the interval of mean in range of 3.51 — 4.50 that is mean most of the factors are
consider as an important to the respondents. The analyze of each factor group as follow;

Product & Serviceghe perception of respondents toward this factor group as

an “important” factor, the result shows that the first five ranks of all the factors are in
this group; start from rankl is “newly book available”, “variety of book”, “complete set
of series book”, “number of book availabie in the rental store”, and “the popularity of
book”. However the notice board and the attitude and recommendation of the staff of
the rental store are percept in an average level.

Price:factors under this group are rental fee and the fine, both of these factor
are important to the respondent, the rank of these two factors are rank8 for rental fee
and rank 12 for the fine.

Place:the factors regarding the place of the rental store are important to the
respondent, the cleanness of the rental store is the first rank in this group or rank 6 of all
factors, the second rank in this group is location of the rental store, then an arrangement
of the shelf, open hours, and the last rank in this group is store decoration which the
respondents consider this factor as an average

Promotion:The respondents are not much focus in this area, they give all
factors in this group as an average. Giveaway or the promotion on providing free gift is
not the main factor on using book rental store, if compare with other factors in this
study the respondents gives this factor as the lowest rank (rank18), for the special

discount this factor is in rank14 and the respondents also considered this factor as an

average issue for their considered on using book rental store
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5.4 EXPECTATION AND THE DESIRABLE BOOK RENTAL STORE

From Table 4.4.1, it shows that the respondents give an important to the
frequently promotion plan that they expect the most, while the other additional services
are in the average level, except the newspaper which is less important. The expectations
of the respondents toward each category are as follow;

Product & Servicefor the new products and service provided e.g. reservation

service, delivery service, email service, book ordering service, newspaper to rent, and
second hand book selling, most of these topics the respondents have expectation in an
average level except news paper to rent that is less important to them.

Place:the respondents have an average expectation toward the reading corner
and the store’s space expansion.

Promotion:the frequently of the promotion plane e.g. reward, discount is the
one that important to the respondents expectation.

The recommendations and suggestions from the respondent toward the rental
store, the Table 4.4.2 shows that from the total of 92 respondents there are 14 people
who have a recommendations and suggestions, according to their recommendations and
suggestions presented in Chapter4 the total of 14 participants are divide into four
categories as follow;

Product & Servicethere are nine of them (participants 3, 4, 6, 7, 9, 10, 12, 13,

and 14) have the recommendation on product and service issues e.g. improve rental
system, increase number of the available book, personal recommendation service,
provide new type of book to rent, and have a complete set of series book, provide the

book update status service.
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Price:One of them (participant 11) recommend on price aspect e.g. decrease
the rental fee for the specific kind of book.

Place:three of them (participant 1, 5, 8) provide the recommendations related

to the place of the rental store e.g. improve shelf arrangement by using signboard for
each type of book or expand rental store space.
Promotion one participant (participant 2) has a recommendation that refers to

the promotion plan regarding the extension of the rental period.

CONCLUSION

This chapter analyzed the data that presented in Chapter 4: Data presentation,
the analysis of data presentation covers four main areas of the study that consist of the
demographic data, rental behavior, factor toward rental behavior, and expectation
toward rental store.

The summary of the data analysis in each study area including the
recommendation to this study will present and discuss in Chapter 6: Conclusions and

Recommendations.
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CHAPETER 6
CONCLUSION AND RECOMMENDATIONS

This chapter summarizes and concludes the results of this study, the contents
of this chapter are as follow;

6.1 Summary of the study

6.2 Summary of the finding

6.3 Recommendations

6.4 Conclusions

6.1 SUMMAY OF THE STUDY

This Individual Study is a study of rental behavior of residents at Soi
Pattanakarn 61, Bangkok. The intention of this study is to study customer behavior and
factors that influence customer’s decision making on selecting book rental service in
order to answering the research question that stated in Chapterl: Research Question.

Major question;

What are customer’s behaviors toward the use of book rental service?
Sub-guestion;
What are the influence factors behind rental behavior?

What are the expectations of customers toward the use of book rental services?

The method used in this research is quantitative approach using descriptive

research design to collect the primary data by using the data collection method of self-
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administered survey by distribute the questionnaire to the respondents by using the
simple random sampling technique

The sample size of this study was 92 samples drawn from the population of
this study that is the person who rented and could rent the book from Baan Cartoon
book rental store at Muang Thong 2/2 village, Soi Pattanakarn 61, Bangkok.

The research instrument or the questionnaire consists of four main parts;
demographic data, rental behavior, factors toward rental behavior, and expectation and
the desirable book rental store.

