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The research The Pattern of Integrated Marketing Communications in
Building Customer Relationship in Government training organizations, Private
training organizations and University Training centers aims to study integrated
marketing communications in building customer relationship, its effectiveness in
government training organizations, private training organizations and university
Training centers in Thailand, and to specify the forms of integrated marketing
communications used by the three types of training organizations.
This is a mixed-method research. In Stage 1, qualitative research was
conducted by in-depth interview 9 people who are the executive of training
organizations or personnel related to training in order to study integrated marketing
communications in building customer relationship in government training
organizations, private training organizations and university Training centers in
Thailand. In Stage 2, quantitative research was conducted on the effectiveness of
integrated marketing communications in building customer relationship by using a
sample group of 420 people. In Stage 3, qualitative research was created to specify the
pattern of integrated marketing communications in building customer relationship in
government training organizations, private training organizations and university
Training centers in Thailand and create acceptance by in-depth interview with 2

iv
experts on training and integrated marketing communication and 2 experts in the
training business.
The main facts found in the results of the qualitative research are: the process
of communications, the pattern, the purposes, the obstacles of integrated marketing
communications in Thailand, as well as how the customers make their decision to use
the training services, how to use integrated marketing communications to attract new
customers and build customer loyalty of government training organizations, private
training organizations and university Training centers in Thailand.
As for the effectiveness of integrated marketing communications in building
customer

relationship

government

training

organizations,

private

training

organizations and university Training centers in Thailand, it was found that most
customers of the three types of organizations are female of 31-35 years old, with
highest level of education in Bachelor Degree. Most of them are employees of private
companies in operational positions, with personal monthly income between 20,00040,000 Baht. Most customers of public and private training organizations have used
the training services for about 1-2 years. Most customers of educational training
organizations have used the training services for less than 1 year. The main objective
of participating in training course is to increase knowledge in what they have not
known before. Most customers of public training organizations are exposed to search
engine more than other kinds of media. Customers of government training
organizations, private training organizations and university Training centers in do not
have many differences in their attitude to integrated marketing communications in
building customer relationship, their level of relationship with training organizations
and loyalty toward training organizations. Furthermore, the media exposure of
customers correlates to their loyalty to training organizations. Customer’s attitude to
training organizations correlates to customer loyalty to training organizations. Their
attitude to integrated marketing communications correlates to customer loyalty to
training organizations.
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CHAPTER 1
INTRODUCTION
1.1 Statement of the Problems
Organizations need to adapt themselves to cope with the changes in the
development ofinformation technology, channel power and inverse in competition.
Moreover, customer's need is one of the key factors that drive the organization unable
to produce goods or services according to their target but they have to produce goods
and services to meet the needs of consumers instead (Hammer & Champy, 1993).
The training organizations and human resource development in Thailand had a
massive success in adapting themselves. The National Economic and Social
Development plan No. 11 (2012-2016) is a continuing concept of the National
Economic and Social Development plan No.8-11. It concentrates on the philosophy
of sufficiency economy and people-centered development. The plan aims to create
learning, reading and having curiosity habit to Thai people. As well as promoting
mutual learning for people in different ages, together with encouraging community
groups, organizations and individuals to learn creatively through all medias in a
language that easy to understand. Including the promotion of alternative education
that meets the needs of learners. It creates a society of quality learning with
supporting the factor that contributes to lifelong learning (National Economic and
Social Development Board, 2011). In addition, Skill Development Promotion Act
(Ministry of Labour. Department of Skill Development, 2002) has leveraged
effectively and mentioned to encourage and to support the private sectors which
established with 100 or more employees to be involved with the development of
skilled labors even more.
This act persuades the private sector establishments to have the tax exemption
and the reduction, including provide and improve benefits in various fields.
Employers have to provide more efficient training to the workers. Employers,
human resources departments and concerned parties should take into account for the
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guidelines and set rules to be appropriated with Skill Development Promotion act
(2002) for the most efficient result of both employer and employee. The enforcement
of Skill Development Promotion Act (2002) was published in the Government
Gazette, the Decree 119 copies at 98/1, dated October 1, 2002, effective on the
expiration of 120 days from the date of governmentation in the Government Gazette.
Effective Date is on January 29, 2003, in which the essence of Skill Development
Promotion Act (2002) are divided into three categories: pre- employment training,
professional training and change in professional field training which the details are as
this follow:
1) Pre-Employment Training means that entrepreneurs provide training
before employees are going to work so that they are able to work on labor standards.
2) Professional training means that the entrepreneurs provide the
employees were opvocational training. It is an additional training in which the
employees were operating normally. So that employees have more knowledge,
abilities and skills on that field.
3) The change in professional field training means that the
entrepreneurs provide the employee vocational training in other field where
employees are not operating normally. So that employees have the knowledge,
abilities andskills on other professional field too.
Training can be divided into two varieties which are on-site training and offsite training. The details are as follows;
1) On-site training means that the entrepreneurs provide training where
the work is going to run or other locations by using the internal speakers or through
external speakers. This also includes when the entrepreneurs hire school or vocational
training to train employee.
2) Off-site training means that the entrepreneurs send employees for
training or practicing outside. Employees can be trained in school, vocational training
center or government skill training center. (It can be foundation, association or
corporation that established under the laws of Thailand).
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The category and nature of the training can be summarized as the following
figure 1.1

Category 1
The skill training

Pre-Employment
Training

Hire student or
staff that
government sent
for training.

Professional training

On-site training

Change in
professional field
training

Off-site training

School

Vocational training
Organizations

Train in workplace/
other place

Training in skill
training center
แรงงาน

Other training
organizations
(foundation,
association or
corporation that
established under
the laws of Thailand

Figure 1.1 The Skill Training
Source: Ministry of Labour. Department of Skill Development, 2002.

The essence of training of Skill Development Promotion Act (2002) had
described about tax exemption for expenses incurred in the skill training. According
to the decree issued under the Revenue Code, entrepreneurs have to provide skill
training to the employees which details for both on-site and off-site training are as
follows;
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1) The duration of the operation is from January 1 to December 31 of
that year.
2) The course aims to develop a skill, knowledge and attitude to job
that employees perform normally as well as other additional features that are not
normally performed.
3) The course content must be consistent and beneficial to the
company or beneficial to employees to be developed to work in another field.
4) The duration of the training courses must be complied and a not less
than six hours.
5) The number of customers must not exceed 50 people per group.
6) Entrepreneurs must provide vocational training for at least half of
all employees. (Without double counting heads).
7) Entrepreneurs must do and follow the steps that the Department of
Labor has defined in manual of Skill Development Promotion act (2002) for the
process of applying tax exemption for expenses spent in providing the vocational
training of such entrepreneurs.
8) Penalties in the event that the establishments or entrepreneurs fail to
comply with Skill Development Promotion Act will be fine of 3,990 baht per person
to the fund for skill development. Ministry of labor (Ministry of Labour. Department
of Skill Development, 2002).
As a result from Ministry of Labour. Department of Skill Development
(2002), organizations focus more on training labor skill. As it can improve quality of
labor also has side benefit for tax exemption. Furthermore, establishments or
entrepreneurs shall pay a fine in accordance with the law if they fail to comply with
Ministry of Labour. Department of Skill Development (2002). The nature of training
provided in Ministry of Labour. Department of Skill Development (2002) is divided
into two categories which are on-site training and off-site training. For on-site
training, entrepreneurs can manage their own training in the workplace or other
locations by using the internal speakers or through external speakers. Entrepreneurs
can employ school or vocational training center to train theirs. While off-site training,
entrepreneurs send employees for training or practicing outside. Employees can be
sent to train with school, vocational training center or government skill training
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center. Employee can be trained with foundation, association or corporation that
established under the laws of Thailand. This way, the organizations is unable to
complete training on their own and needed to hire external speakers for in house
lecture or send employees to have training with external government institutions. This
created business opportunities that resulted in the establishment of more and more
training organizations. In addition, training can enhance employee’s knowledge and
skills as well as to create a positive attitude for the best result in work. Employees are
valuable resources of organizations. Any organization that has a staff with great
expertise would make the organizations more efficient and can compete with civilized
countries (Niracha Thongthumachart, 2005). So, organizations focus more on
training. Currently, many training organizations have been established. These
organizations and/or concerned companies can be divided into 3 categories which are
Government Training organization, Private Training organizations,and university
training centers (Type of Training Organizations, 2014). Plan and design of training
courses will be analyzed from the demand or the need. Then set the appropriate
objectives so that results can be truly measured (Nadler, 1982). The followings are the
objective of the training in general 1) To develop the attitudes, knowledge, expertise
and potential for employee to work more efficiently. 2) Need for the change in
working position in the organization. 3) To increase the duties and responsibilities in
the department. 4) To develop the organization to be ready to compete with civilized
countries. 5) For employee to adapt themselves in order to meet with the conditions
of social, political, economic, science and technology that are rapidly changing. 6)
Encourage motivation of employees to work without waiting for guidance or
instruction. 7) Encourage employees to keep pace with technological change. 8) The
unemployed can return to work. 9) Develop people with the changes that occurred.
10) For creativity and innovation 11) To reduce the obstacles that will happen in any
time of working process (Niracha Thongthumachart, 2005).
The purpose of training leads organizations design various training courses,
workshops, with the similar curriculum for example, leadership development
program, teamwork program, risk management program, negotiating skill program,
professional speaker/ lecturer program and preparation for Asian Economic
Community program. This makes training centers faced with many competitors in the
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market. Besides, some companies do not want to invest in what they cannot see an
exact profit due to economic downturn. From such an impact, training centers have to
use various communication strategies in order to gain back competitive advantages.
The aim is to satisfy customers and build loyalty of products or services.
The most important strategy of organizations have been used in building
customer relationships that called as customer lifecycle management. It consists of
five steps which are find the customer, sell the customer, deliver to customer, support
to customer and gain Customer loyalty (Barnett, 2013). In order to build customer
relationship, it relies on various strategies to make customers feel they are important
person to the organizations, (Berry & Parasuraman, 1991 as cited in Kasper,
Helsdingen, & Wouter, 1999). It creates bond and loyalty from customers to
organization so that they do not want to be a customer of another organization (Arens,
2002; Hutton, 1996 as cited in Kitchen, 1999). In addition, organizations will focus
more on long term relationship with customers and will not neglect clients like trading
one time and then end the relationship between each other. Also, will not only handle
with the marketing mix as it is not enough to bring the organization into a sustainable
success but also require interaction with the customer which is to provide ongoing
two-way communication between organizations and customers. For instance, open
opportunity for customers to easily meet with the organization, comment or criticism
to organization. Organizations aim to deliver friendly service, full range of products
and provide service- oriented to customers. All of this is the responsibility of every
department in the organization to work together for taking care of customers
(Gronroos, 1994).
Building customer relationships require effective communication. Nowadays,
integrated marketing communications have been playing a crucial role in
communication to the customers because consumers come before anything whether
sales or organization’s profit. Thing can measure organizations successes is that how
organizations care about customers rather than resources that they have
Schultz, Tannenbaum, & Lauterborn (1995) In addition, integrated marketing
communications is also a process for managing customer relationships that will bring
value of brand or a process in which all relevant departments working together in
order to build and support relationship that benefit to the customers as well as
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stakeholders. This can be done by controlling all communication that goes out to the
target audiences for effective and consistent communication (Duncan, 2002). Also,
focusing on the customer database in order to know each customer specifically and
communicate with them more personally. Focusing on two-way communications
support organizations and customers to exchange information between each other,
allow customers to inform the data to let organizations know what is customer’s real
need. Then, organizations can respond to the demand of customers even more. As a
result, customers get what they really want that causing a great relationship between
organizations and customers. Organizations also aim to listen to customers and give
opportunity to have conversations with clients in order to secure customers and build
more loyalty (Duncan, 2002; Schultz et al., 1995).
Training centers need to communicate with customers in a vary pattern and at
all stages in order to carry out the training. The training process consists of three steps
which are planning, preparation and presentation (Geoffrey, 2006). The planning
process, organizations need to interview executives for using data as job analysis that
participants have followed the correct format and what the participants should follow.
Including a trainee analysis, consider from level of knowledge, skill and experience of
the participants. As well as determining training needs assessment) by identifying
weaknesses that need training and ways to fix those weaknesses. Setting training
objectives is determined from what they want from the training and assessment
objectives of the training.
Next step is the preparation which starting by the selection of organization
content. After that, select training ways, methods, aids and prepare lesson plan that
explains the steps of activity and equipment needed in each lecture as well as plan
evaluations. This helps determine the effectiveness of the project, budgeting and what
should be improved (Geoffrey, 2006). In this step, organizations must have a
governmentity program to the target clients. Organizations might notify of opening
job to the outside agency to provide news to the entire organization or may attempt to
recruit participants' news through various media e.g. internet, electronic mail, letters
and leaflets (Kritch Umpoch, 2002).
Last step is presentation which conducting the training. Professional lecturers
should have asked about the experience and skills of the participants. In addition, they
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will try to encourage the participants to have interaction. Lecturers may use image and
handout to illustrate the presentation. After the training is completed, organizations
will need to do training evaluation by key is to base on the plan of the training
program. The evaluation result will be crucial in the decision to cancel, improve or
develop training courses in the future. Review and revise process need to be done
dynamically. Good training has to be appropriated and consistent with the
requirements of the participants (Geoffrey, 2006).
Due to the importance of training centers mentioned above, this research is
derived from the primary aim of the researcher who wants to study to obtain
information that is useful such as what is the strategy for integrated marketing
communications for training centers. As well as how integrated marketing
communications can be an important tool in building customer relationships, which
are crucial to the training centers. From the study of related theories, researches and
learning how to perform the integrated marketing communications to continue to
build relationships with customers of training organizations in accordance with the
principle or theory, then estimate If a customers are opened to an integrated marketing
communications in building customers relationships of training organizations together
with attitudes to integrated marketing communications to build relationships with
customers. Result of integrated marketing communications is a loyalty of customer
and levels of relationship intensity with organizations. Customers loyalty and a highlevel of relationship with the organization is a goal for organization to build customer
relationships (Kotler & Armstrong, 1999). Also in this research, researcher focuses on
bringing research results to determine the form of integrated marketing communications
to build relationship with customers of training organizations. In the past, there was a
study on integrated marketing communications in enterprises as well. For instance,
Jittinun Sewalapi (2002) had trategic presented s in building relationships with
customers with integrated marketing communications. Including Ekkarat Latawan
(2007) had researched on the use of integrated marketing communications in green
world market of The body shop. As well as, Thanita Euatrakoon, 2007 had researched
on global integrated marketing communications strategies of McDonald's. And
Sukanda Panpetch (2013) that also had researched on integrated marketing
communications strategies of applied dharma book from DMG publisher. All of these
are only strategic studies. Furthermore, the study of the efficiency of integrated
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marketing communications in building customer relationship in service businesses by
Phanida Kowcharoen (2003), the study of the relation between integrative marketing
communication and loyalty of brand “uni-ball” by Udom Panich Corperation Limited
by Woranut Kunthonsurakarn (2008) and the study of integrative marketing
communication for customer relationship management of Clark Hatch Fitness Center
by Akira Lipatthanachai (2009) are only customer’s attitude evaluation. There have
not yet been any studies about the form of integrated marketing communications for
building customer relationship in training centers.
Therefore, The Pattern of Integrated marketing communications for Building
Relationship in Building Customers Relationship in Government Training centers,
Private training organizations and University Training Centers in Thailand is the study
of the process of marketing communication, integrated marketing communications
strategies for building customer relationship, efficiency measurement of integrated
marketing communications for building relationships with customers, and how to use
the research results to establish the form of integrated marketing communications that
strengthens relationships with customers even more. Therefore, the study is beneficial
in making this body of knowledge more complete. Marketing communication pattern
for building customer relationship is another option for business organizations,
especially training centers and people who are interested in the subject, for further
study or real life application.

1.2 Research Questions
1) What are the integrated marketing communications in building customer
relationship

in government training centers, private training organizations, and

university training centers in Thailand?
2) How effectiveness is the integrated marketing communications in building
customer relationship in government training centers, private training organizations,
and university training centers in Thailand?
3) What is the pattern of integrated marketing communications for building
customer relationship in government training organizations, private training
organizations and university training centers in Thailand?
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1.3 Research Objectives
1) To study the integrated marketing communications in building customer
relationship in govenrment training organizations, private training organizations, and
university training centers in Thailand.
2) To study the effectiveness of integrated marketing communications for
building customer relationship in government training centers, private training
organizations, and university traininf centers in Thailand.
3) To create the pattern of integrated marketing communications for building
customer relationship in government training centers, private training organizations,
and university training centers in Thailand.

1.4 Scope of the Research
1) Qualitative research: Interviews of executives and other people who are
directly related to the training process in training centers. There are as follows.
(1) Government training centers: Thailand National Defense College,
National Defense Study Institute, Training Center of Ministry of Energy and Training
Center of Ministry of Commerce
(2) Private training organizations: HRDI Company Limited, Top Service
Training Company Limited and Entraining Company Limited
(3) University Training Centers: Office of Training Human Resource
Development of Mahanakorn University of Technology, Training Center of
University of the Thai Chamber of Commerce and Training Center of Sripatum
University

2) Quantitative research: 420 copies of questionnaires were given to the
population, which are the customers of training centers, in order to study general data
of survey takers, their exposure to communication or marketing communication tools,
their attitude, level of relationship, factors that affect their decision in purchasing
training services, and their level of loyalty to government training centers, private
training organizations, and educational institutes in Thailand.
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1.5 Operational Definitions
Integrated Marketing Communications mean the process of communication
that aims to persuade targeted consumers continuously in a long run. Various tools are
used in this process, such as government relation, direct marketing, and sales
promotion. The process is meant to increase customer’s familiarity with the brand,
increase their confidence in the brand and to make them have behaviors that the
organizations desire. Organizations in this study refers to training centers.
Building Relationship with Customers mean the concept that organizations
should always have their customers as priority, focusing on building good relationship
with them by using principles or techniques that aims to create, develop and maintain
the relationship, such as interacting with customers, providing service with kindness
or recognizing customers from the data that the organization have. These principles
should be practiced regularly and continuously in a long period of time to maintain
their good impression, connection, and loyalty. Organizations in this study refers to
training centers.
Training Organizations mean an organization that provide training services,
both in-house and external trainings, to meet the needs in human resource
development and organization development of those who participate in the trainings.
Organizations in this study refer to government training centers.
Training Process mean the process or steps that will help the customers to
have knowledge, understanding, attitude, skills or experience about a subject and
change their behavior according to the objectives of the training.
Information Exposure mean the process that a person responds to or contacts
with stimulating message in marketing, such as information about products or services
that is being communicated through the resources that marketers are able to control,
such as advertisement and direct sales, as well as resources that marketers are unable
to control, such as news from mass media and words of mouth. In this research, the
aim is to study the sample group in their level of exposure to integrated marketing
communications in building relationship with customers in government training
centers, private training organizations and educational institutes in Thailand.
Attitude mean the tendency that training participants respond strongly in
agreement or disagreement, whether to positive or negative statements. It is measured
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by specifying their extreme opposites of feelings to integrated marketing
communications in the training by their opinions such as extremely agree, agree,
moderately agree, disagree and extremely disagree.
Level of Relationship Between Customers and Organizations mean the level
of relationship between customers and training centers. There are 5 levels, ranging
from superficial to deep relationship: awareness, identity, connected, community, and
advocacy. Organizations in this study refers to training centers.
Loyalty of Customers To Organization mean the willingness of customers of
training organizations to support or give benefits to the organization in a long term. It
also refers to the trust that customers have for organization. They trust that the
organization understand and are able to manage customer’s problems effectively.
They trust that they will be cared for by the organization, and they are happy to
continue being customers. They admire overall image of the organization and are
loyal to the organization. Their behaviors should include willingly recommending the
service to others, considering the brand of the organization before other brands, using
more training services of the organization, feeling familiar with the staff of the
organization and able to express their concern when having problems with the service.
Customers will not quickly decide to use the service other organizations when they
find problems with the service that they are currently using. They will not change to
use the services of other organizations just because they are cheaper or more
interesting. This research studies the loyalty of customers to government training
centers, private training organizations and educational institutes in Thailand.
The Pattern of Integrated Marketing Communications in Building Customer
Relationship mean the model that shows integrated marketing communications used
by government and private training organizations and educational institutes in
Thailand to build relationship with customers. It is created from the data received in
the interviews with the executives or personnel in charge of training, the data received
from customer survey about general information of the survey takers, exposure to
information or marketing communications tools, attitude, level of relationship, and
level of loyalty that customers have to government and private training organizations
and educational institutes in Thailand.
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1.6 Benefits of the Study
The research findings are two expected benefits from this research: academic
benefits and application benefits.

1.6.1 Academic Benefits
1) The research finding will help build up a body of knowledge of
integrated marketing communications in building customer relationship in
government, private and university training in Thailand
2) The pattern of integrated marketing communications in building
customer relationship government, private and university training in Thailand is
created.
3) There will be development of more research problems or research
topics in the promoting of integrated marketing communications in the future.

1.6.2 Application Benefits
1) The research finding can be used in establishing policies of
integrated marketing communications in building customer relationship in training
centers in Thailand.
2) There will be development of pattern of integrated marketing
communications in building customer relationship in government training
organizations, private training organizations and university training centers.
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CHAPTER 2

LITERATURE REVIEW
The research of “The Pattern of Integrated marketing communications in
Building Customer Relationship in Government Training centers and in Thailand”
has to study the integrated marketing communications in building customer
relationship in goverment training centers, private training organizations and
university training centers in Thailand. It also aimed to study the effectiveness of
integrated marketing communications in building customer relationship in the abovementioned organizations and institutes in order to build a new pattern of innovation in
the field of integrated marketing communications.
In chapter 2, concepts, theories and related studies are presented here as the
guidance for study.
2.1 Integrated marketing communications
2.2 Customer Relationship
2.3 Level of Customer Relationship
2.4 Customer loyalty
2.5 Training Process
2.6 Training Management
2.7 Training Evaluation
2.7.1 Input
2.7.2 Process
2.7.3 Output
2.8 Media exposure
2.9 Attitude
2.10 Related Studies
At the end of the chapter, related research is analyzed and synthesized, with a
summary of the main points.
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2.1 Integrated Marketing Communications Concept
Integrated marketing communications helps organizations to communicate
about what differentiate them from their competitors and enhance positioning of their
products in the market. Organizations need to make consumers feel that they are
better than their competitors and let them know the level of their products. Integrated
marketing communications can be the solution to both. It helps organizations to
present its positive features through the use of various tools in the same direction.
Using this kind of communication helps organizations to access their targeted
customers and get the customers to perceive the message that the organizations wish
to communicate.
Schultz (1998) an expert in integrated marketing communications at
Northwestern University, has developed its definition as “the process that business
strategy uses to plan, develop, use and evaluate brand communication program, which
is collaborative, measurable, and motivating to consumers, customers, prospect
customers, employees, and other related persons in and outside the organization for a
period of time.” Its goal is to produce returns in the form of money and to build the
brand and value for shareholders in the long term.
Integrated marketing communications requires a clear plan. An effective IMC
campaign must have two essential characteristics: campaign continuity and
interrelation between messages communicated through various types of media. It
must have physical and psychological factors that are related. Physical continuity is
using creativity in all marketing communications in the same direction in order to
make integrated marketing successful. Slogans, sayings, and other features in
communication must be similar or the same. Psychological continuity means attitude
of consumers to the organization and the brand, which should create positive feeling
to the products or services of the organization. This can be done by using images and
tone in integrated marketing communications in the same direction, making
consumers have the same feeling to products or services in the same way, although
they may perceive the message through different types of marketing tools.
Another characteristic of integrated marketing communications is strategic
orientation. Successful IMC plans are ones that achieve the goal of the business
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strategy established by the organization. It is not just a plan that seems creative,
attractive and makes people laugh. It must focuses on the strategies of the
organization. The main goals for most organizations are making sales, increasing
market shares and producing profit for the organization. Therefore, the message
communicated to the consumers must be designed to achieve such goals. Marketing
tools must be selected specifically to achieve the objectives of the strategies. These
are what make a successful plan (Sirgy, 1998).
Haytko (1996 as cited in Anantachart, 2001) said that the principles for
successful integrated marketing communications strategies include: 1) Combine
different approaches of various marketing communication tools, 2) Make sure that
communications are similar and can be interpreted in the same way by the people
inside and outside the organization, and 3) Achieve the objectives of IMC plan.
Furthermore, Schultz et al. (1995) also added some important things for creating IMC
plan. First, all integrations must start at the executive level of the organization since
the executives have full authority to build opportunities that will lead marketing
communication to success. Second, organizations should give significance to the
feeling of consumers or prospects more than the organization itself. Third, in
establishing the objectives, it is important to include both market part and
communication part, and ensure that communication will lead to marketing activities.
Finally, the effectiveness of IMC plan can be measured by using the concept of the
return on investment (ROI) particularly the financial results.
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2.1.1 Procedures of Planning Integrated Marketing Communications
The Procedures of Planning Integrated marketing communications as figure 2.1
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IMC’s Implementation
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Figure 2.1 Steps of Planning Integrated Marketing Communications
Source: Allan, 1993.
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Allan, (1993) has presented the concept for planning integrated marketing
communications as divided into 6 steps, as follows:
1) Setting Marketing Objective
Organizations can prepare executive summary by presenting brief
important information about current situation of the company to the executives so
they may consider them while setting the main objectives of the organization each
year; in consequence, each division or department can produce their own objectives
that are in line with the main ones. The main objectives of the organization are
marketing objectives or statements that are part of the main marketing plan, with
achievement measurable in a period of time such as sales, market shares, and profit or
returns of investment. Good marketing objectives must state the number used in
measuring success, state a specific period of time, practical and achievable in reality.
The setting of sale-oriented objectives is the setting of marketing
promotion objectives that can be measured by the amount of sales. The changes in the
amount of sales indicate whether the investment spent in advertisement and marketing
promotion has achieved its target. The advantage in setting objectives by the amount
of sales is the easiness in measuring the success, but the disadvantage is that when the
amount of sales is lower, it could be a result of other factors apart from ineffective
promotion plan such as the changes in economic circumstance, ineffective marketing
mix (wrong planning in products, prices, distribution channel, taking too long before
finding out the results from marketing promotion plan, etc.)
2) Situation Analysis
This step is the analyzing of elements and significant current situation
of the products or services, which helps determine the overall communication
objectives of the organization. Three sets of important information are used during
this step.
(1) The analysis of products or services can be done by focusing on
what benefits the consumers directly receive from them. Product distribution should
be considered as well, and that means thorough marketing survey is required. Also,
there should be an analysis to find out what causes the problem with the products or
the services, in order to solve the problem correctly and directly.
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(2) Consumer analysis can be done by studying target market since
it is necessary for organizations to have access to such market. Details to be studied
include geological factors, demographic factors, psychological factors and life style.
The size of the market should also be considered. The organization needs to find out
how much of the market share comes from this group, their pattern of product using
and their attitude to the products of the organization. The more organization can find
such information, the easier the planning and communication objective setting process
will be. It will relate more directly to the problem of the organization as well.
(3) Evaluating competitor can be done by first knowing who the
main competitors are and what strategies they are currently using. The more the
organization knows its competitor, the more chance that their plan will achieve its
goals. Therefore, the organization must search for all information and data about
every aspect of its competitors, including weaknesses, marketing budget, sales
amount, etc. Such information will be used to create advantages in setting marketing
objectives and strategies in the future.
3) Setting Communication Objectives
This step gives importance to the statement in marketing communication
plan. It is the communication of the right statement to the target group. Marketing
manager must transfer the statements that are in marketing objectives to
communication objectives and specific promotion objectives correctly and
completely. The main things to be considered in such transference are:
(1) Target audience must relate to market segment of the
organization
(2) Main features, advantages, benefits of the product, as well as
instruction on how to use the product
(3) Information about the brand of the organization and its
competitors such as sales amount, market share, competitive strategies and expense in
marketing
(4) Principles used in positioning the product, behavior of
consumers, which may lead to consumers trying the product for the first time,
repeating the purchase, changing brand or increasing their use of such product)
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Although full-cycle marketing plan is not the same as setting marketing
objectives, it still relies on marketing data as the foundation. Setting marketing
objectives focuses on the objectives of the products and the organization, while
setting communication objectives focuses on the form of communication. What needs
to be done is designing each communication task to support the overall
communication objective. Marketing communication objectives can be planned for
short term (1 year) and long term (3-5 years). The main things to be considered in this
process are:
1) Clear and measurable: Objectives are set as clear statements to be
communicated to the target group. Besides that, the objectives must be specific and
distinct. The organization must know exactly what statement it wants to communicate
to target customers. As for creativity, it helps in producing media used in sending the
statement to target customers to achieve the objectives. Furthermore, the objectives
must be measurable and method of measurement must be specified in order to find out
if the statement being sent is appropriate and matches the objectives. The target group
must be specified clearly as well.
2) Benchmark and change evaluation: Before setting the objectives, the
organization must be aware of the current status of its target customers such as their
perception of the image of the organization and their attitude to the organization, in
order to assess how the organization needs to change its current situation after
completing all the work in the plan. Therefore, benchmark must be established as a
method of measurement. Certain time frame must be determined, since the period of
time spent in each step of operation can change, depending on the objectives of each
task. For example, building perception takes much shorter time than re-positioning.
3) Communication Objective must be able to answer these questions:
(1) What is the main point of communication?
(2) What words or statements will be used? Are they clear enough
for the consumers to understand?
(3) What is the expected behavior of consumers after receiving the
statement?
(4) What are the reasons that consumers should purchase this
product or service?
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Setting objectives for integrated marketing communications plan must
include clear objectives of advertisement because of the following reasons:
Advertisement has been a primary method for communicating with the
target group.
Combination of other sales promotion activities, direct marketing and
government relation are also applied to support the communication and enhance the
influence of the advertisement.
Defining Advertising Goals for Measured Advertising Results
(DAGMAR) has been influencing advertisement business for a long time. It is
established on the foundation of step-by-step response from consumers. It is the
question of how a marketing person can develop statements or advertisement that can
change the steps of response from consumers. This can be done in 3 ways:
(1) Inside-out planning: It focuses on what marketers believe as the
important thing to present in their communication and has significance for their brand.
It mainly uses the form of the communication that marketers prefer.
(2) Outside-in planning: It starts with the consumers and goes back
to the brand. Marketers need to study to find the media and time length that are
appropriate for the perception of consumers and target group.
(3) Zero-based communications planning: it focuses on the task
that needs to be done and seeking the best media or concept that will lead the work to
success.
4) Setting Budget
Since most executives do not like to spend money on high expenses, the
best time to make a proposal for the budget that will be used to cover the expenses
occurred while putting the plan to work should be after the setting of marketing
objectives

and

marketing

mix. The

budget

should

be

established for

all

communication channels or sales promotion activities, such as personal selling,
advertisement, promotion, and government relation.
The budget for advertisement is often established by categorizing the
ones that have the strongest impact on sales amount. The most popular methods are
marginal analysis and sales response model as figure 2.2
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2.1.1.1 Marginal Analysis

Figure 2.2 Establishing Budget for Advertisement by Using Marginal Analysis
Source: Wells, Burnett, & Moriarty, 1998.

The concept of marginal analysis is that when the advertisement
expenses increase, sales and gross profit also increase, but after a period of time it will
go down. Net profit comes from gross profit deducted by advertisement expenses. The
basic principles of marginal analysis are:
1) Increase advertisement budget if the rising of the expenses
are lower than the rising of the income
2) Reduce advertisement budget if the rising in the expenses
are higher than the rising of the income.
3) Maintain the same budget if the rising of the expenses are
equal to the rising of the income.
Nevertheless, Marginal Analysis Model is not a very popular method
for establishing advertisement budget. This is because there is an argument against the
idea that sales amount is the main objective of advertisement and promotion: the main
objective of advertisement and promotion can be perception and attitude of consumers
which can later have impact on the sales amount. There is also an argument against
the idea that sales amount is the result of advertisement and promotion only, because
sales amount can result from other elements in the marketing mix such as product,
price, and distribution channel.
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2.1.1.2 Sales Response Model
There are 2 forms of relation between sales amount and advertisement
expenses that are favored by most advertisers: The Concave-downward function and
S-Shape Response Curve as figure 2.3

Figure 2.3 The Concave-Downward Function and S-Shape Response Curve
Source: Duncan & Moriarty, 1998.
The Concave-downward function: the expenses used in advertisement
will be in accordance with the Law of Diminishing Returns. In other words, the
advertisement expenses increase while the added-value decreases.
S-Shape Response curve: It shows how advertisement expenses affect
sales amount. The budget is divided into 3 periods: the beginning, the middle, and the
end. Advertisement budget in the beginning period affects sales amount only slightly.
Advertisement budget in the middle period has much impact on the increase of sales
amount. However, too much budget spent in the ending period might have only a little
effect on sales amount. In practice, the organization can establish the budget for
promotion in 2 ways:
1) Top-Down is the method used in most organizations. The
executives establish and allocate the budget for the departments. There are many ways
to do this.
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(1) Affordable Method: The executive of the organization
asks the Accounting Department whether in the particular year the organization has
enough money to pay for advertisement and promotions and how much. The figure
that the Accounting Department informs is used as the promotion budget of that
particular year. The advantage of this method is the easiness in setting the budget. The
disadvantage is that it excludes the matter of sales. Any promotion programs should
affect sales amount. Besides that, the promotion budget of each year will be much
different and that makes it hard to make long-term marketing plan.
(2) Percentage of Sales Method: The executive calculates
sales amount of the whole year and specify a percentage from that sales amount. It
will become the promotion budget for the next year. The advantage of this method is
that it reflects the relation between promotion expenses and sales amount, and reflects
the ability to pay. In other words, the amount of money to be paid for promotion
programs depends on the sales amount of organization. The disadvantage is that the
promotion budget is calculated from sales amount in the past, instead of calculated to
create sales in the future. There is no certain or specific way to specify the right
percentage. It is done by seeing that the percentage is close to that its competitors or it
is the same as last year.
(3) Competitive Parity Method: The executive asks for the
data from Marketing Department about percentage per sales that the competitors used
in their promotion programs and use such data to determine the percentage that will
be used as promotion budget. To maintain the same market share, it is necessary that
promotion budget of the organization must come from the same ratio per sales as that
of its competitors. The disadvantage of this method is that it overlooks the differences
between the organization and its competitors in terms of overall budget, reputation,
promotion objectives, etc.
2) Build-up: It is a method of allocating budget by considering
communication objectives of the organization. The budget must be used in order to
achieve such objectives. This method begins with setting communication objectives
and establishing plans to achieve the objectives. After that, an analysis is conducted in
order to the amount of investment needed for each plan, then the plans are combined
into one budget plan before proposing to the executive for approval. We can see that
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this technique is a bottom-up budget establishing. It begins with setting objective and
determining what tasks need to be done in order to achieve the objectives (objective
and Task Method). In the beginning, the objectives and the tasks are established by
the executives. Then the amount of money needed for each task is calculated. The
total amount of the money to be spent on all tasks related to sales promotion is the
promotion budget. The benefit of this method is that we can consider many factors
that are related to sales promotion. However, it is not a widely-used method because
the calculation process is rather complicated.
Therefore, the best method to propose a budget for approval
from the executive is presenting, as well, marketing communication expenses in the
past, so that it can be used in comparing with the new expenses. Evaluation result
after the activity is completed should be presented, also, in order to see whether the
activity has had impact on the target group and how much. It will be a plus if the
budget used by the competitors is presented as well. This will help the executive make
the right and clear decision after comparing it to the budget planned to be spent.
3) Development of Integrated Marketing Communications
Program
In this step, the organization must establish media objectives in
order to see the overall picture of the activities used in advertisement during the
period that the plan is used. In addition, the media used in advertisement must be
identified if they are primary media or secondary media. The details and time period
that each media is used must be specified as well. The development of integrated
marketing communications requires combining all the media used by the
organization, including advertisement, direct marketing, government relation and
personal selling. The purpose of using each type of media must move to the same
direction and go in line with the main communication objectives. To develop a fullcycle marketing communication program, one must start with making advertisement
plan from general point to specific point. This will help presenting a clear picture of
how advertisement can solve the problems of the product or service.
Therefore, making advertisement plan is a complicated task that
consists of 5 main points, as follows:
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1) Target Market: It is necessary to specify target consumer
group of the training organizations and know how many of them are there. Also, one
needs to specify physical and psychological aspect of the consumer group, their
behavior in purchasing and using products, especially their behavior in receiving
advertisement media. All of this information will be used in establishing
advertisement plan.
2) Advertising Communication Objectives: These are the main
objectives or goals that the organization wishes to achieve through advertisement.
They are written in simple language, clear and easy to understand. Most importantly,
they can be used to measure the increasing, the decreasing and the changes of
perception, satisfaction and trust of consumers that are affected by the advertisement.
3) Creative Strategy: This is very important because if the
organization uses wrong or inappropriate creative strategy, it will waste time and
budget spent in producing the advertisement. The information needed consists of:
(1) Product or Service study the actual characteristics of
the product such as what it is made from, how it is produced and if there is any special
ingredient.
(2) Consumer find information about all aspects of
consumers such as physical characteristics, geographical details, psychological
condition, and behavior related to reception of advertisement. If the advertiser
understands consumers, the plan is already half-way successful.
(3) Competition study direct and indirect competitors to
find out which organizations they are, what brand their product is, and how they use
advertisement to reach the target group.
(4) Competitive Consumer Benefit what benefit your
rivals communicate to consumers and if there is advantage or disadvantage when it is
compared to your product. This will be used as the information to create advertising
message to persuade consumers to switch to the organization’s brand. Simple
technique in creating advertisement is looking at the consumer’s point of view,
instead of advertiser’s or marketer’s point of view.
4) The Support for the Benefit: It is necessary to find
supporting reasons about the benefits that consumers will get from the product. The
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basic principle is trying to find such reasons from the actual features of product or
service, such as lighter, more volume, consisting of special ingredient, etc. This will
help the consumers see how the product differs from others in the market.
5) Target Market Incentive Statement: There are many
techniques to write the statement. The basic principle is that it must be communicate
to the marketing target group by using the brand and benefits of the product/service
that target customers or clients will receive. The statement must shows clearly why
they should purchase the product or service.
6) Evaluation: It is determining how and when the evaluation
of marketing communication plan will be conducted. If an evaluation needs to be
done before the project start, it must be specified in evaluation plan, which should
include the method of evaluation that will be used. All of this information must be
summarized with clear supporting reasons. If the evaluation does not produce results
that are expected in the objectives, the organization should find the cause of the
problem in order to solve the problem. It can occur from setting inappropriate
marketing objectives or communication objectives, and inaccurate current situation
analysis or budget setting.
2.1.2 Pattern of Integrated Marketing Communications
The concept of integrated marketing communications is gathering various
marketing tools and using them consistently and in the same direction. These tools
can be advertisement, personal selling, sales promotion, direct marketing, government
relation.

Here, the forms of marketing communication to be discussed are:

advertising, sales promotion, government relation, and direct marketing, which are
widely used by most organizations today.
1) Advertising
It is communicating information through different channels. Advertiser
must pay for space or time used in communicating the message. Seri Wongmontha
(1997) said that advertising is an important tool and it is the source of power and
success in selling products or services. Advertising is a mass media process that
disseminates what the product or service offer to the target customer group and its
objective is to persuade the customers to purchase because of real reasons or
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beneficial features of the product, and supposed reason, which is their response to
psychological stimuli such as a car is advertised as belonging to the new generation.
Today, the form of advertisement has changed so much because it needs
to adjust itself with the world of information. The growth of advertisement which
focuses on communication with mass media has stopped. The target group of mass
media has more and deeper needs and it is harder to access them. The method of
communication needs to be changed from that which aims at effectiveness only, such
as advertisement on television, which has lowest cost unit, to new concepts that has
both efficiency and effectiveness in reaching the target group. Therefore, the tendency
of advertising in the present and in the future focuses responding to the needs of the
target group.
Advertisement tends to change from tell medium to dialogue medium. It
also includes broadcasting and narrowcasting, advertising online and offline, print
media, on pack media, such as television, radio, internet, pamphlet, poster, promotion
objects, motion picture, direct marketing, sponsorship marketing, etc. The concept of
advertisement today also includes the forms of advertising in the past, giving
importance to using both media that tells a message to the mass and media that
responds to the needs of the mass. Both kinds of media are used in combining, not
separating like in the past. However, it does not mean that all consumers want
responding media or two-way communication all the time. They also need news and
information while receiving entertainment, freshness, and challenge. Advertising
today can respond to these needs. Even more, it can persuade and remind consumers
about brand, especially integrated advertising, which adds value to the brand, increase
awareness of the target group, and maintain the relation between brand and target
group (Smith, 1993).
Popular forms of advertising include television, which is a broadcasting
media, ranging from regional medium to national medium. Purchasing certain on-air
time can help communicate more specifically with the target audience. In addition,
cable television, which is a narrowcasting media, is also more popular today.
Radio is a media that can access a large number of people and is also
cost-saving. There are local medium, regional medium, and national medium radio.
Various creative advertisements can be communicated to different groups of listeners,
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depending on their interest and lifestyle. Nevertheless, radio has a disadvantage. The
listeners might not have a lot of attention while listening because they might be doing
something else at the same time. That is why radio advertising needs high frequency
in order to effectively communicate statements.
Newspaper is highly-accessible media, ranging from local to national
medium. Newspaper gives up-to-date information with details. Longer statements can
be communicated. Consumers usually spend plenty of time with this media. The
disadvantage of newspaper is the difficulty to specify target group because it covers
wide group of readers and the cost is rather high.
Magazine is media of variety and can access particular group of people.
Consumers from different professions normally pay attention to magazines that are
related to their field of work. Magazine is a personal medium so it hardly reaches the
mass. Information in magazine is not as up-to-date as that in newspaper because
writers need to submit their article in advance. However, it has an advantage in
beautiful printing of advertisement with colors and details very close to reality.
Consumers can keep magazine for future reference as well.
Out-of-home Medium includes billboard, bus side and bus back, taxi
side, and cross-track, etc. This kind of medium is used to communicate with moving
consumers or those who are driving or riding a bus. It can be more effective if the
media is placed in the area where people are waiting for train or taxi. They are
attractive to the eyes but have to communicate from a long distance so details cannot
be included.
Other Mediums are point-of-sale material such as window poster,
bunting, hanging mobile, shelf talker, and indoor advertising.
Brannan (1995) said that the outstanding point of advertising is the
power and the ability to achieve the objectives in many ways. Advertising can be used
to communicate about all kinds of products and services. It can be creative for the
sight, sound, and touch or even smell. Advertising can help communicate complicated
information appropriately. It aims to the government and target group. Paying for
advertisement enables marketers to choose suitable media for reaching their target
group and achieving the objectives. On the other hand, advertising also has weakness
because it can only create awareness of the brand but cannot lead consumers directly
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to purchase. As for cost efficiency, advertising can distribute a lot of information to a
large number of people but not specifically, for example, television has lowest cost
per unit but its viewers consists of many group of people, not just the target group of
the brand. If we specify the target group, then the cost will be higher because it limits
to a certain number of audience. Furthermore, the cost of producing advertisement
through some media is rather high, so it requires a large budget for one campaign
plan. Most importantly, consumers perceiving the advertising have awareness that its
purpose is to sell product or service, so they might have doubt or distrust about the
message being communicated. That is why it is important for marketers to create
advertisement with good quality and reliability.
Advertising is an important tool in integrated marketing communications,
which has its main goal in creating good impression of the brand in the mind of
consumers. Advertising is used in showing how the brand is different from others or
to inform and educate consumers about the brand. Besides that, advertisement is
necessary in blocking competitors from getting into the market or correcting the
wrong or negative image of the organization. We can see that, besides informing and
educating, advertisement can create awareness in consumers, helping them to
remember and be reminded of the brand and persuading them to have more positive
attitude to the brand, which will leads to purchase in the future.
2) Sales Promotion
Sales promotion is any activities that support marketing work, apart
from advertisement and government relation, which occurs from time to time.
Brannan (1995) has given a definition of sales promotion as activities that use
marketing tactic that is corresponding with marketing strategy framework and
increase value of the product or service in order to achieve marketing goals and
increase sales.
Sales promotion is important because it is a short-term sales
stimulation. It is also measurable, the same as direct response advertising. Besides
that, sales promotion helps creating awareness of the brand in consumers.
Sales promotion can be done by using Push Strategy or Pull Strategy.
Push Strategy is a way to push products into stores, a method that focuses on trade
promotion or dealer promotion, such as quantity discount, Point of Purchase (POP),
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and Sales Force Promotion like giving reward according percentage of sales, in order
to stimulate sales in another way. Pull Strategy is a way of taking products away from
stores so that consumers may make their purchase decision. It is categorized as
consumer promotion such as using advertisement together with discount or giving
free products. Both strategies can be used in combination and in a way that relate to
each other. If an organization uses Push Strategy, it should also use Pull Strategy to
avoid the problem of excessive inventory. However, if one uses Pull Strategy, it might
not be necessary to use Push Strategy because when consumers have the desire to buy
a product, they will go to the store and ask for it.
Popular sales promotion methods include price promotion or giving
discount to consumers immediately after their purchase so they may receive money
off in the next purchase, which is a way to stimulate repeat purchases. Other popular
methods are giving cash back after purchase or giving coupons through mediums of
advertisement such as magazine. Furthermore, stores or businesses can give volume
discount in relation to the amount of goods ordered by the store. There is also the
method of rebate or collecting points from each purchase for cash or future discount
in the next purchase.
Giving free product can be done as giving away complementary
product, or use the technique of Same Price-More Product, cross-selling of related
product, or free service.
Another method is giving premium offer such as gifts or collectible
items, or giving reclaimable points which can be used to exchange for a gift. It does
not always have to be free gifts. There are other offers that can be given so consumers
can make their next purchase in a special price.
Prize promotion is sales promotion activities that include giving prizes
such as contest, lottery, sweepstake, game, etc. They are similar in that the consumers
may receive a prize in the end. The difference is that contest requires ability of
consumers, while latter is just an opportunity for them to get a chance of receiving a
prize after they purchase the product. Sweepstake and game are also opportunities to
receive a prize, but consumers are not required to purchase the product; everyone can
participate. Nevertheless, prize promotion usually involves with rules and regulations
according to the law.
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Charity Promotion is a new type of sales promotion that began in 1990s.
Producers or sellers contribute part of their income from sales to charity organizations
and may also support such organizations. However, this kind of sales promotion is not
as effective as the others mentioned above because it only has an impact on people
who care about social work and morality.
Although sales promotion can stimulate sales and build awareness of
the brand, one still needs to be careful when using promotion activities that are
ineffective in communication and might have negative effect on the brand in the long
run. For example, giving discount may result in consumers having wrong assumption
about the the regular price of the product. They may believe that the regular price is
intentionally set as higher than it should be because the company plans to give
discount later anyway. It might make the consumers perceive the brand as of lower
quality or image. Therefore, marketers need to be aware of the limits in using sales
promotion. Too much of promotion will not create loyalty to the brand and cannot
solve the problems that consumers have with the quality of the product sales
promotion should be used for the purpose of promoting good products so that
consumers can use some of the products as the sample and then return to buy it even
after the promotion has ended. Besides, sales promotion should not be used separately
from advertisement. If the product is not well known or if it has bad image, sales
promotion will not be effective. The product must be made known to consumers first
by using advertisement, or using promotion together with advertisement according to
the principles of integrated marketing communications.
Now, we can see that sales promotion is an element of integrated
marketing communications, especially in the case that the product is very similar to
that of other brands. If consumers have a chance to test the product, they will see how
it is different from other brands and change their attitude to the brand because of the
experience. In addition, sales promotion helps in attracting new customers,
maintaining regular customers and strengthening the effects of advertisement. It is
important for building the value of the product according to the principles of
integrated marketing communications.
3) Public relations
Government relation means developing and the maintaining good
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relation with government groups such as employees, investors, contractors,
customers, agencies, lawyers, the government, communities, mass media, or even
competitors. (The UK’s Institute of Public relations has given a definition for
government relation as making plans to build and maintain goodwill in business and
good understanding between organization and related government groups (Smith,
1993).
A. M. Belch and G. E. Belch (1993) defined that government relation is
a management to evaluate the attitude of government groups and a way to show the
organization’s policies and work to the groups. It is also an action plan or
communication plan to gain understanding and acceptance from the government. It is
not a process that can be done occasionally. It must be an ongoing process that occurs
continually for a period of time.
Government relation is more than just general communication. It is a
way to build credibility and governmentity for the organization. It also expresses the
vision of the organization in terms of quality and safety of its product, friendly
management, care for the environment and ethics. All of these are the ingredients of
government relation, which is and a part of the organization that relates to rules and
regulations, business policies, marketing plans, finance and human resource
management. Government relation will be effective if it combines and integrates with
the uniqueness of the organization. Moreover, it must have a role in developing and
supporting communities and environment of the society.
Significant forms of Public relations and governmentity include press
release or the presenting of information or facts about the organization (who, doing
what, where, when, how, and why). Writers or editors of the organization will write
news that attracts attention from the target group and suitable for the media used.
Broadcasting media and Print media are regularly used for this purpose. News or
information is governmentized at the right time or occasion so that the news released
matches the real circumstances or events. The organization may prepare a rather large
amount of information for the press to ensure that the news receives attention and it is
distributed as the organization wants.
Press conference is a conference for the press or journalists to provide
them with information about significant events such as the discovery of new
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technology for the product, the awards received, termination of contract, or
emergencies such as accidents related to the organization. Press release can also be
conducted when distribution of information through other methods is not enough to
cover all the audience in a situation that it is vital for the organization to communicate
to the government, such as preventing the government to misunderstand some news or
information about the organization or preventing them from having bad attitude to the
organization in a certain situation. In conducting a press release conference, there
should be preparation of “press kit” which consists of company profile, list of
executives, pictures and summary of information for the journalists.
Interview can be done in two ways. First, the organization invites the
press to interview its executive about a certain subject that the organization wants to
governmentize. Press kit is prepared for the journalists. Second, the press contacts the
organization and asks for permission to interview the executive. It can be face-to-face
interview or phone interview. The press may ask the organization to prepare some
related information and documents before the interview.
Photo and caption is a simple method for distributing news and
information. They are pictures with caption about products, events, awards received,
which are sent to the press so that they can governmentize through a suitable type of
media. This method needs high frequency to strengthen the impression and help
customers to always remember the name of the product and the organization.
Exhibition & stage event is the exhibiting of goods and events of the
organization to the government. It is a controllable activity, ranging from simple
display of products, to grand arrangement of multimedia show with music and visual
media, product booths, live performance, to mobile exhibition such as parade and
road show. Plant tour is also included in this type of activity.
Sponsorship means supporting significant activities or programs that
give benefits to the government such as charities and environment conservation in
order to create good relation with the government and make known about the good
image of the organization. Being a supporter of a program, when it is related to the
marketing objectives and activities such as sales promotion and advertising, it will be
called “sponsorship marketing.”
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The outstanding feature of government relation is building credibility of
information for the government. It has positive effect on the brand and image of the
organization in a faster and stronger way than advertising. Besides, government
relation does not have media expenses, a cost that seems to grow higher and higher
these days. However, government relation has a weakness in the communication of
information and activities. They cannot be completely controlled, unlike like
advertising. Therefore, strategic government relation plan needs to be created to make
it work as effectively as possible.
Government relation is an essential part of integrated marketing
communications, which has become more popular these days. Although it is different
from other marketing tools in the fact that it does not create awareness or stimulate
sales, it has indirect impact on the brand by building consumer perception and attitude
to the business itself, which will consequently has good effect on the brand and later
leads to purchase. Its outstanding features such as the ability to build high credibility,
fast distribution of information, can access specific group of people, and continuing
campaign can help imprint a good image of the brand into the mind of consumers and
the government in general in a long run. This corresponds with building value of the
brand, which is an important principle of integrated marketing communications.
4) Direct Marketing
Direct marketing means a marketing system in which the organization
communicate directly to the target group in order to get a certain response on their
purchase decision. Smith (1993) said that direct marketing brings the market to the
consumers so they do not have to come out and look for the products in the market.
The method of direct marketing brings consumers to the procedure of purchase such
as asking for more information, seeing the products in showroom, going to exhibition
fair or any other actions that they will have to contact the sellers. Direct Marketing
Association of the United States of America has given a definition of direct marketing
as a system of responsive marketing that may use more than one medium of
advertising to measure the effectiveness of consumer response or the occurring of a
program in a particular place.
The major thing that makes direct marketing differ from other forms of
advertising is that its response can be measured by the amount of sales because sellers
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and buyers communicate to each other directly. The first and most important objective
of direct marketing is selling products while building awareness and good attitude to
the brand at the same time. Other forms of advertising has the main goal in building
awareness, image, and good attitude of the brand which leads to persuading the
consumers to purchase later. Direct marketing consists of clear offers for consumers,
all the information that is needed for making purchase, and clear direction of how
consumers can response to the offer.
Direct marketing is often strategically used in combination with other
types of marketing communication by making them move to the same direction.
Information about consumers received through direct marketing will be kept in the
database, which is more important than just a list of customers. It shows their history
of purchase and what can be expected about their future purchase. This is an
important part for marketing because database is the main element of direct
marketing.
Primary forms of direct marketing include direct mail, which is a major
medium of direct marketing that helps communicate about the products without using
sales people. Direct mail consists of information that is necessary for selling the
products such as the envelop, the letter, the brochure, etc. These can completely do
the work as a salesperson. Direct marketing will be effective or not depends on the
main factor, which is the data about the consumers. Marketers need to select target
group customers so that the mail sent will not go to waste or become junk mail.
Telephone is also important for direct marketing today because the
growth of infrastructure enables everyone to have a telephone at home. This will help
connect mass media communication to personal communication, while benefiting
from lower cost. It can persuade consumers better than other forms of medium
because it is a two-way communication. However, the disadvantage of using
telephone in direct marketing is that consumers may refuse to respond.
Another kind of media is “print” such as attaching coupons, purchase
order form, address and telephone number to newspapers or magazines so that
consumers can contact back when they want to purchase the product or service. The
advantage of magazines is that it focuses on a target group, making direct kind
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marketing more effective. Newspapers can cover a wide range of receivers but cannot
target a specific group like magazines do.
Television is less found in direct marketing, but it usually used to
explain and demonstrate how to use the product because consumers will be able to
understand the steps easier in less time. Communicating through television is often
used with telephone marketing. Today, direct marketing also uses cable television
because it is easier to communicate to the target group.
Direct marketing through radio is less popular when comparing the
proportion with television. This is because it has a limitation in the inability to show
pictures and listeners usually do other things while they are listening to the radio and
may not record or memorize the telephone number to contact back and buy the
product. Nevertheless, radio has its advantage in targeting specific group of customers
and direct marketing can be done particularly with that target group.
Direct marketing has its strength in targeting and segmentation by
selecting customers from the database by type of population, interest or attitude. Such
information can be used to benefit strategic planning and it also helps save the cost of
targeting. Media budget will be spent more effectively because although the cost per
head in accessing the target group is rather high, but quick direct response makes
ordering expense lower and increases sales faster. In addition, direct marketing also
enable marketers to test their marketing plan before releasing it to the market because
direct marketing is easy to measure, as well as accurate and fast. For example, we can
compare the results from consumer response via direct mail to see whether “Buy 1 get
2” or “50% discount” works best.

Testing the market also helps marketers to

speculate or predict sales in the future to reduce the risk in business investment.
On the other hand, direct marketing has its weaknesses. Bought or
rented database may not have good quality. It is not easy to have a proper list of
customers with addresses that can be contacted in reality. Direct mail, the most
popular from of direct marketing, has only 2% of response rate that covers the cost, so
the expense used in reaching the target group is still considered rather high when
compare with the remaining 98% who may not give any interest to the mails or view
them as junk mail. Moreover, many people view direct mail as trespassing privacy of
consumers, especially when using telephone or internet, which sometimes is called
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“spamming.” It wastes the time of consumers and creates unnecessary expense from
downloading the information. As for brand promoting, direct marketing is viewed as
not helpful in building good image of the brand, unlike other forms of advertising. If
use direct marketing without being careful or if consumers feel that they are disturbed,
they may have bad impression to the brand and the image of the brand may lose its
reputation.
However, direct marketing is still an important tool in integrated
marketing communications, which is more frequently used in the present and has the
tendency to become more popular in the future. The main objective of direct
marketing is to motivating consumers to purchase or gain direct response from the
target group. It also aims at making the products known to consumers, making them
desire to purchase, and leading to the act of purchasing. It also gives strength to the
image of the brand, which corresponds to the concept of building brand equity.
Furthermore, direct marketing has an objective in sales promotion or to be used
together with other marketing tools.
The content above reflects that integrated marketing communications
requires various kinds of tools to be used in appropriate and corresponding
combination, so that the messages sent to consumers are in the same direction. It also
confirms the strength of building brand equity in the mind of consumers, which leads
to awareness of the brand, good attitude to the brand, and behavioral response. It also
creates good image of the organization, which is desired by all marketers and all
businesses.

2.2 Customer Relationship Concept
Roberts, Varki, and Brodie (2003) state that relationship in business can be
described as bonds between organization and customers. It can be structural bonds,
such as co-investment under formal contract (McColl-Kennedy, 2003), social bonds
such as customers feeling that they are acquainted with the staff of the organization or
feeling the bond because the organization know their history or background very well,
psychological bonds such as a doctor knowing the history of their regular patients so
the patients feel more convenient to contact him or her, or customers trusting the
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reputation of the organization, and ideological bonds such as morality and friendliness
to environment

(Berry, 1995 as cited in Roberts et al., 2003; Gronroos, 2000;

Lijander & Strandvik, 1995 as cited in Roberts et al., 2003; Storbacka, Strandvik, &
Gronroos, 1994 as cited in Roberts et al., 2003). The desired bond should occur from
customers who are willing to keep the bond with the organization without reluctance
or involuntary (Bendapudi & Berry, 1997 as cited in Roberts et al., 2003; Ganesan,
1994 as cited in Roberts et al., 2003)
Gronroos (2000) states that relationship is all about bond, especially the bond
that comes from attitude, feeling of love or hatred, etc. This kind of bond lasts longer,
unlike other bonds such as financial bond which ties the customers to the organization
because they can buy products at a lower price. Buidling customer relationship is
making customers bond with the organization and do not want to use the product or
service of other organizations. It can happen by establishing good relationship with
them (Hutton, 1996 as cited in Kitchen, 1999) and there is congruence between the
partners’ evaluations (Berry, 1995 as cited in Roberts et al., 2003).
Berry (1980) talked about building relationship between customers and service
marketing by explaining that keeping customers in contact with the service of a
business is called “relationship marketing.” It is a way to attract and maintain
customers, as well as giving them a variety of choices in service. This is to help the
organization keep good relationship with customers. Also, building customer
relationship can create true customers or those who are happy to use the service of the
organization because they receive value from it. They are willing to use other services
of the organization and are willing to spend more money on the organization
(Reichheld, 1994). These are customers who are willing to protect the reputation of
the organization and distribute positive information about it to other customers.
On the other hand, most scholars support that building customer relationship is
both an art and a science in seeking and maintaining all kinds of customers that can
bring profit to the organization. It also includes the strategy to attract new customers
for the benefit of transaction, which is the main activity, and to retain existing
customers and make long-term profit from them (Christopher, Payne, & Ballantyne,
1991). Building customer relationship is a strong process that build, maintain and
develop good relationship in a long term, including the burden of delivering values to

40
customers and all stakeholders, such as employees, influencers, shareholders,
financial institutes and mass media. It will leads to the exchange of information and
other things that are valuable for all parties (Arens, 2002). This corresponds with the
theory of Garbarino, Ellen and Mark (1999), which states that building customer
relationship is the focus on the interactive response between the organization and
customers. It emphasizes the building of long-term network between the sales
organization, marketing, and society, which will lead to a win-win situation for all
parties, especially for the organization and the customers. For example, customers
have loyalty to the brand or the organization and the organization understands more
about the behavior of customers.
Tang and Schroeder (2000) concluded a definition of building customer
relationship by gathering many definitions from scholars in various fields. They state
that it is a concept that emphasizes on 1) selective target market approach, 2) process
management, 3) service and service quality, 4) performance measures of customer
loyalty, and 5) internal marketing. Thus, building customer relationship is when the
organization aims to create a rapport with customers and other stakeholders by using
many techniques or strategies to establish, develop and maintain connection with
them, such as two-way communications, giving service with generosity, and
recognizing customers from customer database. These things need to be practiced
regularly and continuously in a long-term period in order to maintain good feelings
and satisfaction of all parties, especially the existing customers who are loyal to the
organization.

2.2.1 Customer Lifecycle Management
Customer lifecycle management is clearly specifying the things to do for
customers. In order to create good relationship with customers, the organization must
connect with them by understanding their experience. This can happen by paying
attention to customer behaviors, purchase history, number of customers who
purchase, frequency of the time that they use after-purchase service, and how much
time the organization spend to take care customers (Barnett, 2013)
Customer lifecycle management is divided into 5 steps, which are:
1) Find the customer
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2) Sell the customer
3) Deliver to customer
4) Support to customer
5) Gain Customer loyalty
1) Find the Customer
In this step, the organization need to use all of the data that it has to
manage customer relationship to seek as many new customers as possible by using
email, web-marketing, advertisement, and word of mouth.
2) Sell the Customer
In this step, the first sale effort must be conducted as if you meet the
customer for the first time. The organization must deliver the best thing to customers
to make them have good impression in the brand. If the organization is able to sell the
product or service, then delivering the best product or service to the customers is
possible.
3) Deliver to Customer
If a customer purchases a product or service, the organization must
ensure that they deliver the product or service promptly as stated in the agreement.
This is a significant step and it can have influence on the future interaction between
the organization and the customer.
4) Support to Customer
In this step, the organization must give importance to the customer and
specify the problem that the customer is having before it escalates into a more
complicated problem that is impossible to solve. Also, the organization should try to
win back lost customers, making them return to use the product or service.
5) Gain Customer Loyalty
This step seems to be the end goal but actually it is just a pause before
the whole process starts at the selling step again. Accessing the target group does not
only mean the growth of the organization, but loyalty of customers is also wanted.
The organization should be certain that customers will not hesitate to buy the product
or service. Customer loyalty will not only reduce problems and difficulties, but it is
also a resource that gives power to the brand and produce positive word of mouth to
other customers.
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2.3 Level of Customer Relationship Concept
In marketing communication for building customer relationship, it is important
to consider the type of relationship that customers have with the organization. How do
we want them to bond with the organization? In what level do we want to have
relationship with them? Most organizations want to effectively develop relationship
with their customers to deeper bond (Anderson, 1983; Cross & Smith, 1995;
Gronroos, 2000).
Cross and Smith (1995) and Duncan (2002) present about the levels of
relationship intensity. There are 5 levels: have awareness of the organization, know
and accept the identity of the organization, being connected with the organization,
forming community with other customers and organization, and advocacy for the
organization. The details are as follows.
1) Awareness: This is a basic level of relationship. The customer is
aware of and knows about the organization. Sometimes this level of relationship is
already strong enough to develop the feelings of customers to the desire to test the
product or make immediate purchase decision. Marketing communication that leads
to this level of relationship is usually a one-way communication to general audience,
focusing on making customers recognize and remember the brand. The
communication is often done in high frequency. The message is sent every now and
then, through different kinds of media. Creativity is used to make the message
interesting so that the target group has high possibility to remember what the
organization is trying to say. This kind of communication is meant to reach a large
number of target customers. However, at this level, the organization does not really
know the customers. It is a foundation for development to higher level of relationship.
This kind of bond is easily broken if there is even a little influence from some factors,
such as strong sales promotion of competitors that pull away most of customers or
some miscommunication of information that make customers hesitate to buy the
product or service.
2) Identity: At this level, customers like the brand of the organization
and connect their value, attitude and feeling with the brand. How much positive it gets
depend on the level of values customers feel that they receive from the organization.
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At this level, customers feel glad and proud that they have the product of this brand in
their possession. Still, it is a bond that is easy to break. Marketing communication that
leads to this level of relationship is also a one-way communication to general
audience, but it may includes advertisement on special media such as collectible items
with logo of the brand that are given to customers in special occasions. The message
communicated might have some content that is infused with values and positive
feelings. In addition, positive experience about the product and service that customers
receive from the product and service of the organization can develop this level of
relationship as well.
3) Connected: At this level, customers begin to clearly interact with the
organization, directly exchanging benefits. The organization may give more benefits
to customers in intangible or untangible forms, such as giving prizes, secret
information that is useful for each individual customer, privileges program that comes
right after every purchase of customers, such as collecting points from each purchase
to maintain customers’ behavior and loyalty. At this level, customers are happy to
share their information with the organization such as general data, their interest,
history of purchase, and needs. Marketing communication that leads to this level of
relationship is a kind that customers can have a dialogue, especially one-on-one
dialogue, with the organization. It can occur when the organization shows that they
know or recognize the customers by using the database to communicate; for example,
sending thank-you letters to customers, sending invitation letters about special events
that the organization arranges for its customers, issuing membership cards for
customers, sending useful personalized information to customers.
This level of relationship is stronger than the last two levels mentioned
above because customers begin to have serious loyalty with the organization because
they have collected a large amount of good awareness, satisfaction of privileges, and
continuity of various program that encourages loyalty or member-only programs.
They have received good experience from having relationship with the organization
and they are known by the organization, which delivers many benefits to them that
match their needs. At this point, customers feel they will lose some values if they cut
the relationship with the organizations. However, the cost of communication in this
level is higher, especially in data management.
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4) Community: At this level, customers will relate or bond with the
organization, as well as other customers that have the same bond with the brand. They
talk about things that are understandable between them and exchange opinions about
the organization and people related to it. At this level, customers have high loyalty to
the organization. They are like a community in which members have common interest
in the brand, and the brand has become a significant part of their lifestyles.
Marketing communication that leads to this level of customer
relationship is usually two-way communication or highly-interactive communication.
They are mostly direct contact between related persons, which leads to friendship or
closer relationship. It might also result from marketing activities that connect the
brand to the lifestyle of customers such as going on a trip, sport events, seminars for
exchanging information and opinions between members, and online community for
the exchange of options between customers or between customers and the
organization.
5) Advocacy: This is a high level of bond. Customers play the role of
information distributors, spreading positive message about the organization to other
people and persuade them to become customers of the organization. Word-of-mouth
advertising is a marketing tool that is highly trusted by most customers.
Marketing communication to the group of customers with such a deep
bond with the organization does not only focus on building close and caring
relationship, but also focus on supporting and empowering them to get new customers
for the organization; for example, developing a system for easy transfer of
information through the organization’s website so it is convenient for a customer to
spread information to other people. Another way is providing incentive and benefits
for current customers who persuade others to become new customers. They can join
friend-to-friend program or ask their friends and acquaintances to become members in
order to get privileges. There is also soft incentive such as sending cordial cards to
friends of current customers in the list that they give to the organizations.
Nevertheless, the organization needs to be careful because some
customers who are loyal to the organization and have good intention to spread
positive messages about the organization might not expect to receive these benefits
and feel offended. Therefore, it is important that the organization should ask these
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customers whether they want to be a part of some activities. For instance, a group
discussion can be arranged to hear such options from customers. At this level of
relationship, the organization should follow through and respect the role of existing
customers. Their status should be like a co-advisor of the organization. Also, it is
important not to be over limit and trespass the privacy of customers although they
have a close bond with the organization, and not to make customers feel that the
organization gives more importance to selling products or services to them than
keeping good relationship with them.

2.4 Customer Loyalty Concept
Loyalty to the organization is the main goal of building customer relationship
(Kotler & Armstrong, 1999). Jacoby and Chestnut (1978) has given a definition for
brand loyalty, one of the most frequently mentioned in the academic field when
explaining about general loyalty (Wilasinee Pimpaiboon, 2001). It states that brand
loyalty means:
1) Biased
2) Behavioral response
3) Expressed over time
4) By some decision-making unit
5) With respect to one or more alternative brands out of a set of such
brands
6) A function of psychological processes (Jacoby & Chestnut, 1978)
In other words, loyalty is a base of feeling and behavior in preferring a
particular brand over others. It means the customer likes, intends to purchase, and
actually purchases the product. This is called the bias behavioral response. A
consumer may state that he or she likes Product X and intends to buy Product X, but
in reality the consumer might buy product of other brands that he or she has never
stated preference. Thus, this is not a characteristic of brand loyalty to Product X
(Jacoby & Chestnut, 1978; Wilasinee Pimpaiboon, 2001)
Loyalty is both a psychological process and behavioral response. The behavior
must be expressed over time; for instance, there must be repeated purchase in 2
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periods of time as a minimum, not just one-time purchase only. A consumer is
considered as having brand loyalty if he or she must have decision-making unit or
make the decision to purchase by himself or herself. If the consumer is asked by
another person to buy a product continuously, then it is not loyalty because the buyer
does not make the decision by himself/herself (Jacoby & Chestnut, 1978; Wilasinee
Pimpaiboon, 2001). Also, loyalty comes from the decision to trust or respect one
particular brand, not any other brands (Jacoby & Chestnut, 1978).
Assael (1998 as cited in Wilasinee Pimpaiboon, 2001) and Mowen & Minor
(1998 as cited in Wilasinee Pimpaiboon, 2001) said that brand loyalty is a positive
attitude that customers have to a brand because they learn that the brand can respond
to their needs. They have commitment with the brand and intend to continue
purchasing in the future.
Gronroos (2000) states that loyalty means the willingness of customers to
support or give benefits to an organization in a long term. They make repeat purchase,
continue to use services of the organization, or recommend the organization to others.
All of these occur from the foundation of preference to that particular organization
over others. Therefore, loyalty does not only mean the behavior that expressed by
customers, but also includes positive feelings of customers such as preference and
willingness. Loyalty is maintained as long as customers receive value from that
particular organization more than any other organizations.
Fournier and Yao (1997 as cited in Too et al., 2000) and Stone, Woodcock, &
Machtynger (2000) also say that Customer loyalty is a structure that has subjective
meaning, such as trusting the organization that they choose more than any other
organizations, as well as behavioral meaning, such as repeat purchase of product from
the same organization or recommend the organization to others. Organizations usually
receive clear benefits from behaviors that result from Customer loyalty.
All of these definitions of loyalty support the study of loyalty in terms of
attitude combining with behavior, which is more widely accepted by the academic
circle and marketing field (Wilasinee Pimpaiboon, 2001)
However, in reality there are 3 main principles about studying or measuring
loyalty: 1) Behavioral measurement, 2) Attitudinal measurement, and 3) Composite
measurement (Jacoby & Chestnut, 1978; Sheth & Mittal, 2004). In order to have a
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comprehensive understanding about loyalty, we should study all of these principles as
basic knowledge. The details about them are below.

2.4.1 Behavioral Indices of Loyalty
Behavioral loyalty can be indicated by customers buying the same brand of
product continuously. Marketers can measure loyalty through repeat purchase by
using several methods. One of them is measuring proportion of purchase. If a brand is
selected by a customer 7 out of 10 times that he/she buys that kind of product or
service, then the percentage of loyalty is 70% (Sheth & Mittal, 2004). Another
method is measuring sequence of purchase. For example, In comparing two order
patterns of purchase for Product Brand A and Product Brand B, the first one is
AAABAAABBB and the second is ABABABABABAB, we can see that in both
patterns, the proportion of purchase is 60%. However, the first pattern shows stronger
sequence in the chronology, so it is considered as higher loyalty (Sheth & Mittal,
2004).
Furthermore, Stone, Woodcock and Machtynger (2000) give examples of
some behaviors that are considered as loyalty of customer, by stating that loyalty
behavior can be seen from shown below:
1) Customer considering or giving interest to products or services from
organizations that they select before other organizations.
2) Customers interested in information from various resources that
related to the organization that they select.
3) Customers investing in different aspects to build a relationship with
their selected organization
4) Customers willing to become members of group or association
created by the organization and feeling happy to be part of it.
5) Customers happy about having symbols of the organization in their
possession
6) Customer responds to sales promotion activities more enthusiastically
than other customers
7) Customers recommending the organization to other people
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2.4.2 Attitudinal Indices of Loyalty
Measuring loyalty from attitude is the measurement of data that reflect
emotion and psychological feeling; for example, when consumers express positive
feeling or affection to a particular brand more than other brands (Bowen & Chen,
2001; Sheth et al., 1999 as cited in Wilasinee Pimpaiboon, 2001)
Stone et al. (2000) give example of characteristics of attitudinal loyalty of
customers as shown below:
1) Customer trusts in this organization more than others.
2) Customer understands this organization more than others.
3) Customers feel warm and comfortable with this organization than
others.
4) Customer feels that this organization understand him/her more than
other organizations do.
5) Customer wants to learn only from this organization, not others
6) Customer wants to give their personal information to this
organization, not others.
7) Customer wants to know what this organization, not others, can do
for them.
8) Customer wants to buy products or services from this organization
only, or more than from other organizations.
9) Customer believes that this organization can deal with problems
better than other organizations.
10) Customer believes that he/she will be taken care of by this selected
organization.
Aaker (1991 as cited in Wilasinee Pimpaiboon, 2001) states that measurement
of emotional brand loyalty of customers can be done by measuring these 4 aspects as
this follow:
1) Switching Cost: it is the amount of value lost in the mind of
customers when they think of using product/service of other brands. They hesitate to
change because there is a risk that product/service of other brands may have lower
quality. This measurement can let us know the basic level of their loyalty.
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2) Measuring satisfaction: satisfaction is an important element of every
level of brand loyalty. Dissatisfaction can make consumers change to use
product/service of other brands.
3) Liking of the brand: it is measuring how much consumers find the
brand as their friend or acquaintance, how much they are against the brand of
competitors. This focuses more on the emotion of consumers to the brand than their
feeling to the properties or physical benefits of the product. This has several levels,
ranging from liking, respect, friendship, to trust.
4) Commitment: it is measuring the love and trust that consumers have
for the brand. It can be considered together with major indicators such as the number
of times that consumers contact or interact with the organization and the brand. It
focuses on trust and commitment that consumers have for the brand, which is the
main goal of customer relationship building (Sheth & Mittal, 2004; Morgan & Hunt,
1994).
5) Trust: it means having confidence in exchanging one’s reliability
and morality with the other party (Morgan & Hunt, 1994) or willingness to believe in
the other party that they are doing business with (Moorman, Deshpande, & Zaltman,
1993 as cited in Roberts et al., 2003). It is also a belief that the other party can fulfill
one’s needs in the future after considering their behavior and reliability of the partner.
There are two types of trust. The first one is trust in partner’s honesty.
Customers believe that the message of the organization is true and sincere and believe
that the organization will play their role effectively as promised and trust that the
organization has care and concern for them. The second is trust in partner’s
benevolence. Consumers are aware that the organization care about their well-being
and is determined to give benefits to them, even in a non-commercial situation. They
trust that the organization will avoid behaviors that negatively affect customers and
feel that the service is reliable because of the warm feeling expressed by the service
provider.
6) Affective commitment: Roberts et al. (2003) has defined “commitment”
as an enduring desire to maintain valuable relationship. Morgan and Hunt (1994) say
that the commitment which customers have for an organization is an important
indicator of successful customer relationship building. This is the same with building
relationship with clients in service businesses. Berry and Parasuraman (1991 as cited
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in Morgan & Hunt, 1994) support that a feeling of commitment indicates the quality
of relationship with customers in a good service business. Relationship is founded on
mutual commitment of all related parties. It is a feeling that makes customers want to
continue using the service of the organization because they like being associate with
and enjoy having relationship with the organization.
From these four aspects for measuring attitudinal brand loyalty, Aaker (1996
as cited in Wilasinee Pimpaiboon, 2001) classify brand loyalty into 5 levels as this
follow:
Level 1: Consumers have no loyalty and are not customers of the brand
because they do not know the differences between this brand and other brands
Level 2: Consumers are both satisfied and dissatisfied about the brand. If the
organization can present more concretely about the value of using its brand, it might
be able to attract such consumers to continue using the brand.
Level 3: Consumers are satisfied about the benefits they receive from the
brand, such as saving cost of commuting, reasonable price, no risk in using, etc. These
give them no reason to change to other brands.
Level 4: Consumers like the brand because they are familiar with it and are
related to it in a positive way. For example, they may have good experience in using
the product, or are more aware of the product’s quality. In order to reach this level of
loyalty, the organization must spend a long time building friendship with their
consumers so that they begin to have emotional bond with the organization.
Level 5: Consumers have high loyalty to the brand. They are very satisfied and
very much trust the brand. They have strong bond with the brand and are proud to to
use the product/service of the brand. They view that the brand is important to them in
practical use as well as representing their personality, emotion, and feelings.

2.5 Training Process Concept
Personnel development or human resource development consists of various
activities, depending on purposes and people to be developed. Nadler (1982) defined
human resource development as a process of developing performance of human
resource in order to make them more up to date and be able to adjust to internal and
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external changes. In order to strengthen the growth of human resource in
rganization in the present and in the future, we divide human resource
development into 3 activities: training, education, and development. Training is
defined and described as a process of changing behavior or skills at work in order
to help the personnel increase their knowledge, skills and attitude to be more in
line with the goals and the standards established by the organization. It uses a short
period of time as required for the training and it can be applied to current real
situations. This corresponds with the theory of Dessler (1991), which states that
training is a process of strengthening knowledge, skills, and expertise needed to
accomplish one’s responsibilities at work. It increases the effectiveness of
performance, increase productivity and quality, save cost, and reduce problems at
work. Training is an activity widely used in human resource development because it
increases a person’s capacities and help them have the kind of behavior requested by
the standard (Wijit Arwakul, 1997). It also corresponds with the definition by

Chan

Sawasdisalee (2001), which comments that training means a systematic process that
increases knowledge, abilities and skills needed at work, and improves attitude and
behavior of people. Uthai Boonprasert et al. (1996) comments that there are 4
characteristics and emphases of training as this follow:
1) It is a process or learning activity that is a strategy for human
resource development.
2) It has an objective in improving or increasing knowledge, skills,
attitude, and behavior of the personnel.
3) It has a final goal to help the personnel to be able to perform their
role and responsibilities more effectively in the present time.
4) Training is used with employees in the operation level, not the
executives or managers.

2.5.1 Form and Process of Training: The Critical Events Model
There are many forms and processes of training, depending on the concepts
and theories of psychologists and educators. Most of them are similar and
corresponding with one another. The details are as shown below
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Nadler (1982) introduced a training process for human resource

development

in organizations. In practical, it means training and developing personnel in
organizational level. This is called “The Critical Events Mode,” which gives much
emphasis on systematical training. The process is divided into 9 steps. Each step must
have evaluation and reflection before finishing in order to do an analytical review of
the changes that occur before leading the participants to the next step. All of the steps
in the procedure are related. Nadler compares this training model to an open system,
electric system or engineering diagram. These 9 steps are as follows.
Step 1: Identify the needs of the organization – In this step, human resource
developer must seek the root cause of the problems in the organization, and turn the
problems into opportunities by developing and training the personnel. It is similar to
recognizing the needs for training.
Step 2: Specify job performance- In this step, jobs are classified and job
descriptions are produced to specify the kind of responsibilities of employees in
various positions, as well as skills, knowledge and expertise required to do the job
successfully.
Step 3: Identify learner needs – When the needs of the organization and the
jobs to be developed are already specified, the next step is to recognize the needs of
each participant for training and see how much knowledge, abilities and skills they
will be developed after the training in order to solve the problems of the organization.
Step 4: Determine objective- In constructing learning programs or courses, it
is necessary to establish clear objectives of the training. This can be done by
surveying job performance of employees to find out what are the problems to be
solved, in which level, in order to raise the performance of employees to the standard
required by the organization
Step 5: Build curriculum- This is the establishing of the content and the
subjects that will help learners achieve the objectives of the course, emphasizing on
helping the customers to learn and gain proper knowledge, skills, and attitude in order
to have the right behavior at work, while fulfilling the objectives of the course and the
needs of the organization.
Step 6: Select instructional strategies- Instructional strategies means the
techniques that have been designed to be used in training. Their purpose is to
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stimulate and guide the customers in receiving knowledge and skills in the course.
Human resource developers should select different kinds of learning strategies to
facilitate the instructor, in order to make the training more effective.
Step 7: Obtain

instructional

resources- it

means

determining

which

audiovisual aids are to be used to support the training program in order to achieve the
objectives of the program and give the best results to learners. In selecting the
equipment, many aspects need to be considered such as cost, usage difficulty, period
of time, and expected results, etc.
Step 8: Conduct training- It means the steps in the procedure of training. In
this part, human resource developers play the role of facilitators by preparing the
venue, materials, and supervising to ensure that the program run smoothly as planned.
They should also discuss with the instructors and check the learning progress of the
participants periodically.
Step 9: Evaluation and feedback- Every step of the training process needs
evaluation and feedback in order to see whether there are any impacts or obstacles,
whether the program is worth conducting in the next step, whether and how much it
brings benefits to personnel development in the organization as stated in the
objectives, and to ensure that the everything that has been planned for this step will
not go to waste, as shown in figure 2.4
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Figure 2.4 Form and Process of Training according to Nadler
Source: Nadler, 1982.

The form and process of training in the picture above helps us to see that
Nadler emphasizes the importance of having conducting a training correctly by
starting from the needs or why should training be conducted in the organization. An
analysis must be conducted to find out why that particular training is needed. Is it a
solution to solve a problem? If there is such a need, then the content and the details of
the training must be specified clearly. Nevertheless, training will be effective if there
is also an analysis or study of individual needs, or the reasons for each one of the
participants to be trained. This is to ensure that the objectives of the organization and
the objectives of each individual correspond. Therefore, the most important step,
according to Nadler, is establishing the objectives of the training program. Before that
can happen, we need to analyze and find the actual needs of the training so that the
objectives can be determined appropriately and evaluation can be conducted
accordingly. After that, there will be the building of curriculum, choosing of
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strategies, choosing instructors and materials for training, etc. After everything is
prepared, then the training can be conducted. Another outstanding point in the form
and process of training by Nadler is the continual connection between all the steps,
beginning from the needs for training to the evaluation. Most importantly, he
emphasizes the importance of evaluation and feedback. Evaluation and review must
be done in each step of the procedure. We do not need to wait until the last step is
completed. This helps make instant correction and improvement possible in any part
of the training process.

2.5.2 Form and Process of Training According to Abella
Abella (1989) said that developing a training program is like setting up a
theatre or a performance. Whether it will turn out impressive or fascinating in the eyes
of the audience depends on the preparation, design, and support from many divisions,
curtain decorators included. Therefore, the very important things that will make a
training program effective are the development of the program itself and the readiness
of preparation. These will lead to the step that the program is put into practice and
evaluated. In the stage of preparation for the development of a program, Abella sets
up a 10-step procedure. This concept begins from drafting the program, which
requires the consideration of training needs as the first thing. Then suitable
strategies will be established for the conducting of training and other steps to the end
of the program.
The details of each step specified in training courses by Abella are Step 1:
Gathering information on training needs Step 2: Preparing the program

specifications

documents Step 3: Conducting the design meeting Step 4: Preparing the design
document Step 5: Preparing the materials list and project plan Step 6: Gathering
information for program materials Step 7: Writing materials Step 8: Conducting the
materials test Step 9: Testing the materials test and Step 10: Holding the pilot
program, as shown in figure 2.5

56
Gathering information on training
needs

Evaluation
and
Follow up

Preparing the program
specifications documents
ฝึ กอบรม
Conducting the design meeting
Preparing the design document
Preparing the materials list and
project plan โครงการ
Gathering information for program
materials

Evaluation
and
Follow up

Writing materials
Conducting the materials test
Testing the materials test
Holding the pilot program

Figure 2.5 Form and Process of Training According to Abella
Source: Abella, 1989.

After the steps in program development has been established, we also need to
specify the appropriate training strategies, curriculum, method of training, innovation
and technology. When we are confident that the developed project is well-prepared
and can really be conducted, then the next step is implementing, evaluation and
follow-up.

2.5.3 Form and Steps in Matching Process
According to Katz (1989), personnel development in the form of learning
process, which is a study that focuses on matching process, is shown below in Picture 2.6
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Figure 2.6 Form and Steps of Matching Process
Source: Katz, 1989.

Form of personnel development in the above picture shows that after
establishing exact objective, which is developing people to have more knowledge and
ability suitable for their work positions, the next step is separating type of learning
into knowledge, attitude or skill, and specifying what exactly needs to be learned. The
process of learning corresponds with type of learning. Knowledge is gained by
studying to have more knowledge and understanding. Attitude is gained by training
our emotion. Skill is gained by practicing to have more expertise in what we learn. As
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for the teaching method, lecture and group discussion is best for knowledge. Using
technique such as group dynamic or group relation activities is best for attitude.
Methods that required participation, such as case study and games, are best for skill.

2.5.4 Form and Training Process According to Geoffrey
Geoffrey (2006) says that spending a lot of time in planning will lead to
effective training. We need planning that is appropriate for different groups of
audience. Each organization is unique, so its training curriculum should be unique and
designed particular for one organization as well. In addition, planning the curriculum
should be done by those who are related to the training. Usually, they are the
managers who establish the objective of training. These people know the information
related to training process, which is necessary in the setting of budget and expected
results of training.
Development of training program according to Geoffrey can be divided into 3
steps: planning, preparation, and presentation, as shown in figure 2.7
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Figure 2.7 Form and Process of Training According to Geoffrey
Source: Geoffrey, 2006.

The first step of training development is planning, which consists of this
follow:
1) Job analysis – In planning the program, it is important to analyze the
job of the customers and the reason why they choose that particular job. The
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information to be analyzed must be the most recent one. Then, record all the work that
needs to be done and specify the standard for each work. The work recorded must be
the one that the customers are currently working on, not the ones already completed.
2) Trainee analysis – We have to consider who the customers are as
well as their special characteristics, their level of knowledge, skill, and experience.
Such information can be gained from interviewing the customers to find out their
expected learning outcomes. Human Resource Department can provide much of this
information.
3) Training needs assessment – Weaknesses that need training must be
specified, as well as the method to improve the weaknesses. The first thing is starting
job requirement and dividing levels of knowledge and skills in the customers by using
a scale of 1-10 or Very Good/ Good/Average/Poor/ Very Poor. Then analyze the
needs of each individual and record them.
4) Traning objectives- It is stating what we intend to achieve and
under what conditions, what should be the standard and how the objective should be
evaluated. Training objectives must explain the things that learners should be able to
do after finishing the program. This can be done by the principle of ABCD. A –
Audience is the knowledge about the background of customers. B – Behavior is the
ability to explain the needs and benefits of training after behavioral changes is
achieved. C- Condition is the ability of customers to set the goal of their work after 24 sessions of training. D- Degree is the expected changes that reflect through the
behavior of customers.
The next step is the preparation, which consists of this follow:
5) Select and organize content – The content to be taught in the
training must cover necessary knowledge, skill and attitude. The subject must support
the objectives of the training.
6) Select training ways, method, aids – The method to be used in
training depends on training environment, time, and knowledge that the customers
have. Effective tools and equipment to be used in the training are audio-visual aids.
7) Prepare lesson plan- The lesson plan should include steps, activities,
and tools needed for each lecture. Appropriate period of time should be set, including
the time for reviewing before the lecture and the time for conclusion after the lecture
is finished.
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8) Plan evaluations- Evaluation helps us know the effectiveness of the
program, the budget spent, and what should be improved. Evaluation form should not
be given to the participants in the ending of the lecture because they will have to do it
in a hurry; some may choose not to do it at all. Consequently, the amount of feedback
received will be too small. Evaluation form should be given before the lecture ends so
that the participants have enough time to fill in the form.
The last part is preparation, which consists of this follow:
9) Conduct training- During the training, good instructors should ask
about experience and skills of the customers, try to follow the lesson plan, and use
various methods of lecture. They should also urge the customers to have interactive
participation, and use pictures and supplementary documents.
10) Evaluation of training- Evaluation should be based on the plan of
the training program. The conclusion of results should show the significance of what
the customers have learned, the changes of their behavior after the training, and
suggestions for the next training. Then the results should be presented to related
persons and used as the information for the decision making whether to cancel,
improve or develop future training courses. An effective training program is one that
uses small budget and short period of time.
11) Review and revise – Training should be conducted dynamically.
Each individual or each group of customers are unique so training should be suitable
and corresponds to their needs.

2.6 Training Management Concept
After the proposal of a training program is submitted for approval and goes
through the regular procedure of the organization, the responsible staff should begin
planning the training program by making an action plan that states the details about
activities, steps and ways to conduct the training. Priority should be arranged by
stating which action should be done before or after other actions. Responsible persons
should be specified for each task or activity, especially in the case of a long-period
training program that consists of many subjects. This will help the program to run
systematically, responsible personnel will know their roles and responsibilities and be
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able to work step by step. They will have information, reasons, needs and guidelines
that are related to their work, which leads to good cooperation and coordination
between staff of the training courses. Also, it will be easy to follow up the results of
the training as well as reduce problems and obstacles, helping the program to achieve
its goals and become effective. The implementation of the program can be divided
into 3 parts:
2.6.1 Before the Training
2.6.2 During the Training
2.6.3 After the Training
The planning for the implementation of a training program in each
organization can be diverse in details. Each division or department is different so the
program should run in the way that is appropriate to the uniqueness of each work unit.
Nevertheless, the main steps and activities should be similar, as we will discuss
further below. This guideline can be used as a checklist for responsible personnel of
the training program (Krit Amphoch, 2005)
2.6.1 Before the Training
After the training program proposal is submitted and approved, the staff of the
training program must prepare the running of the course about 1-2 months in advance
before the opening day. The activities that should be done at this stage are listed
below.
1) Selecting and inviting instructor should be done according to this
process:
(1) Consider who is the most appropriate to be the instructor of
each subject in the training program. They should be among the experts or have much
experience in related field. First, a few names should be listed under each subject,
then invite the people in the list respectively. Generally, instructors are selected
according to the following aspects: 1) Academic knowledge or experience in the
subject that they will train, 2) Ability to communicate, explain, give examples or other
techniques that make other people understand, as well as the ability to make
presentation, to run a program or other specific skills needed in that particular
training, and 3) Appropriateness of personal qualifications or qualities that make him
or her credible in the eyes of the customers in the program.
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(2) When there is a list of those who are suitable to be the
instructors, then they should be contacted respectively. The instructor should be
informed of the objectives of the training program and the objectives of the subject,
the main topics that he/she is asked to cover, suggested training techniques,
qualifications and number of the customers, as well as date and venue for teaching the
subject.
(3) When an instructor verbally accepts the invitation, an official
invitation letter should be sent to him or her and a permission requesting letter should
be sent to the head of the organization or work department that the instructor is
working for. Attached with the letter are details of the training program, schedule of
the program, details of the subject, evaluation report on the subject that the instructor
teaches (in case of using the same instructor as in the previous training).
(4) After an instructor receives the official invitation letter, the
training staff should contact him or her and make an appointment for receiving
training documents. They can also ask for the instructor’s resume or personal
background, or ask the instructor to fill out a form. They should ask about the training
techniques and audio-visual media to be used during the course, as well as the venue
where the training is to be conducted, how the instructor will travel to the location,
their needs for vehicle arrangement, etc.
2) Using a Venue for Training
(1) As for making reservation for a venue, in case that the place is
within the organization of the training personnel, what needs to be done is just
booking the room around one or two months in advance. In case that the training will
be arranged in another province, training organizers must study in details about the
rental expense or other service fees related to using the venue.
(2) In selecting a venue, Krit Amphoch (2005) has summarized
the principles of choosing a conference room as follows:
a) Choose the size of the room that has capacity suitable for
the number of the customers, training techniques, or activities that will be arranged
during the training. Do not choose a room that is too large or too small.
b) The room should have only one entrance-exit at the back in
order to prevent the distracting noise caused by people leaving or entering the room
during the training.
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c) The room should be arranged so that everyone can see and
hear one another clearly. It should be sound-proof so to prevent the noises from
outside.
d) Inside the room, there should be adequate comfort facilities
such as air-conditioner and good air ventilation so that the room is not too hot or too
cold, There should also be plenty of light, neither too dim nor too bright.
e) Audio-visual aids should be prepared, such as overhead
projector, white board, etc.
(3) In arranging the room for training, responsible staff should
consider the following elements:
a) Form or type of the program- Is it a training, a seminar, or a
workshop? Each one requires different techniques.
b) Objectives of training and activities to be conducted
c) Number of customers
d) How the customers are suitable and supportive of their
learning, according to the learning principles for adults
e) What the instructor needs or requires
If the training is in the form of lecture or discussion with questions
from the audience, seating style should be in U-shape or horse-shoe shape. In case of
a very large audience, many layers of u-shape seating is recommended. It is better
than theatre-like seating or classroom seating because the customers will be able to
see one another, which is facilitating to their communication. This is beneficial for
two-way communication between the learners and the instructor, as well as the
communication among the learners themselves. Theatre-like seating is suitable for
accommodating a large size of audience in a limited space, but it is not good for
training.
As for workshop that learners need to separate in small groups for
practice and the instructor needs to supervise, check their progress and give advice
during their practice, it is recommended to use a large room that have both lecture
area and group tables for practical part of the training.
In case of a seminar with a small number of participants, it is important
that seating should be arranged in ways that are convenient for them to communicate
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and interact. Therefore, round or oval shape conference table with chairs surrounded
is recommended.