The collected data were process by SPSS program using the descriptive
statistic for the present and analyze the data

6.2 SUMMARY OF THE FIDING

According to the research questions referred in Chapter 1, the answering to the
research question will be present under each relevant topic

6.2.1 Demographic Data

The respondents in this study are 34 male and 58 female, most of the
respondents are age between 25 — 30 years old, most of them are held a bachelor’s
degree, majority of the respondents work for private company, and the most of the
respondents earn 5,000 — 10,000 per month.

6.2.2 Rental Behavior

“What are customer’s behaviors toward the use of book rental service?”

From the data of rental behavior aspect, found that most of the respondent
have an experience with the rental store more than 3 years, and the main reason for
them to use the book rental service is cost saving, on the other hand the if the required

books to rented are not available this is the most reason for them to not use the rental
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service. The most favorite book to rent is comic, an average number of books to rent per
each visit are 2 books, and most of them visit the rental store every day at 5.00pm —
7.00 pm. Most of the respondents are not yet decided book to rent before visit the rental
store, they normally scan reading the book at the rental store for make a decision on
selecting the book to rent.

6.2.3 Factors toward Rental Behavior

“What are the influence factors behind rental behavior?”

From the four factors; product and service, price, place, and promotion,
product is the most factor that the respondent considered as an important factor to
deciding to use the rental service; the availability of the newly book at the rental store is
the first important factor follow by the variety types of book and the completed set of
series book, the other two factors; price and place are also considered as an important,
but for the promotion; the respondents are considered the promotion for giveaway, and
special discount as an average.

6.2.4 Expectation and the desirable book rental store

“What are the expectations of customers toward the use of book rental
services?”

From the expectation on the additional service that the respondent expected
from the book rental store, the finding shows that most of the respondents are expected
to have a frequently promotion plan from the rental store such as reward and discount.
While the second and third rank are for the expectation of having the reading corner and
expansion the rental store. For the product and service issue they considered as an
average for the additional service and new product provide, except newspaper that the

most of the respondent considered the rental of the newspaper is less important.
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6.3 RECOMMENDATIONS

The recommendations from the research study will discuss in terms of product
and service, price, place, and promotion.

6.3.1 Product & Service;

From the study found that the most concerning issue of the respondents are
related to the product which is the book itself. The rental store should maintain to have a
new book release for the rental store always, even the most rental book is comic but the
variety of book is also important that the rental store must have. For the series books
and the physical the rental that the respondents considered as an important factor to deal
with this issue the rental store must have a regular store checking whether there are any
books loss or damage or not. A new technology for implement the rental system also
important regarding the accuracy and increase the speed of service
6.3.2 Price

If the rental fee is too high its might effect to the customer’s consideration on
using book rental store. And form the results of the study in chapter4 under part4;
expectation, it was found that one of the respondent are expected to decrease the rental
fee for the next following day for the book that have many pages
6.3.3 Place

Because of the customer mostly have a scan reading before they rent, therefore
the shelf arrangement is important for the customer to have an easy way to found the
book, and the space between each shelf is also important for all customers to feel
comfortable when other customers have a scan reading. Besides that the cleanness of
the rental store are also consider as an important factor, the rental store should cleaning

their store as well as cleaning the book on shelf on regular basis.
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6.3.4 Promotion

Even the study result on the factors toward rental behavior is the less factor
that the respondents considered (comparing with others factor), but for the result of an
expectation part found that the respondents expected to have a frequently promotion
plan the most. From this result the rental store could have a promotion for their
customer in order to maintain the existing customer and gain more customer base, an
example of the promotion plan such as provide the special discount for customer who
has rent more than five books in each time.

6.4 CONCLUSION

This study conducted from the objectives in order to determine the customer’s
behavior on using the book rental service, determine factors that influence customer’s
decision making on selecting book rental service, and determine the expectations
including issue and suggestion of customer toward the using of book rental service. The
background and statement of this study are described in Chapterl: Introduction

The literature review in Chapter 2 review the theory of customer behavior and
its relevant topics, Chapter 3: Research methodology consist of two part; literature
review to review the research methodology, second part is the statement of method
used; this part describe research method used in this study

The result of the study show in Chapter 4: Data presentation; this chapter
report the result of the data by using SPSS program, Chapter 5: Data analysis; describe
the data presentation, Chapter 6: Conclusion and recommendation; this chapter is the
conclusion of the research study including provide the recommendations that found

from the study
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Apart from the data provided in each chapter that will be benefit to reader, this
study also gives the opportunity for the researcher to have a difference experiences and
learn from it, for example the research process; this aspect lead the researcher know
how to manage and conduct the research in appropriate way e.g. steps for conducting
research, how to create the research instrument, how to interpret the collected data.
Secondly, time management; with the timeline of submitting the research study, the
researcher learn how to plane and control the research schedule with a logical thinking
in order to submit the study in due time. Finally, communication; by doing this study
the researcher have learn how to create an efficiency communication. Hence, the
researcher expected that the reader will perceive the most benefit that this study

provides in anyway.
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APPENDIX