Alternatively, one can arrange U-shape or V-shape seating.

However, in case of a seminar with a large number of participants and there will be
small-group discussions, a large auditorium should be arranged for the lecture,
together with several U-shape seating classrooms or seminar rooms. These smaller
rooms should be in arranged in number and size that match the size of the learners.
On the other hand, it is also possible to arrange one large auditorium with space
provided for small-group seminar. Nevertheless, the room must be very large in order
to that the noise from one small group will not be distracting to others. In case of
specific-skill training such as computer skill, the venue should be a place where there
is enough number of computers for the customers.
3) Planning the Opening and Closing Ceremony
Opening ceremony is important to the training program because it can
build up a strong first impression about the program. At least the opening and the
closing ceremony will help the customers to realize the importance of the training and
how the executives of the organization are supportive of it.
The opening and closing of a training program can be grand and official
ceremonies or simple and casual ones. The larger the ceremony, the more work
needed to be done in preparation, which are mostly similar in every training
program.
(1) Inviting a presiding person – Usually the one invited to preside
over the ceremony is a respectable person in the eyes of customers such as the head of
a work place or an executive manager of Human Resource Development.
(2) Inviting report reader – Usually the one reading report at the
ceremony is an executive manager who is directly related to the training program and
have a position secondary to the president of the ceremony
(3) Inviting honorable guests – Mostly letters are sent to invite the
executives, instructors, program advisors, or the director of an organization that sent
their employees to be trained to join the opening and closing ceremony of training
program, especially when it is a long-term training with certificates given to the
customers.
(4) Government relation for the ceremony – Government Relation
Department should be informed in advance about the schedule of the opening
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ceremony so that they can arrange for photographers to take pictures of the training
and governmentize the training program. In addition, it is important for some
organizations that a picture of everyone involved in the program, including the
executives and the customers, is taken after the opening ceremony is finished.
(5) Arranging the venue for ceremony – The venue to be used for
the official opening and closing ceremony should have the following materials:
a) Proper set of altar table, with Buddha image, incense sticks,
candles, matches, and flower vases
b) A Photograph of His Majesty King Bhumibol
c) A national flag of Thailand
d) Seats for the president, the report reader, guests and
customers
e) Microphone for the president and report reader
f) Podium for the president
(6) The preparation of the speech and report of the president in the
ceremony is normally the work of training organizers. They should make the draft of
such speech and report, and give them to the secretary of the president and the report
reader at least 2 working days before the opening and closing ceremony. This is
because the training organizers have the most information about the training program
and are the ones who know best which information and insights should be given to the
customers.
(7) Other activities that need to be prepared before the opening and
the closing ceremony of a training program is the snacks and drink for the president,
honorable guests and customers, the taking of group pictures, the welcoming of guests
and all participants of the ceremony, the registration, certificates for customers (in
closing ceremony), oil for the incense sticks, and assistant who will pass the candle to
the president, as well as the draft for the speech and report.
4) Preparing Schedule of the Training
After the planning and preparation of the major elements, such as
instructors, the venue, the opening and the closing ceremony, is completed according
to the curriculum and the subjects, the personnel responsible for the training should
prepare the schedule in details since it is useful and important for the management of
the training program.
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(1) Training schedule is a document that shows the date, time,
place, agenda, and order of activities in the training, as well as related persons and
their roles in the program.
(2) Schedule of the training is like the medium that the training
organizers use to make appointment with all those who are related, from instructors,
customers, and staff, so they may do their responsibilities according to their roles in
the program.
5) Contacting Customers
(1) Inviting or asking people to become customers – Training
courses that have purpose in developing internal personnel of an organization, or inhouse training, may specify the target group that the organization wishes to train.
These greatly vary. In some projects, only personnel with particular qualifications are
allowed to become customers, but in others, the training program is open to general
employees who are interested and wish to receive training. They can apply to join the
training by themselves without needing the superior to submit their names. Thus, in
getting customers, responsible staff should consider doing one of the following.
a) Send announcement letters to related departments or work
units, asking them to select the employees who have the qualifications stated in the
details of the program. The number of employees that are sent to training must not
exceed the limit.
b) Send an invitation letter with an application form as an
attachment. In this case, permission from the superiors for the target group of
personnel is needed.
(2) Selecting customers - one should consider only those who have
qualifications specified in the program so that the number of customers will not
exceed the limit. In some projects, such as English Course, a language proficiency test
should be arranged to measure the level of knowledge and skills of customers before
the program begins.
(3) Responding to applicants – Acceptance letters should be sent
only to the selected applicants (refusing letter is not usually sent) at their department
or directly to the address of applicants. Schedule of the training with details about
registration procedure on the first day should be sent to the customers as well. It might
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be good to call the customers and remind them to come to the training according to
the stated date, time, and venue.
6) Financial Implementation
After a training program is approved, the personnel responsible for the
program will begin the financial process. The steps and method may differ from one
organization to another. Generally, a copy of approval letter will be used in making
advance payment agreement to get some advance money to run the training program.
The advance payment agreement should be done at least 1-2 week before the opening
day of the training.
7) Government Relation for the Training Program
Responsible person may notify the staff in Government Relation
Department and provide them with related information such as the main details of the
program so they will be able to governmentize the program. A photographer should
be arranged to take picture of the opening ceremony and all the people participated in
the program, as well as some interesting activities during the training. The pictures
will be used in government relation work for the program.
In case that the training program allows employees to apply,
information about how to make application should be sent to related departments or
work units and the news should be disseminated throughout the organization.
Government relation can also be done through available media inside the organization
such as bulletin board or internet website.
8) Preparation of Training Document Folders for Customers
On the first day of the training, a folder of training documents will be
given to each trainee. It usually consists of:
(1) Details about the program such as the curriculum and the
subjects
(2) Schedule of the training program
(3) Main documents to be used during the training
(4) List of customers
(5) Note paper
Printed materials to be used in each subject should be arranged by
receiving the original documents from the instructors and make copies. They will be
given to the customers during the training of each subject.
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9) Preparing Personal Background of the Instructor
During the training, customers are informed of the subjects that they
will learn and are introduced to the instructor, as well as his/her personal background.
Before the training of each subject begins, training organizers should prepare personal
history of each instructor by: 1) asking the instructor himself/herself or ask from
his/her secretary; this could be done after sending the official invitation letter, 2) if the
instructor is one of the employees of the organization, their personal history can be
obtained from his/her department or personal record registration, which might contain
more up-to-date and detailed personal history. The document of personal record
should be verified by the instructor and more information can be added on the day
that the instructor comes to the training.
After the instructor has filled out the form with necessary information,
the training organizer should proofread and check if there are any mistakes or unclear
statement; for instance, one should know the full name of the academic degree
abbreviations to ensure that the instructor will be introduced properly. Furthermore,
personal information given by the instructor should be kept in folder and
systematically maintained. This way the same instructor will not be asked for their
personal information again in future training.
10) Team Building Activities
According to the principles of learning for adults, learning can happen
easily in a convenient and comfortable physical environment and a trusting and
respecting environment that people are helpful to each other and have freedom to
express themselves and accept the differences in others. Therefore, the training
organizer should try to seek for ways to build good relation among the customers.
Activities can be arranged to create a collaborative atmosphere, which ultimately
leads to a learning supportive environment. Such activities are called Team Building
Activities.
Team building activities are any activity that all the customers do
together in one group. It can be assigned or arranged by the training organizer or the
instructor. Such activities can have one or more of these objectives.
(1) To build familiarity or friendliness between customers
(2) To build good feelings and good relation between customers
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(3) To create fun and relaxing feeling
(4) To create good atmosphere and good impression about the
training
(5) To be a part of learning or a part of demonstration through
direct experience of concepts and practices of some topics
Nevertheless, to create and maintain learning atmosphere, especially
during the first period of the training, can be difficult because the customers may not
know one another and might have cold or reserved manner. It is necessary to “break
the ice” by arranging activities that build familiarity among customers and create
warm and friendly atmosphere so that it is easy to gain cooperation and collaboration
from them during the training and in the future.
11) Preparing Snack/Drink/Meal During the Training
In case there is enough budget, you may want to prepare snack and
drink or lunch in the training program. If is an in-house training, the responsible
person should calculate the number of the people participated in the program so that
the right amount of food and drink can be ordered. If it is a government training, one
should inform the meal provider in the location of the number of people in the
program in advance. Meal should be selected carefully and some special food should
be provided for people with food restriction such as Muslim or those who are allergic
to specific kind of food (i.e. seafood). All five groups of nutrition should be included
in the meal, which should have a variety of taste and not too spicy.
12) Preparing Miscellaneous Materials for the Training
(1) Name plates of instructor
(2) Name labels of customers – for placing on the desks and on
their shirts
(3) Name list for signing in to class and registration form for each
trainee
(4) A sign showing the name of the training program in front of
the Room
(5) Direction signs and symbols
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2.6.2 During the Training
From the first day to the last day of the training, there are activities in many
areas that the training staff should do:
1) The Instructor
(1) Call to remind the instructor about 1-2 days before the training
(2) Arrange vehicle or car park for the instructor
(3) Welcome, facilitate, and escort the instructor
(4) Provide snacks, drink or lunch for the instructor
(5) Prepare honorarium and receipt form for the instructor to sign
their name. Give the money to the instructor at appropriate time such as during the
break, or after the training or when the instructor is free.
2) Venue and Equipment
(1) Training staff should maintain the venue of the training to be of
good condition, with an atmosphere that supports learning, suitable with the
techniques or activities used in training, with good air ventilation, comfortable
temperature, and moderate level of light and sound.
(2) Desks and chairs should be sufficient in number and are
arranged in the right position or as requested by the instructor.
(3) Name tags of instructor and customers should be provided in
appropriate place.
(4) Audio visual aids should be in a ready-to-use condition
(5) Materials and facilities should be prepared, such as paper,
pencils, trash bins, transparent sheet, overhead projector, whiteboard markers, etc.
3) Conducting the training: Training organizer should do the following:
(1) Being the master of ceremony during the training.
(2) Ensure that the customers sign in for each part of the training
program.
(3) Arrange “break the ice” activities or team building activities as
plannedใ
(4) Hand out supplementary printed materials during the training of
each subject.
(5) Observe the training and keep the timing.
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(6) Run the activities in the program as planned, such as arranging
test, handing out and collecting questionnaires or evaluation forms, and observe the
training for evaluation.
4) Introducing and Giving thanks to the Instructor
Introducing and giving thanks to the instructor is a responsibility of the
training organizer. However, in case of a long-period training with a subject related to
presentation techniques or government speaking, or in case that the customers are in
high and well-respected positions and are able to do it, the training organizer may ask
them to alternately introduce or give thanks to the instructor or both. In such a case,
the training organizer still have to prepare personal history of the instructor and give
advices to the customers about how to make an introduction and how to officially
saying thanks to the instructor. The training organizer should be their coach, give
them guidance and be the alternative person in case that the trainee is unable to do the
task due to any urgent reasons.
5) Providing Services and Facilitation during the Training
(1) Facilitate the customers
(2) Provide and give service of vehicles for the customers, in case
of a government training
(3) Supervising the arrangement of food and drink or meals as
planned, ensuring that the services are fast and convenient and that people do not have
wait too long for food.
2.6.3 After the Training
After the training finishes, the staff still have to do the following activities:
1) Evaluation and Follow-up of Results
After the training program has ended, information collected for
evaluation must be analyzed and summarized in order to make a report for the
executives and inform related persons for improvement of the program in terms of
curriculum, instructor, documents, and management of the training. Follow up of
results should be done after a period of time.
2) Financial Affairs
After the training finishes, the necessary expenses, as listed in the
project proposal, will have been paid. The training organizers should request for
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disbursement of the budget to cover all the expenses by submitting payment vouchers
and other related documentation in order to return the advanced money according to
the advance payment agreement. All the following documents should be prepared and
collected before submitting to the work unit or department responsible in
disbursement.
(1) Summary of all the expense and the total amount requesting
disbursement.
(2) Original project proposal, which has been approved.
(3) A copy of advance payment agreement for the programใ
(4) Schedule of the Training Program.
(5) All payment vouchers with name and address of the stores, list
of items purchased, price per unit, total amount paid, and signature of the person who
received the money. Included are the honorarium paid to the instructor, compensation
paid to the staff of the training, and driver. All items should be separated according to
the expense list that has been approved. On all the documents, there must be the
signature of the head of the department or work unit that arrange the training program
or the person signing the advance payment agreement, along with a statement saying
“I want to confirm that the payment made in this list were truly for the benefits of the
government offices.”
(6) List of customers with their signatures on the sign-in sheet for
each day of the training, with the total number of the customers who participate in the
training of each day (for disbursement of the expense in food, snack and drink).
(7) List of all the instructors and all the personnel related to the
training program
(8) A copy of permission to use official vehicles of the organization
3) Informing about the Results of the Training or the Period of Training
In case that the training has passing criteria, which could be the period
of time that a trainee participates in the training, a test, or an assignment for individual
work or group work, at the end of the training program, the organizer must collect
such information (period of time, test results, assignment evaluation results) of each
trainee. It will be kept for record and statistics and will be included in the notification
of training results, which will be sent to the department or the work unit of the trainee.
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In case of short-term training that does not have any test, the organizer
should inform the department or work unit of the trainee about the period of time that
the trainee participate in the training as well.
4) Other Activities after the Training
(1) Send thank you letters to the instructors and related work unit.
(2) Be the mediator and coordinator for the customers.
(3) Provide assistance for the customers in making year book or
alumni book.
(4) Issue certificates of training when requested (Normally, inhouse training program do not give certificates to the customers after they have
completed the training, but it may do so in case of a long-period training)
(5) Continue with evaluation and follow-up of the results (Duanjai
Suphasaram, 2005)

2.7 Training Evaluation Concept
Scholars in human resource development have brainstormed to find the
definition for evaluation of training. They concluded that it means analyzing and
finding the values that one receives from the training, finding out whether the training
program has achieved its objectives, and comparing the behavior of customers before
and after the training to see if there are any changes. In other words, evaluation of
training is the evaluation of how the customers respond to the training, their learning
and practice, their changes in behavior at work, and achievement of the customers
(OCSC, 1977).
Achawan Waiwanon and Vinit Songprathum (1989) suggested that if training
management is viewed as a system, evaluation of training would mean a system is
being considered and evaluated to ensure that the content, priority, strategy,
personnel, facilities, equipment, and documents related to the training correspond to
the objectives and appropriate for the customers, and all the plans have been
implemented. Follow-up the results of training means making the training program
more complete by following up those who have finished the training to prove the
effectiveness of training and development and measuring the quality and performance
of the customers after the training.
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Thanong Thongtem (1990) commented that, in summary, evaluation of
training is the process of measuring the results of the training to find out how and how
much the customers have changed their behavior in terms of thoughts, feelings and
actions, in comparison with the goals of the training program. This concept goes in
line with that of Nanthana Rangchangkul (1990) who stated her opinion that
evaluation of training in practice should mean “the process of studying 3 aspects of
behavior: thinking, feeling and acting of the customers, to find out how they have
changed after receiving a period of training. This also should be done in comparison
with the goals of the training program.
From the above meanings of evaluation of training, we may conclude that
although training evaluation emphasizes the measuring of efficiency or how much the
objectives of the program have been achieved, it should also cover the measuring of
effectiveness or how much the training management is rewarding it in general.

2.7.1 Objectives of Training Evaluation
Thanong Thongtem (1990) suggested that normally we evaluate the training
just to find out the following information:
1) How much the customers change their thinking behaviors such as
knowledge, understanding, expertise, and the ability to assess, analyze and synthesize
2) How much the customers change their emotional behaviors such as
feeling, interest, attitude, belief, values, etc, in which direction and at which level
3) How and how much the customers change their acting behavior and
their performance after the training
4) Whether the above changes are the ones that the training organizer
desires to see, whether it is better than making these changes happen through other
methods
5) Whether the above changes are temporary or permanent
These objectives of training evaluation focus on the changes of behavior only
as a result of achieving the goals of training. If the objectives of training evaluation
cover more than the five results above and extend to the intent to evaluate the whole
process of the training program, it means as this follow:
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1) Find out the achievement of the training program, whether it has
accomplished its objectives
2) To realize the value or benefits of the training program for the
performance of the customers, such as the benefits of each subject, and use the
information to improve future trainings.
3) To know the results or impact of the training, such as changes in
working behavior, differences of performance before and after the training, and career
advancement after the training.
4) To use the results as the basic information for decision-making of
executives; for example, to decide whether the training should be conducted again in
the future, to make decisions in appointing or developing a person in a way that is
suitable for his/her responsibilities (Saisaang Klaewkasetkorn, 1992).

2.7.2 Factors in Training Evaluation
Saisaang Klaewkasetkorn (1992) suggests that training evaluation should
cover these topics:
2.7.2.1 Inputs
2.7.2.2 Process
2.7.2.3 Outputs
Each part has significant factors that we should consider or check during the
evaluation, as shown in figure 2.8.
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Inputs

Process

-Training needs
analysis
- Objectives of the
program
- Curriculum and
method of training
- The program and
the schedule
- Pre-training
management
- Selecting or sending
employees to the
training
-Budget/
disbursement criteria

-instructor
-trainees
-printed learning
materials
-work of training
personnel
-Environment
and facilities

Outputs

-Response
- Learning
- Behavior
- Results/impact

Feedback

Figure 2.8 Factors in Training Evaluation
Source: Saisaang Klaewkasetkorn, 1992.

From figure 2.8 shown the above chart, what we should consider in the
evaluation of training as follows:
2.7.2.1 Inputs – we should Evaluate as follows:
1) Training Needs Analysis
(1) Has there been any need analysis?
(2) Was the gathered information comprehensive and
reliable?
(3) What are the indicators?
(4) Were the needs fulfilled by the training?
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2) Primary and secondary objectives of the training program
(1) Do the primary objectives correspond with the training
needs?
(2) Were the written primary objectives measurable?
(3) How much did the objectives support the training
program?
3) Curriculum and training methods
(1) Did the subjects in the curriculum correspond with the
main objectives of the training program?
(2) Did the techniques and methods used in the training of
each subject suitable and go in line with the objectives and the period of time used in
teaching the subject
(3) How much the visual audio aids were suitable with the
content, the time and the circumstance of the training?
4) Program and schedule of the training
(1) Were there any delay in approval requesting process?
Were there any obstacles? If there were, how they could be eliminated in the future
training?
(2) Were the date and time appropriate with all the
subjects and curriculums?
(3) How clear and understandable were the details of the
program and schedule of training
(4) That were given to the departments, instructor and
customers?
5) Management and preparation before the training
(1) Was the selection of instructors appropriate?
(2) Were the invitation and coordination with the
instructors effective?
(3) Was the venue suitable for the content and the training
method?
6) Sending and selecting customers
(1) In notifying the departments or work units about the
training program, was there enough time for them to consider and prepare the
personnel for the training?
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(2) Did the department/work unit select or send the right
personnel with required qualifications to be trained in the program?
(3) Were there many cancellations or withdrawals from
the training program? And why?
7) Budget/Disbursement
(1) Is there a budget allocated for the whole training
program?
(2) Was the money spent match the amount estimated in
the plan? If not, then why not? And how should we improve that?
(3) Was the disbursement done according to the rules and
regulations established by related department? Were there any obstacles or problems
in disbursement?
2.7.2.2 Process – We should Evaluate
1) Instructor
(1) How much were they able to transfer knowledge and
stimulate learning?
(2) Were they able to answer questions clearly and directly
to the point?
(3) Did they give opportunities for the customers to share
their opinions?
(4) Did they use audio visual aids properly?
2) Trainee
(1) Did they give interest and pay attention to the training?
(2) Did they regularly come to the training throughout the
whole course?
(3) Did they ask questions or share their opinions in the
training?
3) Printed Learning Materials
(1) Did each subject have printed learning materials?
(2) Did the content of the document correspond and
support the objectives of the subject?
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(3) Were the documents handed out promptly / in time for
their need?
4) Staff of the Training
(1) Did they control the time to be according to the
planned schedule?
(2) Did they voluntarily give service and facilitate the
instructor and the customers?
(3) Did they have good human relation with the customers?
5) Environment and Facilities
(1) Was the arrangement of the room and the seating
appropriate?
(2) Were the temperature and air ventilation appropriate?
(3) Was there enough light in the training room?
(4) Was the sound audible to all?
(5) Was there enough equipment to meet the training
needs?
2.7.2.3 Outputs: This is the most important part to be evaluated for we
can use it to study and analyze the whole system of the training. Results of evaluation
for this part can be divided into 4 levels or types.
1) Reaction of the customers – opinions, feelings and attitude
of the customers as follows:
(1) Appropriateness of curriculum and subject.
(2) How the instructor conduct the training.
(3) Training management and facilities.
(4) Relationship between the customers.
2) Learning of the customers – finding out if true learning
occurred by answering 2 questions:
(1) Did the customers learn everything that are stated in
the objectives of the program?
(2) Did the customers feel that they receive more
knowledge and understanding?
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3) Behavior of the customers – when they went back to work
in their department or organization, did the customers show any changes in the
following:
(1) Did they change their behavior according to the desired
outcomes of the training program?
(2) Did they change their behavior in a positive or
negative way?
4) Outcomes or Results - we should evaluate 2 things:
(1) Results that the organization receives.
a) Improvement of performance in quantity and
quality.
b) Economic outcomes such as cost reduction,
expense reduction, and waste reduction from the manufacturing process.
c) Morale of the subordinates and colleagues of the
customers.
d) Reduction of conflicts, complaints, and anonymous
letters resulting from management or performance of the customers.
(2) Results that the customers receive:
a) Do they have more skills ready for their role and
responsibilities, and promotion?
b) How they advance in their career?
c) Do they have skills ready for their current
management position and new position (in case of manager development training
program)?

2.8 Media Exposure Concept
Communication is a very important factor in human life, apart from the four
requisites that are necessary for survival, which are food, shelter, clothes and
medicine. Although communication does not directly relate to life and death like the
four requisites, it is necessary because we use it as a tool to obtain the four requisites.
Human uses communication to accomplish. Human needs communication as a tool to
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live with others in society. Communication is the foundation of human contact in the
social processes. The more complicated and crowded a society is, the more important
communication is. Changes in economics, manufacturing, and society bring
complexity and confusion that can lead to misunderstanding and uncertainty among
the members of the society. Therefore, we need to use communication as a tool to
solve the problem (Yupadee Thitikuncharoen, 1994)
That is why news is a very important factor in making decisions about human
activities. The need for news increases when a person needs information to make a
decision about something or feeling uncertain about a decision. Furthermore, news
makes people up-to-date and can adjust themselves to the circumstances of the
modern world. As Atkin (1973) has stated, people who open up to news and
information usually have long vision and deep insights. They are up to date and are
able to keep up with new circumstances better than people who receives small amount
of news. However, people should not take in or believe all the news and information
they receive. They should select just the part that is beneficial to them. Therefore,
news and information flowing from different channels are always filtered. Interesting
useful, and appropriate news in the opinion of the receiver will leads to success in
communication (Kitima Surasonthi, 1990)
A person’s behavior in selecting news explains their communication behavior.
The difference in personal matters and psychological condition affects the receiving
of news. They have different selective process.
Klapper (1960) says that the process of selecting news is like a filter of
information in the perception of human. The filtering process consists of 4 stages as
this follow:
1) Selective Exposure- In this first step, people select channels of
communication from that they want to be exposed to; for example, choosing a
particular newspaper or listening to a particular radio station that matches their
interest and needs. People have different levels of skills and expertise in receiving
news. For instance, those who prefer listening to reading will listen to the radio and
watch television more than reading.
2) Selective Attention- People who receive news have tendency to be
more interested in a particular source of news. They select the sources according to
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their interest and opinions to support their existing attitude and avoid things that are
incongruent with their knowledge, understanding or attitude. This is to prevent
unbalance condition of mind or uncomfortable feelings, which is called “cognitive
dissonance.”
3) Selective Perception and Interpretation- When a person is exposed
to news and information, they might not receive the whole message that the sender
intends to communicate. People select what they want to know and interpret messages
differently, depending on their interest, attitude, experience, belief, desire,
expectation, motivation, physical condition and psychological condition. Therefore,
each person interprets news and information in the way that correspond to their
personal characteristics. Some news maybe partially eliminated or distorted in order
to please each person.
4) Selective Retention- People choose to select news that match their
interest, needs, attitude, etc. They usually forget and do not pass on part of the news in
which they are not interested, or the part that they disagree with or in conflict with
their opinions. News that we choose to remember have content that support or
strengthen our existing thought, attitude, values or beliefs, making them stronger and
harder to change. They will use the news for their advantage in the future, and when
they feel some conflicts or thoughts that make them uncomfortable.
As for the factors that have influence on how a person is exposed to news,
Hunt and Brent (1993), as quoted by Porama Stawetin (1998), states as this follow:
1) Need - One of the most important factors in human selecting
process is need. All kinds of human needs, both physical and emotional, both low and
high level, determines our choices. We choose to respond to our needs and find the
news that we want, news that expresses our taste, satisfies us and gain acceptance
from society, etc.
2) Attitude and Values- Attitude is preference and predisposition to
things. Values are the principles that we hold on to, a feeling that we should or should
not do something in relation to the environment and people. Attitude and values have
much influence on the selection of mass media, news, as well as on the interpretation
of meaning and what we choose memorize.
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3) Goal- Every human has goals. We all establish our goals in career,
socializing, and recreation. Goals that we have set for our activities have influence on
how we choose mass media, select, interpret, and choose to memorize some news and
information in order to achieve our goals.
4) Capability- It means our ability to do something. Our language
ability has influence on how we choose to be exposed to news, interpret them and
select part of them for memory.
5) Utility- In general, we pay attention and spend our effort in trying to
understand and memorize news that can be useful to us.
6) Communication Style- As a receiver of message, we depend on our
communication style or our preference of some media. Therefore, some people prefer
to listen to the radio, while some prefer to watch television, read news paper, etc.
7) Context- It means places, people and time when communication
happens. These things have influence on how receivers select message. Having other
people around us influences our selection of media and news, as well as our
interpretation and memorizing of information. When we are concern about how others
see us, we believe that others expect something from us, so what others think about
the circumstance that we are in has influence on our choices. Our experience and
habit also matters. Each message receiver has developed their own habits which result
from experience in our past exposure to information. We develop our preference to a
particular media, our interest on some subjects and the way we choose to interpret or
memorize something.
Schramm (1973) points to other elements that have influence on how a person
selects news and information that he/she receives, as this follow:
1) Assessment of benefits from the news because the receiver wants to
fulfill their needs or purpose
2) Different background leads to different interests in people.
3) Education and environment can result in different message
receiving behavior.
4) The ability to receive message, both in physical and psychological
aspects, lead to different behaviors in message receiving.
5) Personality has effects on the changes of attitude, persuasion and
behavior of message receiver.
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6) Emotional condition of the message receiver can affect the
understanding of meaning in the news and may become an obstacle in news
interpretation.
7) Attitude determines the manner of receiving and responding to
stimuli or news and exposure to such information
Scharm also explains general principles of arranging priority of news. It
begins with those that have the least effect or requires the least effort, as well as
promise and reward. This can be seen in the below formula

Expected reward
Selecting news =

--------------Effort use

From this formula, people have the tendency to be exposed to news that they
spend the least effort, such as news that is closer to them, easy to access, and useful.
There are also other reasons for their choosing such as differences of experience,
ability to assess the benefits of the news, social conditions, and psychological state of
each person.
The meaning of being exposed to news according to Becker (1972) is
explained by classifying the behavior of receiving news, or information seeking. A
person will seek for information that help them blend in with others in some particular
or general ways.
As for the reasons that human is interested in or choose to receive news from a
particular resource by using a particular way, many scholars have shared their
congruent opinions:
Friedson, Riley, and Flowerman (1951) agree that the desire to be accepted by
members of a society determine the interest to be exposed to different media, because
it will fulfill their needs. Merton, Wright and Waples call this phenomenon as “News
Seeking Behavior.” All these scholars agree that a person chooses to receive news
from a particular resource according to their role and social status because they will
use such news as a topic for conversation with others, making them feel a part of their
society.
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As for the objectives of selecting or consuming news, Surapong Sothanasathian
(2010) has stated that there are four objectives when someone select a way that they
want to be exposed to news as this follow:
1) Cognition - The message receiver wants the information to fulfill
their needs and curiosity.
2) Diversion - such as seeking fun, excitement or relaxation through
receiving news and information
3) Social Utility - It means that they want to build familiarity and be a
part of society; for example, using modern language.
4) Withdrawal - It is being exposed to media in order to avoid full time
work or avoid being with other people (Surapong Sothanasathian, 2010).
According to these ideas, we can see that news is an important factor when a
person is making a decision. The more we are not certain about something, the more
we need to receive news and information, limitless of sources. It could be news from
mass media, personal media, or

specialization media. However, the person will let

himself be exposed only to the news that of their interest because there are too much
news and information in the present world and people cannot consume them all. That
is why each person has his or her own criteria in selecting the news he/she wishes to
receive, depending on personal characteristics, social environment, and each person’s
objective or needs.

2.9 Attitude Concept
Allport (1935 as cited in Hanna, Nessim, & Wozniak, 2001), one of the
earliest scholars who studied about attitude said that attitude is an essential concept in
terms of social psychology. This remains the truth until today. Many scholars from
different field state that the concept of attitude is important in the study of consumer
behaviors.
A widely-accepted definition of attitude was given by Allport (as cited in
Fishbien & Ajzen, 1975; Allport as cited in Sheth & Mittal, 2004) who specified that
“attitude is a disposition resulted from a learning; it tends to respond in agreement or
disagreement to product, service, person, place, event, etc.” According to this
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definition, Fishbein and Ajzen (1975) say that the important characteristics of attitude
are as followed.
Attitude has consistency. It takes time to develop and it stays permanently.
However, time can also change attitude but it is a gradual process. For example, if a
consumer has negative attitude to an organization, it can be hard to change (Hanna al
et., 2001).
Attitude has different intensity. It seems to weight to one side in different level
of intensity and leads to different levels of intensity in behavior, which follow as a
consequence. Beatty and Kahle (1988 as cited in Solomon, 2002) presented that
consumers have different levels of attitude to things; it relates to how they feel
involved with that particular thing. If their involvement is low, the attitude is rather
compliance and was developed because it seems to bring them benefits and help them
avoid some temporal punishments. This kind of attitude tends to change easily.
However, if their involvement is high, their attitude to that particular thing will be
internalized and become hard to change. For example, If a consumer has a strong
attitude to the old image of coca-cola, it would be unlikely for them to like the new
image that the organization tries to create. Another characteristic is that attitude
cannot be directly noticed. It is an invisible thing, a tendency, or a predisposition
(Sheth and Mittal, 2004). To know one’s attitude, we must find reference from their
strong behavior (or maybe not so strong) that they express, such as noticing what they
mention or act in order to show their feeling of like and dislike. Nevertheless,
sometimes it is hard to know a person’s attitude, for we cannot judge someone from
what he or she does. If a person goes to church regularly, it is possible that the person
is very religious and pious, but it is also possible that person just want to socialize
with a lot of people (Fishbien & Ajzen, 1975; Lutz,1991). Attitudes are learned and
cannot occur on its own. It is developed when a person has experienced or has learned
from his or her environment. We all learn, build, and receive attitude from many
sources, mainly personal experience with things, interaction with society, and
exposure to a wide variety of media (Hanna at et., 2001). For instance, reading a book
about something can create our attitude to that thing. Attitudes that come from direct
experience can occur very fast and easy t o remember. They tend to be a better
indicator than attitudes that do not come from direct experience or real behaviors
(Lutz, 1991; Regan & Fazio,1977 as cited in Reed II, Wooten, & Bolton, 2002).
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2.9.1 Elements of Attitude
Attitude is made of 3 main elements: cognition, affect, and conation.Cognition
is all the knowledge and beliefs about a particular thing, such as knowing which brand
of shampoo is a anti-dandruff shampoo (Sheth & Mittal, 2004). This kind of
knowledge or belief can be added or changed later.
Affective is the feeling of like or dislike, positive or negative emotion, to
things. It is a respond to knowledge and beliefs. For instance, after a person learns
from a research that a particular medicine is effective, he or she will feel positive to
the medicine.
Conation is the tendency to act. It could be an intention to act and the actual
behavior that happens. It usually goes in the direction that corresponds to knowledge,
thought and feelings. These three elements are viewed as congruent and move to the
same direction. If a person believe positively, their feeling and action will be positive
as well (Lutz, 1991).
However, in reality, most research that measures attitude can only ask mainly
about the feeling part. They do not measure knowledge and conation along with it.
Therefore, the theory of single-element of attitude was developed; it specifies that
attitude is only feelings (Lutz, 1991).

2.10 Related Research
Integrated marketing communications or IMC is widely used in businesses
that relates directly to customers or consumers. It is also used in building relationship
with customers.
Don E. Schultz, Stanley I. Tannenbaum and Robert F. Lauterborn wrote a
book called “Intergrated Marketing Communications” in the year 1994. It says that
integrated marketing communications is a challenge because businesses today are
facing changed circumstances. Advertisement alone is not enough to communicate
effectively. Sending a message to a large number of people is outdated. Today, we
need communication that is directed to the target group, which corresponds to the idea
of Shimp (1997) in his article “Advertising, promotion, and supplement aspects of
IMC” which talks about marketing communications as a development process and the
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using of communication programs to persuade consumers or the target group in many
forms for a period of time.
Varinya Leelayuwat (2002) has conducted a research on the effectiveness of
integrated marketing communications by Starbuck Coffee. She found that that in
communicating the brand, the marketing communicator needs to seek time, place, or
experience that is appropriate for brand communication. Communicating about a
brand is related to integrated marketing communications. In order to study the
effectiveness of a brand communication, we can measure the perception of consumers
to the communication. Do they perceive the brand? What did they perceive about the
brand? Is it the same as the expectation of the brand owner? If it is, then it may lead to
act of purchase. Brand communication of Starbuck has two important characteristics:
speaking about the heart of the product and becoming a third location for the
consumers. The results of this research help us to know that brand communication of
Starbuck is successful. It is a very effective communication plan, which makes the
consumers perceive it as coffee and a third location where they can feel at home.
Jittinun Sewalapee (2002) presented an academic article on building relation
with customers by using integrated marketing communications through a case study
of “Habitat”, a furniture store, which directly relates to this matter. The article
presents an approach by which an organization can build relation with customers
through concepts, characteristics, planning and marketing communication tools in
combination, according to the principles of integrated marketing communications. It
made a comparative analysis with marketing communications of “Habitat” and found
that this store is an example of organization that can effectively apply integrated
marketing communications to build a complete cycle of customer relationship.
Habitat keep in touch with its customers regularly and gives importance to
maintaining customer database in order to follow up their behavior and send
communication to the target group of customers appropriately. The store also
communicates its customers in a way conforming to the main principles of integrated
marketing communications. For example, it uses various marketing communications
tools such as direct mail, privilege offer, before and after sale service, or relationshipbuilding activities. All communication heads to one direction, such as emphasizing on
simplicity and style. In this research, the author studied government and private
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training organizations, as well as educational institutes in Thailand, which have been
considered as focusing on customer relationship by using the application of integrated
marketing communications in full cycle, in the same way that “Habitat” uses.
Panida Kowchanroen (2003) studied about the efficiency of integrated
marketing communications, focusing on the efficiency of loyalty in service business
because customer relationship aimed to create bonds and willingly become loyal to
the organization. This is a good method that will make the service, especially business
services, used in this research, such as AIS and DTAC, the mobile phone service
providers and relate to mental stimulus processing, Bangkok Bank and Kasikorn Thai
Bank, which are information processing business. According to the result, the
business organizations mentioned in this paper used integrated marketing
communications in building customer relationship. It has a positive relation at a
significant statistics with level of relationship between customers and the service
organizations, how they are open to integrated marketing communications, and their
attitude to integrated marketing communications. It also has a positive relation at a
significant statistics with the loyalty that customers have for the service providing
organizations.
Ekkarat Latawan (2007) conducted a research on using integrated marketing
communications with Green World Project of the Body Shop. The research aims to
study the IMC tools in combination with businesses that use a “green world”
marketing style. The Body Shop was selected as one of these businesses. According
to the results, the IMC tools found in business that use a “green world” marketing
technique are product, price, and place of distribution. Selecting marketing tools
depend on psychological aspects of consumers who are considerate about their unique
environment. This is used together with the development of communication tools. The
Body Shop has tools that developed from the data about consumers who care about
the environment. All tools are used to the same direction, which is communicating
about protecting the environment and two-way communication between the
organization and consumers.
Thanita Euatrakul (2007) conducted a research on the global strategy of
integrated marketing communications of McDonald. It was found positioning of the
same product all over the world requires appropriate marketing strategy that responds
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to the need of the target group in each location. Therefore, IMC is applied with worldlevel marketing, which is called global integrated marketing communications
(GIMC). It is a form of international cooperation and the combination of
communication tools in order to access the global target group, Each organization has
different strategies. As for this research, the use of McDonald’s GIMC is analyzed.
Global integration strategy was used by the company, which is mostly in a form of
international coordination. Many communication tools were used and communication
form was adjusted to be appropriate and suitable with the local. However, from the
performance in the past, the company’s sales decreased. One of the reasons for that
was too flexible management system. Therefore, the company should change their
management style to be more effective, which is the most important aspect of making
communications successful in global standard.
Woranut Kunthonsurakarn (2008) conducted a study of the relation between
integrated marketing communications and brand loyalty of “uni-ball” from Udom
Panich Corperation Limited. It was found that integrated marketing communications
is the combination of advertisement, promotion, personnel, government relation and
direct marketing, all of which are related to loyalty to the brand “uni-ball” in
preference and bond. No relation to repeat purchase was found, except in direct
marketing that is related with repeat purchase.
Akirah Limpatthanachai (2010) studied integrated marketing communications
for the management of customer relationship of Clark Hatch Fitness Center. It was
found that the center uses IMC to manage its customer relationship by using various
media, which can be classified according to the target groups that the center to
establish relationship with. The target group that are consumers are considered by
their age, sex, and behavior, which affects the form of communication. Furthermore,
communicating to customers were done by planning and establishing business
policies together, making communication become easier. Such communication
activities are such as annual conference, letter, fax, and message through sales
representatives. According to the data, the strategy of communicating to establish
relationship with customers mostly consists of participation in activities to connect the
customers with the center. Besides, the fact that the manager realizes that using the
strategy to find new customers, maintain relationship with existing ones, and gaining
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back ex-customers by customer relationship is very importance. Most managers are
aware that new customers are hard to find these days. It is also difficult to snatch them
from competitors. Therefore, it is more popular that businesses tend to keep and care
for their existing customers by building good customer relationship.
Sukanda Panpetch (2013) studies the strategy of integrated marketing
communications of Thammaprayuk Books by DMG Publishing. The results show that
marketing communication of DMG emphasizes on the integration of the four
strategies: 1) organization management, which is done by showing ethics and morality
in operating business in order to gain faith and trust. 2) production of books, which is
a product and printed media that can communicate to the consumers as well, 3)
Government relation and governmentizing news is also a promotion strategy and a
way to make the books known to people in wide circle, and 4) using media channels
to reach the target group such as social media through the use of electronic channel.
They can communicate to the target group and distribute information through social
network which is increasingly more popular these days. All of these strategies must be
combined to make integrated marketing communications.
From collecting all these related concepts and ideas, the author has found
information that is useful and shows how integrated marketing communications can
be an important tool in building customer relationship. This will be a guideline for
creating a framework to analyze the case study of how training centers in this research
use integrated marketing communications to relate to their customers. The author also
found that there is a gap in the study of integrated marketing communications in
building customers relationship in government training centers, private training
organizations, and university training centers in Thailand in this case study.

CHAPTER 3

RESEARCH METHODOLOGY
The research on “The Pattern of Integrated marketing communications in
Building Customer Relationship in Government Training centers, Private training
organizations and University Training Centers in Thailand” aimed to study the
integrated marketing communications in

building customer relationship in

govenrment training organizations, private training organizations, and university
training centers in Thailand, to study the effectiveness of integrated marketing
communications for building customer relationship in government training centers,
private training organizations, and university traininf centers in Thailand and create
acceptance of the pattern of integrated marketing communications for building
customer relationship in government training centers, private training organizations,
and university training centers in Thailand according to the viewpoints of integrated
marketing communications and Training scholars and Training professionals.
This chapter provides a discussion on the research methodology employed,
both qualitative and quantitative, which is composed of three steps: 1) qualitative
research to study study preliminary data of exexcutive and employee of training
centers through in-depth interviews, 2) quantitative research to study data analysis of
integrated marketing communications for building customer relationship in training
centers and 3) qualitative research to specify the construction of the pattern of
integrated marketing communications for building customer relationship in
government training centers, private training organizations, and university traininf
centers in Thailand.
The research objectives and methodology was designed to achieve the
research objectives as shown in table 3.1.
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Table 3.1 Research Objectives and Research Methodology

Research objectives

Research methodology

1. To study the integrated marketing

- Study academic papers and documents

communications in building customer

- Review concepts, theories, and related

relationship in govenrment training

research results.

organizations, private training

- Design in-depth interview questions

organizations, and university training

- Qualitative data collection by interview

centers in Thailand

- Analyze and synthesize qualitative data to
build the questionnaire.

2. To study the effectiveness of

- Collect quantitative data by survey the

integrated marketing communications

sample group, which consists of those who

for building customer relationship in

have been trained by the following types of

government training centers, private

training organizations as this follow: 1)

training organizations, and university

Government training centers, 2) Private

traininf centers in Thailand

training organizations and 3) University
training centers. Total number: 420 people
- Conduct survey on general information
of respondents, their media exposure, their
attitude to the integrated marketing
communicationswfor building customer
relationship, level of their relationship with
the organization and Customer loyalty

3. To create the pattern of integrated

- Take the qualitative results collected

marketing communications for

from documents and interview, and

building customer relationship in

quantitative results from the survey of

government training centers, private

customers government, private and

training organizations, and university

educational training centers, which is the

traininf centers in Thailand

sample group, then analyze and synthesize
all the data to connect the concepts
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3.1 Step 1: Qualitative Research
Step 1 of the research data collection was performed using qualitatibe
approach was information from academic papers and conducted in-depth interview
to answer research question 1: What are the integrated marketing communications
in building customer relationship in govenrment training organizations, private
training organizations, and university training centers in Thailand? Then the initial
results from the interview were analyzed and synthesized to produce the final
results in Stage 2 of the research process. The methodology comprised the
following:

3.1.1 Sampling Selection
The researcher collected data and selected 9 people for purposive sampling.
They are the executives, head or the person related to training arrangement and are
appropriate for doing case study. These people have arranged trainings for customers
for not less than 10 years, meet the purposes of research and the same type of
organizations consist of government, private and private university. They have clearly
established relationship with customers and used integrated marketing communications.
These people come from the following organizations:
1) Government Training organizations
(1) Department of Energy Business, Ministry of Energy
(2) Department of International Trade Promotion, Ministry of
Commerce
(3) National Defence Studies Institute, Thailand National Defence
College
2) Private Training Organizations
(1) HRDI Company Limited
(2) Top Service Training Company Limited
(3) Entraining Company Limited
3) University Training Centers
(1) Office of Training Human Resource Development, Mahanakorn
University of Technology
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(2) Training Center of University of the Thai Chamber of
Commerce
(3) Training Center of Sripathum University (Chonburi Campus)
3.1.2 Data Collection Method and Instrument
The structured interview is done by voice recording and making notes of the
responses. Each interview is 30 minutes long. The research has created questions and
order of questions for the interview as follows: What is the process of communication
in government, private and university training organizations in Thailand? How do
government, private and university training organizations in Thailand use the forms of
marketing communication such as advertising, sales promotion, Public relations and
direct marketing? What are the objectives of integrated marketing communications
used by government, private and university training organizations in Thailand? What
are the obstacles of using integrated marketing communications in government,
private and university training organizations in Thailand? How do the customers of
government private and university training organizations in Thailand make their
decision to purchase training courses? What are the integrated marketing
communications used to build new customers of government, private and university
training organizations in Thailand? and What are the government, private and
university training organizations in Thailand use to build Customer loyalty?
3.1.3 Validity
The research advisors examined the quality of the research instrument for
internal validity according to research study issues.

The external validity was

determined according to how research findings could be applied to other research or
populations not studied.

3.1.4 Qualitative Data Analysis
The researcher analyzed and synthesized the results from the in-depth
interview with the sample groups by following these steps:
1) Thoroughly read all the information and find the main ideas
2) Classify and categorize the information, as well as put some
information together if it can be grouped into the same content or idea.
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3) Connect several ideas together to find the pattern, the theme or the
kind of phenomenon that the research is studying.
4) Extend the connection or the framework to see the overall picture of
the idea or the phenomenon being studied.

3.2 Step 2: Quantitative Research
Step 2 of the research data collection was performed using quantitative
approach was subdivided into survey research and content analysis to answer
research question 2: How are the effectiveness of integrated marketing communications
in building customer relationship in government training centers, private training
organizations, and university traininf centers in Thailand? as follows.

3.2.1 The Survey Research
A survey was used to answer research question 2: How are the effectiveness
of integrated marketing communications for building customer relationship in
government training centers, private training organizations, and university traininf
centers in Thailand The qualitative findings were then used to design a
questionnaire and collect data. The second research comprised the following.
3.2.1.1 Population
The population of the research consists of customers of 9 government,
private and university training organizations.