The coding structures of each part of the questionnaire are as follow;

Part T Demographic data

Variables Coding
1. Gender 1= male,
2= female
2. Age 1= Below 15 years, 2=16 — 20 years,

3= 21 - 25 years, 4= 25 — 30 years,

5= 31 — 35 years, 6= Over 35 years

3. Education Level

1= High School or below,
2= Diploma/ College,
3= Bachelor’s degree,

4= Master’s degree or higher

4. Occupation

1= Students, 2= Government/ State Enterprig
3= Private Company, 4= Business Owner,

5= Unemployed

€S,

5. Income per month

1= 5,000 Baht, or below, 2=5,001-10,000 B4
3=10,001-15,000Baht, 4= 15,001-20,000B4
5= 20,001-25,000Baht, 6= 25,001-30,000B4

7= 30,001-35,000Baht, 8=35,001Bath or abq

ht,
aht,
aht,

pve




Part 2 Rental behaviors
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Variables

Coding

6. Years of Experience

1= Less than 1 year, 2= 1 - 2 years,

3= 2 — 3 years, 4= More than 3 years

7. Reason for rental store

1= Cost saving,
2= Various type of book,
3= Availability of book,
4= No intention to keep books,
5= Easy to access,
6= Reading before purchasing decision,
7= Good services,

8= Decoration of the rental store

8. Reason for natental

1= Improper rental fee,

2= Limiting type of book,

3= Availability of book,

4= Intend to keep books,

5= Inaccessible rental store,
6= Service quality,

7= Decoration,

9. Type of books rent

1= Never, 2= Rarely, 3= Sometimes,

4= Mostly, 5= Always

10. Time reading for each books

1=1 day, 2= 2 days, 3= 3 days,

4= 4 days, 5= more than 4 days

11. Frequency of visit rental store

1= Everyday, 2= Once a week,
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3= Twice a week, 4= Three times a week,
5= More than three time a week,

6= Less than once a week (number per mont

12. Number of book rented/each

1= One book, 2= Two books, 3= Three bq

4= Four Books, 5= More than 4 books

13. Day of visit book rental store

1= Weekdays, 2= Weekends, 3= Holidays

4= Not specific

14. Time of visit book rental store

1= Before noon, 2= At noon,
3=01:00 - 03:00 pm., 4= 03:01 — 05:00 pm,

5= 05:00 — 07:00 pm., 6= After 7:01 pm.

15. Decided book to rent before

visit rental store

1= Yes,

2= No

16. Criteria on selecting book

1= Title, 2= Author, 3= Preface, 4= Criticis
5= Scan reading,

6= Recommendation from others

17. Alternative choice if book is ng

available

t1= Postpone your rent,
2= Select another similar book,

3= Go to book store

Part 3 Factors toward rental behavior

The rating scales for this part are as follow;

Score Interval of means Meaning
5 4.51 - 5.00 Most important
4 3.51-4.50 Important

h)

oks,

m,
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3 2.51-3.50 Average
2 1.51-2.50 Less important
1 1.00 - 1.50 Not important

Part 4 Expectations and the desirable book rental store

The rating scales for this part are as follow;

Score Interval of means Meaning

5 4.51 -5.00 Most important
4 3.51-4.50 Important

3 2.51-3.50 Average

2 1.51-2.50 Less important

1 1.00 - 1.50 Not important
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AppendixB: English Questionnaire

The purpose of this questionnaire is to study consumer behavior toward book rental
store of residents at Soi Pattanakarn61, Bangkok. It is a part of an independent study for

the completion of the Degree Master of Business Administration, Bangkok University.

The questionnaire is divided into four parts as follows;
Part 1: Demographic data
Part 2: Rental behaviors
Part 3: Factors toward rental behavior

Part 4: Expectations and the desirable book rental store

Explanation Please marR<] to the answer you think is the most appropriate to you.

Part T Demographic data

1. Gender
[]1. Male
[ ] 2. Female

2. Age
[ ]1. Below 15 years [ ]2.16—20years
[ ]3.21-25years [ ]4.25—-30years
[ ]5.31-35years [ ]6. Over 35 years

3. Education Level
[] 1. High School or below [] 2. Diploma/ College

[] 3. Bachelor’s degree [ ] 4. Master’s degree or higher
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4. Occupation
[ ] 1. Students [ ] 2. Government/ State Enterprises
[ ] 3. Private Company [ ] 4. Business Owner
[ ]5. Unemployed (e.g. housewives, retire, job seekers)
5. Income per month
[ ]1. 5,000 Baht, or below [ ]2.5,001 - 10,000 Baht
[ ]3.10,001 — 15,000 Baht [ ]4. 15,001 — 20,000 Baht
[ ]5. 20,001 — 25,000 Baht [ ]6. 25,001 — 30,000 Baht

[ ]7.30,001 - 35,000 Baht [ ]8. 35,001 Bath or above

Part 2 Rental behaviors

6. How long have you used book rental service?
[ ]1.Lessthan 1 year [ ]2.1-2years
[[]13.2-3years [ ] 4. More than 3 years

7. What is the mosmportant reason for rent book at rental store? (select only one)

[ ]1. Cost saving [ ] 2. various type of book

[ ] 3. Availability of book [ ] 4. Have no intention to keep books

[ ]5. Easy to access [ ] 6. Reading before purchasing decision
[ ] 7. Good services [ ] 8. Decoration of the rental store

8. What is the mosdtnportant reason for neént book at rental store? (select only one)
[ ]1. Improper rental fee [ ] 2. Limiting type of book
[ ] 3.Unavailability of book [ ] 4. Intend to keep books
[ ]5.Inaccessible rental store [ ] 6. Service quality

[ ] 7. Decoration



9. Which types of the books do you normally rent from book rental store?
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1. Never 2. Rarely 3. Sometimes 4. Often 5. Very Often
Comics ] [] L] [] L]
Pocket books [] [] L] [] []
Magazines L] [] L] L] L]
Novels/Fictions| [ ] ] ] L] L]
Short stories [] L] L] ] L]
10. How long do you read for each kind of book?

1 day 2 days 3 days 4 days > 4 days
Comics ] [] L] [] L]
Pocket books [] [] L] L] L]
Magazines L] [] L] L] L]
Novels/Fictions| [ ] ] [] L] L]
Short stories L] L] L] [] L]

11. How often do you visit book rental store?

[ ]1. Everyday

[ ]2. Once a week

[ ] 4. Three times a week[ ] 5. More than three time a week

[ ] 6. Less than once a week

12. How many rented book(s) for one visit?

[ ]1. One book

[ ]4. Four Books

[ ]2. Two books

[ ] 5. More than 4 books

[ ] 3. Twice a week

[ ]3. Three books
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13. What day do you mostly visit book rental store?
[ ]1. Weekdays [ ]2. Weekends
[ ] 3. Holidays ] 4. Not specific
14. What time do you normally visit book rental store?
[ ] 1. Before noon [ ] 2. At noon [ ]3.01:00 —03:00 pm.
[ ]4.03:01-05:00 pm. [ ]5.05:00-7:00 pni. ] 6. After 7:01 pm.
15. Have you already decided the book(s) that you going to rent before visit rental sore?
[ ]1.Yes [ ]2.No
16. Which are the first three criteria in book selecting? (can be more than one answer)
[ ]1. Title [ ]2. Author [ ] 3. Preface[ ] 4. Criticism
[ ]5. Scan readind | 6. Recommendation from others (e.g. friends, staff)
17. What would you do if the decided books are not available
[ ] 1. Postpone your rent [ ] 2. Select another similar book

[]3.Find another source e.g. book store

Part 3 Factors toward rental behavior
18. Which factors do you consider as important when you deciding to use the book

rental service?

1. Not 2. Less | 3. Average 4. 5. Most
Important | Important Important | Important
Variety of books [] [] L] L] L]
Number of books available ~ [] ] [] L] L]
Newly book available ] ] ] L] L]
Physical quality of books O] ] L] L] L]




Completed set of books

Popularity of books

Notice board, signboard

Attitude and

recommendation of staff

I I I

I I I

I

I

I

Rental system; speed,

reliability, accuracy

]

]

]

]

]

Rental fees

Fines

Location of rental store

Open hours

Decoration

Shelf arrangement

Cleanness of rental store

Giveaway

Special discount

OO O oOo0ogod

OO O 0Oofggod

OO o000oQgoQn d

OO 000oqgonoa

OO o0o00oQgoqooa

Part 4 Expectations and the desirable book rental store

19. What are the additional services that you expected from book rental store?

1. Not 2. Less 3. 4. 5. Most
Important | Important| Average | Important| Important
Reservation Service [] [] [] [] L]
Delivery services ] [] [] L] L]
Email alert (e.g. new
[] ] ] [] []

book comer, due date)




Newspaper to Rent

Book ordering service

Second hand book

selling

Reading corner

Expand the store’s space

I I e I O A W
0o O g
0o O g

0 0o o o

0 0o o o

Frequently promotion
plan (e.g. reward,

discount,

[
L]
L]

[]

[]

20. Recommendations & Suggestions:

THANK YOU FOR YOUR ANSWER
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AppendixC: Thai Questionnaire
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