3.2.1.2 Quota Sampling
The samples used in the research were randomly selected from the
customers of

9 training organizations, which are 1) Three government training

organizations: Security Control Office of Department of Energy Business under
Ministry of Energy, Department of International Trade Promotion under Ministry of
Commerce, and National Defence Studies Institute, Thailand National Defence
College, 2) Three private training organizations: HRDI Company Limited, Top
Service Training Company Limited, and Entraining Company Limited, 3) Three
university training organizations: Office of Training Human Resource Development
in Mahanakorn University of Technology of Technology, Training Center of
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University of the Thai Chamber of Commerce, Training Center of Sripathum
University (Chonburi Campus). The size of sample group is 400 people, according to
the model of Yamane (1973). Customer of training organizations were selected each
of 120 respondents per type of training organizations for a total of 420 respondents.
3.2.1.3 Data Collection Method and Instrument
The instrument to collect data was a self-administered questionnaire.
The qualitative research findings from step 1 were used to design the questionnaire
which was divided into 6 parts as follows.
Part 1: General information: gender, age, highest level of education,
occupation, position, monthly income, type of training organizations from which they
receive the service, the period of time they were the customers of the organization,
and the reason why they choose the organization.
Part 2: Attitude of customers to the operation of the training
organizations. They are close-ended questions about 5 aspects of organization: trainer,
service, training documents, facilities and benefits receive from the training course.
The questions are in the form of Likert Scale, which is interval scale measurement
with 5 levels of scoring. The criteria of calculating the score is to find out which level
of class interval the data fit into, in order to interpret the results.
Totally Disagree

1 Point

Disagree

2 Points

Not Certain

3 Points

Agree

4 Points

Totally Agree

5 Points

The researcher used average criterion to interpret the results from the
calculation of the width of class interval (Best, 1997) as follows:
Average of 1.00-1.49 = customer has very poor attitude to
training organizations
Average of 1.50-2.49 = customer has poor attitude to training
organizations
Average of 2.50-3.49 = customer has neutral attitude to training
organizations
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Average of 3.50-4.49 = customer has good attitude to training
organizations
Average of 4.50-5.00 = customer has very good attitude to
training organizations
Part 3: It consists of 13 close-ended multichotomous questions about
media exposure. The questions are in the form of Likert Scale. The data is measured
by categorizing into 5 levels of interval scale. The criteria of calculating the score is to
find out which level of class interval the data fit into, in order to interpret the results.
Expose to media 0-1 time per month

1 Point

Expose to media 2-3 times per month

2 Points

Expose to media 4-5 times per month

3 Points

Expose to media 6-7 times per month

4 Points

Expose to media more than 7 times per month

5 Points

Thus, the criteria for media exposure can be stated as follows:
Average of 1.00-1.49 = customer has very low exposure to
media of the training organizations
Average of 1.50-2.49 = customer has low exposure to media of
the training organizations
Average of 2.50-3.49 = customer has moderate exposure to
media of the training organizations
Average of 3.50-4.49 = customer has good exposure to media
of the training organizations
Average of 4.50-5.00 = customer has very good exposure to
media of the training organizations
Part 4: It consists of close-ended questions about customer’s attitude to
integrated marketing communicatios in building customer relationship. The questions
cover 5 forms: Public relations, advertising, personal selling, sales promotion, and
direct marketing. The questions are in the form of Likert Scale. The data is measured
by categorizing into 5 levels of interval scale. The criteria of calculating the score is to
find out which level of class interval the data fit into, in order to interpret the results
of each interval.
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Therefore, the average of customer’s attitude level to the strategy of
integrated marketing communications in building customer relationship that the
organization uses can be stated as follows:
Average of 1.00-1.49 = customer has very low attitude to the
integrated marketing communicatios
Average of 1.50-2.49 = customer has low attitude to the
integrated marketing communicatios
Average of 2.50-3.49 = customer has moderate attitude to the
integrated marketing communicatios
Average of 3.50-4.49 = customer has good attitude to the
integrated marketing communicatios
Average of 4.50-5.00 = customer has very good attitude to the
integrated marketing communicatios
Part 5: It consists of close-ended questions about level of relationship
that the customer has with the training organizations. There are 5 levels: recognize the
organization, interest in and accept the organization, make connection with the
organization, participate in activities with the organization, and advocate the
organization. The questions are in the form of Likert Scale. The data is measured by
categorizing into 5 levels of interval scale. The criteria of calculating the score is to
find out which level of class interval the data fit into, in order to interpret the results
of each interval.
Lowest level of relationship

1 Points

Low level of relationship

2 Points

Middle level of relationship

3 Points

High level of relationship

4 Points

Highest level of relationship

5 Points

Thus, the criteria for customer relationship with the organization can be
stated as follows:
Average of 1.00-1.49 = customer has lowest level of relationship
with the training organizations
Average of 1.50-2.49 = customer has low level of relationship
with the training organizations
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Average of 2.50-3.49 = customer has moderate level of
relationship with the training organizations
Average of 3.50-4.49 = customer has good level of relationship
with the training organizations
Average of 4.50-5.00 = customer has very good level of
relationship with the training organizations
Part 6: It consists of 10 close-ended questions about Customer loyalty to
the organization. The questions are in the form of Likert Scale. The data is measured
by categorizing into 5 levels of interval scale. The criteria of calculating the score is to
find out which level of class interval the data fit into, in order to interpret the results
of each interval.
Lowest level of loyalty

1 Points

Low level of loyalty

2 Points

Middle level of loyalty

3 Points

High level of loyalty

4 Points

Highest level of loyalty

5 Points

Thus, the criteria for customer loyalty to the organization can be stated
as follows:
Average of 1.00-1.49 = customer has lowest Customer loyalty
to the trainin organizations
Average of 1.50-2.49 = customer has low Customer loyalty to
the trainin organizations
Average of 2.50-3.49 = customer has moderate Customer loyalty
to the trainin organizations
Average of 3.50-4.49 = customer has good Customer loyalty to
the trainin organizations
Average of 4.50-5.00 = customer has very good Customer loyalty
to the trainin organizations
The questionnaire was pretested with 30 non samplings, similar to the
samplings, to test the reliability of the questionnaire (part 2 to part 6) and analyze the
questions for consistency, stability and regularity. By applying the coefficient of
Cronbach's Alpha, reliability was above the required value, 0.70, so, the questionnaire
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could be distributed. Results showed that the reliability coefficient of the questions of
the attitude of customers to the operation of the training (part 2) had a value of alpha
as follows: trainer = .908, service = .905, training documents = .875, facilities = .778
and benefits = .784. The criteria for media exposure (part 3) had a value of alpha =
.982. The customer’s attitude to integrated marketing communications strategy in
building customer relationship (part 4) had a value of alpha as follows: Public
relations = .941, advertising = .853, personal selling = .932, sales promotion = .941
and direct marketing = .910. The level of customer relationship (part 5) had a value of
alpha of recognizing the traning organizations level =.936, interest and accepting the
training organizations level = .947, connecting with the training organizations level =
.887, participating in activities with the training organizations level = .914 and
advocating the training organizations level =.945. The Customer loyalty (part 5) had a
value of alpha = .938.
3.2.1.4 Data Analysis
Descriptive statistics analysis covered frequency, percentage, average
and standard deviation to describe characteristics of the samples and the opinion
variable. Inferential statistics analysis was used to test the hypotheses, T-Test, One
Way ANOVA and Pearson’s correlations coefficient. The level of significance was
determined to be .05.
3.2.1.5 Research Hypotheses
The proposed hypotheses are as follows:
1) Customers

of

training

organizations

with

different

demographic characteristics in gender, age range, education level, occupation,
position, and personal monthly income have different attitude to integrated marketing
communications in building customer relationship.
2) Customers of different types of training organizations:
government, private and university, have different attitude to integrated marketing
communications.
3) Customers of different types of training organizations:
government, private and university, have different level of relationship with training
organizations.
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4) Customers different types of training organizations:
government, private and university, have different customer loyalty to training
organizations.
5) Customer’s exposition to media correlates to customer
loyalty to training organizations.
6) Attitude of customers of training organizations to the
operation of training courses in the aspects of trainer, services, curriculum, facilities,
and benefits received from the programs, correlates with customer loyalty to training
organizations.
7) Attitude of customers of training organizations to integrated
marketing communications in building customer relationship correlates with level of
relationship with training organizations.
8) Attitude of customers of training organizations to integrated
marketing communications in building customer relationship correlates with customer
loyalty to training organizations.

3.3 Step 3: Qualitative Research
Step 3 of the research data collection was performed using in-dept interview to
be approved the pattern of integrated marketing communications in building customer
relationship by the experts, the researcher invited 2 academic experts and 2 training
and marketing communication experts. Thus, there are 4 people in total. Their are 2
academic experts who gives lecture on Training and Human Resource Development,
and has been a lecturer on establishing vision and strategies for organizations for
more than 15-20 years and 2 vocational experts who has a master degree in Training
and Human Resource Development and more than 10 years of experience as training
and human resource development
Vocational Expert 2: Head of Coordination of an university training center
with more than 10 years of experience in designing and evaluating training programs,
creating database of customers in training organization, and coordinating with the
trainees discussions to answer research question 3: What is the pattern of integrated
marketing communications in building customer relationship in government training
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organizations, private training organizations and university training centers in
Thailand?. This step included the following:
1) Expert Interview was done by voice recording and making notes of
the response. The interview is 30 minutes long.
2) As for questions and order of questions, the researcher designed the
questions by considering the pattern of integrated marketing communications
government training organizations, private training organizations and university
training centers in Thailand
3) The researcher analyzed and synthesized the results from the
interview by using the following steps: Classify and categorize data, putting together
data that are of similar content or concept, connecting ideas or concepts to find pattern
of relationship or the phenomenon being studied and extend the framework or scope
of connection in order to see the overall picture of the idea or the phenomenon being
studied.
4) The researcher used the results from the interview for the analysis,
synthesis, and development of the forms of integrated marketing communications in
building relationship with customers of training organizations.

3.4 Operational Research Framework
From the statement of the problem, review of literature (integrated marketing
communications and training concepts), an operational research framework was
constructed using mixed research methodology that was divided into 3 stages.

3.4.1 First Stage: Qualitative Research
Qualitative research was conducted using structured in-depth interviews of the
executives, head or the person related to training arrangement of training
organizations in Thailand to answer research question 1: What are the integrated
marketing communications for building

customer relationship

in government

training organizations, private training organizations, and university training centers
in Thailand? The research variables of this question included the process of
communication in government, private and university training organizations in
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Thailand, the pattern of marketing communication such as advertising, sales
promotion, Public relations and direct marketing, the objectives of integrated
marketing communications used by government, private and university training
organizations in Thailand, the obstacles of using integrated marketing communications
in government, private and university training organizations in Thailand, the
customers decision to purchase training courses of government private and university
training organizations in Thailand, the way to use integrated marketing communications
by government to build new customers, private and university training organizations
in Thailand and the government, private and university training centers in Thailand
use to build customer loyalty.

3.4.2 Second Stage: Quantitative Research
Quantitative research was conducted using a questionnaire given to 420
respondents, including the customer’s general information, training process, the
criteria for media exposure, integrated marketing communications in building
customer relationship (public relations, advertising, personal selling, sales promotion
and direct marketing), the level of customer relationship (recognizing the traning
organizations, interest and accepting the training organizations, connecting with the
training organizations, participating in activities with the training organizations and
advocating the training organizations) and the Customer loyalty.

3.4.3 Third Stage: Qualitative Research
Qualitative research was conducted using a in-dept interviews to answer
research question 3: What are the pattern of integrated marketing communications
in building customer relationship in government training organizations, private
training organizations, and university training centers in Thailand?
The operational research framework of The Pattern of Integrated marketing
communications in Building Customer Relationship in Government Training
Organizations, Private Training Organizations, and University Training Centers in
Thailand is presented in figure 3.1.
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From the figure 3.1 shown the research on “The Pattern of Integrated
marketing communications in Building Customer Relationship in Government
Training Organizations, Private Training Organizations and University Training
Centers in Thailand” is a mixed method research. In qualitative research stage, indepth interview was conducted with a sample group of 9 people who are the
executives, head or the person related to training arrangement. They are from 1)
Government training organizations: Security Control Office of Department of Energy
Business under Ministry of Energy, Department of International Trade Promotion
under Ministry of Commerce, and National Defence Studies Institute, Thailand
National Defence College, 2) Private training organizations: HRDI Company Limited,
Top Service Training Company Limited, and Entraining Company Limited, 3)
University training centers: Office of Training Human Resource Development in
Mahanakorn University of Technology of Technology, Training Center of University
of the Thai Chamber of Commerce, Training Center of Sripathum University
(Chonburi Campus). The topics used in the interview consists of: 1) the process of
communication goverment training organizations, private training organizations and
university training centers in Thailand, 2) The pattern of integrated marketing
communications such as advertising, sales promotion, Public relations, and direct
marketing of goverment training organizations, private training organizations and
university training centers in Thailand 3) The objectives of integrated marketing
communications in goverment training organizations, private training organizations
and university training centers in Thailand, 4) the obstacles of integrated marketing
communications in goverment training organizations, private training organizations
and university training centers in Thailand, 5) Decision making of customers in using
the service of goverment training organizations, private training organizations and
university training centers in Thailand, 6) Strategies of using integrated marketing
communications to attract customers of goverment training organizations, private
training organizations and university training centers in Thailand, 7) Strategies of
building customer loyalty in goverment training organizations, private training
organizations and university training centers in Thailand. In quantitative research
stage, a survey was conducted by using questionnaire with the customers of the above
training organizations. Each type of training organization received 120 sets of
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questionnaire, so there were 420 respondents in total. This is to study media exposure
or marketing communication instruments, attitude, level of relationship, and Customer
loyalty to training organization. Afterward, the results were analyzed and synthesized
to determine the pattern of integrated marketing communications in building customer
relationship in goverment training organizations, private training organizations and
university training centers in Thailand. Then it was presented to the 4 experts for
improvement and development to make it more correct and appropriate.

CHAPTER 4

THE STATUS OF INTEGRATED MARKETING
COMMUNICATIONS IN BUILDING
CUSTOMER RELATIONSHIP

Chapter 4 covers the the results of the research in the first stage. Qualitative
research method was used in pilot study and structured in-depth interview to
accomplish research objectives number 2 which is to study integrated marketing
communications in building customer relationship in goverment training organizations,
private training organizations and university training centers in Thailand. Data was
collected from 9 people who were selected by purposive sampling. They were willing
to give important data for the research. The first 3 people in the group are data
providers from government training organizations: Director of Security Control
Center of Department of Energy Business (DOEB) under the Ministry of Energy,
training advisor and regular program teacher from National Defense Studies Institute,
and Director and Head of Strategy Department of the Office of Public relations and
Organization Communication of Department of National Trade Promotion under the
Ministry of Commerce. The next 3 people in the group are data providers from private
training organizations: Executive Manager of “Top Service Training”, Executive
Manager of “Entraining” and Executive Manager “HRDI Company Limited.” The last
3 people in the group are data providers from university training centers: Head of
Coordinating Division of the Office of Human Resource Training and Development
of Mahanakorn University of Technology of Technology, Director of Academic
Center of University of the Thai Chamber of Commerce, and Curriculum Director of
Master of Communication Arts Program in Sripatum University (Chonburi Campus).
The results of the research are presented in the form of descriptive analysis.
Data analysis has been divided into 7 sections: 1) Communication process in
goverment training organizations, private training organizations and university
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training centers in Thailand 2) The pattern integrated marketing communications in
building customer relationship in goverment training organizations, private training
organizations and university training centers in Thailand 3) The objectives of
integrated marketing communications in building customer relationship in goverment
training organizations, private training organizations and university training centers in
Thailand 4) Obstacles of integrated marketing communications in building customer
relationship in goverment training organizations, private training organizations and
university training centers in Thailand 5) Decision of customer to purchase training
courses of goverment training organizations, private training organizations and
university training centers in Thailand 6) Strategies of integrated marketing
communications to attract new customers in goverment training organizations, private
training organizations and university training centers in Thailand 7) Strategies to build
Customer loyalty in goverment training organizations, private training organizations
and university training centers in Thailand.

4.1 Communication Process in Government Training Organizations,
Private Training Organizations and University Training Centers in
Thailand
Communication is the basic foundation of human relationship and is an
important tool in social process. We use communication as an instrument to
accomplish the objectives of various activities and to live peacefully with others in the
society. Communication also leads to changes in knowledge, attitude and behavior of
human.
Communication Process, in general, begins with “Sender” who collects data or
thoughts from resources and sends them to “Receiver” by transforming them into
written message, tone of voice, colors, movement, etc. This is “Message,” which can
be encoded in symbols or signals and sent to Receiver through communication
channels, or can be sent to Receiver directly. Receiver gets the Message and interprets
it according to their understanding, environment, or past experience.
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After processing the data received from in-dept interview with data providers,
information about communication process in public, private, and university training
centers can be summarized as follows:
1) Sender- This is the person who can encode the message and have
thorough knowledge in the information being sent. Sender can adjust the level of the
content to be appropriate for message receivers. Here is the list of senders in training
organizations:
(1) Executive of Training Organization – Creating communication
plans for customers, meets and discusses with personnel responsible for training
courses, assigns work to appropriate persons, determines the form of the training
courses, determines who will be the customers of the program and discusses about
information received from customers.
(2) Employees or Personnel of Training courses – Present news
and information about training courses through various media such as e-mail, direct
mail to the target group, and social media like Facebook, Line, etc. They also design
and produce some of the media by themselves, such as pamphlets, handbills, and
teaching publications. They hire external companies to create websites and design the
layout, then they will upload news and information about the activities of the
organization.
Contacting customers, training personnel needs to seek customers, offer
the training courses, and answer their questions about the program. They have to take
care of customers before, during, and after the training program.
As one key informant, Director and Head of Strategy Division of the
Office of Public relations and Organization Communication of Department of
National Trade Promotion under the Ministry of Commerce, explained his viewpoints
on the roles of senders in goverment training organizations,

Primary duty of Department of National Trade Promotion is to facilitate the
exporters, or Thai producers who want to sell their goods in other countries.
So our Department is the sender. We meet and discuss with business owners
by arranging conferences with trade associations in every type of industry,
Thai Chamber of Commerce, and the Federal of Thai Industries every month
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to learn about how the government plans to support the private sector. We
regularly keep in touch. (Thanawut Naigowit, personal communication, August
21, 2015)

The training advisor and full time teacher of National Defense Study
Institute, the following opinion was given concerning the roles of sender in goverment
training organization, saying

The executives delegate responsibilities to the divisions. There are
Development Study Division and Administration Division. The first division
is in charge of taking care of customers and training courses. The second
division manages materials and facilities, as well as media. They receive
information from Development Study Division and produce the media. (Pairoj
Sunpakit, personal communication, February 8, 2015)

The executive of Top Service Training, there was the following opinion
about the role of sender in private training organization, saying

The executives participate in the communication and express emplyees
opinions. The employees also join them because they are the ones who
directly hear from the customers. The executives listen to the employees and
let them suggest ideas such as how to give the best benefits to customers and
what are the major problems that the customers have. Together, they make
decision about which solution to use. The employee not always the decision of
the executives alone. (Thaweewon Kamolbut, personal communication, January
30, 2015)

The Director of Academic Center of University of the Thai Chamber of
Commerce, there is the following opinion about the roles of sender in university
training center, saying
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In the beginning of the project, the executives make plans together, how they
want the project to come out, what are the target group, who are the audience,
who the customers, is it a long-term or short-term project, what is the goal.
Then, they design the project and the media that they want to use. (Arrada
Mahamitra, personal communication, February 15, 2015)

The Curriculum Director of Master of Communication Arts Program in
Sripatum University, there is the following opinion about the roles of sender in
university training center, saying
If some people want to talk to the executive about what they need, the
executive would go and talk to them by himself, instead of sending a
representative. This is because others may not understand the issue. Most
officers are responsible in require someone who is an expert and really knows
about it. After the talk, they will have to offer advices, and most general
officers will not be able to make decisions on that. (Pariya Rinrattanakorn,
personal communication, September 24, 2015)
2) Message means information, words, or symbols presented through
the media. The training organization delivers the message to the customers with the
following content:
(1) Details of the training program such as topics, trainee
qualifications, period of training, venue, price, and benefits from the program.
(2) Trainer Profile Information which clarifies that he or she has
the credibility and experience to transfer knowledge and skills to the customers.
(3) Background of organization, presenting how the organization
was founded and what are the services offered.
(4) The articles written by the executive or the trainer, which are
interesting and beneficial to general readers. This is presented through the
organization’s website.
The Curriculum Director of Master of Communication Arts Program in
Sripatum University, explained his viewpoints on the content of the message sent to
receivers of university training center
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Training organizations’s communicate is the content of the training program,
each section of the program, the length of the training or the schedule,
qualifications of the customers, the benefits they will receive, and the price. If
it is an English course, we need to tell them which level is our program. Is it
for the executives or for general employees? Therefore, what we communicate is
the plan of our program. (Pariya Rinrattanakorn, personal communication,
September 24, 2015)
The Director and Head of Strategy Division of the Office of Public
relations and Organization Communication of Department of National Trade
Promotion under the Ministry of Commerce, this opinion about the content of the
message sent to receivers of goverment training organization, saying
The content of the message talks about the goal of our program and the target
group of each program. It also tells them if the program is basic, intermediate
or advance so they know who should participate. There is also the detail of the
lecture, the topics, the lecturer, and the expected outcomes. It will help them
choose which course to register. (Thanawut Naigowit, personal communication,
August 21, 2015)
The training advisor and full time teacher of National Defense Study
Institute, the following opinion was given concerning content of the message sent to
receivers of goverment training organization, saying
The content is everything related to the program and the lecturer. National
Study Defense Institute usually invites qualified lecturers from various
ministries. They are people with experience or politicians or scholars, only
those with high qualifications are invited to lecture to National Study Defense
Institute. (Pairoj Sunpakit, personal communication, February 8, 2015)
The Executive of HRDI training company, there was the following
opinion about the content of the message sent to receivers of private training
organization, saying
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Most are about the background of the company, our services. HRDI triaining
also include the pamphlet with the whole profile of our organization. (Wullop
Yaiying, personal communication, January 21, 2015)

The Executive of Entraining Company, there was the following opinion
about the content of the message sent to receivers of private training organization,
saying

Entraining have 4 related website. First one is www.pakornblog.com, second
one is called “Entraining”, third one is called “Coach at work”, and the fourth
one is “Peek Potential.” Pakornblog is personal website of the trainer;
presenting interesting articles and opinions and stories that trainer wishes to
share. (Pakorn Wongrattanapibool, personal communication, February 28,
2015)

3) Media- the channel or the method to bring the message to the
receiver. Training organizations communicate through many types of media, as
follows:
(1) Print media, such as pamphlet, handbill, poster, journal, and
handout
(2) Television media, such as broadcasting through Free TV or
channel owned by the organization
(3) Radio media, such as 101 Mhz, 97 Mhz, and 96.5 Mhz which
are the frequencies that focus more on spreading knowledge than playing music.
(4) Internet media, such as organization’s website, word search
through Google.
(5) Social Network Media such as Facebook, Line, and YouTube
(6) Personnel media such as staff/employees, and project partner
(7) Souvenir media such as jacket, T-shirt
(8) Activities media such as setting up booth in events
The Director of Academic Center of University of the Thai Chamber of
Commerce, explained her viewpoints on the media used by university training center

116
Most are internet media like website, Facebook. There’re also posters,
depending on the project. If it is internal or within university, we use posters.
We won’t use them for external project, unless the project owner sees that
using posters is effective for the project. We also have pamphlets: printout
version and download version. We have journal that is co-produced by the
university and the Chamber of Commerce. The members of the Chamber and
all the customers receive this journal every month. As for television media,
each team discuss among themselves. Most of the content from the university
presented in television media is about Bachelor or Master Program. Training
Division also produces some scoops but not very frequent. We post in
Youtube too. Last year we were on Channel 9. This year we’re on Channel 5
in “Family Business,” a program produced by the university itself. Each week
they promote different things. (Arrada Mahamitra, personal communication,
February 15, 2015)
The Director and Head of Strategy Division of the Office of Public
relations and Organization Communication of Department of National Trade
Promotion under the Ministry of Commerce, we found this opinion about media used
by goverment training organization, saying

Apart from pamphlets, website and regular email, we may publicize through
the radio or sometimes the newspapers. For example, If we’re going to do a
seminar on E-Commerce at Sirikit Convention Center and want about 100-200
participants, the Ministry of Commerce might use the radio and newspapers
for public relations, because it is a big project. But if it is a course for 50-100
people, we just use regular website and maybe some advertising through radio
as main channels. We ask the DJ to talk about us and advertises through
different frequencies, such as 101 Mhz, 97 Mhz, 96,5 Mhz. These are
knowledge radio stations, not for music. In some frequencies that mostly
discuss the economics, sometimes they have breaks and we advertise that if
you want to do export business, but you don’t know how, just come to
National Trade Promotion Department, we have an institute that gives you
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knowledge. Then the Ministry of Commerce give them the phone number. Our
department arranges 10 large exhibition fairs per year; they’re such big events
that we need to use Impact Arena. Hundreds of business owners come to the
events. Some are newcomers that apply to work with the department but never
been trained. We use this information for our next public relations. The
Ministry of Commerce also set up booth in the fair so that we can tell business
owners and other people who come to the event that we offer training
seminars. It can be a method of public relations that reaches our target group.
(Thanawut Naigowit, personal communication, August 21, 2015)
The Director of Security Control Center of Department of Energy
Business (DOEB) under the Ministry of Energy, the following opinion was given
concerning media used by goverment training organization, saying

The DOEB use television and radio only when we have a project, because
these kinds of media are usually expensive. Normally DOEB cannot set up
budget for such media, except in the case of a project, like Safe and HighQuality Gas Station Project. In this case we can use budget of the project to
advertise by television, radio and print media. (Somboon Nhookaew, personal
communication, February 18, 2015)

The Executive of Top Service Training, there was the following opinion
about media used by private training organization, saying

Media of Top Service Training includes small, lovely posters, website,
Facebook. We have fan club on our Facebook and they share the news for us.
As for website, some organizations search via Google and found us. They are
not our fan club but they are organizations with budget. When they found our
promotion, they call. Top Service Training also share content in YouTube.
(Thaweewon Kamolbut, personal communication, January 30, 2015)
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The Training advisor and full time teacher of National Defense Study
Institute, the following opinion was given concerning media used by goverment
training organization, saying
National Defense Study Institute using electronic media by website
development and hardware or equipment development by the help of our
students. Some of them have high abilities. Some are from ICT organization.
Some are from mass media business. They can help us develop the media to
be more modern and stable. We also use souvenirs as media. We give away
things that the students like, such as bags and shirts with our logo. When they
go on our field trip, we give them a jacket with our “National Defense
Institute” logo, and a white shirt with the same logo. We put our logo in
everything to show that we’re an institute. It is also a way to publicize. (Pairoj
Sunpakit, personal communication, February 8, 2015)
The Executive of HRDI training company, there was the following
opinion about media used by private training organization, saying
Project Partner is a personnel media that can spread all over the country. It is
also network marketing. Our staff find customers, and provide data, profile,
brochure and pamphlet for project partner. The first duty of project partner is
marketing. He or she deals with customers, makes proposals to present to
customers until they confirm to use our service by signing service offering
letter or making contract in case it is a large project. That is the whole
marketing duty of project partner. Next is operation duty. They make plan and
implement it for customers, whether it is training program or consulting.
Project partner doesn’t need to operate the training program. In some projects,
there are more than one project partner. There is a memorandum at the
company stating their work and their payment. Each one has his or her
personal name card. When our company approves an applicant as a project
partner, we will give them their name card. All the name cards are in similar
form. Just the phone number is different. (Wullop Yaiying, personal
communication, January 21, 2015)
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After processing the data from in-depth interview, researcher found that
media using in training organization can be divided into 3 parts: before, during, and
after training.
1) Before Training: The media used in this process has a
purpose to publicize and advertise the training program. They are organization’s
website, word search in Google, e-mail, pamphlet, letter, schedule calendar.
2) During Training: The media used are video for introducing
the organization, training handouts, presentation slide, souvenir with organization
logo such as paper, pen and bags.
3) After training: The media used are certificate, photographs
showed on organization website and Facebook, photograph CD, and booklet
containing content related to the program.
The Head of Coordinating Division of the Office of Human Resource
Training and Development of Mahanakorn University of Technology of Technology,
there was the following opinion about the media used in the process of training,
saying

Before training we send letter or e-mail to customers. MUT training centers
publicize about the program in our Facebook. Usually a schedule calendar is
attached with the letter. During training MUT training centers present VTR to
introduce the university, give away handouts, bags, pens, papers…with our log
screened on them. We also post photographs of training on the Facebook, and
for some organizations, MUT training centers send certificates to customers.
(Suwaree Thiangthat, personal communication, January 27, 2015)

The Executive of Entraining Company, there was the following opinion
about the media used in the process of training in private training organization, saying

Before training we do e-marketing so customers can come back to see the
information on the website anytime they want. During training we use
handouts, presentation slides, pictures are taken to upload on the website later.
After training we follow up and send additional information, documents, and
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tools to our customers. Customers can also review what they learn by
watching the program VDO on the website. There’s also a mini booklet of
self-development such as Negative Emotions Management, Self-Development
for Success, Life-Changing Questions. The book is all about self development,
small enough for one to carry around. (Pakorn Wongrattanapibool, personal
communication, February 28, 2015)

4) Receiver- means a person or a group of persons who are the target
of the communication. Primary target group of training organization is the people who
are directly related to the training courses offered by the organization, such as
interesting organizations. Secondary target group is the people who are not directly to
the training organization such as mass media or the press. If the receiver is satisfied
by the training, they will recommend it to others.
The Director of Security Control Center of Department of Energy
Business (DOEB) under the Ministry of Energy, explained his viewpoints on the
receiver of goverment training organization

Actually general people are our customers. The main purpose of our law is to
keep people safe. Well, the business owners that apply for our permit are
direct customers. For example, when a petroleum company wants to set up a
gas station or ask permission to operate a petroleum business, they become our
customers. The people are our indirect customers because they are petrol users
and they have to use the service of gas stations. This also includes the people
in the communities near gas stations. (Somboon Nhookaew, personal
communication, February 18, 2015)

The Executive of Entraining Company, there was the following opinion
about receiver of private training organization, saying
Entraining have a wide scope of receivers because we offer both public and inhouse programs. So, any organizations that want trainings are our customers.
They are public and private organizations. The criteria are based on the
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number of employees and the needs of customers, like what programs they
want to have in one year. (Pakorn Wongrattanapibool, personal communication,
February 28, 2015)
The Curriculum Director of Master of Communication Arts Program in
Sripatum University, there is the following opinion about receiver of university
training center, saying
Most receivers are manufacturing factories, service businesses, and
communities. Sripatum have many academic services for communities. We
also have some SMEs but our number one receivers are manufacturing
factories. Srioatum look at every group. There are primary groups and
secondary groups. In the primary group, Sripatum have people who can take
Master Program with us. Communities are not the main group to learn with us,
but in our view, all the people in every community, every institution, every
organization, can benefit from our academic services. Sripatum can help
develop communities. Furthermore, when we arrange a training program,
Sripatum think about how we want the press and media to publicize it. (Arrada
Mahamitra, personal communication, February 15, 2015)

4.2 The Pattern of Integrated Marketing Communications in Government
Training Organizations, Private Training Organizations and
University Training Centers
Integrated Marketing Communications helps an organizations to communicate
to the customers how it differs from the competitors. The organization can present its
outstanding qualities by various types of marketing tools consistently in the same
direction. This way, the organization can communicate to the target consumers,
making them become more familiar and have more confidence in the organization,
resulting in the behavior that the organization desires.
From processing the information received from in-depth interview, researcher
found that the pattern of marketing communications that government training
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organizations, private training organizations and university training centers use to
communicate with the customers are integrated marketing communications, which
consists of public relations, advertising, sales promotion, personal selling and direct
marketing.
The pattern that private training orgnanizations and university training centers
use are: advertising, personal selling, promotion, and direct marketing.
1) Public relations – It is a way to strengthen credibility of an
organization and it is also a method of publicity. It can show the vision of the
organization in terms of its quality. Training organizations use this form of marketing
communication through various media and organization’s website. They keep adding
new content and information that interest readers, ensuring that the website is
continuously improved and updated. Content of the program, trainer, venue, activity
pictures, and list of organizations who are customers are posted on the website for
credibility.
The executive of Top Service Training, explained his viewpoints on
using public relations in private training organization

When Top service training do Public relations through the website, we add
useful content about 2-3 articles per week. The information on the homepage
is always cycling. Our customers know that they will get something new when
they come to our website. (Thaweewon Kamolbut, personal communication,
January 30, 2015)
The Head of Coordinating Division of the Office of Human Resource
Training and Development of Mahanakorn University of Technology of Technology,
there is an opinion about using public relations in private training organization, saying
MUT training center publicize about our organization through the website,
why it was founded, what programs are beneficial to society, the content, the
trainer, the venue and the organizations that were our customers. MUT
training center inform them about our past success. MUT training center post
pictures of activities from past training courses, so media will attract more
customers to come to our the next program. (Suwaree Thiangthat, personal
communication, January 27, 2015)
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2) Advertising – It is a method of delivering the message through
different channels and paying for the space or broadcast time. Public and university
training centers advertise through a variety of media, choosing ones that are
inexpensive, such as word search in www.google.com, a popular search engine for
people seeking for information. Words used for advertising through search engine can
be words related to the organization or training program, for examples, training,
training provider, free training, free computer training, management training, etc.
The Head of Coordinating Division of the Office of Human Resource
Training and Development of Mahanakorn University of Technology of Technology,
explained her viewpoints on advertising method of private training organization

For advertising, we use word search in Google. Our budget is limited. If we
put too many words in there it would suck money out of us, so we add in only
500 Baht at a time. It doesn’t matter because our name is in the database. After
the money run out, we put in some more. The words we use are general words
like training, training service, free training, computer training, management
training, just ordinary words. (Suwaree Thiangthat, personal communication,
January 27, 2015)

The Executive of Entraining Company, there was the following opinion
about advertising method of private training organization, saying

For advertising, Entraining use key words for people to find us through search
engine. Then they will click to enter our website. Most customers know about
from this channel. (Pakorn Wongrattanapibool, personal communication,
February 28, 2015)
3) Personal Selling – This method uses a representative of the
organization to meet face to face with one or more expecting purchasers with an
objective to sell products or services, answer inquiries, and take orders. Private and
university training centers use personal selling as one of their marketing
communications. These representatives seek customers, meet and talk to them about
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the problem in their organizations and make proposals to offer service. They also
make training contracts with customers, in which they receive a commission as agreed
with the organization. Personal selling is the main strategy of private and university
training centers because it enables discussion and adjustment of training topics to be
as desired by the customers.
The Executive of HRDI training organization, there was the following
opinion about personal selling in private training organization, saying
Marketing channels of HRDI are different from that of others because we have
project partners all over the countries. A project partner has two main duties,
operation and marketing, so it is like network marketing. They will help us
find customers and make proposals and contracts. Most of our project partners
are the people we know. They are the network of people wanting to do their
own training organization but not ready to start the business. A project partner
has full authority to manage the project. They have to manage resources,
people, finance, materials and everything under the regulations of the
company. They have to be aware of all expenses and incomes of the project.
They have to choose trainer and advisor, under the condition that such trainer
or advisor must be those who are registered with our company. If they want to
use an outsider, they have to ask for permission case by case. A project partner
truly has full authority in management. It is a way to sell our programs
through people and it works the best. Selling training courses require us to
discuss about the details with customers and adjust the content of the program;
therefore, this method of selling is more effective than any others. (Wullop
Yaiying, personal communication, January 21, 2015)
The Curriculum Director of Master of Communication Arts Program in
Sripatum University, there is the following opinion about personal selling in
university training center, saying

Personal selling of Sripatum is contact directly to the customers and sell the
program. It is very good method. It is like Sripatum contact and learns about
the problems of that specific company. Sometimes a customer is interested in
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a topic. After we visit them and discuss about their problem, Sripatum can
change or adjust the topic of the training right away. It turns out that the most
general program is customized to be exactly what their company needs.
Selling programs through people is very important. Whether Sripatum will be
able to close the sale or not depends on the talk. Sometimes they think that the
reason they lose personnel is because of the organization but after discussing
with us, they learn that it is because of communication. And Sripatum use that
information to design the course to match their true needs. (Pariya Rinrattanakorn,
personal communication, September 24, 2015)
4) Sales Promotion – It is an activity to stimulate sales and add shortterm value to the products. Private and university training centers usually have price
promotion by discounting training courses and give “free product” by offering free
course. If customers pay within the due date, they also get discount. Nevertheless,
promotion depends on the form of training, number of courses, number of participants
and the length of the course.
The Executive of Top Service Training, explained her viewpoints on
sales promotion in private training organization
The sales promotions of Top Service Training, like this discount a course from
more than 5,000 Baht to just 999 Baht on Saturday, a price that enable
students to come study with us. Some adults are also interested when they see
the price. Another example, in February we give a promotion of “Buy 1
Course Get 2 Courses.” Top Service Training do promotions like this only in
some months. However, if a program is already on sale at special price, like
from 7,000 Baht reduced to 2,599 Baht, they cannot buy one and get two. Our
principles on doing promotion is that we reduce the price to as low as 999
Baht when we want to help the society. We make people know about our new
courses by reduce the price by 50%, or maybe even 70%. During low season,
we can increase sales or do public relations to create awareness of our brand
by do the promotion “Buy One Get Two” thus it is not difficult for customers
to make decision and come here for training. (Thaweewon Kamolbut, personal
communication, January 30, 2015)

126
The Executive of Entraining Company, there was the following opinion
about sales promotion in private training organization, saying
Entraining’s sales promotions during the low season like December, January,
and February. If a customer buys a training course during these 3 months, they
receive a coupon for a free public course. We don’t just go naturally with the
season. Entraining try to arrange training every month, so that Entraining do
not disappear from the stage. As for discount, it is all about negotiation.
Entraining set up new prices and give some discounts or free products, such as
providing handouts because normally our customers bring their own learning
materials. Sometimes Entraining give free VTR as a promotion. (Pakorn
Wongrattanapibool, personal communication, February 28, 2015)
The Executive of HRDI training organization, there was the following
opinion about sales promotion in private training organization, saying
HRDI’s promotion is in-house program. HRDI collect many courses together
and make them cheaper. For public courses, we give away free products like
key chains and do promotion like “if you register now, you get this price.”
HRDI use timing as a condition. HRDI manage by persons. HRDI do not have
a fixed course. If many customers would like to join the course, HRDI can add
more value to the course. The same promotion is possible with some areas,
and not possible with others. HRDI need to adjust our promotions to match the
customers. (Wullop Yaiying, personal communication, January 21, 2015)
The Head of Coordinating Division of the Office of Human Resource
Training and Development of Mahanakorn University of Technology, there was a part
that states the opinion about promotion used by educational training institution, saying
MUT Training center’s promotion focuses on giving free training to additional
person so we can get more participants, like, if three people buy our course,
then we gave a free place to a fourth person. We can also do promotion in
higher number, like, if five customer buy the course; we give free seats for two
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more. Another promotion is for those who pay quickly; they get 5% discount.
(Suwaree Thiangthat, personal communication, January 27, 2015)
The Director of Master of Communication Arts Program in Sripatum
University, there was a part that states the opinion about promotion used by
educational training institution, saying
Sripatum do not really communicate that it is a promotion but pronounce it is
an academic service free of charge. It can be kept into the Academic
Department. Sometimes Sripatum charge at frequent customers rate. Sripatum
only calculate the travel expense and a little gratuity for our staff. If Sripathum
University itself provides the service, it will not charge for the academic
service; only charge when it is another type of service, at an agreed rate
according to the standard. (Pariya Rinrattanakorn, personal communication,
September 24, 2015)
5) Direct Marketing- It is a method of marketing directed to the target
group in order to get a desired response from them. The result of this kind of
communication can be measured. Private and university training centers do direct
marketing with their target group by e-mail, letter, and telephone. E-mail is the more
effective then letter and telephone because receivers can open and read it right away.
However, using e-mail to do marketing must be done in an appropriate way and only
to the target customers, in order to avoid bothering email receivers.
The Executive of Top Service Training, explained her viewpoints on
private training organization uses promotion

Before a training course begins, we use electric brochure. Top Service
Training do not use paper. The brochure is produced as our website and sent
by e-mail. Our website has existed for many years and Top Service Training
have more than 2,000 customer contacts in our database. We have to select
only the target group, otherwise it would be like we are bothering them.
(Thaweewon Kamolbut, personal communication, January 30, 2015)
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The Executive of Entraining Company, there was the following opinion
about direct marketing technique used in private training organization, saying

Entraing have fix time to send e-mails to the customers on our mailing list.
Entraining do that twice a week. Each time we send different information.
Entraining send the email to the people on our list, about 5,000-6,000 people.
Entraining separate them into: current customers of the institution, registered
customers or members, and general customers. (Pakorn Wongrattanapibool,
personal communication, February 28, 2015)

The Head of Coodinating Division of the Office of Human Resource
Training and Development of Mahanakorn University of Technology, there was an
opinion about direct marketing of university training center, saying

MUT Training Center send both emails and letters to give provide them with
information and promotion. E-mail is more convenient for our customers.
Sometimes when people receive a letter, Customers do not open it right away.
But for emails, they open it right away. So this channel is more reaching and
more convenient, I think it is even better than telephone. Sometimes we call
them, but they do not pick up the phone. (Suwaree Thiangthat, personal
communication, January 27, 2015)

After the processing the information from in-depth interview of major
data providers, it was found that goverment training

organizations mainly uses

integrated marketing communication in the form of public relations because most of
their courses are free of charge or inexpensive. They also communicate by advertising
through media such as radio and newspapers. The budget used for advertising comes
from the Ministry that governs the organization. Promotion was used as well, by
discounting or giving out free courses. The type of promotion depends on the year and
the times that the course has been arranged. Besides that, they also use direct
marketing by sending letters and emails to the target group.
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The Director of Security Control Center of Department of Energy
Business (DOEB) under the Ministry of Energy, explained his viewpoints on the
pattern of integrated marketing communications used by goverment training
organization

DOEB focus on public relations because most of our training courses are free
of charge. Our department don’t collect registration fee from our customers,
except in the case that they are petroleum companies or related organizations.
Sometimes we send representatives of provincial energy offices to work in
other provinces on behalf of the department. In that case, we invite them in for
orientation. Also, we use advertising through newspapers, radio, television,
but only for large projects. Specific budget is set for advertisement. We have
the list of the offices and we send official letters to publicize about our
program. DOEB post information on website. (Somboon Nhookaew, personal
communication, February 18, 2015)

The Director and Head of Strategy Department of the Office of Public
relations and Organization Communication of Department of National Trade
Promotion under the Ministry of Commerce, there was an opinion about the form of
integrated marketing communication used by goverment training organization, saying

Ministry of Commerce publicize through website, our main channel.
Information about training courses, seminars, and activities are regularly
updated. We also advertise through newspapers and radio with pay the normal
expenses. Sometimes we use network like government offices; sometimes we
do ask for their help. When we arrange events in other provinces and we use
the radio station of Public relations Department to make announcement. For
promotion, we give annual promotion, depending on the course and the
customers. If they used to learn with us, we give them 10% or 20% discount.
There are also other kinds of promotion. Those who receive a price from any
competition arranged by the department, they can come to trainings for free or
at discounted price. Ministry of Commerce try to find things that motivate
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customers. Even for a course that they have to pay, the price is not expensive
at all. In case of a public program, we put it on the website. But if it a
specifically required program, Ministry of Commerce send e-mail by using
our customer database. (Thanawut Naigowit, personal communication, August
21, 2015)

4.3 Purposes of Integrated Marketing Communications Used by
Government Training Organizations, Private Training Organizations
and University Training Centers in Thailand
Integrated marketing communications has its purposes in creating the image of
the brand and making it known to the people, as well as stimulating the demand of
customers in two ways: encourage existing positive attitude to purchase behavior, and
change the attitude and purchase behavior of the target market. Integrated marketing
communication also creates long-term relationship between the brand and its
customers.
After the processing the information from in-depth interview of major data
providers, it was found that the purposes of integrated marketing communication used
by public, private and university training centers are as followed:
1) To Inform- by suggesting new training courses or provide
information about other activities arranged by the organization
2) To Persuade- by pointing out the outstanding points of the program
and offer promotions to stimulate the demand of customers and lead them to apply for
the training.
3) To Remind- or make customers regularly think of the organization.
Marketing communication helps create customer relationship, which is divided into
five levels: awareness, identity, connected, community and advocacy.
The Director of Security Control Center of Department of Energy Business
(DOEB) under the Ministry of Energy, explained his viewpoints on the purposes of
integrated marketing communications used by goverment training organization:
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The main purpose of communicating to our customers is to inform them of our
news and information, whether it is about the law, the regulations, the training,
or about our projects, so that the customers know and accept our organization.
(Somboon Nhookaew, personal communication, February 18, 2015)

The training advisor and regular program teacher from National Defense
Studies Institute, the following opinion was given about the purposes of integrated
marketing communication used by goverment training organization, saying

The purpose of communicating through different media is to motivate them to
come to training with us. We present to them the final outcome of the training,
which is their ability to use the knowledge to make national plans and
strategies of Defense. It is like the customers are doing community relations
with us. They study about the society and the environment. The results are the
measures and projects to support national security policies and make them
produce the effects. Therefore, everything we do is like we do it all for our
nation, for ourselves. (Pairoj Sunpakit, personal communication, February 8,
2015)

The Director and Head of Strategy Department of the Office of Public
relations and Organization Communication of Department of National Trade
Promotion under the Ministry of Commerce, there was an opinion about the purposes
of integrated marketing communication used by goverment training organization,
saying

Ministry of Commerce communicate by giving them information about the
training courses provided by the Ministry, telling them about the benefits, and
persuading them that they will be satisfied about the program, the exhibition
fair, etc. The customers will get what they want. (Thanawut Naigowit,
personal communication, August 21, 2015)
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The Executive of Entraining Company, there was the following opinion about
the purposes of integrated marketing communication used by private training
organization, saying

The main purpose is to give them information about the training courses and
build awareness. The secondary purpose is to make them feel interested and
contact our organization. After that the sales team will take over. They will
also send letters to remind them of us after they finish the training courses.
(Pakorn Wongrattanapibool, personal communication, February 28, 2015)

The Executive of HRDI training company, there was the following opinion
about the purposes of integrated marketing communication used by private training
organization, saying

HRDI communicate to provide information about the training courses of our
company and use promotion to persuade customers to come to training.
During New Year Festival. HRDI send them cards or give them gift baskets,
showing our customers that HRDI remember and care about customers.
(Wullop Yaiying, personal communication, January 21, 2015)

The Director of Academic Center of University of the Thai Chamber of
Commerce, there is the following opinion about the purpose of integrated marketing
communication used by university training center, saying

The purpose is to give information, to make customers understand the
background the course, the objectives of the course. Second, UTCC want the
customers to recognize our brand. Third, UTCC want to point out to them that
our courses answer their problem in a long run. For example, we must drive
the trade and investment because it is part of driving the country forward.
(Arrada Mahamitra, personal communication, February 15, 2015)
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The Curriculum Director of Master of Communication Arts Program in
Sripatum University, there is the following opinion about the purpose of integrated
marketing communication used by university training center, saying

Sripatum really expect is to let the customers reflect to us about their real
problems. If they do that, we can fix it for them at the root. We want to point
out what benefits they will get from our training. There are many levels of
results, such as building knowledge, building attitude. If they change their
attitude or practice, their behavior will change too. Well, but if their behavior
or practice does not change, at least they have the knowledge about what they
have been trained. (Pariya Rinrattanakorn, personal communication, September
24, 2015)

4.4 Obstacles of Using Integrated Marketing Communications
Government Training Organizations, Private Training Organizations
and University Training Centers
After processing the data received from in-depth interview with our data
providers, research found that public, private and university training centers in
Thailand has the obstacles in using integrated marketing communications as follows:
1) Print media used in public relations is not interesting and too
formal.
The Director and Head of Strategy Department of the Office of Public
relations and Organization Communication of Department of National Trade
Promotion under the Ministry of Commerce, explained his viewpoints on the problem
of using uninteresting print media by goverment training organization
The media used by government office is so outdated. They just give away a
duplicated document. People may think our programs are not very highquality because of low investment. Giving out free courses even make that
worse. People will think the training must be crappy. Good institutions charge
expensive fee and produce good-looking documents and brochures. They use
high technology in public relations. If we do that, we might be able to attract
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more customers. Our problem is that we’re not very attractive to the mass.
(Thanawut Naigowit, personal communication, August 21, 2015)
The Executive of HRDI training company, there was the following
opinion about the problem of uninteresting print media used by private training
organization, saying

If the media is too formal, it is hard to access the customers. Books of course
introduction that we send to them are often thrown into the trash bin. It is
better if we go and talk to them first and send the books afterward. Using the
informal before the formal is more effective. If we start with the formal and
talk to them later, sometimes they do noteven give us a chance. (Wullop
Yaiying, personal communication, January 21, 2015)
2) Mistakes found in training course information such as wrong date
on the training schedule document that cause the customers to book the plane ticket
for the wrong day.
The Executive of Top Service Training Company, explained her viewpoints
on the obstacle of integrated marketing communications concerning mistakes in the
training course information of private training organization

There can be mistakes in the formation or inappropriate language, so before
we send them the documents, we must be very careful. When a mistake was
found, we immediately apologized to our customers and take care of them.
Once it happened when we arranged a goverment training course. The
customers already booked the ticket so we paid the price of the ticket for them.
It is our mistake, not customers. (Thaweewon Kamolbut, personal communication,
January 30, 2015)
3) Communicating the message to the wrong group of customers or
message sent does not reach the target group of our public relations or advertisement.
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The Director of Master of Communication Arts Program in Sripatum
University, explained her viewpoints on the obstacle of integrated marketing
communication concerning mistakes in the training course information of university
training center
Sripatum’s communication doesn’t reach to target group. We don’t
communicate enough. They don’t perceive our message. Sometimes we do it
too narrowly, like tell each individual person. We need to access the center
and let it spread from there in a wide circle. If we tell just one person, it is
possible that the person does not convey the message to others. Only when the
person is an opinion leader that he or she will spread the news. (Pariya
Rinrattanakorn, personal communication, September 24, 2015)
4) The lack feedback from receiver, or after communicating the
information of training courses to the target group and the receiver do not
communicate back to the organization about their desire.
The Director of Academic Center of University of the Thai Chamber of
Commerce, explained her viewpoints on the obstacle of integrated marketing
communication in university training center concerning the lack of feedback from
receiver
If UTCC communicate and customers has respone, that is s successful. But
mostly UTCC do not get any feedback. It is only one-way communication. We
don’t know what the customers think or what they want. Normally, Thai
people don’t ask questions, don’t give feedback. Anyway, we still have to
open our booth in big fairs, do open house, seminar, to build up our brand, not
just do public relations for sales. (Arrada Mahamitra, personal communication,
February 15, 2015
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4.5 Purchase Decision-Making of Customers in Government Training
Organizations, Private Training Organizations and University
Training Centers in Thailand
After processing the data received from in-debt interview with our data
providers, the following information was found about how customers of government
training organizations, private training organizationsand university training in
Thailand make their purchase decision as follows:
1) When there is a new policy or regulation – Trainee come to be
trained in a course that give them knowledge about new policies or new laws that
concern them or have effects on their business.
The Director of Security Control Center of Department of Energy
Business (DOEB) under the Ministry of Energy, explained his viewpoints on the
customer’s decision making of goverment training organization

When there is a new law, new regulation or new practice, a lot of people
would pay attention and come to training. The first step is the drafting of the
law. DOEB invite related people to participate in focus group training. We tell
them that there is going to be this new law; and ask customers from private
sector what they think about it. Can the existing practice support this new law?
After the law is already in effect, we invite them to come to training. DOEB
let them know that the law has been in effect since when and how the
entrepreneurs should behave according to it. DOEB communicate this matter
by sending formal letters from the department directly to them. DOEB also put
an announcement on our website and ask them to come and acknowledge it.
(Somboon Nhookaew, personal communication, February 18, 2015)
2) When the course is free of charge or inexpensive – Trainee usually
come to training in the courses that are free or low-cost.
The Director and Head of Strategy Department of the Office of Public
relations and Organization Communication of Department of National Trade
Promotion under the Ministry of Commerce, explained his viewpoints on customer’s
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decision making in goverment training organization when the course is inexpensive
or free

There have been many business owners who come to take courses with us or
know about us. They are very enthusiastic in seeking knowledge. Most
importantly, most of our courses do not charge; they’re free! Even our courses
that charge are so inexpensive when compared to those of private
organizations. So, they see that coming to our courses is better than nothing, or
paying a little bit of money is worth it. Some business starters try to explore
the programs in many organizations. They look for those that are good and
cheap, which catch customers interest. (Thanawut Naigowit, personal
communication, August 21, 2015)

The Director of Security Control Center of Department of Energy
Business (DOEB) under the Ministry of Energy, explained his viewpoints on
customer’s decision making in goverment training organization when the course is
inexpensive or free, saying

The trainings croures are free of charge. DOEB do not collect registration fee
from the customers of our department, except that they are petroleum
companies or related organizations. For some projects, we let the governor of
provincial energy office manage. They are our representatives in local areas
and DOEB train them for it. DOEB do not collect any fee. Even in the rare
cases when DOEB do, the fee is very low. (Somboon Nhookaew, personal
communication, February 18, 2015)

3) Success of the customers–Trainee usually take courses with
organizations that communicate to them about the success of past customers through
media like television.
The training advisor and regular program teacher from National
Defense Studies Institute, explained his viewpoints on customers making decision to
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come to training in goverment training

organization due to the success of past

customers

National Defense Studie Institue are still doing well on selling courses.
Institue do not need to do many things because those who have graduated
achieve growth in their career. For example, a vice governor finishes the
course and becomes a governor. A deputy director-general finishes our course
and becomes a director-general. They all get promoted. So it becomes an
example that people who come to training here will be successful in their
career. This makes many people want to come here too. Many of them want to
take courses with us but they lack qualification or they have too much work
burden. They have to wait for a really appropriate time to come and take a
training courses National Defense Studie Institue. (Pairoj Sunpakit, personal
communication, February 8, 2015)

The Director and Head of Strategy Department of the Office of Public
relations and Organization Communication of Department of National Trade
Promotion under the Ministry of Commerce, there was an opinion about customers
making decision to come to training in goverment training organization due to the
success of past customers, saying
For decision-making, sometimes they don’t receive the information directly
but they hear about other people. They see on TV about National Trade
Promotion Department. Sometimes they hear about those who have come to
training with us and become successful, become their idols. People know
about them and then learn that they went to us for training. This is how we get
a lot of customers indirectly. (Thanawut Naigowit, personal communication,
August 21, 2015)

4) Customer satisfaction with training courses- Trainee usually make
courses with organizations that design training program which the interest and need
of customers.
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The Executive of Entraining Company, explained his viewpoints on
customer’s making decision to come to training in private training organization
because the topic meets their needs

Our criteria for arranging a program include the needs of our customers.
Entraining consider their plan of training, which courses they will take in a
year. Entraining have 3 types of program. First are the standard programs that
customers can pick the one they like. Second are the already-made programs
which can be arranged in a series of courses. Third are the customized
programs. (Pakorn Wongrattanapibool, personal communication, February 28,
2015)

The Director of Academic Center of University of the Thai Chamber of
Commerce, there is the following opinion about customers making decision to come
to training in university training center because the topic meets their needs, saying

UTCC attempt to make our content meet the needs of the customers.
Examples are finance, investment, trade, entrepreneurs, etc. Our professor
teams are well- prepared on such topics. When the subject meets the needs of
our customers, Customers come to use our service by themselves. (Arrada
Mahamitra, personal communication, February 15, 2015)
5) Expertise of trainer – people make decisions by consider the
experience, knowledge and expertise of trainers.
The training advisor and regular program teacher from National
Defense Studies Institute, explained his viewpoints on customer’s decision making to
take courses with goverment training organization because the trainers have expertise
in what they are going to teach

Trainer is very important to a training course. National Defense Studies
Institute invite trainers who are qualified persons. They are government
officers, experienced people, politicians, scholars, or others who have
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qualifications to be our trainers. Our customers come from public sector;
they’re high-level government officers like deputy director-general or vice
provincial governor or CEOs and presidents of companies. These people will
take a training course with use or not depends on the trainer. They must be
those who are in a level high enough to transfer their knowledge and
experience to the customers. (Pairoj Sunpakit, personal communication,
February 8, 2015)

The Director and Head of Strategy Department of the Office of Public
relations and Organization Communication of Department of National Trade
Promotion under the Ministry of Commerce, there was an opinion about customer’s
decision making to take courses with goverment training organization because the
trainers have expertise in what they are going to teach, saying

Ministry of Commerce have high-quality trainer but the problem is we are
government office and do not have the ability to hire expensive trainers or the
experts. So we get people with real working experience. They are practical
people but may not be very fluent in speaking. We just use the course to attract
them back. (Thanawut Naigowit, personal communication, August 21, 2015)

The Director of Master of Communication Arts Program in Sripatum
University, there was a part that states the opinion about customer’s decision making
to take courses with university training center because the trainers have expertise in
what they are going to teach, saying

Trainers are very important. Sometimes executive are trainers but when
Sripatum use outsiders as trainers, we must know them very well, spend time
with them and listen to them talking. We must know how the way they speak.
It is like selling product. We know which topic our personnel is good at. So, if
we are not the trainers, we must transfer expertise to our trainers. The more we
know them, the more we know what they are good at. We support those who
can speak well but are not good at entertaining by providing a separate
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entertainment team. But for trainers who are good at entertaining, we just
support them with information and they will engage in recreation with the
audience themselves. But if they are not that way, we will not try to change
them. Some trainers are playful but they cannot think of games, so we add the
games in for them. Now they can have fun with the audience. In addition,
closeness between customers and trainer is very important. Trainers should not
stay only on the stage. Most customers come to training because of trainers.
Our website only tells them that we have a training coursee, but what brings
the customers is the trainer. Some people want to learn with particular trainers
until they get their master degree. (Pariya Rinrattanakorn, personal
communication, September 24, 2015)

6) Reputation of the training organization- Customers consider the
reputation of the training organization, like how long it has been founded and how
much credibility it has.
The Director and Head of Strategy Department of the Office of Public
relations and Organization Communication of Department of National Trade
Promotion under the Ministry of Commerce, explained his viewpoints on how
customers decide to receive the service of goverment training organization because of
the reputation of the organization

Our institution of knowledge has been founded for ten years. UTCC are
confident that business owners in the association of Chamber of Commerce
are interested to participate in our programs continuously because of our
reputation. Training is a way of human resource development. They send in
their personnel and we have customers regularly. When large companies take
in new employees or promote new managers, they will be sent to us in for
learning. (Thanawut Naigowit, personal communication, August 21, 2015)

The Director of Master of Communication Arts Program in Sripatum
University, there was a part that states the opinion about how customers decide to
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receive the service of private training organization because of the reputation of the
organization, saying

Customers often ask if they will receive a certificate. It is one point that makes
them want to join the training. Receiving certificate from an educational
organization gives them good reputation.Sripatum do not easily give
customers certificate. They must participate in the program not less than a
specific number of days in order to receive it. (Pariya Rinrattanakorn, personal
communication, September 24, 2015)
7) Atmosphere of training – Customers do not always like having
training course arranged in hotels. Sometimes they like home training where they can
relax and learn better
From an interview with the executive of Top Service Training
Company, explained his viewpoints on how customers decide to take the service of
private training organization because of the atmosphere the training:

Customers give feedback that they like home training. They go to hotels for
training most of the time and they feel bored in the morning to find the same
atmosphere everyday. Hotel room is like a square box where one cannot see
the sky or big trees and cannot take a walk in the garden. So we provide home
training so they can see the sky and find the trees surrounding them. It is a
laid-back atmosphere for learning and it increases

the effectiveness of

learning. (Thaweewon Kamolbut, personal communication, January 30, 2015)
8) Words of mouth – people decide to come to training with
organizations after they hear from people who used to be the customers.
The Executive of Entraining Company, explained his viewpoints on
how customers decide to take the service of private training organization because of
words of mouth
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Entraining past customers tell others about us because new customers new us
that someone recommend this organization to them. I think 60%-70% of our
customers choose our service because of recommendation. Human Resource
has its own circle. About 80% of those who came to training with us return
again and bring new customers with them. (Pakorn Wongrattanapibool, personal
communication, February 28, 2015)
9) Modern tools or equipment – customers consider modernity of tools
and equipment used in the training.
The Head of Coordinating Division of the Office of Human Resource
Training and Development of Mahanakorn University of Technology, explained her
viewpoints on customers making decision to come to training with educational
organization because of modern materials and equipments

Customers often say that they take our training program because of modern
tools and equipment that MUT Training Center use during demonstration.
They are new and easy-to-use. We receive very good feedback especially in
engineering-related programs. (Suwaree Thiangthat, personal communication,
January 27, 2015)
10) Staff answering questions or inquiries –trainee decide to take
training courses if they receive correct and prompt answer from the personnel.
The Executive of Top Service Training Company, explained her
viewpoints on how customers decide to take the service of private training
organization because of how the staff answer their questions or inquiries

Staff of Top Service Center are very important resource of our company. They
talk to the customers and put in full effort to ensure that customers get the best
service. They listen to the problems of customers, find out what they need, and
see what they can do. This is why we give so much importance to our
employees as if they are brothers and sisters. We do not treat them like
superior treating subordinate. We ask them to help out with things and let
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them share each day about what special request of our customers. (Thaweewon
Kamolbut, personal communication, January 30, 2015)

The Director of Academic Center of University of the Thai Chamber of
Commerce, there is the following opinion about how customers decide to take service
of university training center because of how the staff answer their questions or
inquiries, saying

Customers are mostly satisfied with our personnel. They are always ready to
answer questions. To become part of our team, one must have the right
attitude and able to respond at all time. (Arrada Mahamitra, personal
communication, February 15, 2015)

4.6 Strategies to Attract new Customers of Integrated Marketing
Communications of Government Training Organizations, Private
Training Organizations and University Training Centers in Thailand

Building customer relationship is a way to seek and retain all types of
customers that bring profit to the organization. Designing strategies is a way to attract
new customers for transaction, which is the main activity of the organization, and to
retain existing customers to gain long-term profit from them.
From in-depth interview with data providers, the research has found the
following strategies for attracting new customers, which are used by public, private
and university training centers as follows:
1) Directly contact the responsible work unit and talk to officers or
personnel responsible in arranging training courses with organizations in order to
enable the decision-making process to be as fast and convenient as possible.
The Director of Security Control Center of Department of Energy
Business (DOEB) under the Ministry of Energy, explained his viewpoints on
strategies to attract new customers used by goverment training organization
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Normally DOEB contact those who are responsible in coordination and
arranging training. This way is very fast. Some of our major customers like
PTT have their own personnel whose duty is to coordinate with government
offices. They directly communicate with us and we contact them. The
communication is ongoing. (Somboon Nhookaew, personal communication,
February 18, 2015)

2) Communicating about the quality of the organization because most
customers want to take courses with high-quality organizations, so it is necessary to
communicate to them that the organization has the form of training that they can
participate by sharing opinions, and that they will be well-taken care of and followedup after the training finishes, which creates good attitude to the organization
The Executive of Top Service Training, explained her viewpoints on
strategies to attract new customers used by private training organization
Top Service Training’s strategies to attract new customers is the quality of the
course. Actually we show the new customers how we teach because they want
to see it. After they see it, they have better attitude. What we show to our new
customers is not the old-style teaching like training center, in which they have
to sit and listen to lecture. This doesn’t really help them. Our method makes
them feel that it solves their problem. It allows the customers to exchange
opinions. New customers will find that we are good at making people
participate. Another important thing is that we do follow-up. We give
homework and let them hand in the finished homework. It is not like nine-tofive daily routine and then it is over. We assign them something and they will
feel that we have not abandoned them. Top Service Training still want to take
care of customer. (Thaweewon Kamolbut, personal communication, January
30, 2015)

3) Making the communication accessible, comprehensive and complete
by contacting human resource department, existing customers and new customers, as
well as adding variety to the courses to meet the needs of customers.
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The executive of Entraining Company, explained his viewpoints on
strategies to attract new customers used by private training organization
Entraining’s strategies are to be accessible, comprehensive, and complete. It
means that we have to access those who have the authority for decisionmaking and are directly responsible in this matter, like going directly to
Human Resource Development or HRD. Being comprehensive means we
cover everyone, old and new customers. Complete means that we are able to
answer the needs of our customers by having variety in our courses. We have
7 categories of courses in our company. Each category has tens of programs.
This is why we are completed. (Pakorn Wongrattanapibool, personal
communication, February 28, 2015)

4) Focusing on direct marketing communication by using our
personnel or those who are directly responsible in training courses to seek new
customers and giving them the commission as financial reward.
The Executive of HRDI training company, there explained her
viewpoints on strategies to attract new customers used by private training
organization

HRDI mainly use direct marketing by letting our project partners to find
customers. We give them financial reward for their marketing work. As for
current customers, we focus on retaining the relationship, but we also use
people to do that. We keep in touch continuously like sending small news to
their emails. As for new customers, I think it is more appropriate to use project
partners. (Wullop Yaiying, personal communication, January 21, 2015)

5) Creating attractive names for the training courses is also a
communication strategy to attract customers by making the message interesting and
attractive.
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The Director of Master of Communication Arts Program in Sripatum
University, explained her viewpoints on strategies to attract new customers used by
university training center
Mostly we make it interesting. We don’t just use ordinary names but we make
them attractive like “How to Market Like a Guru” or “Seven Strategies
Proffesional Marketers Need to Know.” We use words like this for our topics
too. I think it is important. For minor topics, we put in gimmicks. We don’t
use words like direct marketing. But we use like “Seven Grammar Rules You
Should Know” or “How to Present and Win the Heart” We just have to make
sure what we communicate grab the interest of customers. What we present
must be interesting. (Pariya Rinrattanakorn, personal communication, September
24, 2015)
6) Building customer relationship by listening to their problems and
designing the course specifically according to their needs. In some cases, just
adjusting the topics of a course is enough to make it specific for an organization.
The Director of Master of Communication Arts Program in Sripatum
University, explained her viewpoints on strategies to attract new customers used by
university training center
Sripatum use Customer relationship management or CRM. We look at our
customers and build relationship with them, finding out what problems they
have. CRM is our strategy. Another one is that we don’t only create mass
courses. We focus on making courses that respond to the needs of customers.
In terms of marketing, some organizations divide courses by mass, and some
divide by segment. We even go smaller than segments. We do customization,
following our customer needs one by one. What their problem is…what their
needs are…we go and help them. Sometimes we listen to their problems and
we look through our courses. We can just add or reduce content or change
trainer, making it more matching to their view. Now, we can do an in-house.
No need to design a new course. (Pariya Rinrattanakorn, personal communication,
September 24, 2015
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4.7 Strategies Used by Government Training Organizations, Private
Training Organizations and University Training Centers in Thailand
to Build Customer Loyalty

Building customer loyalty is an end goal but actually it is just a stop before
returning to the sales step. In order for an organization to succeed, it is not enough to
only consider the growth of the business. Every organization needs customer loyalty.
It must be confident that customers are not hesitating to purchase the products or
services from the organization. Customer loyalty is a resource that makes the brand
powerful and leads to words of mouth that spread to other customers.
From in-depth interview with data providers, the research has found the
following strategies for building customer loyalty, which are used by public, private
and university training centers as follows:
1) Quality of the training courses – the organization focuses on the
development of training course quality and organization quality. Customers are able
to apply the knowledge from the training to their real work life, which creates loyalty
and makes them return to the organization for more service.
The Director and Head of Strategy Department of the Office of Public
relations and Organization Communication of Department of National Trade
Promotion under the Ministry of Commerce, explained his viewpoints on strategies
for building customer loyalty by quality of training courses used by goverment
training organization

Ministry of Commerce’s customers will have loyalty when they find that our
courses have good quality. We don’t sell by discouting because most of our
courses are free, no price. So we have to sell our quality. If our courses are
good, the customers will return and will bring others with them. (Thanawut
Naigowit, personal communication, August 21, 2015)
From an interview with the executive of Entraining Company, there was
the following opinion about strategy for building customer loyalty by quality of
training courses used by private training organization, saying
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Talking about Customer loyalty, Entraining do have our strategies. The form
of our training focuses on making changes happen to customers. So the key
word that we emphasize is that most of our old customers return to us because
our training is effective. The second strategy is that we give homework to
them for practice, so they feel that they can apply what they learn to real life.
(Pakorn Wongrattanapibool, personal communication, February 28, 2015)

The Executive of HRDI Company, there was the following opinion
about strategy for building customer loyalty by quality of training courses used by
private training organization, saying

To build customer loyalty, HRDI attempt to communicate to them that our
work is of good quality. One of our guarantees is that we got ISO 9001 2008.
We want our customers to see that we have standards. This is what our
company focuses on. So for the matter of loyalty, we emphasize the quality of
our work. (Wullop Yaiying, personal communication, January 21, 2015)
2) Getting participation from customers during the course – the
organization arranges training course in the form of workshop. Customers are
separated into groups and do relationship-buliding activities together. This creates
network of customers and loyalty that bring them back for more training. Customers
usually bring other customers that that know to come with them in new courses.
The training advisor and regular program teacher from National
Defence Studies Institute, explained her viewpoints on Customer loyalty strategy of
getting participation from customers, which is used by goverment training
organization

National Defence Studied Institue has a one-month orientation course to
prepare customers with specific academic knowledge on military and work
units related to the army. We also have training for masters; those who are
leaders might get a scout training. We separate the scout into teams. It is like
ice breaking activity. Each team of the scout will have strong bond within their
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team, and they will also create bonds with other teams or the next generation
of scout. Basic experience from scouting is very important. The customers will
feel that they don’t want to be trained anywhere else but here. After they
graduate from our institute, they can recognize one another by telling which
scout team they are from. All the basic skills also come from this training. For
example, management skill can be trained by working in teams, creating
bonds, and communicating within the team. Scout team is very important.
They recognize one another everywhere they go and they have fun together.
Then they come back for more training together. (Pairoj Sunpakit, personal
communication, February 8, 2015)

The Director and Head of Strategy Department of the Office of Public
relations and Organization Communication of Department of National Trade
Promotion under the Ministry of Commerce, there was an opinion about customer
loyalty strategy of getting participation from customers, which is used by goverment
training organization, saying

Customer loyalty can come from network. When a trainee comes to the
course, he or she gets to know about 20-30 other customers who are business
owners. It becomes a network that our organization helps creating and they
will feel a bond with us. Whenever we have a new program, they will come to
training together like a group or team. This includes going on field trips
abroad. After a trainee goes a trip, he comes back and calls others to join him
on the next trip. Sometimes more than ten of them come at the opening fair.
(Thanawut Naigowit, personal communication, August 21, 2015)

The Executive of HRDI training company, there was the following
opinion about how private training organization uses participation from customers as
a strategy of building Customer loyalty, saying

Training courses in the form workshop focus on people-center procedure. It is
the concept of our company to have workshop in every program. It is like our
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regulation. When customers have participation in the training, they want to
come back again. (Wullop Yaiying, personal communication, January 21, 2015)

The Executive of Top Service Training, there was the following opinion
about how private training organization uses participation from customers as a
strategy of building customer loyalty, saying

Customers find that they have opportunity to participate and share their
opinions. They find that here is different than other training institutes. It is also
what they want because it is concrete. It is not just good teaching. What
matters is that after teaching customers feel that they have participated.
(Thaweewon Kamolbut, personal communication, January 30, 2015)

The Director of Master of Communication Arts Program in Sripatum
University, there was a part that states the opinion about how university training
center uses participation from customers as a strategy of building customer loyalty,
saying

The training must have an atmosphere of coaching, not lecture. Customers
must have hands-on practice, not just sit and listen. We give them activities.
For example, in the beginning we play games so they grow familiar with each
other. However, when customers come from the same organization and same
department, it can become difficult. In some in-house training, people just
walk directly to their department in the middle of the training. They don’t stay
the whole time. We need to find something that attracts them. Getting them to
participate is a good technique. (Pariya Rinrattanakorn, personal communication,
September 24, 2015)
3) Customer getting more than expectation from the training –
customers are impressed and have loyalty when they receive other benefits from
going to a training with an organization more than what they had expected.

152
The Executive of Top Service Training, explained her viewpoints on
how private training organization gives customers more than what they expected as a
strategy of building Customer loyalty

Top Service Trining is select 1-2 customers in a training course and give them
additional coaching on the phone free of charge. Top Service Training think
that gives them more value than what they pay for. They buy our service for
50,000 Baht but we give them a value of 100,000 Baht. It is more than what
they expect so they are committed to us in a long term. (Thaweewon
Kamolbut, personal communication, January 30, 2015)
4) Having ongoing contact with customers – customers receive contact
from the organization that they are about to go to training. They are provided with
detailed information about each step of the procedure and representative of the
organization often talks and discusses with them. This make customers want to
continue using the service with the same organization.
From the interview of an executive of HRDI training company,
explained her viewpoints on how private training organization uses ongoing contact
with customers as a strategy to build Customer loyalty
HRDI’s customers still come to take training courses with us regularly
because we always stay in contact with them. They are informed of all the
procedure and we always give and take feedback during the work. We clearly
communicate our action plan and evertime there is a change, we let them
know. We increase frequency of contact and that makes customers feel that we
have intention to let them know all of our progress. (Wullop Yaiying, personal
communication, January 21, 2015)

The Director of Master of Communication Arts Program in Sripatum
University, there was a part that states the opinion about how university training
center uses ongoing contact with customers as a strategy to build customer loyalty,
saying.
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Sripatum do Customer Relationship Manament or CRM by meeting and
talking to our customer regularly. Since they have used our training services,
they feel safe to continue being trained by our organization on other topics.
Sometimes we call them just to say hello and ask how their year has been,
what kind of program they want. So, instead of changing to other
organizations, they continue to come to us for training. (Pariya Rinrattanakorn,
personal communication, September 24, 2015)
5) Follow-up after training – the organization design activities to
follow up the customers after they finish training, so they continue to feel well-taken
care.
From an interview with the executive of Entraining Company,
explained his viewpoints on strategies used by private training organization to build
customer loyalty by follow-up after training
Entraining have follow-up procedure. We might either let the HR of the
company do it or we do it ourselves. This part of the program causes
additional expense. We send a greeting letter, and another one after 3 months,
so that customers feel familiar with it and develop what they had learned in
their work. (Pakorn Wongrattanapibool, personal communication, February
28, 2015)

The Executive of Top Service Training Company, there was the
following opinion about a strategy used by private training organization to build
customer loyalty by follow-up after training, saying

The strategies of Top Service Training is to do follw-up. After training, we
assign work to them and let them hand in the assignment. Now, when they see
that we follow up, they feel that we have not abandoned them and still want to
take care of their employees. (Thaweewon Kamolbut, personal communication,
January 30, 2015)
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The Head of Coodinating Division of the Office of Human Resource
Training and Development of Mahanakorn University of Technology of Technology,
there was an opinion about a strategy used by university training center to build
customer loyalty by follow-up after training, saying

MUT Training Center always send news and information of training courses
to customers. After a training program is finished, customers can always talk
to the trainer if they have questions or problems. The trainer is always on
service and the customers spread words of mouth that our organization has
good trainers who always answer their questions. (Suwaree Thiangthat,
personal communication, January 27, 2015)
6) Arranging meet-up activities for ex-customers – the organization
arranges alumni acitivities for those who have graduated from the programs can
socialize with each other.
From the interview with training advisor and regular program teacher
from National Defence Studies Institute, explained his viewpoints on strategies of
goverment training organization to build customer loyalty by arranging meet-up
events for ex-customers after the course is finished

In a year, there is a major event for our students, which is TNDC Founding
Day or Home Coming Day. Customers of every generation come to the party.
The younger generation is the host, while the older generation is the guest.
They make merits by giving food offerings to monks in the morning. Then
they join an academic seminar. The party is in the evening. Before Home
Coming Party, members of the association have a meeting. They work as a
mechanism that connects the younger with the older generation of customers.
The meeting, joined by our students, is in the afternoon, before the party in the
evening. It is time for customers of different generation to meet and talk. The
younger generation can introduce themselves to the older ones. (Pairoj
Sunpakit, personal communication, February 8, 2015)
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The Director of Academic Center of University of the Thai Chamber of
Commerce, there is the following opinion about the strategy of university training
center to build customer loyalty by arranging meet-up events for ex-customers after
the course is finished, saying
UTCC build loyalty by helping the alumni to keep in touch. When one
generation of customers arranges an event, Customers contact us and we help
by informing other generations of customers and join their event. (Arrada
Mahamitra, personal communication, February 15, 2015)
7) Sending gifts or visiting customers during special occasions – the
organization might send a basket gifts and cordial cards to the company of our
customers during festivals or holidays to build good relationship with them.
From the interview of an executive of HRDI training company,
explained his viewpoints on private training organization’s strategies of building up
customer loyalty by sending gifts or visiting customers during special occations
During New Year holiday, HRDI send greeting cards by post and email to
give blessings to our customers, so they will not forget us. We also attach
document on our courses for Public relations. (Wullop Yaiying, personal
communication, January 21, 2015)
The Director of Academic Center of University of the Thai Chamber of
Commerce, there is the following opinion about the strategy of university training
center to build customer loyalty by sending gifts or visiting customers during special
occasions, saying
UTCC send our journal to the customers monthly to communicate that they
are important to us. We e-mail them every New Year Holiday. Executive also
visit those who are the president of their generation to say Happy New Year in
person. If we have a busy year, we might ask a messenger to send them the
gifts, but normally we go by ourselves. (Arrada Mahamitra, personal
communication, February 15, 2015
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The research findings of the qualitative research in chapter 4 as shown
in table 4.1.
Table 4.1 The Status of Integrated Marketing Communications in Building Customer
Relationship in Government Training Organizations, Private Training
Organizations and University Training Centers in Thailand

Quantitative questions
1. The communication process in
government training organizations,
private training organizations and
university training centers in Thailand.

Research findings
1. Sender: the executive, employee of
training and trainer.
2. Message: the details of the training
courses, traininer profile, background
of organization and the articles.
3. Channel: Print media, radio media,
internet, social network, personnel
media, souvenir and activities.
4. Receiver: Customers, Organizations
and media reporters.

2. The pattern of integrated marketing

1. Integrated marketing communications

communications in government

of training organizations to

training organizations, private training

communicate with the customers are

organizations and university training

integrated marketing communications

centers in Thailand.

consists of public relations,
advertising, sales promotion, personal
selling and direct marketing.

3. The objectives of integrated marketing

1. To Inform- by suggesting new

communications in government

training courses or provide

training organizations, private training

information about other activities

organizations and university training

arranged by the organization

centers in Thailand.

2. To Persuade- by pointing out the
outstanding points of the program and
offer promotions to stimulate the
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Table 4.1 (Continued)

Quantitative questions

Research findings
demand of customers and lead them
to apply for the training.
3. To Remind- or make customers
regularly think of the organization.
Marketing communication helps
create customer relationship, which is
divided into five levels: awareness,
identity, connected, community and
advocacy.

4. The obstacles of using integrated
marketing communications with
government training organizations,

1. Print media is not interesting and too
formal.
2. Mistakes found in training course

private training organizations and

information such as wrong date on

university training centers in Thailand.

the training schedule.
3. Communicating the message to the
wrong group of customers or message
sent does not reach the target group
of our public relations or
advertisement.
4. The lack feedback from receiver, or
after communicating the information
of training courses to the target group
and the receiver do not communicate
back to the organization about their
desire.

5. The decision-making of customers in
purchasing services of in government
training organizations, private training
organizations and university training

1. New policy or regulation
2. The course is free of charge or
inexpensive
3. Success of the customers
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Table 4.1 (Continued)

Quantitative questions
centers in Thailand.

Research findings
4. Customer satisfaction with
training courses
5. Expertise of trainer
6. Reputation of the training
organizations
7. Atmosphere of training
8. Words of mouth
9. Modern tools or equipment
10. Staff answering questions or
inquiries

6. The strategies to attract new customers
of government training organizations,
private training organizations and
university training centers in Thailand.

1. Directly contact the responsible work
unit

2. Communicating about the quality of
the organization
3. Making the communication
accessible, comprehensive and
complete
4. Communicate with personnel who are
directly responsible in training
courses
5. Creating attractive names for the
training courses
6. Customer relationship by listening to
their problems and designing the
training course

7. The strategies to build customer

1. Quality of the training coursess

loyalty of government training

2. Getting participation from customers

organizations, private training

3. Customer getting more than

organizations and university training
centers in Thailand.

expectation from the training courses
4. Having keep contact on customers
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Table 4.1 (Continued)

Quantitative questions

Research findings
5. Follow-up after training
6. Arranging meet-up activities for
ex-customers
7. Sending gifts or visiting customers
during special occasions

As shown in table 4.1 the communication process in government training
organizations, private training organizations and university training centers in
Thailand, the pattern of integrated marketing communications in government training
organizations, private training organizations and university training centers in
Thailand, objectives of integrated marketing communications in government training
organizations, private training organizations and university training centers in
Thailand, obstacles of using integrated marketing communications with government
training organizations, private training organizations and university training centers in
Thailand, decision-making of customers in purchasing services of in government
training organizations, private training organizations and university training centers in
Thailand, strategies to attract new customers of government training organizations,
private training organizations and university training centers in Thailand, and
strategies to build Customer loyalty of government training organizations, private
training organizations and university training centers in Thailand were they applied to
design a questionnaire for conducting quantitative research by surveying customer of
government training organizations, private training organizations and university
training centers in Thailand.

CHAPTER 5

THE EFFECTIVENESS OF INTEGRATED MARKETING
COMMUNICATIONS IN BUILDING
CUSTOMER RELATIONSHIP

The findings of quantitative research in chapter 5 is the second stage. The
researcher conducted a survey research to answer the research question 2: To study
the effectiveness of integrated marketing communications for building customer
relationship in government training centers, private training organizations, and
university traininf centers in Thailand.
The researcher used the questionnaire designed by qualitative research
findings as a tool to gather information with customers of training organizations, 140
persons for each type of training organizations, the total of samples were 420.
The presentation of quantitative research outcome in this chapter, the
researcher presented the data analysis of 7 important issues as the following:
5.1 Respondents’ Demographics
5.2 Reasons for Using the Training Courses
5.3 Period of Time in Using Training Service
5.4 Media exposure
5.5 Integrated marketing communications in building customer relationship
5.6 Traing Operation: trainers, services, facilities, and benefits received from
training courses
5.7 Level of relationship
5.8 Customer loyalty
5.9 Research hypothesis testing.
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5.1 Respondents’ Demographics
Table 5.1 Gender

Gender

Male
Female
Total

Customer of
Government
Training
Organizations
N
(%)
66
(15.71)
74
(17.62)
140
(33.33)

Customer of
Private Training
Organizations
N
(%)
53
(12.62)
87
20.71
140
(33.33)

Customer of
University
Training
Centers
N
(%)
63
(15.00)
77
(18.33)
140
(33.33)

Total
Customer

N
(%)
182
(43.33)
238
(56.67)
420
(100.00)

As shown in table 5.1, most of customers selected as sample group from
public, private and educational training organizations are female. There are 238
females and 182 males in the sample group.

Table 5.2 Age Range

Age
range

Younger than
20
20-25
26-30
31-35
36-40

Customer of
Government
Training
Organizations
N
(%)
5
(1.19)
16
(3.81)
23
(5.48)
19
(4.52)
30
(7.14)

Customer of
Private
Training
Organizations
N
(%)
13
(3.10)
19
(4.52)
26
(6.19)
34
(8.10)
23
(5.48)

Customer of
University
Training
Centers
N
(%)
1
(0.24)
22
(5.24)
21
(5.00)
33
(7.86)
24
(5.71)

Total
Customer

N
(%)
19
(4.52)
57
(13.57)
70
(16.67)
86
(20.48)
77
(18.33)
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Table 5.2 (Continued)

Age
range

41-45
46-50
51-55
56-60
Older than 60
Total

Customer of
Government
Training
Organizations
N
(%)
20
(4.76)
13
(3.10)
10
(2.38)
1
(0.24)
3
(0.71)
140
(33.33)

Customer of
Private
Training
Organizations
N
(%)
9
(2.14)
7
(1.67)
8
(1.90)
1
(0.24)
0
(0.00)
140
(33.33)

Customer of
University
Training
Centers
N
(%)
16
(3.81)
12
(2.86)
11
(2.62)
0
(0.00)
0
(0.00)
140
(33.33)

Total
Customer

N
(%)
45
(10.71)
32
(7.62)
29
(6.90)
2
(0.48)
3
(0.71)
420
(100.00)

As shown in table 5.2, most of customers selected as sample group from
public, private and educational training organizations are between the age of 31-35
years old. There are 86 of them in this age range. As for the rest of the sample group,
there are 77 people who are 36-40 years old, there are 70 people who are 26-30 years
old, there are 57 people who are 41-45 years old, there are 32 people who are 51-55
years old, there are 9 people who are younger than 20 years old, and there are 3
people who are 60 years old or older. The age range that found in lowest number in
the sample group is 56-60 years old. There are only 2 people of this age range.
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Table 5.3 Level of Education

Level
of education

Secondary
School
High School
Vocational
Certificate
High
Vocational
Certificate
Bachelor
Degree
Master
Degree
Doctorate
Degree
Total

Customer of
Government
Training
Organizations
N
(%)
4
(0.95)
7
(1.67)
2
(0.48)
11
(2.62)

Customer of
Private
Training
Organizations
N
(%)
9
(2.14)
20
(4.76)
0
(0.00)
21
(5.00)

Customer of
University
Training
Centers
N
(%)
4
(0.95)
9
(2.14)
6
(1.43)
10
(2.38)

Total
Customer

74
(17.62)

66
(15.71)

70
(16.67)

210
(50.00)

39
(9.29)
3
(0.71)
140
(33.33)

22
(5.24)
2
(0.48)
140
(33.33)

39
(9.29)
2
(0.48)
140
(33.33)

100
(23.81)
7
(1.67)
420
(100.00)

N
(%)
17
(4.05)
36
(8.57)
8
(1.90)
42
(10.00)

As shown in table 5.3, most of customers in the sample group selected from
public, private, and educational training organizations have Bachelor Degree as their
highest level of education. There are 210 of them. As for the rest of the sample group,
the second largest number or 100 people have Master Degree as their highest level of
education, 42 people received High Vocational Certificate, 36 people are of high
school level, 17 people are of secondary school level, and 8 people received
Vocational Certificate. The level of education that are lowest in number is Docterate
Degree; only 7 people in the sample group are of this level of education.

164
Table 5.4 Occupation

Occupation

Customer
of
Government
Training
Organizations
N
(%)
5
(1.19)

Customer of
Private
Training
Organizations

Customer of
University
Training
Centers

Total
Customer

N
(%)
3
(0.71)

N
(%)
10
(2.38)

N
(%)
18
(4.29)

Own Business

29
(6.90)

26
(6.19)

10
(2.38)

65
(15.48)

Public
Employee

23
(5.48)

5
(1.19)

9
(2.14)

37
(8.81)

State
Enterprise
Employee
Private
Employee

2
(0.48)

3
(0.71)

3
(0.71)

8
(1.90)

78
(18.57)

103
(24.52)

107
(25.48)

288
(68.57)

House wife /
House husband

3
(0.71)

0
(0.00)

1
(0.24)

4
(0.95)

Total

140
(33.33)

140
(33.33)

140
33.33

420
(100.00)

Student

As shown in table 5.4, most of the customers in the sample group selected
from public, private and educational training organizations are employed in private
sector. There are 288 of them from this occupation group. As for the rest of the
sample group, the second largest number or 65 people have their own business or
trade, 37 people are government officers, 18 people are students in schools or
universities, 8 people work for state enterprises, and the smallest number or 4 people
in this group are house wife or house husband.
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Table 5.5 Position

Position

Customer of
Government
Training
Organizations
N
(%)
30
(7.14)

Customer of
Private
Training
Organizations
N
(%)
33
(7.86)

Customer of
University
Training
Centers
N
(%)
41
(9.76)

Total
Customer

Officer

32
(7.62)

41
(9.76)

27
(6.43)

100
(23.81)

Leader

28
(6.67)

21
(5.00)

26
(6.19)

75
(17.86)

Forman

5
(1.19)

1
(0.24)

3
(0.71)

9
(2.14)

Supervisor

17
(4.05)

21
(5.00)

22
(5.24)

60
(14.29)

Manager

28
(6.67)

23
(5.48)

21
(5.00)

72
(17.14)

Total

140
(33.33)

140
(33.33)

140
33.33

420
(100.00)

Operation

N
(%)
104
(24.76)

As shown in table 5.5, most of the customers in the sample group selected
from public, private and educational training organizations, or 104 people, are in
operational positions. The second largest number or 100 people are employees
working in offices, 75 people are in supervisor positions, 72 people are managers, 60
people are heads of division/department, and the smallest number or 9 people are the
superiors of the supervisors.
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Table 5.6 Monthly Income

Monthly income

Customer of
Government
Training
Organizations
N
(%)
30
(7.14)

Customer of
Private
Training
Organizations
N
(%)
50
(11.90)

Customer of
University
Training
Centers
N
(%)
43
(10.24)

Total
Customer

20,001-40,000

53
(12.62)

58
(13.81)

75
(17.86)

186
(44.29)

40,001-60,000

25
(5.95)

14
(3.33)

14
(3.33)

53
(12.62)

60,001-80,000

19
(4.52)

8
(1.90)

5
(1.19)

32
(7.62)

80,001-100,000

2
(0.48)

4
(0.95)

2
(0.48)

8
(1.90)

Higher than
100,000

1
(0.24)

6
(1.43)

1
(0.24)

18
(4.29)

Total

140
(33.33)

140
(33.33)

140
(33.33)

420
(100.00)

Lower than
20,000

N
(%)
123
(29.29)

As shown in table 5.6, most of the customers in the sample group selected
from public, private and educational training organizations or 186 people have
personal monthly income at a range of 20,000-40,000 Baht. As for the rest of the
sample group, there are 123 people who have 20,000 Baht monthly income, 32 people
have 60,001-80,000 Baht montly income, 18 people have more than 100,000 Baht
montly income, and the least number, which is 8 people, have their personal montly
income at a range of 80,001 – 100,000 Baht.
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5.2 Reasons for Using the Training Courses
Table 5.7 Reasons for Using the Training Courses

Reasons for Using
the Training Courses

Customer of
Government
Training
Organizations

Customer of
Private
Training
Organizations

Customer of
University
Training
Centers

Total
Customer

N
(%)

N
(%)

N
(%)

N
(%)

To receive knowledge
of something
customers have not
known before

86
(20.48)

90
(21.43)

86
(20.48)

262
(62.38)

To develop abilities
for work
To study new policies
or concepts
To make progress in
career path
To develop friendship
with customers from
other organizations
To develop
personality and
strengthen confidence
at work
Customers have been
assigned by superior

57
(13.57)
48
(11.43)
31
(7.38)
33
(7.86)

78
(18.57)
48
(11.43)
37
(8.81)
31
(7.38)

85
(20.24)
35
(8.33)
20
(4.76)
18
(4.29)

220
(52.38)
131
(31.19)
88
(20.95)
82
(19.52)

34
(8.10)

50
(11.90)

29
(6.90)

113
(26.90)

42
(10.00)

55
(13.10)

39
(9.29)

136
(32.38)

Total

331
(78.81)

389
(92.62)

312
(74.29)

1,032
(245.71)

As shown in table 5.7, most of the customers in the sample group selected
from public, private and educational training organizations, or 262 people, use
training service to increase their knowledge in the field which they are not familiar.
As for the rest of the sample group, 220 people used the training to develop their
skills for work, 136 were assigned by their superiors to take the training, 131 people
took the training to study new policy or concept, 113 people took the training to
develop their confidence and personaility at work, 88 people took the training for their
career advancement. The least number in the sample group, which is 82 people, took
the training to build relationship with people from other organizations.
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5.3 Period of Time in Using Training Service
Table 5.8 Period of Time in Using Training Service of Government Training
Organizations

Period of Time

Frequency

Percentage

Less than 1 year
1-2 year
3-4 year
5 years or more

48
66
13
13

11.43
15.71
3.10
3.10

Total

140

33.33

As shown in table 5.8, most of the people in the sample group that use services
of public training organizations, or 66 people, have been using the service for 1-2
years. The second largest number, 48 people, have been using the service less than 1
year. There are 13 people that have been using the service for 3-4 year and there are
also another 13 people who have used the service for more than 5 years.

Table 5.9 Period of Time in Using Training Service of Private Training Organizations

Period of Time
Less than 1 year
1-2 year
3-4 year
5 years or more
Total

Frequency

Percentage

54
62
16
8
140

12.86
14.76
3.81
1.90
33.33

As shown in table 5.9, most customers in the sample group who use training
services of private organizations, or 62 people, have been using the service for 1-2
years. There are 54 people who have used the service less than 1 year, 16 people have
used the for service for 3-4 years, and the least number, 8 people, have been using the
service for 5 years or more.
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Table 5.10 Period of Time in Using Training Service of University Training Centers

Period of Time

Frequency

Percentage

74
51
7
8
140

17.62
12.14
1.67
1.90
33.33

Less than 1 year
1-2 year
3-4 year
5 years or more
Total

As shown in table 5.10, most of the customers in the sample group that use
services of educational training organizations, which are 74 people or 17.62%, have
been using the service less than 1 year; 51 people or 12.14% have used the service for
1-2 years; 8 people or 1.90% have used the service for 5 years or more, and there are
7 people or 1.67%, which is the smallest number, who have used the service for 3-4
years.

5.4 Media Exposure
Table 5.11 Media Exposure of Customer in Government Training Organizations
Level of Frequency (per month)
More
than 7
times
N
(%)

6-7
times
N
(%)

N
(%)

N
(%)

N
(%)

Letter

8
(25.70)

4
(2.90)

11
(7.90)

36
(25.70)

Brochure

5
(3.60)
6
(4.30)

9
(6.40)
7
(5.00)

12
(8.60)
18
(12.90)

Google adwords

13
(9.30)

16
(11.40)

Website

8
(5.70)

Media exposure

E-mail

Facebook

4-5
times

2-3
times

0-1
times

Meaning

X̅

s.d.

81
(57.90)

1.73

1.10

Low

23
(16.40)
40
(28.60)

91
(65.00)
69
(49.30)

1.67

1.10

Low

1.86

1.09

Low

20
(14.30)

39
(27.90)

52
(37.10)

2.28

1.32

Low

15
(10.70)

17
(12.10)

43
(30.70)

57
(40.7)

2.10

1.21

Low

11

11

12

41

65

2.01

1.26

Low

(7.90)

(7.90)

(8.60)

(29.30)

(46.40)
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Table 5.11 (Continued)
Level of Frequency (per month)
More
than 7
times
N
(%)
2

6-7
times

4-5
times

2-3
times

0-2
times

N
(%)
5

N
(%)
10

N
(%)
17

N
(%)
106

(1.40)

(3.60)

(7.10)

(12.10)

(75.70)

4

8

8

31

89

(2.90)

(5.70)

(5.70)

(22.10)

(63.60)

3

3

16

23

95

(2.10)

(2.10)

(11.40)

(16.40)

(67.90)

3

3

14

19

101

(2.10)

(2.10)

(10.00)

(13.60)

(72.10)

3

8

23

28

78

(2.10)

(5.70)

(16.40)

(20.00)

(55.70)

0

9

12

33

86

(0.00)

(6.40)

(8.60)

(23.60)

(61.40)

Gifts or cards in

1

7

12

17

103

special occasion

(0.70)

(5.00)

(8.60)

(12.10)

(73.60)

Media exposure

The Booth

Souvenir
(such as bag, pen,

Meaning
X̅

s.d.

1.43

0.88

Very low

1.62

1.02

Low

1.54

0.93

Low

1.49

0.92

Very low

1.79

1.05

Low

1.60

0.90

Low

1.47

0.90

Very

jacket,guidebook)
Phone

Personal Selling

Words of mouth
from other customers
Participate in
promotion such as
discount, free course

lowly

As shown in table 5.11, most of the customers of government training
organizations in the sample group are lowly exposed to the media used by the
organizations.
Most customers of governmetn training organizations in the sample group are
exposed to the media by search engine. The next media that that they are frequently
exposed to is the website of the organization, then Facebook of the organizations, email from the organizations, words of mouth from other service users, letters from the
organizations, pamphlets from the organizations, souvenir from the organizations,
participating in promotional activities (such as discount, free courses, etc), receiving
phonecalls about information of the course from officer of the training organization,
being direct-saled by officer of the training organization, receiving cards or gifts
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during special occasions from the training organization, and the smallest number were
exposed to the media of the organization by going to the booth of the organization in
an event.

Table 5.12 Media Exposure of Customer in Private Training Organizations
Level of Frequency (per month)

Media exposure

Letter
Brochure
E-mail
Google adwords
Website
Facebook
The Booth
Souvenir
(such as bag, pen,
jacket,guidebook)
Phone
Personal Selling
Words of mouth
from other customers
Participate in
promotion such as
discount, free course
Gifts or cards in
special occasion
Total of Media
Exposure

More
than 7
times
N
(%)

6-7
times

4-5
times

2-3
times

0-3
times

N
(%)

N
(%)

N
(%)

N
(%)

3
(2.10)
0
(0.00)
1
(0.70)

6
(4.30)
3
(2.10)
7
(5.00)

14
(10.00)
13
(9.30)
15
(10.70)

37
(26.40)
34
(24.30)
45
(32.10)

10
(7.10)
6
(4.30)
3
(2.10)
1
(0.70)
3
(2.10)

7
(5.00)
6
(4.30)
7
(5.00)
8
(5.70)
3
(2.10)

22
(15.70)
18
(12.90)
17
(12.10)
7
(5.00)
10
(10.00)

1
(0.70)
1
(0.70)
3
(2.10)
1
(0.70)

7
(5.00)
2
(5.00)
8
(5.70)
4
(2.90)

1
(0.70)
37

4
(2.90)
82

Meaning

X̅

s.d.

80
(57.10)
90
(64.30)
72
(51.40)

1.68

0.97

Low

1.49

0.75

Very lowly

1.71

0.90

Low

48
(34.30)
56
(40.00)
55
(39.30)
23
(16.40)
30
(21.40)

53
(37.90)
54
(38.60)
58
(41.40)
101
(72.10)
94
(67.10)

2.09

1.17

Low

1.96

1.17

Low

1.87

1.17

Low

1.46

1.17

Very low

1.51

1.17

Low

15
(10.70)
13
(9.30)
17
(12.10)
13
(9.30)

27
(19.30)
35
(25.00)
39
(27.90)
34
(24.30)

90
(64.30)
89
(63.60)
73
(52.10)
88
(62.90)

1.59

1.17

Low

1.51

1.17

Very low

1.78

1.17

Low

1.54

1.17

Low

9
(6.40)
204

22
(15.70)
541

104
(74.30)
956

1.40

1.17

Very low

1.66

0.72

Low
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As shown in table 5.12, most of the customers of private training organizations
in the sample group are lowly exposed to the media used by the organizations.
Most customers of public training organizations in the sample group are
exposed to the media by search engine. The next media that that they are frequently
exposed to is the website of the organization, then Facebook of the organizations,
e-mail from the organizations, words of mouth from other service users, receiving
e-mail from the organization, receiving letters from the organization, receiving
phonecalls about training courses from the organization, participating in sales
promotion activities (such as discount, free courses, free training, etc.), receiving
souvenirs from the organization, receiving pamphlets from the organization, going to
an event or fair and visiting the booth of the organization, and the smallest number of
customers of private organization in the sample group are exposed to the media of the
organization by receiving gifts or cards from the organization during birthday or
special occasions.

Table 5.13 Media Exposure of Customer in University Training Centers
Level of Frequency (per month)
More
than 7
times
N
(%)

6-7
times

4-5
times

2-3
times

0-4
times

N
(%)

N
(%)

N
(%)

N
(%)

1
(0.70)
1
(0.70)

6
(4.30)
3
(2.10)

16
(11.40)
15
(10.70)

30
(21.40)
35
(25.00)

E-mail

2
(1.40)

6
(4.30)

18
(12.90)

Google adwords

3
(2.10)
5
(3.60)
3
(2.10)
2
(00.70)

6
(4.30)
5
(3.60)
9
(6.40)
4
(00.70)

33
(23.60)
23
(16.40)
18
(12.90)
12
(00.70)

Media exposure

Letter
Brochure

Website
Facebook
The Booth

Meaning
X̅

s.d.

87
(62.10)
86
(61.40)

1.60

0.90

Low

1.56

0.82

Low

49
(35.00)

65
(46.40)

1.79

0.93

Low

49
(35.00)
51
(36.40)
40
(28.60)
24
(00.70)

49
(35.00)
56
(40.00)
70
(50.00)
98
(00.70)

2.04

0.98

Low

1.94

1.02

Low

1.82

1.03

Low

1.49

0.88

Very low
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Table 5.13 (Continued)
Level of Frequency (per month)

Media exposure

Souvenir
(such as bag, pen,
jacket,guidebook)
Phone
Personal Selling
Words of mouth
from other
customers
Participate in
promotion such as
discount, free
course
Gifts or cards in
special occasion
Total of Media
Exposure

More
than 7
times
N
(%)

6-7
times

4-5
times

2-3
times

0-5
times

N
(%)

N
(%)

N
(%)

N
(%)

2
(1.40)

3
(2.90)

19
(13.60)

22
(15.70)

1
(0.70)
2
(1.40)
0
(00.00)

2
(1.40)
3
(2.10)
7
(5.00)

20
(14.30)
18
(12.90)
26
(18.60)

0
(00.00)

5
(3.60)

0
(00.00)
22

4
(2.90)
63

Meaning
X̅

s.d.

94
(67.10)

1.55

0.91

Low

24
(17.10)
22
(15.70)
34
(24.30)

93
(66.40)
95
(67.90)
73
(52.10)

1.53

0.84

Low

1.54

0.90

Very low

1.76

0.93

Low

19
(13.60)

24
(17.10)

92
(65.70)

1.55

0.86

Low

16
(11.40)
253

17
(12.10)
421

103
(73.60)
1,061

1.44

0.81

Very low

1.66

0.68

Low

As shown in table 5.13, in the overall picture, customers of educational
training organizations are lowly exposed to media of the organization.
Most customers in the sample group are exposed to media through the use of
search engine. Secondly, they were exposed to media from searching information
through the website of the organization, searching for training information in the
Facebook of the organization, receiving email from the organization, receiving letters
from the organization, receiving pamphlets from the organization, receiving souvenirs
from the organization, participating in sales promotion activities (such as discount,
free course, free training, etc.), being direct-saled by staff of the organization, visiting
the booth of the organization in an event, and the smallest number in the sample group
were exposed to media of the organization by receiving cards or gifts from the
organization on birthday or during special occasions.
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5.5 Integrated Marketing Communications in Building Customer
Relationship
Table 5.14 Integrated Marketing Communications in Building Customer
Relationship in Government Training Organizations

Level of Attitude
Integrated marketing
communications in
building customer
relationship

Most

Much

N
(%)

N
(%)

To learn more about its
training courses

51
(36.40)

54
(38.60)

To decide which
organization
Helps to choose the
program that you will
participate
Training organizations
should do public
relations about their
training courses
regularly
Total of Public
relations

39
(27.90)
45
(32.10)

Neu
tral

Less

Least

N
(%)

N
(%)

29
(20.70)

4
(2.90)

64
(45.70)
60
(42.90)

32
(22.90)
30
(21.40)

58
(41.40)

50
(35.70)

193

Using google adwards

Meaning

X̅

s.d.

2
(1.40)

4.06

0.90

Much

1
(0.70)
4
(2.90)

4
(2.90)
1
(0.70)

3.95

0.89

Much

4.03

0.85

Much

25
(17.90)

3
(2.10)

4
(2.90)

4.11

0.96

Much

228

116

12

11

4.04

0.80

Much

29
(20.70)

54
(38.60)

44
(31.40)

8
(5.70)

5
(3.60)

3.67

0.99

Much

Booth advertisement

16
(11.40)

38
(27.10)

53
(37.90)

22
(15.70)

11
(7.90)

3.19

1.08

Neutral

Poster advertisement

21
(15.00)
20
(14.30)

40
(28.60)
42
(30.00)

54
(38.60)
49
(35.00)

16
(11.40)
17
(12.10)

9
(6.40)
12
(8.60)

3.34

1.07

Neutral

3.29

1.12

Neutral

86
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200

63

37

3.37

0.92

Neutral

31
(22.10)

59
(42.10)

42
(30.00)

6
(4.30)

2
(1.40)

3.79

0.89

Much

N
(%)

Public relations

Advertising

Brochure advertisement
Total of Advertising
Personal Selling
Stimulate customers
desire to participate in
the programs

175
Table 5.14 (Continued)
Level of Attitude
Integrated marketing
communications in
building customer
relationship

Most

Much

N
(%)

N
(%)

Offer training courses
that respond to
customers needs

20
(14.30)

67
(47.90)

Regularly contact
customers

18
(12.90)

Training organization
has influence on
customers decision to
purchase
Total of
Personal Selling

Neu
tral

Less

Least

N
(%)

N
(%)

43
(30.70)

9
(6.40)

53
(37.90)

55
(39.30)

16
(11.40)

65
(46.40)

85

The organization that
you use regularly has
sales promotion
Discount promotion

Meaning

X̅

s.d.

1
(00.70
)

3.69

0.82

Much

11
(7.90)

3
(2.10)

3.51

0.89

Much

46
(32.90)

11
(7.090)

2
(1.40)

3.59

0.85

Much

244

186

37

8

3.64

0.74

Much

23
(16.40)

63
(45.00)

41
(29.30)

10
(7.10)

3
(2.10)

3.66

0.91

Much

37
(26.40)

51
(36.40)

38
(27.10)

13
(9.30)

1
(0.70)

3.79

0.97

Much

Sales promotion
(such as free courses)

32
(22.90)

43
(30.70)

46
(32.90)

18
(12.90)

1
(0.70)

3.62

1.00

Much

Free of charge

42
(30.00)

48
(34.30)

39
(27.90)

8
(5.70)

3
(2.10)

3.84

0.99

Much

134

205

164

49

8

3.73

0.85

Much

24
(17.01)

64
(45.70)

39
(27.90)

8
(5.70)

5
(3.60)

3.67

0.95

Much

14
(10.00)
13
(9.30)
13
(9.30)
64

63
(45.00)
61
(43.60)
49
(35.00)
237

52
(37.10)
49
(35.00)
51
(36.40)
191

8
(5.70)
14
(10.00)
22
(15.70)
52

3
(2.10)
3
(2.10)
5
(3.60)
16

3.55

0.83

Much

3.48

0.88

Neutral

3.31

0.97

Neutral

3.50

0.80

Much

562

1088

502

355

213

3.66

0.64

Much

N
(%)

Sales Promotion

Total of
Sales Promotion
Direct Marketing
The training organization
sends email or letter or
call regularly
E-mails make decide to
join training courses
Letters make decide to
join training courses
Phones make decide to
join training courses
Total of
Direct Marketing
Total of
IMC in building
customer relationship
in government training
organizations
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As shown in table 5.14, in general, customers of public training organizations
in the sample group have good attitude in much level to integraded marketing
communications for building customer relationship.
Most customers of government training organizaitons have the highest good
attitude to public relations, particularly continuous publicizing of information about
training courses and courses. Next, they have good attitude to general publicizing of
information about training courses and courses, public relations that helps them make
decision to join training courses or programs. They have lowest good attitude to
public relations that tries to influence them to choose the service of the organization.
Customers of public training organizations in the sample group have the
second highest good attitude to sales promotion, particularly to free courses/
programs. Next, they also have good attitude to discount of the prices, good attitude to
training courses that have regular sales promotion, and have the least good attitude to
buy 1 get 1 course.
Customers of public training organizations in the sample group have the third
highest good attitude to personal selling. Respectively, they have highest good
attitude to salespeople who present training courses that meet their needs, then
salespeople who have good persuasive technique. They have the least good attitude to
salespeople who continuously keep in touch or coordinate with them.
Customers of public training organizations in the sample group have the fourth
highest good attitude to direct marketing. They have high good attitude to the
information they receive from direct marketing, such as email, letters, and phonecalls.
Respectively, they have highest good attitude to direct marketing by emails from the
organization that helps them make decision to join training courses, followed by
direct marketing by letters that help them make decision to join training courses. They
have the lowest good attitude to phonecalls from the organization that help them make
decision to join the training courses and courses.
Customers of public training organizations in the sample group have average
attitude to advertisement. Respectively, they have the best attitude to using google
adwards (www.google.com), good attitude to advertising by poster, advertising by
pamphlets, and advertising by booth in events, which receives the lowest good
attitude.
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Table 5.15 Integrated Marketing Communications in Building Customer
Relationship in Private Training Organizations

Level of Attitude
Integrated marketing
communications in
building customer
relationship

Most

Much

Neu
tral

Less

Least

N
(%)

N
(%)

N
(%)

N
(%)

N
(%)

33
(23.60)

52
(37.10)

50
(35.70)

3
(2.10)

To decide which
organization
Helps to choose the
program that you will
participate
Training organizations
should do public
relations about their
training courses
regularly
Total of Public
relations
Advertising
Using google adwards

22
(15.70)
22
(15.70)

67
(47.90)
74
(52.90)

45
(32.10)
39
(27.90)

28
(20.00)

69
(49.30)

105

X̅

s.d.

Mean
ing

2
(1.40)

3.79

0.88

Much

4
(2.90)
4
(2.90)

2
(1.40)
1
(0.70)

3.74

0.81

Much

3.80

0.76

Much

38
(23.10)

4
(2.90)

1
(0.70)

3.85

0.79

Much

262

172

15

6

3.79

0.70

Much

28
(20.00)

51
(36.40)

49
(35.00)

10
(7.10)

2
(1.40)

3.66

0.93

Much

Booth advertisement

16
(11.40)

37
(26.40)

52
(37.10)

27
(19.30)

8
(5.70)

3.19

1.06

Neutral

Poster advertisement

15
(10.70)
12
(8.60)

36
(25.70)
40
(28.60)

54
(38.60)
52
(37.10)

28
(20.00)
26
(18.60)

7
(5.00)
10
(7.10)

3.17

1.03

Neutral

3.13

1.04

Neutral

71

164

207

91

27

3.29

0.87

Neutral

Stimulate customers
desire to participate in
the programs
Offer training courses
that respond to
customers needs

20
(14.30)

65
(46.40)

49
(35.00)

4
(2.90)

2
(1.40)

3.69

0.80

Much

19
(13.60)

65
(46.40)

52
(37.10)

4
(2.90)

0
(0.00)

3.71

0.73

Much

Regularly contact
customers

12
(8.60)

61
(43.60)

58
(41.40)

8
(5.70)

1
(0.70)

3.54

0.76

Much

Public relations
To learn more about its
training courses

Brochure advertisement
Total of Advertising
Personal Selling
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Table 5.15 (Continued)
Level of Attitude
Integrated marketing
communications in
building customer
relationship

Most

Much

Neu
tral

Less

Least

N
(%)

N
(%)

N
(%)

N
(%)

17
(12.10)

66
(47.10)

N
(%)
52
(37.10)

5
(3.60)

68

257

211

The organization that
you use regularly has
sales promotion

22
(15.70)

54
(38.60)

Discount promotion

33
(23.60)

Sales promotion
(such as free courses)
Free of charge

Mean
ing

X̅

s.d.

0
(0.00)

3.68

0.73

Much

21

3

3.65

0.73

Much

50
(35.70)

14
(10.00)

0
(0.00)

3.60

0.87

Much

43
(30.70)

55
(39.30)

9
(6.40)

0
(0.00)

3.71

0.90

Much

32
(22.90)

45
(32.10)

53
(37.90)

9
(6.40)

1
(0.70)

3.70

0.92

Much

40
(28.60)

41
(29.30)

52
(37.10)

7
(5.00)

0
(0.00)

3.81

0.91

Much

127
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210

39

1

3.71

0.76

Much

The training
organization sends
email or letter or call
regularly
E-mails make decide to
join training courses

15
(10.70)

43
(30.70)

58
(41.40)

14
(10.00)

10
(7.10)

3.28

1.03

Neutral

15
(10.70)

43
(30.70)

70
(50.00)

6
(4.30)

6
(4.30)

3.39

0.90

Neutral

Letters make decide to
join training courses
Phones make decide to
join training courses
Total of
Direct Marketing

5
(3.60)
6
(4.30)
41

59
(42.10)
46
(32.90)
191

51
(36.40)
58
(41.10)
237

16
(11.40)
19
(13.60)
55

9
(6.40)
11
(7.90)
36

3.25

0.94

Neutral

3.12

0.97

Neutral

3.26

0.85

Neutral

Total of
IMC in building
customer relationship
in private training
organizations

412

1057

590

447

221

3.54

0.59

Much

Training organization
has influence on
customers decision to
purchase
Total of
Personal Selling
Sales Promotion

Total of
Sales Promotion
Direct Marketing
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As shown in table 5.15, most customers of private training organizations in the
sample group have good attitude in much level to integrated marketing communication
for building customer relationship.
Most customers of private training organizaitons have the highest good
attitude to public relations, particularly continuous publicizing of information about
training courses and courses. Secondly, they have good attitude to general publicizing
of information about training courses and courses, then the public relations that
helps them make decision to join training courses or programs. They have lowest
good attitude to public relations that tries to influence them to choose the service of
the organization.
Customers of private training organizations in the sample group have the
second highest good attitude to sales promotion, particularly to free courses/
programs. Next, they also have good attitude to discount of the prices, good
attitude to the promotion of buy 1 get 1 course. Lastly, they have lowest good
attitude to having sales promotion regularly.
Customers of private training organizations in the sample group have the
third highest good attitude to personal selling. Respectively, they have good
attitude to salespeople who offer training courses that meet their needs, sales people
who can stimulate their desire to join the trainings, salespeople who have good
persuasive technique, and they have the least good attitude to salespeople who
continuously keep in touch or coordinate with them.
Customers of private training organizations in the sample group have the
fourth highest good attitude to direct marketing. They have high good attitude to the
information they receive from direct marketing, such as email, letters, and phone
calls. Respectively, they have highest good attitude to direct marketing by emails
from the organization that helps them make decision to join training courses, followed
by direct marketing by letters that help them make decision to join training courses.
They have the lowest good attitude to phonecalls from the organization that help
them make decision to join the training courses and courses.
Customers of private training organizations in the sample group have the
lowest good attitude to advertising. By type of advertisement, they have the best
attitude to using google adwards (www.google.com), then advertising by booth in
events, advertising by poster, and the ones that receive the least good attitude is
advertising by pamphlets.
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Table 5.16 Integrated Marketing Communications in Building Customer
Relationship in University Training Centers

Level of Attitude
Integrated marketing
communications in
building customer
relationship

Least

N
(%)

N
(%)

39
(27.90)
39
(27.90)
44
(31.40)

4
(2.90)
3
(2.10)
6
(4.30)

65
(46.40)

36
(46.40)

113

264

Using google adwards

21
(15.00)

Booth advertisement
Poster advertisement
Brochure
advertisement
Total of Advertising

Much

N
(%)

N
(%)

27
(19.30)
20
(14.30)
30
(21.40)

65
(46.40)
75
(53.60)
59
(42.10)

36
(25.70)

Neu
tral

Less

Public relations
To learn more about its
training courses
To decide which
organization
Helps to choose the
program that you will
participate
Training organizations
should do public
relations about their
training courses
regularly
Total of Public
relations
Advertising

Most

X̅

s.d.

Mean
ing

5
(3.60)
3
(2.10)
1
(0.70)

3.75

0.92

Much

3.76

0.80

Much

3.79

0.85

Much

3
(25.70)

0
(2.10)

3.96

0.78

Much

158

16

9

3.81

0.70

Much

54
(38.60)

48
(34.30)

11
(7.90)

6
(4.30)

3.52

0.99

Much

13
(9.30)

35
(25.00)

50
(35.70)

27
(19.30)

15
(10.70)

3.03

1.12

Neutral

14
(10.00)
14
(10.0)

31
(22.10)
40
(28.60)

56
(40.00)
51
(36.40)

26
(18.60)
23
(16.40)

13
(9.30)
12
(8.60)

3.05

1.09

Neutral

3.15

1.09

Neutral

62

160

205

87

46

3.19

0.89

Neutral

18
(12.90)

49
(35.00)

59
(42.10)

13
(9.30)

1
(0.70)

3.50

0.86

Much

15
(10.70)

59
(42.10)

56
(40.00)

9
(6.40)

1
(0.70)

3.56

0.80

Much

12
(8.60)

49
(35.00)

60
(42.90)

17
(12.10)

2
(1.40)

3.37

0.86

Neutral

N
(%)

Personal Selling
Stimulate customers
desire to participate in
the programs
Offer training courses
that respond to
customers needs
Regularly contact
customers
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Table 5.16 (Continued)
Level of Attitude
Integrated marketing
communications in
building customer
relationship

Most

Much

N
(%)

N
(%)

14
(10.00)

Neu
tral

Less

Least
X̅

s.d.

Mean
ing

2
(1.40)

3.49

0.84

Neutral

51

6

3.48

0.72

Neutral

49
(35.00)

10
(7.10)

3
(2.10)

3.56

0.87

Much

56
(40.00)

50
(35.70)

7
(5.00)

4
(2.90)

3.62

0.92

Much

24
(17.10)

56
(40.00)

47
(33.60)

10
(7.10)

3
(2.10)

3.63

0.92

Much

39
(27.90)

56
(40.00)

37
(26.40)

8
(5.70)

0
(0.00)

3.90

0.88

Much

59

213

231

51

6

3.68

0.78

Much

The training
organization sends
email or letter or call
regularly
E-mails make decide to
join training courses
Letters make decide to
join training courses
Phones make decide to
join training courses

23
(16.40)

45
(32.10)

51
(36.40)

16
(11.40)

5
(3.60)

3.46

1.01

Neutral

21
(15.00)
13
(9.30)
13
(9.30)

43
(30.70)
48
(34.30)
41
(29.30)

63
(45.00)
60
(42.90)
61
(43.60)

10
(7.10)
16
(11.40)
20
(14.30)

3
(2.10)
3
(2.10)
5
(3.60)

3.49

0.91

Neutral

3.37

0.88

Neutral

3.26

0.94

Neutral

Total of
Direct Marketing

70

177

235

62

16

3.40

0.83

Neutral

Total of
IMC in building
customer relationship
in university training
centers

407

1043

594

418

251

3.51

0.61

Much

N
(%)

N
(%)

56
(40.00)

N
(%)
56
(40.00)

12
(8.60)

59

213

231

17
(12.1)

61
(43.60)

23
(16.40)

Sales promotion
(such as free courses)
Free of charge

Training organization
has influence on
customers decision to
purchase
Total of
Personal Selling
Sales Promotion
The organization that
you use regularly has
sales promotion
Discount promotion

Total of
Sales Promotion
Direct Marketing
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As shown in table 5.16, most customers of educational training
organizations in the sample group have good attitude in much level to integrated
marketing communication for building customer relationship.
Customers of educational training organizations have the highest good
attitude to public relations. Respectively, they have good attitude to regular
publicizing of information about training courses and courses, then public
relations that helps them to make decisions in choosing the right programs or
courses, public relations that helps them choose to join the programs of the
organizations, and lastly, they have the lowest good attitude to the information about
the training courses/courses that the organization publicize.
Customers of educational training organizations have the second highest
good attitude to sales promotion. Respectively, they have good attitude to free
courses, buy 1 get 1 free course technique, discounting prices, and lastly, they have
the lowest good attitude to programs that regularly have sales promotion.
Customers of educational training organizations have the third highest good
attitude to personal selling, at an average level. Respectively, they have the best
attitude to salespeople who offer the courses that meet their needs, sales people
who can stimulate their desire to join the training, sales people who have good
persuasive ability, and lastly, they have the lowest good attitude to salespeople who
regularly keep in touch or contact them continuously.
Customers of educational training organizations have the fourth highest
good attitude to personal selling, at an average level. Respectively, they have the
best attitude to receiving emails from the organization persuading them to join the
training, then good attitude to information about training courses received through
email, letters and phonecalls from the organization, good attitude to receiving
letters from the organization to persuade them to join a training, and lastly, they
have the lowest good attitude to receiving sales phonecalls from the organization to
persuade them to join the program.
Customers of educational training organizations in the sample group have
the lowest good attitude to advertising. By type of advertisement, they have the best
attitude to using google adwards (www.google.com). Next, they have good attitude
to advertising by pamphlets, advertising by posters, and lastly, they have lowest
good attitude to advertising by booth in events.
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5.6 Training Operation: Trainers, Services, Facilities, and Benefits
Received from Training Courses
Table 5.17 Training Operation: Trainers, Services of Staff, Facilities, and Benefits
Received from Training Courses in Government Training Organizations

Level of Attitude
Most

Much

Traing Operation
N
(%)

N
(%)

Have knowledge in
what he/she teaches

69
(49.30)

67
(47.90)

Have credible
personality
Able to transfer
knowledge fluently
Give opportunities for
customers to ask or
share opinions
Able to answer
questions clearly
Total of Trainer

70
(50.00)
72
(51.40)
69
(49.30)

Neu
tral

Less

Least
X̅

s.d.

Mean
ing

N
(%)

N
(%)

4
(2.90)

0
(0.00)

0
(0.00)

4.46

0.56

Much

59
(42.10)
54
(38.60)
58
(41.40)

10
(7.10)
14
(10.00)
13
(9.30)

1
(0.70)
0
(0.00)
0
(0.00)

0
(0.00)
0
(0.00)
0
(0.00)

4.41

0.66

Much

4.41

0.67

Much

4.40

0.65

Much

63
(45.00)
343

61
(43.60)
299

16
(11.40)
57

0
(0.00)
1

0
(0.00)
0

4.34

0.67

Much

4.41

0.54

Much

Give complete
information

53
(37.90)

70
(50.00)

17
(12.10)

0
(0.00)

0
(0.00)

4.26

0.66

Much

Operate promptly

49
(35.00)

77
(55.00)

13
(9.30)

1
(0.70)

0
(0.00)

4.24

0.64

Much

Able to answer
questions clearly

61
(43.60)

66
(47.10)

13
(9.30)

0
(0.00)

0
(0.00)

4.34

0.64

Much

Have good human
relations

80
(57.10)

50
(35.70)

10
(7.10)

0
(0.00)

0
(0.00)

4.50

0.63

Much

Enthusiastic to provide
service

71
(50.70)

55
(39.30)

14
(10.00)

0
(0.00)

0
(0.00)

4.41

0.67

Much

Total of Service’s
Staff

314

318

67

0

0

4.35

0.54

Much

Content supports the
objectives

66
(47.10)

63
(45.00)

10
(7.10)

1
(0.70)

0
(0.00)

4.39

0.65

Much

Content is up-to-date

54
(38.60)

77
(55.00)

9
(6.40)

0
(0.00)

0
(0.00)

4.32

0.59

Much

N
(%)

Trainer

Service of Staff

Training Documents
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Table 5.17 (Continued)

Level of Attitude
Most

Much

Traing Operation
N
(%)

N
(%)

Topics are arranged
properly
Appropriate size and
form of document
Available in sufficient
numbers for customers
Total of Training
Documents
Facilities

51
(36.40)
58
(41.40)
70
(50.00)
299

78
(55.70)
66
(47.10)
58
(41.40)
342

Size of room
appropriate for the
number of customers
Room is arranged
appropriately for the
topic of training
Modern audiovisual
equipment (such as
computer, internet, and
WIFI)
Convenient to travel

52
(37.10)

Food and drink

Neu
tral

Less

Least
X̅

s.d.

Mean
ing

N
(%)

N
(%)

9
(6.40)
15
(10.70)
10
(7.10)
53

1
(0.70)
1
(0.70)
2
(1.40)
5

1
(0.70)
0
(0.00)
0
(0.00)
1

4.26

0.67

Much

4.29

0.68

Much

4.40

0.69

Much

4.33

0.53

Much

77
(55.00)

8
(5.70)

2
(1.40)

1
(0.70)

4.26

0.70

Much

52
(37.10)

76
(54.30)

9
(6.40)

3
(2.10)

0
(0.00)

4.26

0.67

Much

56
(40.00)

64
(45.70)

17
(12.10)

2
(1.40)

1
(0.70)

4.23

0.77

Much

49
(35.00)

75
(53.30)

13
(9.30)

3
(2.10)

0
(0.00)

4.21

0.70

Much

50
(35.70)

72
(51.40)

14
(10.00)

3
(2.10)

1
(0.00)

4.19

0.76

Much
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364

61

13

3

4.23

0.58

Much

Receiving more
knowledge

61
(43.60)

72
(51.40)

6
(4.30)

1
(0.70)

0
(0.00)

4.38

0.61

Much

Getting to know other
customers
Receiving benefits
from training
Able to apply the
knowledge in real work
situation
Able to share and
transfer the knowledge
to others in your
workplace

61
(43.60)
60
(42.90)
58
(41.10)

60
(42.90)
68
(48.60)
68
(48.60)

17
(12.10)
11
(7.90)
13
(9.30)

1
(0.70)
1
(0.70)
1
(0.70)

1
(0.70)
0
(0.00)
0
(0.00)

4.28

0.76

Much

4.34

0.65

Much

4.31

0.67

Much

50
(35.70)

72
(51.40)

14
(10.00)

3
(2.10)

1
(0.70)

4.19

0.76

Much

Total of Facilities

N
(%)

Benefits from training

185
Table 5.17 (Continued)

Level of Attitude
Most

Much

Traing Operation

Total of Benefits
from training
Total of traing
operation in
government training
organizations

N
(%)

N
(%)

290

340

1215

1323

Neu
tral

Less

Least
X̅

s.d.

Mean
ing

N
(%)

N
(%)

61

7

2

4.30

0.57

Much

238

19

4

4.32

0.45

Much

N
(%)

As shown in table 5.17, in general, customers of government training
organizations in the sample group have good attitude in much level to the operation
of training courses by government training organizations. Trainers receive the
highest good attitude; next are the services of the staff, documents used in the
training courses, benefits of the training courses, respectively. Lastly, they have
lowest good attitude to facilities of the training courses.
Table 5.18 Training Operation: Trainers, Services of Staff, Facilities, and Benefits
Received from Training Courses in Private Training Organizations
Level of Attitude
Most

Much

N
(%)

N
(%)

Less

Least

N
(%)

N
(%)

62
(44.30)

72
(51.40)

6
(4.30)

0
(0.00)

64
(45.70)
69
(49.30)
61
(43.60)

71
(50.70)
62
(44.30)
69
(49.30)

5
(3.60)
9
(6.40)
10
(7.10)

58
(41.40)

72
(51.40)

10
(7.10)

Traing Operation

Trainer
Have knowledge in
what he/she teaches
Have credible
personality
Able to transfer
knowledge fluently
Give opportunities for
customers to ask or
share opinions
Able to answer
questions clearly

Neu
tral
N
(%)

Mean
ing

X̅

s.d.

0
(0.00)

4.40

0.5
7

Much

0
(0.00)
0
(0.00)
0
(0.00)

0
(0.00)
0
(0.00)
0
(0.00)

4.42

0.5
6
0.6
1
0.6
1

Much

0
(0.00)

0
(0.00)

4.34

0.6
1

Much

4.43
4.36

Much
Much
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Table 5.18 (Continued)

Level of Attitude
Most

Much

Traing Operation
N
(%)

N
(%)

314

346

Give complete
information

53
(37.90)

Operate promptly

Neu
tral

Less

Least
X̅

s.d.

Mean
ing

N
(%)

N
(%)

40

0

0

4.39

0.49

Much

72
(51.40)

14
(10.00)

1
(0.70)

0
(0.00)

4.26

0.66

Much

37
(26.40)

88
(62.90)

14
(10.00)

1
(0.70)

0
(0.00)

4.15

0.61

Much

Able to answer
questions clearly

53
(37.90)

70
(50.00)

15
(10.70)

2
(1.40)

0
(0.00)

4.24

0.70

Much

Have good human
relations

70
(50.00)

59
(42.10)

10
(7.10)

1
(0.00)

0
(0.00)

4.41

0.66

Much

Enthusiastic to provide
service

58
(41.40)

69
(49.30)

12
(8.60)

1
(0.00)

0
(0.00)

4.31

0.66

Much

Total of Service’s
Staff

271

358

65

6

0

4.28

0.54

Much

Content supports the
objectives

48
(34.30)

75
(53.60)

16
(11.40)

1
(0.70)

0
(0.00)

4.21

0.67

Much

Content is up-to-date

45
(32.10)
46
(32.90)
46
(32.90)
50
(35.70)
299

81
(57.90)
79
(56.40)
73
(52.10)
76
(54.30)
342

14
(10.00)
15
(10.70)
20
(14.30)
12
(8.60)
53

0
(0.00)
0
(0.00)
1
(0.70)
1
(0.70)
5

0
(0.00)
0
(0.00)
0
(0.00)
1
(0.70)
1

4.22

0.61

Much

4.22

0.62

Much

4.17

0.69

Much

4.24

0.70

Much

4.33

0.53

Much

52
(37.10)

77
(55.00)

8
(5.70)

2
(1.40)

1
(0.70)

4.26

0.70

Much

52
(37.10)

76
(54.30)

9
(6.40)

3
(2.10)

0
(0.00)

4.26

0.67

Much

56
(40.00)

64
(45.70)

17
(12.10)

2
(1.40)

1
(0.70)

4.23

0.77

Much

Total of Trainer

N
(%)

Service of Staff

Training Documents

Topics are arranged
properly
Appropriate size and
form of document
Available in sufficient
numbers for customers
Total of Training
Documents
Facilities
Size of room
appropriate for the
number of customers
Room is arranged
appropriately for the
topic of training
Modern audiovisual
equipment (such as
computer, internet, and
WIFI)
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Table 5.18 (Continued)

Level of Attitude
Most

Much

Traing Operation
N
(%)

N
(%)

Convenient to travel

49
(35.00)

Food and drink

Neu
tral

Less

Least
X̅

s.d.

Mean
ing

N
(%)

N
(%)

75
(53.30)

N
(%)
13
(9.30)

3
(2.10)

0
(0.00)

4.21

0.70

Much

50
(35.70)

72
(51.40)

14
(10.00)

3
(2.10)

1
(0.00)

4.19

0.76

Much

259

364

61

13

3

4.23

0.58

Much

Receiving more
knowledge

61
(43.60)

72
(51.40)

6
(4.30)

1
(0.70)

0
(0.00)

4.38

0.61

Much

Getting to know other
customers
Receiving benefits
from training
Able to apply the
knowledge in real work
situation
Able to share and
transfer the knowledge
to others in your
workplace
Total of Benefits
from training
Total of traing
operation in
private training
organizations

61
(43.60)
60
(42.90)
58
(41.10)

60
(42.90)
68
(48.60)
68
(48.60)

17
(12.10)
11
(7.90)
13
(9.30)

1
(0.70)
1
(0.70)
1
(0.70)

1
(0.70)
0
(0.00)
0
(0.00)

4.28

0.76

Much

4.34

0.65

Much

4.31

0.67

Much

50
(35.70)

72
(51.40)

14
(10.00)

3
(2.10)

1
(0.70)

4.19

0.76

Much

290

340

61

7

2

4.30

0.57

Much

1215

1323

238

19

4

4.32

0.45

Much

Total of Facilities
Benefits from training

As shown in table 5.18, in general, the sample group of privated training
organizations have good attitude in much level to the operation of training courses.
Most of them have good attitude to the trainers, then the benefits of the training
courses, services of the staff, documents used in the training courses; and lastly,
they have lowest good attitude to facilities of the training courses.
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Table 5.19 Training Operation: Trainers, Services of Staff, Facilities, and Benefits
Received from Training Courses in University Training Centers

Level of Attitude
Most

Much

N
(%)

N
(%)

Have knowledge in
what he/she teaches

63
(45.00)

66
(47.10)

Have credible
personality
Able to transfer
knowledge fluently
Give opportunities for
customers to ask or
share opinions
Able to answer
questions clearly
Total of Trainer

58
(41.40)
51
(36.40)
60
(42.90)

Neu
tral

Less

Least

N
(%)

N
(%)

10
(7.10)

1
(0.70)

71
(50.70)
70
(50.00)
64
(45.70)

10
(7.10)
18
(12.90)
15
(10.70)

58
(41.40)
290

66
(47.10)
337

Give complete
information

54
(38.60)

Operate promptly

Traing Operation

Mean
ing

X̅

s.d.

0
(0.00)

4.36

0.65

Much

1
(0.70)
1
(0.70)
1
(0.70)

0
(0.00)
0
(0.00)
0
(0.00)

4.33

0.64

Much

4.22

0.69

Much

4.31

0.69

Much

15
(10.70)
68

1
(0.70)
5

0
(0.00)
0

4.29

0.68

Much

4.30

0.58

Much

74
(52.90)

11
(7.90)

1
(0.70)

0
(0.00)

4.29

0.64

Much

53
(37.90)

77
(55.00)

9
(6.40)

1
(0.70)

0
(0.00)

4.30

0.62

Much

Able to answer
questions clearly

49
(0.00)

75
(0.00)

15
(0.00)

1
(0.70)

0
(0.00)

4.23

0.66

Much

Have good human
relations
Enthusiastic to provide
service

70
(50.00)
65
(46.40)

60
(42.90)
65
(46.40)

9
(6.40)
9
(6.40)

1
(0.70)
1
(0.70)

0
(0.00)
0
(0.00)

4.42

0.65

Much

4.39

0.64

Much

Total of Service’s
Staff

291

351

53

5

0

4.33

0.57

Much

Content supports the
objectives

54
(38.60)

73
(52.10)

13
(9.30)

0
(0.00)

0
(0.00)

4.29

0.63

Much

Content is up-to-date

39
(27.90)
52
(37.10)

85
(60.70)
72
(51.40)

16
(11.40)
14
(10.00)

0
(0.00)
2
(1.40)

0
(0.00)
0
(0.00)

4.16

0.61

Much

4.24

0.69

Much

N
(%)

Trainer

Service of Staff

Training Documents

Topics are arranged
properly
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Table 5.19 (Continued)

Level of Attitude
Most

Much

N
(%)

N
(%)

Appropriate size and
form of document
Available in sufficient
numbers for customers
Total of Training
Documents
Facilities

48
(34.30)
59
(42.10)
252

Size of room
appropriate for the
number of customers
Room is arranged
appropriately for the
topic of training
Modern audiovisual
equipment (such as
computer, internet, and
WIFI)
Convenient to travel
Food and drink

Traing Operation

Neu
tral

Less

Least

Mean
ing

X̅

s.d.

0
(0.00)
0
(0.00)
0

4.16

0.71

Much

4.29

0.71

Much

4.23

0.54

Much

2
(1.40)

0
(0.00)

4.26

0.67

Much

16
(11.40)

1
(0.70)

0
(0.00)

4.24

0.67

Much

67
(47.90)

20
(14.30)

1
(0.70)

0
(0.00)

4.21

0.71

Much

48
(34.30)

68
(48.60)

23
(16.40)

1
(0.70)

0
(0.00)

4.16

0.74

Much

42
(30.00)

71
(50.70)

24
(17.10)

1
(0.70)

2
(1.40)

4.07

0.79

Much

246

351

95

6

2

4.19

0.55

Much

Receiving more
knowledge

66
(47.10)

61
(43.60)

12
(8.60)

1
(0.07)

0
(0.00)

4.36

0.70

Much

Getting to know other
customers
Receiving benefits
from training
Able to apply the
knowledge in real work
situation
Able to share and
transfer the knowledge
to others in your
workplace
Total of Benefits
from training

53
(37.90)
57
(40.70)
50
(35.70)

64
(45.70)
73
(52.10)
74
(52.90)

19
(13.60)
8
(5.70)
12
(8.60)

3
(2.10)
2
(1.40)
1
(0.70)

1
(0.70)
0
(0.00)
3
(2.10)

4.18

0.80

Much

4.31

0.71

Much

4.19

0.79

Much

52
(37.10)

72
(51.40)

14
(10.00)

2
(1.40)

0
(0.00)

4.23

0.74

Much

278

344

63

9

4

4.25

0.65

Much

Total of Facilities

N
(%)

N
(%)

66
(47.10)
65
(46.40)
361

N
(%)
26
(18.60)
15
(10.70)
84

0
(0.00)
1
(0.70)
3

53
(37.90)

73
(52.10)

12
(8.60)

51
(36.40)

72
(51.40)

52
(37.10)

Benefits from training
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Table 5.19 (Continued)

Level of Attitude

Traing Operation

Total of traing
operation in
private training
organizations

Most

Much

N
(%)

N
(%)

989

1261

Neu
tral
N
(%)
253

Less

Least

N
(%)

N
(%)

17

0

X̅

s.d.

4.26

0.47

Mean
ing

Much

As shown in table 5.19, in general, the sample group of university training
centers have good attitude in much level to the operation of training courses. Most
of them have good attitude to services of the staff, then the trainers, the benefits of
the training courses, documents used in the training courses; and lastly, they have
lowest good attitude to facilities of the training courses.

5.7 Level of Relationship
Table 5.20 Level of Relationship in Government Training Organizations

Level of Attitude
Most

Much

Neu
tral

Less

Least

N
(%)

N
(%)

N
(%)

N
(%)

N
(%)

Know the name of the
organization

28
(20.00)

60
(42.90)

39
(27.90)

11
(7.90)

Remember the name of
the organization
Recognize the logo of
the organization
Remember the name of
training
projects/training
courses

16
(11.40)
16
(11.40)
17
(12.10)

54
(38.60)
54
(38.60)
55
(39.30)

51
(36.40)
51
(36.40)
53
(37.90)

15
(10.70)
15
(10.70)
14
(10.00)

Level of relationship

Mean
ing

X̅

s.d.

2
(1.40)

3.72

0.92

Much

4
(2.90)
4
(2.90)
1
(0.70)

3.72

0.91

Much

3.45

0.93

Much

3.52

0.86

Much

Awareness
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Table 5.20 (Continued)
Level of Attitude

Level of relationship

Total of Awareness
Identity
Prefer to take training
courses with this
training organization
Proud to be a customer
of the organization
Feel good to inform
others that be customer
of this training
organization
Feel good to use
souvenir with logos of
the organization such
as pen, bag, notebook,
etc.
Total of Identity

Most

Much

Neu
tral

Less

Least

N
(%)

N
(%)

N
(%)

N
(%)

N
(%)

77

223

194

55

27
(19.30)

59
(42.10)

48
(34.30)

22
(15.70)

63
(45.00)

32
(22.90)

Mean
ing

X̅

s.d.

11

3.60

0.79

Much

5
(3.60)

1
(0.70)

3.76

0.83

Much

47
(33.60)

6
(4.30)

2
(1.40)

3.69

0.84

Much

50
(35.70)

54
(38.60)

4
(2.90)

0
(0.00)

3.79

0.83

Much

31
(22.10)

51
(36.40)

46
(32.90)

11
(7.90)

1
(0.70)

3.71

0.92

Much

112

223

195

26

4

3.74

0.73

Much

17
(12.10)

59
(42.10)

53
(37.90)

9
(1.40)

2
(1.40)

3.57

0.84

Much

10
(7.10)

57
(40.70)

67
(47.90)

5
(3.60)

1
(0.70)

3.50

0.71

Much

15
(10.70)

60
(42.90)

55
(39.90)

9
(6.40)

1
(0.70)

3.56

0.80

Much

14
(10.00)

52
(37.10)

63
(45.00)

10
(7.10)

1
(0.70)

3.49

0.80

Much

56

228

238

33

5

3.53

0.64

Much

23
(16.40)

65
(46.40)

45
(32.10)

6
(4.30)

1
(0.70)

3.74

0.81

Much

25
(17.90)

64
(45.70)

45
(32.10)

5
(3.60)

1
(0.70)

3.76

0.81

Much

Connected
Asked questions or
shared opinions with
the staff of the training
organization
Provide suggestions to
the organization via
e-mail
Give personal
information to the
training organization
Reveal information
about workplace to the
training organization
Total of Connected
Community
Exchange information
about the training
organization with other
customers
Exchange information
about the training
courses of the training
organization with other
customers
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Table 5.20 (Continued)
Level of Attitude

Level of relationship

Regularly keep contact
with other customers
after the training course
is finished.
Participate in activities
with other customers
such as parties or
charity activities
Total of Community

Most

Much

Neu
tral

Less

Least

N
(%)

N
(%)

N
(%)

N
(%)

N
(%)

20
(14.30)

61
(43.60)

49
(35.0)

6
(4.30)

17
(12.10)

54
(38.60)

52
(37.10)

85

244

14
(10.00)

Mean
ing

X̅

s.d.

4
(2.90)

3.62

0.86

Much

9
(6.40)

8
(5.70)

3.45

0.98

Much

191

26

14

3.64

0.77

Much

72
(51.50)

46
(32.90)

8
(5.70)

0
(0.00)

3.66

0.74

Much

15
(10.70)

70
(50.00)

48
(34.30)

7
(5.00)

0
(0.00)

3.66

0.74

Much

24
(17.10)

65
(46.40)

46
(32.90)

5
(3.60)

0
(0.00)

3.77

0.77

Much

24
(17.10)

64
(45.70)

44
(31.50)

7
(5.00)

1
(0.70)

3.74

0.83

Much

77
407

271
1189

184
1002

27
167

1
35

3.70
3.64

0.69
0.59

Much
Much

Advocacy
Talk about positive
things of training
organization with
others
Talk about positive
things of the training
courses with others
Recommend the
training courses to
others
Feel good to help the
training organization
get more customers
Total of Advocacy
Total of Level of
Relationship in
Government Training
Organizatios

As shown in table 5.20, in general, the sample group has very close
relationship with government training organizations.
Most customers in the sample group of government training organizations
have good relationship with the government training organizations at a level of
identity. Most of them feel good to present themselves as customers of the
government training organization. Respectively, they are glad to receive training
from the government training organizations, feel good to use souvenirs with logos
or name of the government training organization, such as shirts, pens, bags,
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notebooks, at an average level, and lastly, they also feel proud to be customers of
the government training organizations.
At the second highest number, the sample group have good relationship
with government training organizations at a level of being the advocacy of the
government training organizations. Most of them are glad to recommend the
training courses of the government training organizations to others. Respectivly, they
feel good to help make others become customers of the government training
organizations, and they inform others about good things of the training organization.
At the third highest number, in the sample group of government training
organizations have good relationship with the training organization at a level of
community. The customers feel good to exchange opions with others about the
government organizations the most. Next, they are glad to regularly communicate
with others customers after the training courses is over, and to participate in
activities of the government training organization, such as alumni party, social
service activities, with people who used to train to the same training courses with
them.
At the fourth highest number, the sample group of government training
organizations have good relationship with the organization at a level of awareness.
Equal number of customers know the name of the training organization and
remember the name of the government training organizations. The next largest
number in this group can remember names of the projects or courses and can
remember the logos of the government training organizations.
At the smallest number, the sample group of the government organizations
have good relationship with the organization at a level of connected. Most of the
customers in this group are glad to ask questions or give opinions to the staff of the
government organizations. Second largest number of the customers in this group
are glad to give their personal information, such as preferences, to the government
training organizations. They are also glad to give suggestions to the government
training organization through e-mail and they are glad to provide the government
training organizations with information about the organization that they are working
for, such as problems and obstacles on workplace.
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Table 5.21 Level of Relationship in Private Training Organizations

Level of Attitude
Most

Much

Neu
tral

Less

Least

N
(%)

N
(%)

N
(%)

N
(%)

N
(%)

Know the name of the
organization

28
(20.00)

60
(42.90)

39
(27.90)

11
(7.90)

Remember the name of
the organization
Recognize the logo of
the organization
Remember the name of
training courses
Total of Awareness
Identity
Prefer to take training
courses with this
training organization
Proud to be a customer
of the organization

61
(43.60)
16
(11.40)
17
(12.10)
122

40
(28.60)
54
(38.60)
55
(39.30)
209

10
(7.10)
51
(36.40)
53
(37.90)
153

27
(19.30)

59
(42.10)

22
(15.70)

Feel good to inform
others that be customer
of this training
organization
Feel good to use
souvenir with logos of
the organization such
as pen, bag, notebook,
etc.
Total of Identity
Connected
Asked questions or
shared opinions with
the staff of the training
organization
Provide suggestions to
the organization via
e-mail
Give personal
information to the
training organization
Reveal information
about workplace to the
training organization
Total of Connected

Level of relationship

Mean
ing

X̅

s.d.

2
(1.40)

3.72

0.92

Much

2
(1.40)
15
(10.70)
14
(10.00)
42

0
(0.00)
4
(2.90)
1
(0.70)
7

3.72

0.91

Much

3.45

0.93

Much

3.52

0.86

Much

3.50

0.79

Much

48
(34.30)

5
(3.60)

1
(0.70)

3.76

0.83

Much

63
(45.00)

47
(33.60)

6
(4.30)

2
(1.40)

3.69

0.84

Much

32
(22.90)

50
(35.70)

54
(38.60)

4
(2.90)

0
(0.00)

3.79

0.83

Much

17
(12.10)

59
(42.10)

53
(37.90)

9
(6.40)

2
(1.40)

3.71

0.92

Much

98

231

202

24

5

3.73

0.71

Much

17
(12.10)

59
(42.10)

53
(37.90)

9
(6.40)

2
(1.40)

3.57

0.84

Much

10
(7.10)

57
(40.70)

67
(47.90)

5
(3.60)

1
(0.70)

3.50

0.71

Much

15
(10.70)

60
(42.90)

55
(39.30)

9
(6.40)

1
(0.70)

3.56

0.80

Much

14
(10.00)

52
(37.10)

63
(45.00)

10
(7.10)

1
(0.70)

3.49

0.80

Much

56

228

238

33

5

3.46

0.71

Much

Awareness
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Table 5.21 (Continued)
Level of Attitude
Most

Much

N
(%)

N
(%)

Exchange information
about the training
organization with other
customers
Exchange information
about the training
courses of the training
organization with other
customers
Regularly keep contact
with other customers
after the training course
is finished.
Participate in activities
with other customers
such as parties or
charity activities
Total of Community
Advocacy

23
(16.40)

65
(46.40)

25
(17.90)

Talk about positive
things of training
organization with
others
Talk about positive
things of the training
courses with others
Recommend the
training courses to
others
Feel good to help the
training organization
get more customers
Total of Advocacy
Total of Level of
Relationship in
Private Training
Organizatios

Level of relationship

Neu
tral

Less

Least

N
(%)

N
(%)

45
(32.10)

6
(4.30)

64
(45.70)

45
(32.10)

20
(14.30)

61
(43.60)

17
(12.10)

Mean
ing

X̅

s.d.

1
(0.70)

3.74

0.81

Much

5
(3.60)

1
(0.70)

3.76

0.81

Much

49
(35.00)

6
(4.30)

4
(2.90)

3.62

0.89

Much

54
(38.60)

52
(37.10)

9
(6.40)

8
(5.70)

3.45

0.98

Much

85

244

191

26

14

3.64

0.77

Much

14
(10.00)

72
(51.40)

46
(32.90)

8
(5.70)

0
(0.00)

3.66

0.74

Much

15
(10.70)

70
(50.00)

48
(34.30)

7
(5.00)

0
(0.00)

3.66

0.74

Much

24
(17.10)

65
(46.40)

46
(32.90)

5
(3.60)

0
(0.00)

3.77

0.70

Much

24
(17.10)

64
(45.70)

44
(31.40)

7
(5.00)

1
(0.70)

3.74

0.83

Much

77
438

271
1183

184
968

27
152

1
32

3.67
3.57

0.73
0.64

Much
Much

N
(%)

Community
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As shown in table 5.21, in general, the sample group of private training
organizations have very close level of relationship with their training organization.
Most customers in the sample group of private training organizations have
good relationship with the private training organizations at a level of identity. Most
customers in this group are glad to join training courses of private training
organizations and are feel good to use souvenirs with logos or names of the private
training organizations. Secondly, equal number of customers in this group are proud
to be customers of the private training organizations and to present themselves as
customers of the private training organizations.
At the second largest number, customers of private organizations in the
sample group have good relationship with their training organizations at a level of
advocacy. Most of them tell others about good things of the private training
organizations. Respectively, they persuade others to participate in training courses of
the private training organizations, and they feel good that they are able to help others
become customers of the private training organizations.
At the third largest number, customers of private organizations in the sample
group have good relationship with their training organizations at a level of awareness
the private training organizations. Firstly, those who know the name of the private
training organizations and those who can remember name of the organization are
eequal in number are equal in the number. Secondly, in respective order, this group of
customers can remember the logo of the private training organizations. Thirdly, they
can remember the names of the training projects or training courses.
At the fourth largest number, customers of private training organizations in the
sample group have good relationship with their private training organizations at a
level

of

community. Firstly, they exchange opionions

about

trainining’s

project/courses with other customers. Secondly, they regularly keep contact with other
customers after the training is over. Thirdly, they participate in activities of the private
training organizations with other customers in the same courses, such as alumni party
or social service campaigns.
At the smallest number, customers of private organizations in the sample
group have good relationship with their training organizations at a level of connected.
Firstly, they feel good to ask questions or express opinions to staff of the private
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training organizations. Secondly, they are glad to provide information about the
organization they work for, such as problems and obstacles encountered on
workplace. Thirdly, they are glad to give suggestions to the training organization
through email, and lastly, they are willing to provide personal information, such as
preferences, to the private training organizations.

Table 5.22 Level of Relationship in University Training Centers

Level of Attitude
Most

Much

N
(%)

N
(%)

Know the name of the
organization

20
(14.30)

50
(35.70)

Remember the name of
the organization
Recognize the logo of
the organization
Remember the name of
training
projects/training
courses
Total of Awareness

17
(12.10)
21
(15.00)
16
(11.40)

Neu
tral

Less

Least

N
(%)

N
(%)

54
(38.60)

10
(7.10)

53
(37.90)
42
(30.00)
48
(34.30)

56
(40.00)
51
(36.40)
53
(37.90)

74

193

Prefer to take training
courses with this
training organization
Proud to be a customer
of the organization

18
(12.90)

Feel good to inform
others that be customer
of this training
organization
Feel good to use
souvenir with logos of
the organization such
as pen, bag, notebook,
etc.
Total of Identity

Level of relationship

Mean
ing

X̅

s.d.

6
(4.30)

3.49

0.97

Much

11
(7.90)
20
(14.30)
18
(12.90)

3
(2.10)
6
(4.30)
5
(3.60)

3.50

0.89

Much

3.37

1.04

Much

3.37

0.97

Much

214

59

20

3.43

0.85

Much

65
(46.40)

48
(34.30)

8
(5.70)

1
(0.70)

3.65

0.80

Much

15
(10.70)

69
(49.30)

48
(34.30)

8
(5.70)

0
(0.00)

3.65

0.75

Much

23
(16.40)

65
(46.40)

44
(31.40)

8
(5.70)

0
(0.00)

3.74

0.80

Much

25
(17.90)

60
(42.90)

48
(34.30)

6
(4.30)

1
(0.70)

3.73

0.83

Much

81

259

188

30

2

3.69

0.70

Much

N
(%)

Awareness

Identity
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Table 5.22 (Continued)
Level of Attitude

Level of relationship

Most

Much

N
(%)

N
(%)

16
(11.40)

54
(38.60)

16
(11.40)

Neu
tral

Less

Least

N
(%)

N
(%)

53
(37.10)

16
(11.40)

57
(40.70)

53
(37.90)

16
(11.40)

55
(39.30)

21
(15.00)

Mean
ing

X̅

s.d.

2
(1.40)

3.47

0.89

Neutr
al

12
(8.60)

2
(1.40)

3.52

0.86

Much

57
(40.70)

11
(7.90)

1
(0.70)

3.52

0.83

Much

51
(36.40)

55
(39.30)

11
(7.90)

2
(1.40)

3.56

0.89

Much

69

217

218

50

7

3.52

0.77

Much

Exchange information
about the training
organization with other
customers
Exchange information
about the training
courses of the training
organization with other
customers
Regularly keep contact
with other customers
after the training course
is finished.
Participate in activities
with other customers
such as parties or
charity activities
Total of Community
Advocacy

17
(12.10)

63
(45.00)

50
(35.70)

9
(6.40)

1
(0.70)

3.61

0.81

Much

19
(13.60)

59
(42.10)

52
(37.10)

9
(6.40)

1
(0.70)

3.61

0.83

Much

18
(12.90)

56
(40.00)

47
(33.60)

17
(12.10)

2
(1.40)

3.50

0.92

Much

20
(14.30)

40
(28.70)

49
(35.00)

23
(16.40)

8
(5.70)

3.30

1.08

Neutral

74

218

198

58

12

3.51

0.79

Much

Talk about positive
things of training
organization with
others
Talk about positive
things of the training
courses with others

21
(15.00)

63
(45.00)

43
(30.70)

12
(8.60)

1
(0.70)

3.65

0.86

Much

23
(16.40)

62
(44.30)

43
(30.70)

11
(7.90)

1
(0.70)

3.68

0.87

Much

N
(%)

Connected
Asked questions or
shared opinions with
the staff of the training
organization
Provide suggestions to
the organization via
e-mail
Give personal
information to the
training organization
Reveal information
about workplace to the
training organization
Total of Connected
Community
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Table 5.22 (Continued)
Level of Attitude

Level of relationship

Recommend the
training courses to
others
Feel good to help the
training organization
get more customers
Total of Advocacy
Total of Level of
Relationship in
university training
centers

Most

Much

N
(%)

N
(%)

26
(18.60)

Neu
tral

Less

Least

Mean
ing

X̅

s.d.

2
(1.40)

3.71

0.89

Much

9
(6.40)

2
(1.40)

3.65

0.90

Much

41

6

3.67

0.82

Much

N
(%)

N
(%)

61
(43.60)

N
(%)
42
(30.00)

9
(6.40)

25
(17.90)

54
(38.60)

50
(35.70)

95

240

178

Much
393

1127

996

238

47

3.60

0.61

As shown in table 5.22, in general, customers of university training centers
have very close relationship with their university training centers.
Most customers in the sample group of private training organizations have
good relationship with the private training organizations at a level of awareness.
Firstly, they are remember the logos of the university training centers, The next, Equal
number of customers know the name of the university training centers and remember
the name of the university training centers, The largest number in this group can
remember names of the training projects or courses.
At the second largest number, customers of university training centers in the
sample group have good relationship with their training organizations at a level of
advocacy. Most of them feel good that they are able to help others become customers
of the university training centers, The next, they persuade others to participate in
training courses of the university training centers, tell others about good things of the
training course in university training centers. The largest number in this group inform
others about good things of the university training centers
At the third highest number, customers of university training centers in the
sameple group have good relationship with the training organization at a level of
connected. Firstly, they are glad to ask questions or give opinions to the staff and
provide information about the organization that they work for, such as problems and
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obstacles encountered on workplace to the university training centers. Next, they are
glad to give suggestions to the organization by e-mail in respective order. The largest
number in this group provide their personal information, such as preferences.
At the fourth largest number, customers of university training centers in the
sameple group have good relationship with the training organization at a level
ofcommunity. Firstly, they feel good to participate in activities with other customers
in the same training courses, such as having alumni party or doing social service
campaigns with the university training centers. Secondly, they are glad to exchange
opinions with other trainees about training projects and courses of the university
training centers, Thirdly, they are glad to exchange opinions with other customers
about the university training centers, and lastly they are glad to regularly keep contact
with other customers in the same training courses after the training is over.
At the smallest number, customers of university training centers in the
sameple group have good relationship with the training organization at a level of
awareness. Firstly, they feel good to remember the name of the university training
centers, Secondly, equal numbers of them feel good to know the name, remember the
logo of the university training centers, and remember the names of the training
projects or courses of the university training centers.

5.8 Customer Loyalty
Table 5.23 Customer Loyalty in Government Training Organizations

Level of Attitude
Most

Much

N
(%)

N
(%)

Trust in the reputation of
the training organization

35
(25.00)

Rather have this
organization provide
customers with training
courses than other
organizations

20
(14.30)

Customer Loyalty

Neu
tral

Less

Least

Mean
ing

X̅

s.d.

0
(0.00)

3.97

0.74

Much

0
(0.00)

3.79

0.74

Much

N
(%)

N
(%)

67
(47.90)

N
(%)
37
(26.40)

1
(0.70)

76
(54.30)

38
(27.10)

6
(4.30)
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Table 5.23 (Continued)
Level of Attitude
Most

Much

N
(%)

N
(%)

Believe in the benefits
of the training
organization

24
(17.10)

Sales promotion of other
training organizations
cannot persuade to
change
Recommend the training
organization to friends
and family
Still use the service even
the price of the training
courses are higher
Talk about the training
organization in a
positive way
Don’t find for
information about other
training organizations
and compare it with the
organization that be
customer
If another training
organizations with better
service, will not change
from this current
training organization
Always continue to use
the training service of
this organization
Total of Customer
Loyalty in Government
Training
Organizations

Customer Loyalty

Neu
tral

Less

Least

Mean
ing

X̅

s.d.

0
(0.00)

3.75

0.75

Much

11
(7.90)

1
(0.70)

3.46

0.79

Neutral

57
(40.70)

3
(2.10)

1
(0.70)

3.65

0.75

Much

54
(38.60)

63
(45.00)

10
(7.10)

1
(0.70)

3.47

0.78

Neutral

19
(13.60)

68
(48.60)

51
(36.40)

1
(0.70)

1
(0.70)

3.74

0.73

Much

27
(19.30)

34
(24.30)

62
(44.30)

14
(10.00)

3
(2.10)

3.49

0.99

Neutral

17
(12.10)

48
(34.30)

52
(37.10)

20
(14.30)

3
(2.10)

3.40

0.95

Neutral

19
(13.60)

49
(13.60)

59
(42.10)

13
(9.30)

0
(0.00)

3.53

0.84

Much

202

571

536

81

10

3.62

0.60

Much

N
(%)

N
(%)

59
(42.10)

N
(%)
55
(39.30)

2
(1.40)

12
(8.60)

54
(38.60)

62
(44.30)

17
(12.10)

62
(44.30)

12
(8.60)

As shown in table 5.23, customers of government training organizations in the
sample group have high level of loyalty to their training organizations.
Most of the customers in this group trust in the reputation of the government
training organizations that they are currently using service. Respectively, they trust
and want to use the service of the government training organizations more than other
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government training organizations. They are confident in the benefits received from
the training of their current training organization. They always speak well of the
goverment training organizations that they are using. They continuously use the
service of government training organizations. They do not seek information about
training courses of other training organizations to compare with the government
training organizations that customers are using. They continue to use the training
service of the current training organization although prices rise. The smallest number
of the customers in this group will not change from their current training
organizations to use the service of other training organizations.

Table 5.24 Customer Loyalty in Private Training Organizations

Level of Attitude

Customer Loyalty

Trust in the reputation
of the training
organization
Rather have this
organization provide
customers with training
courses than other
organizations
Believe in the benefits
of the training
organization
Sales promotion of
other training
organizations cannot
persuade to change
Recommend the
training organization to
friends and family
Still use the service
even the price of the
training courses are
higher
Talk about the training
organization in a
positive way

Most

Much

N
(%)

N
(%)

18
(12.90)

Neu
tral

Less

Least

Mean
ing

X̅

s.d.

0
(0.00)

3.79

0.69

Much

5
(3.60)

0
(0.00)

3.61

0.70

Much

49
(35.00)

4
(2.90)

0
(0.00)

3.70

0.70

Much

50
(35.70)

67
(47.90)

8
(5.70)

2
(1.40)

3.46

0.80

Neutral

18
(12.90)

54
(38.60)

60
(42.90)

7
(5.00)

1
(0.70)

3.58

0.81

Much

14
(10.00)

41
(29.30)

75
(53.60)

8
(5.70)

2
(1.40)

3.41

0.80

Neutral

28
(20.00)

55
(39.30)

51
(36.40)

6
(4.30)

0
(0.00)

3.75

0.82

Much

N
(%)

N
(%)

77
(55.00)

N
(%)
42
(30.00)

3
(2.10)

12
(8.60)

66
(47.10)

57
(40.70)

15
(10.70)

72
(51.40)

13
(9.30)
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Table 5.24 (Continued)
Level of Attitude

Customer Loyalty

Don’t find for
information about other
training organizations
and compare it with the
organization that be
customer
If another training
organizations with
better service, will not
change from this
current training
organization
Always continue to use
the training service of
this organization
Total of Customer
Loyalty in Private
Training
Organizations

Most

Much

N
(%)

N
(%)

14
(10.00)

Neu
tral

Less

Least

Mean
ing

X̅

s.d.

3
(2.10)

3.37

0.83

Much

8
(5.70)

2
(1.40)

3.41

0.80

Neutral

61
(43.60)

9
(6.40)

0
(0.00)

3.52

0.74

Much

606

68

11

3.57

0.59

Much

N
(%)

N
(%)

39
(27.90)

N
(%)
75
(53.60)

9
(6.40)

14
(10.00)

41
(29.30)

75
(53.60)

12
(8.60)

58
(41.40)

160

555

As shown in table 5.24, customers of private training organizations in the
sample group have high level of loyalty to their training organizations.
Most customers in this group trust in the reputation of the private training
organizations that they are currently using service. Respectively, they trust and want
to use the training services of their current the private training training organizations
rather than services of other training organizations. They always speak well of the
private training organization that they are using. They recommend the training
organization to friends and family. If another training organizations with better
service, they will not change from this current training organization. They are
confident in the benefits received from participating in the training courese of their
current training organization. They talk about the training organization in a positive
way. They will recommend the organization to relatives or the people they know.
They continuously use the service of their current training organization. They do not
change from the current private training organizations to other training organizations
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that the prices of the training courses become higher. The smallest number of
customers in this group will not seek information about other training courses of other
organizations in order to compare with those of their current training organizations.

Table 5.25 Customer Loyalty in University Training Centers

Level of Attitude
Most

Much

Customer Loyalty
N
(%)

N
(%)

Trust in the reputation
of the training
organization
Rather have this
organization provide
customers with training
courses than other
organizations
Believe in the benefits
of the training
organization
Sales promotion of
other training
organizations cannot
persuade to change
Recommend the
training organization to
friends and family

21
(15.00)

Still use the service
even the price of the
training courses are
higher
Talk about the training
organization in a
positive way
Don’t find for
information about other
training organizations
and compare it with the
organization that be
customer
If another training
organizations with
better service, will not
change from this
current training
organization

Neu
tral

Less

Least
X̅

s.d.

Mean
ing

N
(%)

N
(%)

76
(54.30)

N
(%)
41
(29.30)

2
(1.40)

0
(0.00)

3.83

0.69

Much

22
(15.70)

69
(49.30)

48
(34.30)

1
(0.70)

0
(0.00)

3.80

0.70

Much

26
(18.60)

70
(50.00)

42
(30.00)

2
(1.40)

0
(0.00)

3.86

0.73

Much

18
(12.90)

45
(32.10)

70
(50.00)

7
(5.00)

0
(0.00)

3.53

0.78

Much

22
(15.70)

59
(42.10)

50
(35.70)

9
(6.40)

0
(0.00)

3.67

0.82

Much

13
(9.30)

40
(28.60)

76
(54.30)

10
(7.10)

1
(0.70)

3.39

0.78

Much

12
(8.60)

70
(ถ0.00)

52
(37.10)

6
(4.30)

0
(0.00)

3.63

0.70

Much

15
(10.70)

42
(30.00)

68
(48.60)

13
(9.30)

2
(1.40)

3.39

0.85

Neutral

12
(8.60)

43
(30.70)

67
(47.90)

15
(10.70)

3
(2.10)

3.33

0.86

Neutral
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Table 5.25 (Continued)

Level of Attitude
Most

Much

Customer Loyalty

Always continue to use
the training service of
this organization
Total of Customer
Loyalty in University
Training Centers

N
(%)

N
(%)

19
(13.60)
180

Neu
tral

Less

Least
X̅

s.d.

Mean
ing

N
(%)

N
(%)

47
(33.60)

N
(%)
70
(50.00)

3
(2.10)

1
(0.70)

3.57

0.78

Much

561

584

68

7

3.60

0.61

Much

As shown in table 5.25, customers of university training centers in the sample
group have high level of loyalty to their training organizations.
Most customers of university training centers in the sample group trust in the
benefits they receive from their current university training centers. Respectively,
they trust in the reputation of their current university training centers. They want to
use the training services of the current raining centers rather than the services of
other training organizations. They will recommend the services of the current
organization to their relatives or the people they know. They always speak well of
their current university training centers. Equal numbers of customers in the sample
group continuously use the training services of the current organization although
the prices maybe higher, and do not seek information about training projects or
courses of other training organizations to compare with that of their current university
training centers. The smallest number of customers in this group do not change from
their current university training centers to other training organizations with better
services.

5.9 Research Hypothesis Testing
5.9.1 Hypothesis 1
Hypothesis 1: Customers of training organizations with different demographic
characteristics in gender, age range, education level, occupation, position, and
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personal monthly income have different attitude

to integrated marketing

communications in building customer relationship.
T-test and One Way ANOVA, the inferential statistics, were used to the test
hypotheses. The researcher determined the level of significance at .05. The research
hypothesis testing was found as the following.
1) Customers of training organizations with different gender have
different attitude to integrated marketing communications in building customer
relationship.

Table 5.26 The Gender with the Attitude to Integrated Marketing Communications
in Building Customer Relationship

Gender

Frequency

Mean

S.D.

T-Test

p

Male

182

71.73

13.34

2.743*

.098

Female

238

371.13

11.55

Note: *Statistical significant at level .05

As shown in table 5.26 Customers of training organizations with male
and female have attitude to integrated marketing communications in building
customer relationship not differently.
2) Customers of training organizations with different age range have
different attitude to integrated marketing communications in building customer
relationship.

Table 5.27 The Age Range with the Attitude to Integrated Marketing
Communications in Building Customer Relationship

Age range

Frequency

Mean

S.D.

F-Test

p

Younger than
20 - 25

76

75.50

12.53

3.760*

.002

26-30

70

73.14

12.02
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Table 5.27 (Continued)

Age range

Frequency

Mean

S.D.

31-35

86

68.35

11.59

36-40

77

69.01

11.98

41-45

45

70.71

12.96

46-Older than
60

66

72.02

12.18

F-Test

p

Note: *Statistical significant at level .05

As shown in table 5.27 customers of training organizations with
different age range have attitude to integrated marketing communications in building
customer relationship differently with statistical significant at level .05.

Table 5.28 The Comparative Analysis Difference of Age Range with the Attitude to
Integrated Marketing Communications in Building Customer Relationship

Age range
Age range

Mean

Younger
than 20 - 25

75.50

26 - 30

73.14

31- 35
36 - 40
41 - 45
46 - Older
than 60

68.35
69.01
70.71

Younger
than
20 - 25

26-30

31-35

36-40

41-45

46-Older
than 60

-

.235714

7.15116*

6.48701*

4.78889

3.48485

-

4.79402

4.12987

2.43175

1.12771

-

.66415
-

2.36227
1.69812
-

3.66631
3.00216
1.30404

72.02

-

Note: *Statistical significant at level .05

As shown in table 5.28 customers of training organizations in the
sample group who are in the age range of younger than 20 - 25 years old have
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different attitude to integrated marketing communications from customers in the age
range of 31-35 years and 36-40 years old at statistical significance of .05.
The difference of attitude to integrated marketing communications of
customers in the age range of younger than 20-25 years old and customers in the

age

range of 31-35 years old is more than the difference of attitude to integrated
marketing communications between customers in the age range of younger than
20-25 years old and customers in the age range of 36-40 years old.
As for customers of training organizations in the age range of 26-30,
41-45, and 46-oldrer than 60 years old, their attitude to integrated marketing
communications in building customer relationship is not differently.
3) Customers of training organizations with different level of
education have different attitude to integrated marketing communications in building
customer relationship.

Table 5.29 The Level of Education with the Attitude to Integrated Marketing
Communications in Building Customer Relationship

Level

Frequency

Mean

S.D.

F-Test

p

53

71.58

12.83

1.238

.296

50

69.74

11.75

Bachelor Degree

210

70.81

12.99

Master Degree -

107

of education
Secondary School
- High School
Vocational
Certificate - High
Vocational
Certificate

Doctorate Degree

73.21

Note: *Statistical significant at level .05

.55
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As shown in table 5.29 customers of training organizations with
different level of education have attitude to integrated marketing communications in
building customer relationship not differently.
4) Customers of training organizations with different occupation have
different attitude to integrated marketing communications in building customer
relationship.

Table 5.30 The Occupation with the Attitude to Integrated Marketing
Communications in Building Customer Relationship

Occupation

Frequency

Mean

S.D.

F-Test

p

Own Business

65

74.77

13.20

7.723*

.000

Public Employee

37

77.03

10.49

Private Employee

288

69.51

11.91

Others

30

75.20

12.76

Note: *Statistical significant at level .05

As shown in table 5.30 customers of training organizations with
different occupation have attitude to integrated marketing communications in building
customer relationship differently with statistical significant at level .05.

Table 5.31 The Comparative Analysis Difference of Occupation with the Attitude to
Integrated Marketing Communications in Building Customer Relationship

Occupation
Occupation

Mean

Own
Business

75.50

Public
Employee

73.14

Own
Business

Public
Employee

Private
Employee

Others

-

2.25780

5.25881*

.43077

-

7.51661*

1.82703
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Table 5.31 (Continued)

Occupation
Occupation

Mean

Private
Employee

68.35

Others

69.01

Own
Business

Public
Employee

Private
Employee

Others

-

5.68958
-

Note: *Statistical significant at level .05

As shown in table 5.31 customers of training organizations in the
sample group who are in the occupation of private employee have different attitude to
integrated marketing communications from customers in the public employee and
customers of training organizations in the sample group who are in the occupation
of private employee have different attitude to integrated marketing communications
from customers in the owner business at statistical significance of .05.
The difference of attitude to integrated marketing communications of
customers in the private employee and public employee is more than the difference of
attitude to integrated marketing communications between customers in the private
employee and own business.
As for customers of training organizations in the others, their attitude to
integrated marketing communications in building customer relationship is not
differently.
5) Customers of training organizations with different position have
different attitude to integrated marketing communications in building customer
relationship.
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Table 5.32 The Position with the Attitude to Integrated Marketing Communications
in Building Customer Relationship

Position

Frequency

Mean

S.D.

F-Test

p

Operation

104

73.71

13.26

3.016*

.018

Officer

100

71.13

12.17

Leader - forman

84

69.13

12.94

Supervisor

60

68.50

10.47

Manager

72

73.46

11.25

Note: *Statistical significant at level .05
As shown in table 5.32 customers of training organizations with different
position have attitude to integrated marketing communications in building customer
relationship differently with statistical significant at level .05.

Table 5.33 The Comparative Analysis Difference of Position with the Attitude to
Integrated Marketing Communications in Building Customer Relationship

Position

Position
Mean

Operation

73.71

Operation

71.13

Leader forman
Supervisor

69.13

Manager

73.46

Operation

Operation

Leader forman

Super
visor

Manager

-

2.58154

4.58059*

5.21154*

.25321

-

1.99905

2.63000

2.32833

-

.63095

4.32738*

-

4.95833*

68.50

-

Note: *Statistical significant at level .05
As shown in table 5.33, customers who have work position of
supervisor or head of supervisor have different attitude to integrated marketing
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communications when compared with the attitude of customers who are in
operational work position at statistical significant level at .05.
Customers of training organizations who are head of department/
division have different attitude to integrated marketing communications when
compared with the attitude of customers who are in operational work position at
statistical significant level at .05.
Customers of training organizations who are managers have different
attitude to integrated marketing communications when compared with the attitude
of customers who are supervisor or head of supervisors at statistical significance of
.05
Customers of training organizations who are managers have different
attitude to integrated marketing communications when compared with the attitude
of customers who are head of department/ division at statistical significance of .05.
Customers of training organizations who are heads of department/
division have have attitude to integrated marketing communications most different
from the attitude of customers who are in operational work positions. In respective
order, customers of training organizations who are managers have attitude to
integrated marketing communications different from the attitude of customers who are
heads of department/division.
Customers in the sample group who are supervisors or head of
supervisors have attitude to integrated marketing communications different from
customers who are in operational work positions. Customers of training organizations
in the sample group who are managers have attitude to integrated marketing
communications different from the attiude of customers who are supervisors or
heads of supervisors.
Customers in the sample group who are general officers have no
differences in the attitude to integrated marketing communications in building
customer relationship.
6) Customers of training organizations with different monthly income
have different attitude to integrated marketing communications in building customer
relationship.
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Table 5.34 The Monthly Income with the Attitude to Integrated Marketing
Communications in Building Customer Relationship

Occupation

Frequency

Mean

S.D.

F-Test

p

Lower than 20,000

123

71.40

12.85

2.505*

.059

20,001- 40,000

186

70.02

12.42

40,001- 60,000

53

75.08

10.13

60,001- Higher than
100,000

58

72.43

12.36

Note: *Statistical significant at level .05

As shown in table 5.34 customers of training organizations with
different occupation have attitude to integrated marketing communications in building
customer relationship not differently.

5.9.2 Hypothesis 2
Hypothesis 2: Customers of different types of training organizations:
government, private and university, have different attitude to integrated marketing
communications.
The researcher looks for the differences between 2 variables: type of training
organizations and attitude to integrated marketing communications. Data was
analyzed by using statistical method of One Way ANOVA. The researcher specified
statistical significance at.05. The research hypothesis testing was found as the
following.
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Table 5.35 The Types of Training Organizations: Government, Private and
University with the Attitude to Integrated Marketing Communications

Types of training
organizations
Government Training

Frequency

Mean

S.D.

F-Test

p

140

73.14

12.76

2.182*

.114

Private Training

140

70.81

11.88

University Training

140

370.23

12.29

Note: *Statistical significant at level .05

As shown in table 5.35 the types of training organizations: government,
private and university with the attitude to integrated marketing communications not
differently.

5.9.3 Hypothesis 3
Hypothesis 3: Customers of different types of training organization:
government, private and university, have different level of relationship with training
organizations.
The researcher looks for the differences between 2 variables: type of training
organizations and the level of relationship with training organizations. Data was
analyzed by using statistical method of One Way ANOVA. The researcher specified
statistical significance at.05. The research hypothesis testing was found as the
following.
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Table 5.36 The Types of Training Organizations: Government, Private and
University with the Level of Relationship with Training Organizations

Types of training
organizations
Government Training

Frequency

Mean

S.D.

F-Test

p

140

72.89

11.87

.738*

.479

Private Training

140

71.31

12.73

University Training

140

71.30

13.11

Note: *Statistical significant at level .05
As shown in table 5.36 the types of training organizations: government,
private and university with the level of relationship with training organizations not
differently.
5.9.4 Hypothesis 4
Hypothesis 4: Customers different types of training organization: government,
private and university, have different customer loyalty to training organizations.
The researcher looks for the differences between 2 variables: type of training
organizations and customer loyalty with training organizations. Data was analyzed by
using statistical method of One Way ANOVA. The researcher specified statistical
significance at.05. The research hypothesis testing was found as the following.
Table 5.37 The Types of Training Organizations: Government, Private and
University with Customer Loyalty with Training Organizations

Types of training
organizations
Government Training

Frequency

Mean

S.D.

F-Test

p

140

36.24

6.01

.397*

.673

Private Training

140

35.61

5.91

University Training

140

35.99

6.12

Note: *Statistical significant at level .05
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As shown in table 5.37 the types of training organizations: government,
private and university with customer loyalty of relationship with training
organizations not differently.

5.9.5 Hypothesis 5
Hypothesis 5: Media exposure of customers correlates to customer loyalty
to training organizations.
The researcher looks for the differences between 2 variables: media
exposure of customers of training organization and customer loyalty to training
organization. The analysis was done by using Pearson’s product moment
correlation coefficient. The result shown that the hypothesis was correct about the
relationship.
The research hypothesis testing was found the relationship between training

organizatioin customer’s media exposure and customer loyalty to training
organizations.The relationship is positive / going in the same direction at statistical
significance. The higher media exposure that the customers have, the higher
their customer loyalty to training organization. At the same time, If they have low
media exposure used by the training organizations, they have low customer loyalty to
the training organizations as the following.

Table 5.38 Media Exposure of Customer with Customer Loyalty with Training
Organizations

Media exposure of Customer

customer loyalty with
training organizations

r

p

Government Training

0.27

0.00

Private Training

0.22

0.01

University Training

0.78

0.02
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As shown in table 5.38 the relation between media exposure of customers used
by training organization and customer loyalty to training organizations has statistical
significance and correspoinds to Hypothesis 5, which is similar to the relation
between customer’s behavior of receiving messages from training organizations and
customer loyalty to training organization. The relation has statistical significance.
5.9.6 Hypothesis 6
Hypothesis 6: Attitude of customers to the operation of training

in the

aspects of trainer, services, curriculum, facilities, and benefits received from the
training courses, correlates with customer loyalty to training organizations.
The researcher looks for the relation between 2 variables:

attitude of

customers to the operation of training and customer loyalty to training organizations.
Data was analyzed by using Pearson’s product moment correlation coefficient.
It was found that the relation corresponds to the hypothesis.
The research hypothesis testing was found the relation between customer
loyalty to training organizations and customer’s attitude to the operation of

training

in the aspects of trainer, services, curriculum, facilities, and benefits received from
the training shows that Hypothesis 6 is correct. The relation is positive or going in
the same direction with statistical significance. If customes have high good attitude
to the operation of training, customer loyalty to training organizations is high as well.
At the same time, if they have low good attitude to the operation of training,
customer loyalty to training organizations is low too as the following.
Table 5.39 Attitude of Customers to the Operation of Training with Customer
Loyalty to Training Organizations

Attitude to the training operation

customer loyalty with
training organizations

r

p

Government Training

0.27

0.00

Private Training

0.39

0.00

University Training

0.48

0.00
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As shown in table 5.39 the attitude of customers to the operation of training
in the aspects of trainer, services, curriculum, facilities, and benefits received from
the training courses and customer loyalty to training organizations has statistical
significance and correspoinds to Hypothesis 6, which is similar to the relation
between attitude of customers to the operation of training (trainer, services,
curriculum, facilities, and benefits of the courses) and customer loyalty to training
organizations, and the relation between attitude of customers to the operation of
training (trainer, services, curriculum, facilities, and benefits of the courses) and
customer loyalty to private training organizations, which have statistical significance.
.
5.9.7 Hypothesis 7
Hypothesis 7: Attitude of customers to integrated marketing communications
in building customer relationship correlates with level of relationship with training
organizations.
The researcher looks for the relation between 2 variables: attitude of
customers to integrated marketing communications and level of relationship that
customers have with training organizations. Data was analyzed by using Pearson’s
product moment correlation coefficient.
The research hypothesis testing was found the relation corresponds to the
hypothesis. The results of the testing of relation between attitude of customers to
integrated marketing communications in building customer relationship and level
of relationship with training organization shows that it corresponds to Hypothesis 7;
it is positive 2 going the same direction, with statistical significance. If customers
have high good attitude to integrated marketing communications, their levels of
relationship with training organizations are high as well. On the other hand, if they
have low good attitude to integrated marketing communication, their levels of
relationship with training organizations are low as well as follow.
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Table 5.40 Attitude of Customers to the Integrated Marketing Communications in
Building Customer Relationship Correlates with Level of Relationship
with Training Organizations

Attitude to the integrated marketing
communications

level of relationship with
training organizations

Government Training

r
0.60

p
0.00

Private Training

0.70

0.00

University Training

0.72

0.00

As shown in table 5.40

the relation between attitude of training

organizations customers to integrated marketing communication and level of
relationship between customers and raining organizations has statistical significance
and corresponds to Hypothesis 7. Similarly, the relation between attitude of private
training

organization customers to integrated marketing communication and level

of relationship between customers and private training organizations, and the
relation between attitude of universiry training centers customers to integrated
marketing communications and level of relationship between customers and
university training centers have

statistical significance as well.

5.9.8 Hypothesis 8
Hypothesis 8: Attitude of customers of training organizations to integrated
marketing communications in building customer relationship correlates with
customer loyalty to training organizations.
The researcher looks for the relation between 2 variables: attitude of
customers to integrated marketing communication and customer loyalty that to
training organizations. Data was analyzed by using Pearson’s product moment
correlation coefficient.
The research hypothesis testing was found the relation between the 2
variables corresponds to the Hypothesis 8. It is positive/ going the same direction,
with statistical significance. If customers have high good attitude to integrated
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marketing communications, customer loyalty with training organizations is high as
well. On the other hand, if they have low good attitude to integrated marketing
communication, their customer loyalty to training organizations are low as well as
this follow.

Table 5.41 Attitude of Customers to the Integrated Marketing Communications in
Building Customer Relationship Correlates with Customer Loyalty with
Training Organizations

Attitude to the integrated marketing
communications

customer loyalty with
training organizations

Government Training

r
0.60

p
0.00

Private Training

0.70

0.00

University Training

0.72

0.00

As shown in table 5.41 the relation between attitude of public training
organization customers to integrated marketing communication and customer
loyalty to government training organizations has statistical significance and
corresponds to Hypothesis 8. Similarly, the relation between attitude of private
training organization customers to integrated marketing communications their
loyalty to private training organizations, and the relation between attitude of
university training centers customers to integrated marketing communications

and

cutomer loyalty to university training centers have statistical significance as well.
From the testing of the 5 hypotheses, independent variables, dependent
variables and level of statistical significance of research hypotheses can be
concluded in Table 5.42 and Table 5.43 as follows.
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Table 5.42 Dependent and Independent Variable and the Statistical Significant Level
of Research Hypothesis

Dependent variable

Independent variable

Significant
level

Gender

The attitude of customers to integrated



Age range

marketing communications in building



Education

customer relationship



Occupation



Position



Mounthly income



Type of taining:

The attitude of customers to integrated

Government Training

marketing communications in building

Type of taining:

customer relationship




Private Training


Type of taining:
University Training
Type of taining:

Level of relationship with training

Government Training

organizations




Type of taining:
Private Training
Type of taining:

Level of relationship with training

University Training

organizations

Type of taining:

Customer loyalty with training

Government Training

organizations

Type of taining: Private





Training
Type of taining:
University Training
Note:  = Statistical significant at level .05
 = Non statistical significant at level .05
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As shown in table 5.42, the researcher can conclude the differences
between independent variables, dependent variables, and level of statistical
significant of the hypotheses, as follows:
Customers of training organizations that have different gender have
attitude to integrated marketing communications in building customer relationship
not differently.
Customers of training organizations in different age range have different
attitude to integrated marketing communications at statistical significant at level .05.
Customers of training organizations with different education level have
attitude to integrated marketing communications not differently.
Customers of training organization with different occupations have
ndifferent attitude to integrated marketing communications at statistical significant
level at .05.
Customers of training organization with different work position have
different attitude to integrated marketing communications at statistical significant
level at .05.
Customers of training organization with different level of income have
attitude to integrated marketing communications not differently.
Customers of government training organizations, private training organizations
and university training centers have attitude to integrated marketing communications
not differently.
Customers of government training organizations, private training organizations
and university training centers have level of relationship with training organizations
not differently.
Customers of government training organizations, private training organizations
and university training centers have customer loyalty to training organizations not
differently.
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Table 5.43 Dependent and Independent Variable and the Statistical Significant Level
of Research Hypothesis

Dependent variable
Media Exposure

Independent variable
Customer loyalty with training

Correlation


organizations
The attitude of customers to

Customer loyalty with training

training operation

organizations

The attitude of customers to

Level of relationship with

integrated marketing

training organizations




communications
The attitude of customers to

Customer loyalty with training

integrated marketing

organizations



communications
Note:  = Correlation
 = Non Correlation
As shown in table 5.43, the researcher can conclude the differences between
independent variables, dependent variables, and correlation of the hypotheses, as
follows:
Media exposure of customers correlates to customer loyalty to training
organizations.
The attitude of customers to training operation correlates to customer loyalty
with training organizations.
The attitude of customers to integrated marketing communications

correlates

to level of relationship with training organizations.
The attitude of customers to integrated marketing communications
to customer loyalty with training organizations.

correlates

CHAPTER 6

GUIDELINES FOR CREATING THE PATTERN OF INTEGRATED
MARKETING COMMUNIATIONS INBUILDING CUSTOMER
RELATIONSHIP IN GOVERNMENT TRAINING
ORGANIZATIONS, PRIVATE TRAINING
ORGANIZATIONS AND UNIVERSITY
TRAINING CENTERS
The content in chapter 7 includes the research findings of stage 3. The data
were collected through a qualitative approach that employed focus group discussion
to answer research questions 3: How are the pattern of integrated marketing
communications in building customer relationship in government traning organizations,
private training organizations and university training centers in Thailand.
The research findings have been divided into 2 parts: the qualitative research
findings and quantitative research findings as follows.

6.1 Qualitative Research from In-depth Interview
The process of communication used by public, private and educational
training organizations in Thailand consists of:
1) Sender: The executive of training organization coordinates with the
personnel who are responsible in training arrangement. The executive plans the
message to be communicated to customers and assigns roles and responsibilities to
the training staff, who will design and present news and information about training
programs/courses to target customers through various types of media.
2) Message: This includes content, pictures, or symbols that are
presented to target customers. It consists of details about the training crouses,
background and history of the training organization, and articles.
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3) Channel: This means channels or methods to deliver news and
information from training organizations to target customers. It includes print media,
person, activities, souvenir, internet, social network.
4) Receiver: They are people who directly relate to the training
programs offered by the training organization, such as customers, interested
organizations, alliance organizations, and people who are not directly related to the
training organization, such as the press.
5) Pattern of Integrated marketing communications used by government,
private and university training organizations in Thailand are: public relations, sales
promotion, personal selling, and direct marketing. However, most training
organizations concentrate on using public relations because most training courses are
free or low-cost. They also do sales promotion by discounting or offering free courses
in some programs, offering training courses to customers by staff of the training
organizations, do direct marketing by sending e-mails and letters to target customers.
6) Objectives of integrated marketing communications used by
government, private and university training organizations are: to inform customers
about new courses or activities arranged by the training organizations, to persuade
customers to by presenting the outstanding points of their training courses and
presenting sales promotion to stimulate the desire to participate and make purchase
decision, and to remind customers of the training organizations.
7) Obstacles of integrated marketing communication used by
government, private and university training organizations are: uninteresting printed
media used in public relations, mistakes/errors found in the details about the program,
communicating to the wrong group of customers, and the lack of feedback from
target customers about their needs for training.
8) Customers make decision to use services of government, private and
university training organizations in Thailand because: there is new policy or new
law related to their work and has impact on their business; training courses are free
or low-cost; ex-trainees seem to be successful in their work; subject of training
corresponds to their needs; trainers have expertise in what they teach; there is good
atmosphere at the training, ex-trainees speak well about the organization, tools and
equipment used in training programs are modern, and staff can answer questions
correctly and promptly.
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9) Strategies of using marketing communication to attract new
customers in government, private and university training organizations are include:
contacting with the department responsible in training arrangement,communicating/
presenting the quality of the training programs, communicating with the Human
Resource Department of target organizations, focusing on using personal selling,
creating interesting names for training courses, and building relationship with
customers by listening to their problem and use the information to design the specifically
training course.
10) The strategies to create customer loyalty in government, private
and university training organizations include: ensuring quality of training courses,
allowing trainees to engage or participate in the program, giving more value to
trainees more than what they expect, regularly keeping in touch with customers,
following up after the training, arranging meet-up activities for trainees after the
program is over, and sending gifts or visiting during special occasions.

6.2 Quantitative Research from Survey
1) Most customers of training organization use the service to provide
themselves with knowledge in things they do not know. Secondly, they use the
service to develop their capacity for work. Next, they were assigned by their
superiors, want to study new policy or concepts, want to develop personality and
increase confidence in working, want to make progress in career, and want to build
relationship with other trainees from different companies/organizations.
2) Customers of goernment, private and university training organizations
have attitude to integrated marketing communications in building customer
relationship, level of their relationship with training organizations, and their loyalty
to training organizations not differently.
3) Level of media exposure in training organizations correlates with level of
customer’s loyalty to training organizations.
4) Attitude of customers to the operation of training programs correlates with
customer loyalty to training organizations.
5) Attitude of customers to integrated marketing communications correlates
with their level of relationship with training organizations.
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6) Attitude of customers to integrated marketing communications correlates
with their level of loyalty to training organizations.

6.3 Relationship of Research Findings
According to the analysis of the relation between the results of qualitative
and quantitative research, it was found that the strategies of integrated marketing
communication used by public, private and educational training organizations are
as followed:
1) Government training organizations, private training organizations
and university training centers use communication strategies to deliver training news
and information to target customers according to the elements of communication,
which are: sender, message, channel, and receiver.
2) Government training organizations, private training organizations
and university training centers use strategies of integrated marketing communications,
which are: public relations, advertising, sales promotion, personal selling, and
direct marketing.
3) Customers are exposed to media used by training organizations,
which are print media, personnel, activity, souvenir, internet, and social media
network.
4) Customers that used training service of Government training
organizations, private training organizations and university training centers have
good attitude to the operation of training programs in the aspects of: trainer, services
of the staff, paper documents used during training, facilities, and benefits received
from training.
5) Integrated marketing communications in building customer relationship
have effects on the levels of relationship between customers and government training
organizations, private training organizations and university training centers, which
are: awareness, identity, connectet, community arranged by the training organizations
and being advocacy of the training organizations.
6) Integrated marketing communications in building customer relationship
has effects on the customer loyalty to government training organizations, private
training organizations and university training centers.
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6.4 Factors of Effectiveness of Integrated Marketing Communications in
Building Customer Relationship in Government Training
Organizations, Private Training Organizations and University
Training Centers in Thailand
According to the analysis of the relation between results of qualitative and
quantitative research, the research focused on the research factors to create the
pattern of integrated marketing communications in building customer relationship
in government traning organizations, private training organizations and university
training centers in Thailand based on the following factors.
1) Training Communication Process, in general, begins with sender are
the executive of training organizations, employee or personnel of training and trainer.
Message are details of the training courses, traininer profile, background
of organization and the articles written by the executive or the trainer. Channel are
print media, radio media, internet, social network, personnel media, souvenir and
activities. Receiver are customers, organizations and media reporters.
2) Integrated marketing communications of training organizations to
communicate with the customers are integrated marketing communications consists
of public relations, advertising, sales promotion, personal selling and direct
marketing.
3) Training operations Operation are consists of trainers, services of
staff, facilities, and benefits received from training courses in government training
organizations.
4) Level of relationship of training organization’s customers are
consists of awareness, identity, connected, community and advocacy.
5) Customer loyalty of training organizations are trust in the reputation
of the training organizations, rather have training organizations provide customers
with training organizations than other organizations, believe in the benefits of the
training organizations, Sales promotion of other training organizations cannot
persuade to change, recommend the training organizations to friends and family,
still use the service even the price of the training courses are higher, talk about the
training organizations in a positive way, don’t find for information about other
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training organizations and compare it with the organization that be customer, if
another training organizations with better service, will not change from this current
training organizations and customers always continue to be customers of training
organizations.
The 5 main research factors derived from both qualitative and quantitative
research findings were used to create the pattern of integrated marketing
communications in building customer relationship in government traning organizations,
private training organizations and university training centers in Thailand as shown in
figure 6.1.
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Integrated Marketing Communications
Sender of Training Organizations
1. Executive
2. Employee or personnel
of training organizations
3. Trainer

1. Public Relations
Brochure

Mail

E-Mail

Facebook

2. Advertising
Message of Training
Organizations
1. Details of training courses
2. Traininer profile
3. Background of organization

Booth

Google Adwords
3. Personal Selling

1.
2.
3.
4.
5.

Level of relationship
Awareness
Identity
Connected
Community
Advocacy
Customer Loyalty

Project
Partner

4. Sales Promotion
Buy two
courses get
one free

Price-off
training
courses

Free training
courses

3. Personal Selling
Mail

E-Mail

Phone

1.Trust in the reputation and provide
customers with training oranizations
3.Believe in the benefits
4.Sales promotion of other training
organizations cannot persuade
5.Recommend to friends and family
6.To be customer if the price higher
7.Talk about in a positive way
8.Don’t compare and change to others if
service better and price lower
9.Always continue to be customer of
training organizations

Feedback amd Suggestion from Customers

Figure 6.1 The Main Research Factor of Integrated Marketing Communications in Building Customer Relationship in Government
Training Organizations, Private Training Organizations and University Training Centers in Thailand
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Employee of training
organizations

Channel Training
Organizations
1. Print media
2. Radio media
3. Internet
4. Social network
5. Personnel media
6. Souvenir
7. Activities

Receiver of Training
Organizations
1. Customers
2. Campany/ Organizations
customer
3. Media reporter
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According to figure 7.1, the pattern of integrated marketing

cummunications

used by training organizations in Thailand are presented, beginning with training
organizations deciding to use marketing information. The executive, the training
staff, and the trainers are senders of message. They communicate news and
information from the training organization, such as details of the training courses,
background of the training organizations and knowledge or expertise of the trainer.
Next, they begin the process by using various media of the organization, such as
print media, personnel, activities, souvenirs, internet and social media network.
Training organizations also build to relationship with target customers, including
individual customers, organization customers, and secondary target customers such as
the press/mass media. They send the message in the same direction by using various
tools. This is a kind of communication that reaches the target customers and
informs them of news and information that the training organizations wish to
communicate.
The main pattern of integrated marketing communications which training
organizations frequently use are: public relations, advertising, sales promotion,
personal selling, and direct marketing. Training organizations publicize its
information to customers by letters, pamphlets, e-mails, and Facebook of the
training organizations. These pattern of publicizing information are low-cost. As for
advertising, training organizations place their advertisement on the internet, which
can be reached by using search engine. The words frequently used in searching
are: training programs, training services, free training course, etc. There is also
advertisement at the booth of the organizations during events or fairs arranged
at Queen Sirikit National Convention Centre. Training organizations also use the
pattern of marketing communications by personal selling. Staff or personnel of the
organizations and project partners contact the customers and offer programs or
courses that meet the customers’ needs. They facilitate the training courses and
make evaluation of the courses. As for sales promotion, techniques that training
organizations frequently use with their current customers are: price-off, giving free
courses, and arranging training courses free of charge. There are also direct
marketing, such as sending emails, letters, or make phone calls to customers to
provide suggestions and information about training programs.
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Integrated marketing communications makes customers relationship such as
awareness, identity, connected, community and advocacy. Integrated marketing
communications also affects the customer loyalty are Trust in the reputation and
provide customers with training organizations, believe in the benefits, sales
promotion of other training organizations cannot persuade, Recommend to friends
and family, to be customer if the price higher, talk about in a positive way. don’t
compare and change to others if service better and price lower and always
continue to be customer of training organizations.Customers often give feedback and
suggestions to the sender for development of the communication and customer
relationship.

CHAPTER 7

DISCUSSION, CONCLUSIONS AND RECOMMENDATIONS
The research on “The Pattern of Integrated Marketing Communications in
Building Customer Relationship of Government Training Organizations, Private
Training Organizations and University Training Centers in Thailand” aims to make
research on communication process and integrated marketing communications in
building customers relationship in the three types of training organizations, to study
the effectiveness of integrated marketing communications in building customer
relationship in these organizations, according to the opinion of the target group, and
to present the pattern of integrated marketing communications in building customer
relationship in these organizations as well.
The research combined qualitative and quantitative approaches into 3 steps. In
step 1, qualitative research was collected by in-depth interview with 9 people who
are the executives or related to training arrangement. Govenment training organizations
involved in this research are: Department of Energy Business in the Ministry of
Energy, Department of International Trade Promotion in the Ministry of Commerce,
and National Defence College of Thailand of National Defence Studies Institute.
Private training organizations involved in the research are: Top Service Training Ltd.,
Entraining Company Ltd. and HRDI Ltd and university training centers are:
Mahanakorn University of Technology, The University of the Thai Chamber of
Commerce, and Sripatum University (Chonburi Campus). The interview was collect
to prepared topics. Step 2, the quantitative research was conducted on the
effectiveness of integrated marketing communications in building customer
relationship. The sample group consists of 3 groups; 140 people are customers of
government training organizations, 140 people are customers of private training
organizations, and 140 people are customers of university training centers

In total,

there are 420 respondents in the sample group. Step 3, the qualitative research was
collect by in-dept interview 4 experts. There are 2 specialists of integrated marketing
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communications, 2 people from training and human resource development to create
acceptance of this pattern of integrated marketing communications in building customer
relationship. In chapter 7, six topics can be presented as the results of the research.

7.1 Status of the Use of Integrated Marketing Communication to Build
Relationship with Public, Private and Educational Training
Organization in Thailand

The research findings have been divided into 7 main points, as follows:
The process of communication used by government training organizations,
private training organizations and university training centers in Thailand consists of:
1) Sender: This refers to the executive of the training organizations
who coordinates with the personnel responsible in training arrangement. Main
responsibilities of the executive include planning the message to be communicated to
the customers and assigning work and delegating work to the staff of the training
organizations. Then, the personnel responsible in training arrangement design and
present news and information of the organization to the target customers through the
use of various media.
2) Message: This includes content, pictures, or symbols that are
presented to target customers. It consists of details about the training crouses,
background and history of the training organization, and articles.
3) Channel: This means channels or methods to deliver news and
information from training organizations to target customers. It includes print media,
person, activities, souvenir, internet, social network.
4) Receiver: They are people who directly relate to the training
programs offered by the training organization, such as customers, interested
organizations, alliance organizations, and people who are not directly related to the
training organization, such as the press.
5) Pattern

of

Integrated

marketing

communications

used

by

government, private and university training organizations in Thailand are: public
relations, sales promotion, personal selling, and direct marketing. However, most

235
training organizations concentrate on using public relations because most training
courses are free or low-cost. They also do sales promotion by discounting or offering
free courses in some programs, offering training courses to customers by staff of the
training organizations, do direct marketing by sending e-mails and letters to target
customers.
6) Objectives of integrated marketing communications used by
government, private and university training organizations are: to inform customers
about new courses or activities arranged by the training organizations, to persuade
customers to by presenting the outstanding points of their training courses and
presenting sales promotion to stimulate the desire to participate and make purchase
decision, and to remind customers of the training organizations.
7) Obstacles of integrated marketing communication used by
government, private and university training organizations are: uninteresting printed
media used in public relations, mistakes/errors found in the details about the program,
communicating to the wrong group of customers, and the lack of feedback from target
customers about their needs for training.
8) Customers make decision to use services of government, private and
university training organizations in Thailand because: there is new policy or new law
related to their work and has impact on their business; training programs/courses are
free or low-cost; ex-trainees seem to be successful in their work; subject of training
corresponds to their needs; trainers have expertise in what they teach; there is good
atmosphere at the training, ex-trainees speak well about the organization, tools and
equipment used in training programs are modern, and staff can answer questions
correctly and promptly.
9) Strategies of using marketing communication to attract new
customers in government, private and university training organizations are include:
contacting with the department responsible in training arrangement, communicating/
presenting the quality of the training programs, communicating with the Human
Resource Department of target organizations, focusing on using personal selling,
creating interesting names for training courses, and building relationship with
customers by listening to their problem and use the information to design specifically
training course.
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10) The strategies to create customer loyalty in government, private
and university training organizations include: ensuring quality of training courses,
allowing trainees to engage or participate in the program, giving more value to
trainees more than what they expect, regularly keeping in touch with customers,
following up after the training, arranging meet-up activities for trainees after the
program is over, and sending gifts or visiting during special occasions.

7.2 Status of the Media Exposure and Integrated Marketing
Communications in Building Customer Relationship in Public, Private
and Educational Training Organizations in Thailand
1) Most customers of training organizations are female in the age range of
31-35 years old. The highest level of education of most customers is bachelor degree.
Most of them are employees of private organization in operational work position, with
personal monthly income of 20,000-40,000 Baht.
2) The objective of using training services of training organizations, for most
customers, is to increase knowledge in what they have not known before. Next, in
respective order, are: to develop their abilities to work, being assigned by their
superiors, to study new policies or concepts, to develop the personality and increase
confidence at work, for advancement in their career, and to build relationship with
other trainees from different organizations.
3) Most customers in the sample group from government and private
organizations have been using training services with the organization for 1-2 years.
Most customers in the sample group from university training centers have been using
the training services for less than 1 year.
4) As for media exposure, customers of public training organizations are
exposed to information from google adwards the most. Next, in respective order, are
information from website of the organization, Facebook of the organizations, e-mails
from the organization, words of mouth from other trainees, letters from the training
organizations, pamphlets from the training organizations, souvenirs from the training
organizations, sales promotion activities (e.g. discounting, free courses, free
programs), phone from the training organizations, direct contact from personnel of the
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training organizations, gifts or cards from the training organization during special
occasions, booth of the organization in events.
5) Customers of private training organizations are exposed to information
from google adwards the most. Next, in respective order, are information from
website of the training organizations, Facebook of the training organizations, words of
mouth from other trainees, e-mails from the training organizations, letters from the
training organizations, phone from the training organizations, sales promotion
activities (e.g. discounting, free courses, free programs), souvenirs from the training
organizations, direct contact from personnel of the training organizations, pamphlets
from the training organizations, booth of the training organizations in events, and gifts
or cards from the training organizations in special occasions.
6) Customers of educational training organizations are exposed to
information from google adwards most. Next, in respective order, are information
from website of the training organizations, Facebook of the training organization, emails from the training organizations, words of mouth from other trainees, letters
from the training organizations, pamphlets from the training organizations, souvenirs
from the training organization, sales promotion activities (e.g. discounting, free
courses, free programs), direct contact from personnel of the training organization,
phone from the training organization, booths of the training organization in events,
gifts or cards from the training organization during special occasions.
7) Customers of government training organizations have highest good
attitude toward public relationships. Next, in respective order, they have good attitude
toward sales promotion, personal selling, direct marketing, and advertising.
8) Customers of private training organizations have highest good attitude
toward public relations, and respectively, sales promotion, personal selling, direct
marketing and advertising.
9) Customers of university training organizations have highest good attitude
toward public relations, and respectively, personal sales promotion, personal selling,
direct marketing and advertising.
10) Customers government training organizations have highest good attitude
toward the operation of the training courses in the aspect of trainer. In respective
order, they also have good attitude toward services of the staff, paper documents used
in training, benefits received from training and facilities.
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11) Customers of private training organizations have highest good attitude
toward trainer, and respectively, benefits received from the training courses, services
of the staff, paper documents used in training, and facilities
12) Customers of university training centers have highest good attitude
toward services of the staff. Next, in respective order, they have good attitude toward
trainer, benefits received from training courses, paper documents used in training, and
facilities.
13) Most customers of government training organizations have good
relationship with their training organizations at the level of identity the organization,
being advocacy, community in groups and activities, awareness the organization, and
connected with the training organizations.
14) Most customers of private training organizations have good relationship
with their training organization at the level of indentity the organization, being
advocacy, awareness the organization, community in groups and activities, and
connected with the training organization.
15) Most customers of university training centers have good relationship with
their training organization at the level of identity the organization, being advocacy,
connected with the organization, community in groups and activities, and
awareness the training organization.
16) Customers of goverment training organizations trust in the reputation of
the training organization the most. Next, in respective order, they want to use
training service of their current training organization rather than other organizations,
they

trust in the benefits of their current training organizations, always speak well

of the organization and bring customers to the organization, recommend the
organization to relatives or friends, use the training service of the current organization
continuously, not seeking for information about training programs of other training
organizations for comparison with the one they are using, although the current
training organizations may have higher prices, and not changing to other
organizations although they have better services than the one they are using.
17) Customers of private training organizations in the sample group trust in
the reputation of the training organizations the most. Respectively, they want to use
the service of their current training organization rather than other training
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organizations, they always speak well of the organization, they trust in the benefits
that the training organization can provide, they want to recommend the training
organizations to relative or friends, use the training services of the current training
organizations continuously, not changing to use to the services of other training
organizations although the prices of their current training organization maybe
higher, and not seeking information of training programs of other training
organizations for comparison with that of the current training organization.
18) Customers in the sample group from university training centers trust in
the benefits that they would receive from their current training organizations the
most. Respectively, they also trust in the reputation of the training organization, want
to use the services of their current training organizations rather than other
organizations, are willing to recommend their current training organizations to family
and friends, always speak well about their current training organization, use the
services of their current training organizations continuously, not changing to use to
the services of other training organizations although the prices of their current training
organizations maybe higher, not seeking information of training courses of other
training organizations for comparison with that of the current training organization,
and not changing to use the services of other training organizations although they
may have better services than the one they are currently using.

7.3 Presentation of Integrated Marketing Communications in Building
Customer Relationship in Training Organizations
The pattern of integrated marketing communications in building customer
relationship to be approved by the experts, the researcher invited 2 academic experts
and 2 training and marketing communication experts. Thus, there are 4 people in total.
Their details are shown below.
1) Academic Expert 1: Associate Professor who gives lecture on
Training and Human Resource Development, and has been a lecturer on establishing
vision and strategies for organizations for more than 20 years
2) Academic Expert 2: Assistant Professor who is a lecturer on Mass
Communication and Integrated Marketing Communication, and has been a lecturer on
internal communication strategies for organizations for more than 15 years
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3) Vocational Expert 1: Executive Manager of a training organization
who has a master degree in Training and Human Resource Development and more
than 10 years of experience as a lecturer on human resource development
4) Vocational Expert 2: Head of Coordination of an university training
center with more than 10 years of experience in designing and evaluating training
programs, creating database of customers in training organization, and coordinating
with the trainees
These inspectors of integrated marketing communication patter gave the
following suggestions.
1) Pattern of integrated marketing communications used by government
training organizations, private training organizations and university training centers
are not much different. Therefore, it should be called “The pattern of integrated
marketing communications in building customer relationship in training organizations
of Thailand.
2) Nowadays, infographic or information graphic is used in publicizing
information because it attracts the interest of message receiver, easy to understand,
and can help people to remember complicated content.
3) The message sent to customers consists of history of the
organization, details of the organization, expertise of the trainer, and contact details.
4) In level of relationship between customers and training organizations,
the results of the research should be applied.
5) Customer loyalty, the results of the research should be applied by
selecting the first three highest loyalties toward training organizations for
presentation, instead of presenting all 10 loyalties. This will make the integrated
marketing communications clearer.
6) At present, forms, pattern or models are usually presented in a
circle, with the main topic at the middle and sub-topics in the next smaller circles,
instead of presenting in square table.
The academic experts and vocational experts who are related to training and
integrated marketing communications suggested some additions and changes to the
content about integrated marketing communications in building customer relationship
in government training organizations, private training organizations and university
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training centers in Chapter 6. Therefore, the researcher added contact details into the
part of the message sent to customers, and added infographic or information graphic
into the topic of channels for communication. The researcher also used the results of
the research for application, by selecting the first three highest levels of relationship
and loyalty that customers have to training organizations, changing the presentation
from square box with arrows connected each frame into circle ones with the main
topic or pattern of integrated marketing communications in the center and sub-topics
in the next circles, which consist of: sender, message, channel, integrated marketing
communications, receiver and loyalty. The adjusted pattern of integrated marketing
communications in building customer relationship in government training
organizations, private training organizations and university training centers are shown
in figure 7.1
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Figure 7.1 The Pattern of Integrated Marketing Communications in Building Customer Relationship in
Government Training Organizations, Private Training Organizations and University Training Centers
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According to Table 7.1, the pattern of integrated marketing information used
by training organizations in Thailand are presented, beginning with training
organization deciding to use integrated marketing communications. The executive, the
training staff, and the trainers are senders of message. They communicate training
news and information from the training organization, such as details of the training
programs, background of the training organization, knowledge or expertise of the
trainer of the program, and contact details for further questions or inquiries. Next,
they begin the process by using various media of the organization, such as print
media, personnel, activities, souvenirs, internet, social network and infographic.
Training organizations also build to relationship with target customers, including
individual customers, organization customers, and secondary target customers such as
the press/media reporter. They send the message in the same direction by using
various tools. This is a kind of communication that reaches the target customers and
informs them of news and information that the training organizations wish to
communicate.
The main forms of integrated marketing communication which training
organizations frequently use are: public relations, advertising, sales promotion,
personal selling, and direct marketing. Training organizations publicize its
information to customers by letters, pamphlets, e-mails, and Facebook of the
organization. These forms of publicizing information are low-cost. As for advertising,
training organizations place their advertisement on the internet, which can be reached
by using search engine. The words frequently used in searching are: training
programs, training services, free training course, etc. There is also advertisement at
the booth of the organizations during events or fairs arranged at Queen Sirikit
National Convention Centre. Training organizations also use the form of marketing
communication by personal selling. Staff or personnel of the organizations and project
partners contact the customers and offer programs or courses that meet the customers’
needs. They facilitate the training programs and make evaluation of the programs. As
for sales promotion, techniques that training organizations frequently use with their
current customers are: discounting of prices, giving free courses, and arranging
training courses free of charge. There are also direct marketing, such as sending
emails, letters, or make phone calls to customers to provide suggestions and
information about training programs.
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Integrated marketing communications makes most customers have relationship
with the organization at the identity level. They are happy to use the training services
of the organization, happy to use souvenirs with logos of the organization, and proud
to be customers of the organization. Integrated marketing communication also affects
the loyalty that customers have toward training organizations. Most customers trust in
the reputation of the training organizations, and trust that they will get benefits from
using training services of the organizations. Customers often give suggestions or
comments to the sender for development of the communication and customer
relationship.

7.4 Research Discussion
Training is a process of strengthening knowledge, attitude, and skills of
trainees. Strengthening of knowledge means to help trainees to have more
comprehensive knowledge about a particular subject or topic. Strengthening of
attitude means adjusting feelings, emotions, and thoughts of the trainees.
Strengthening of skills means training the trainees to have more skills or expertise in
what they are learning (Katz, 1989).
According to the results of qualitative and quantitative research, results
analysis and discussion was done on the process of marketing communication and
building customer relationship with integrated marketing communication, as well as
the efficiency of using integrated marketing communication with customers of each
type of training organizations.

7.4.1 Process of Communications Used by Training Organizations
The nine training organizations that are used in this research produce the
results that are in line with the concept of communication process by Berlo (1960).
The training organizations in the sample group have complete process of
communications, which consists of 4 elements: source, message, channel, and
receiver. The executive of the training organization coordinates with the training
staff. The executive plans the communication, as well as delegates and assigns work
to staff, who design and present the information to target customers through various
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media. The information contains content, pictures, details of the training program,
background of the organization, and articles. The message is sent through channels
such as print media, personnel, activities, souvenirs, internet and social network to the
target customers (individual customers, organization customers, alliance organizations)
and secondary target customers (press/ media reporter).

7.4.2 Integrated Marketing Communications
The nine organizations in this research use various strategies of integrated
marketing communication in the same direction to persuade target consumers
continuously for a long term. These strategies are: public relations, advertising, direct
marketing, and sales promotion. The aim is to make consumers become familiar with
and have more trust in the training organization, as well as behave in accordance to
the needs of the organization.
As for integrated marketing communications in the form of public relations,
the nine training organizations publicize information through different

kinds of

media. The one most frequently used is the website of the organization because it is
not expensive and they can easily add more content and information beneficial to
customers. The training organizations give importance to updating the website so that
users have good attitude toward their organizations. They also present the content of
training programs, information on trainer, venue, pictures of activities, and list of
famous organizations that used their services in order to increase credibility of the
organizations. This corresponds with the concepts invented by Smith (1993) who said
that public relations is the planning to build and maintain the popularity of one’s
business, as well as understanding between the organization and related public
groups. Customers of public, private and educational training organizations have
highest good attitude toward integrated marketing communications in the form of
public relations.
In advertising, it was found that public training organizations produce more
advertisements than private and educational training organizations do. Public training
organizations emphasize on advertising through the radio, which is broadcast by
different stations. They usually pick the stations that do not charge too high and have
most of the content related to knowledge, economics and business more than stations
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focus on playing music. The radio stations they frequently use include FM 101,
FM 97 and FM 96.5. The outstanding advantage of using advertisement is that they
are powerful and can fulfill various objectives. Besides that, advertising can be used
to communicate about all kinds of products and services. Creative work can be
produced in many ways, through the use of sight, sound, or touch in media.
Advertising is also suitable for communicating complicated information (Brannan,
1995). In addition, public training organizations advertise about their large training
programs which need a lot of trainees through their booth at Queen Sirikit Convention
Centre. This is different from advertisement of private and educational training
organizations; they do not prefer advertising through radio because it is too expensive.
They usually advertise through google adwards, a highly popular search engine. This
corresponds with the results of quantitative research which says that customers of all
three types of training organizations prefer searching for information about training
courses through google adwards the most. The media that the customers are least
exposed to is advertising by booth.
In direct marketing, it was found that training organizations emphasize on
communicating directly to the target group in order to make them respond with
purchase decision. This kind of communication is evaluable. Private and educational
training organizations use direct marketing more than public training organizations
do. The forms they frequently use include sending emails, letters and calling target
customers. Using emails is more effective than letters or phone calls because the
receivers usually open them right away. However, emails need to be appropriate and
must be sent to the target group only so that it will become annoyance to receivers.
This is in line with the results of quantitative research which states that customers of
training organizations are exposed to direct marketing in the forms of emails, letters,
and phone calls the most. They have highest good attitude toward receiving emails.
Nevertheless, direct marketing of training organizations have weakness in the quality
of customer database, which is not very updated. Some addresses are no longer used
by the customers so the organizations are unable to reach some of their target
customers.
Personal selling is the form of integrated marketing communication used in
private and educational training organizations. The personnel look for customers,
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meet the customers, discuss about the problems in the organization of the customers,
offer training programs to customers, and make contract with customers. The
personnel who do this work receive financial compensation in proportion of the work
they are responsible in, as stated by the organization. Personal selling is the main
strategy of private and educational training organizations because program sellers can
directly discuss to customers and adjust or change the topic of training to meet their
real needs.
Sales promotion of training organizations is in line with the theory of Brannan
(1995). It consists of marketing tactic that are designed in accordance with marketing
strategic framework of the organization. It increases the value of training
programs/courses to achieve marketing and sales purposes. The nine training
organizations use sales promotion by focusing mainly on price promotion. They
discount prices of the training programs under stipulated conditions. For example,
members of the organization who have used the services before receive 20% discount;
prices of training programs will be discounted if the payment is made on time.
Furthermore, the training organizations give free service to customers who purchase
several courses, such as buy 1 get 1 free, or 3 people pay and 1 person free. There is
also sales promotion in providing training courses free of charge. The results of
quantitative research show that customers of public, private and educational training
organizations have good attitude toward “free training programs/courses” sales
promotion the most.

7.4.3 Customer Relationship
The nine organizations in this research build relationship with their customers
buy designing strategies to attract new customers for transaction and retain existing
customers. This corresponds with the concept of customer relations by Christopher et
al. (1994). The nine organizations attract new customers and retain existing customers
by similar strategies. They create interesting names for training programs, and directly
coordinate with staff responsible in training arrangement so that the process of
decision making in using the training services is fast and convenient. They also listen
to customer’s problem and design the training programs according to their needs.
They emphasize on communicating about the quality of the programs because most
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customers want to use the service of training organizations that provide programs of
good quality. They also communicate that the programs will allow trainees to
participate by sharing their opinions, and that the trainees will be taken care of and
followed up after the program is over, which will lead to good attitude toward the
training organization.

7.4.4 Effectiveness of Integrated Marketing Communications in Building
Customer Relationship
In this research, the researcher aims to measure the effectiveness of integrated
marketing communications, which consists of public relations, advertising, sales
promotion, personal selling, and direct marketing to find out whether it is true that if
the sample group of customers are highly exposed to this type of marketing
communication, they will feel good about this kind of communication and have good
relation and high loyalty toward the training organizations. The researcher assessed
the efficiency of the 2 parts because Cross and Smith (1995), Gronroos (2000), and
Kotler and Armstrong (1999) stated that high level of good relationship and high level
of loyalty toward organization indicate the efficiency of customer relationship
building.
The results show that the more customers the sample group are exposed to
integrated marketing communication and find that it is effective, the better their
relationship with and the higher their loyalty toward training organizations will
become. This is discussed in details below,

7.4.5 Integrated Marketing Communications in Building Customer
Relationship
On the matter of exposition toward integrated marketing communication for
building customer relationship used by public, private and educational training
organizations, it was found that the sample group from all three types of training
organizations have high level of exposition to integrated marketing communication.
The sample group from all three types of training organizations have good
attitude toward the tools of integrated marketing communications. Most of them have
good attitude toward one-way communications, which is public relations, since the
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three types of training organizations publicizing about their training programs
continuously. The customers have good attitude toward the information about the
training programs/courses, public relations that help them choose the right
programs/courses, and public relations that help them decide which training
organizations to use.

7.4.6 Level of Relationship
Cross and Smith (1995) and Duncan (2002) stated that there are 5 levels of
relationship intensity, ranging from superficial relationship to deep and bonding
relationship. They are: awareness level, identity level, connected level, community
level and advocacy level. Most customers from public, private and educational
training organizations in the sample group have relationship with training
organizations in identity level (interested and accepting the organization), which is a
good initial relationship. They enjoy using training services of the organization, happy
to use souvenirs with logo or name of the organization (e.g. shirt, pen, bag, notebook,
etc.), and happy to show themselves as customers of the organization.
These results can be explained in terms of corresponding with the level of
exposition to integrated marketing communication for building customer relationship
according to Cross and Smith (1995) and Duncan (2002), who stated that marketing
communication that leads to any good initial relationship between customers and
organization is usually broad one-way communication. This is shown in the fact that
customers of public, private and educational training organizations have highest good
attitude toward integrated marketing communication in the form of public relations
the most.

7.4.7 Customer Loyalty
The research about attitude and loyalty from disposition shows that they are
behaviors that support each other. Day (as cited in Sheth & Mittal, 2004) stated that
loyalty is a constancy of behavior that comes from internal disposition or true
admiration. Therefore, to accurately measure loyalty, one should measure both loyalty
in attitude and loyalty in behavior. The researcher measured loyalty in attitude
according to Aaker (1991 as cited in Wilasinee Pimpaiboon, 2001) and Stone et al.

250
(2000), by measuring how much customers trust the organization, how much they
believe that the organization understand and able to deal with their problems, how
much they believe that the organization will take care of them well, how much they
are glad to continue being customers of the organization or the overall admiration that
they have toward the organization. As for loyalty from behaviors of customers, the
researcher measures by using the approach of Zeithaml, Berry and Parasuraman
(1996 as cited in Bloemer, Ruyter & Wetzels, 1999) which measures loyalty from
preference, dissatisfaction response, and price indifference.
Most customers of public and private training organizations in the sample
group trust in the reputation in the training organizations they are using. Most
customers of educational training organizations trust in the benefits that they will
receive from their current training organizations. Most customers have loyalty toward
management of the training organizations the least. They specify that they want to
change to other training organizations that have better services.

7.5 Suggestions for Training Organizations
From literature review, in-depth interview, and giving out survey questionnaires
to customers of government training organizations, private training organiztions and
university training centers, the researcher wants to offer the following suggestions.
1) Using integrated marketing communications in building relationship
with customers of training organizations must be done consistently in the same
direction. For example, educational training organizations are often viewed as
academic scholars so they should communicate to customers that their training
courses do not only provide academic knowledge but also teach the trainees how to
put the knowledge in practice for their career.
2) In case that training organizations want to make marketing
communication to the customers but have limit budget, they should focus on using
Google at Word, website of the organization, Facebook and emails. Most people are
more exposed to such media.
3) Integrated marketing communications that customers have highest
attitude toward are public relations and sales promotion.
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4) Training organizations have large customer database. Existing
customers might talk about the quality of the training programs to new customers,
making the database grow even larger. However, they should update and improve
customer database so that they can send news and information from the organization
to all customers.
5) Staff of training organizations is a major factor that affects the
attitude of customers toward training organizations. The staff should be trained to
have good human relation, work quickly and answer questions clearly.
6) Employees of training organizations should adjust the design and
production of media to be more modern, brief and attractive to customers. Today, the
organizations have employees who are from older generation and younger
generations. The older people have good ability in writing the content, while the
younger people are good at designing interesting media. Therefore, the organization
should blend the strengths of both generations and they will have even better media.
7) Training organizations should have atmosphere that supports the
learning of the trainees. They should sometimes change from using hotel as venue to
home training, which help customers become more relaxed and able to learn better.
8) In the future, training organizations should use more social media
because current lifestyles of their customers are more exposed to media of this type,
such as Facebook. They should use more Line Application because it will help
customers to receive answers from the training staff of the organization faster when
they have questions or inquiries.

7.6 Suggestions for Future Research
1) Those who are interested to conduct the research on this type of topic
should study other training organizations or other types of organization, to find out
how other types of business use integrated marketing communications in building
customer relationship differently or similarly to training organizations.
2) Those who are interested to conduct the research on this type of topic
should study other training organizations or other types of organization, to find out
how customers of other types of business have attitude toward integrated marketing
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communications in building customer relationship differently or similarly to
customers of training organizations.
3) Those who are interested to conduct the research on this type of topic
should study other training organizations or other types of business. They can add
factors fur making survey about attitude of customers toward other aspects of
organization, such as brand image and brand equity.
Finally, all the data presented in this research can be used to support other
related research and studies, which will lead to more academic benefits in the future.
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Questionnaire
Integrated Marketing Communication of
Public, Private, and Educational Training Organizations in Thailand
This questionnaire is a part of Doctor of Philosophy Program in the Faculty of
Mass Communications and Innovations, National Institute of Development
Administration (NIDA). The opinions you provide will be kept as confidential. It will
only be used as an overall picture to conclude the results of the research and will not
negatively affect you in any way.
Instruction : This questionnaire has 10 pages. Please tick  in the box that you
choose.
Part 1 General Data
1. Gender
 1. Male

 2. Female

 1. Younger than 20 yrs old

 2. 20-25 yrs old

 3. 26-30 yrs old

 4. 31-35 yrs old

 5. 36-40 yrs old

 6. 41-45 yrs old

 7. 46-50 yrs old

 8. 51-55 yrs old

 9. 56-60 yrs old

 10. Older than 60 yrs old

2. Age

3. Highest Education
 1. Secondary School

 2. High School

 3. Vocational Certificate

 4. High Vocational Certificate

 5. Bachelor Degree

 6. Master Degree

 7. Doctorate Degree
4. Occupation
 1. Students

 2. Own Business

 3. Public Employee

 4. State Enterprise Employee

 5. Private Employee

 6. House wife / Home Maker

 7. Others, please specified..............................................
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5. Position
 1. Operation

 2. Officer

 3. Leader

 4. Forman

 5. Supervisor

 6. Manager

 7. Others, please specified..............................................
6. Monthly Income
 1. Lower than 20,000 Baht  2. 20,001-40,000 Baht
 3. 40,001-60,000 Baht

 4. 60,001-80,000 Baht

 5. 80,001-100,000 Baht

 6. Higher than 100,000 Baht

7. Training organization that you use (Select only 1 answer.)
 1. Security Control Center of Department of Energy Business
(DOEB), Ministry of Energy
 2. National Defence Studies Institute, National Defence College of
Thailand
 3. Department of National Trade Promotion, the Ministry of
Commerce
 4. Top Service Training Company
 5. Entraining Company
 6. HRDI Company
 7. Office of Human Resource Training and Development of
Mahanakorn University of Technology
 8. Academic Center of University of the Thai Chamber of
Commerce
 9. Training Division of Master of Communication Arts Program in
Sripatum University
8. The period of time that you have been a customer of training organization in no. 8
 1. Less than 1 year

 2. 1-2 years

 3. 3-4 years

 4. 5 years or more

9. The reason that you choose this training service (Can select more than 1 answer)
 1. To receive knowledge of something you have not known before
 2. To develop abilities for work
 3. To study new policies or concepts
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 4. To make progress in career life
 5. To develop friendship with trainees from other organizations
 6. To develop personality and strengthen confidence at work
 7. You have been assigned by your superior

Part 2 Opinion about trainer, service, content, facilities and benefits from
training courses
Instruction Please tick  in the box  that matches your level of agreement

Level of Opinion
No.

Aspects

1. Trainer
1.1 Trainer have knowledge
1.2

Credible personality

1.3

Able to transfer knowledge
fluently

1.4

Give opportunities for
trainees to ask or share
opinions

1.5

Able to answer questions
clearly

2. Service of Staff
2.1

Give complete information

2.2

Operate promptly

2.3

Able to answer questions
clearly

2.4

Have good human relations

Totally
agreed

Agreed

5

4

Some
what
agreed
3

Disagree

Totally
disagree

2

1
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Level of Opinion
No.

Aspects

3. Training Documents
3.1

Content supports the
objectives

3.2

Content is up-to-date

3.3

Topics are arranged
properly

3.4

Appropriate size and form
of document

3.5

Available in sufficient
numbers for trainees

4. Facilities
4.1

Size of room appropriate
for the number of trainees

4.2

Room is arranged
appropriately for the topic
of training

4.3

Modern audiovisual
equipment (such as
computer, internet, and
WIFI)

4.4

Convenient to travel

4.5

Food and drink

5. Benefits from training
5.1
5.2

Receiving more knowledge
Getting to know other
trainees

Totally
agreed

Agreed

5

4

Some
what
agreed
3

Disagree

Totally
disagree

2

1

265
Level of Opinion
No.

5.3

Aspects

Totally
agreed

Agreed

5

4

Some
what
agreed
3

Disagree

Totally
disagree

2

1

Receiving benefits from
training
Able to apply the

5.4

knowledge in real work
situation
Able to share and transfer

5.5

the knowledge to others in
your workplace

Part 3 Media Exposure
Instruction Please tick  in the box  that matches your frequency of being
exposed to the media

Level of Frequency
No.

Aspects

More

6-7

4-5 times

2-3

0-1 times

than 7

times

per

times

per month

times

per

month

per

per

month

month

1

Letter

2

Brochure

3

E-mail

4

Google Adwords
(www.google.com)

5

Website of training
organization

month
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Level of Frequency
No.

Aspects

More

6-7

4-5 times

2-3

0-1 times

than 7

times

per

times

per month

times

per

month

per

per

month

month

6

Facebook of training
organization

7

The booth of training
organization

8

Souvenir (such as bag,
pen, jacket, guidebook,
etc)

9

Phone from training
organization

10

Sales person

11

Words of mouth from
other trainees

12

Participate in
promotion such as
discount, free course,
etc.

13

Gifts or cards from the
organization during
special occupasion

month
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Part 4 Opinion to Integrated Marketing Communication in Build Customer
Relationship
Instruction Please tick  in the box  that match your level of agreement
Level of agreement
No.

Aspects

Totally

Agree

Agree

Some

Dis

Totally

what

agree

Disagree

2

1

Agree
5

1. Public Relation
1.1

Helps to learn more about
its training courses

1.2

Helps to decide which
organization that you will
use training service

1.3

Helps to choose the
program that you will
participate

1.4

Training organizations
should do public relation
about their training
programs regularly

2. Advertising
2.1

Using google adwords
(www.google.com)

2.2

Booth advertisement

2.3

Poster advertisement

2.4

Brochure advertisement

3. Personal Selling
3.1

Stimulate your desire to
participate in the training
courses

4

3
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Level of agreement
No.

Aspects

Totally

Agree

Agree

Some

Dis

Totally

what

agree

Disagree

2

1

Agree
5

3.2

Offer training courses that
respond to your needs

3.3

Regularly contact you.

3.4

Have influence on your
decision to purchase the
training crouses

4. Sales Promotion
4.1

The organization that you
use regularly has sales
promotion

4.2

Decided to join the training
program because of
discount promotion

4.3

Decided to join the training
program because of other
sales promotion (such as
free course)

4.4

Decided to join the training
program because some
projects or some courses are
free of charge.

5. Direct Marketing
5.1

The training organization
sends you email or letter or
calls you regularly

4

3
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Level of agreement
No.

Aspects

Totally

Agree

Agree

Some

Dis

Totally

what

agree

Disagree

2

1

Agree
5

5.2

4

3

E-mails you receive from
the training organization
make you decide to join
their training program

5.3

Letters you receive from the
training organization make
you decide to join their
training program

5.4

Personal phone calls from
sales representative make
you decide to join the
training program

Part 5: Level of Relationship Between Customer and Training Organization
Instruction Please tick  in the box  that match your level of relationship
Level of Relationship
Very
No.

Aspects

High
5

1. Awareness
1.1

Know the name of the
organization

1.2

Remember the name of the
organization

1.3

Recognize the logo of the
organization

High

Mode

Low

rate
4

3

Very
Low

2

1
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Level of Relationship
Very
No.

Aspects

High
5

1.4

Remember the name of
project/training courses

2. Identity
2.1

Prefer to take courses with
this organization

2.2

Proud to be a customer of
the organization

2.3

Feel good to tell others that
you are a customer of this
organization

2.4

Feel good to use souvenir
with logos of the
organization such as pen,
bag, notebook

3. Connected
3.1

Asked questions or shared
opinions with the staff

3.2

Willing to provide
suggestions via e-mail

3.3

Willing to give personal
information to the
organization

3.4

Willing to reveal
information about your
workplace to the
organization, ex. problems
and obstacles

High

Moder

Low

ate
4

3

Very
Low

2

1
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Level of Relationship
Very
No.

Aspects

High
5

4. Community
4.1

You exchange information
about the organization with
other trainees

4.2

You exchange information
about the programs or
courses of the organization
with other trainees

4.2

You regularly keep in touch
with other trainees after the
training course is finished.

4.4

You participate in events
and activities with other extrainees such as parties or
charity activities

5. Advocacy
5.1

You talk about positive
things of organization with
others

5.2

You talk about positive
things of the training
programs with others

5.3

You recommend the training
programs to others

5.4

You feel good to help the
organization get more
customers

High

Moder

Low

ate
4

3

Very
Low

2

1
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Part 6: Customer Loyalty to Training Organization
Instruction Please tick  in the box  that match your level of loyalty
Level of Loyalty
Very

No.

Aspects

High
5

1

Trust in the reputation of
the training organization
that you are currently using

2

Rather have this
organization provide you
with training courses than
other organizations

3

Believe in the benefits of
the training organization
that you are currently using

4

Sales of promotion of other
training organizations
cannot persuade you to
change from the current
training organization

5
6

Recommend to your
friends and family
If the price of the training
programs grow higher, you
will still use the service of
this organization

7

Always talk about this
training organization in a
positive way

High

Mode

Low

rate
4

3

Very
Low

2

1
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Level of Loyalty
Very

No.

Aspects

High
5

8

Don’t look for information
about other training
organizations

9

If another training
organization with better
service, you will not
change from current
training organization

10

Always continue to use the
training service of this
organization in the future

High

Mode

Low

rate
4

3

Very
Low

2

1
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แบบสอบถาม
การสื่อสารการตลาดแบบผสมผสานขององค์ กรฝึ กอบรม
ของหน่ วยงานภาครั ฐ ธุรกิจเอกชน และสถาบันการศึกษาในประเทศไทย
แบบสอบถามนี ้เป็ นส่วนหนึง่ ของการศึกษาตามหลักสูตรปรัชญาดุษฎีบณ
ั ฑิต คณะนิเทศศาสตร์ และ
นวัตกรรม สถาบันบัณฑิตพัฒนบริ หารศาสตร์ (นิด้า ) ข้ อมูลที่ทา่ นแสดงความคิดเห็นจะเป็ นความลับ และใช้
สรุปผลการศึกษาในภาพรวม จะไม่มีผลเสียหายแต่ทา่ นประการใด

คําชีแ้ จง แบบสอบถามมีทงั ้ หมด 10 หน้ า โปรดทําเครื่ องหมาย  ลงในช่ องคําตอบที่เลือก

ตอนที่ 1 ข้ อมูลทั่วไป
1. เพศ
 1. ชาย

 2. หญิง

2. อายุ
 1. ต่ากว่า 20 ปี
 2. 20-25 ปี
 3. 26-30 ปี
 4. 31-35 ปี
 5. 36-40 ปี
 6. 41-45 ปี
 7. 46-50 ปี
 8. 51-55 ปี
 9. 56-60 ปี
 10. 60 ปี ขึ ้นไป
3. ระดับการศึกษาสูงสุด
 1. มัธยมศึกษาตอนต้ น
 2. มัธยมศึกษาตอนปลาย
 3. ประกาศนียบัตรวิชาชีพ (ปวช.)  4. ประกาศนียบัตรวิชาชีพขันสู
้ ง (ปวส.)
 5. ปริ ญญาตรี
 6. ปริ ญญาโท
 7. ปริ ญญาเอก
4. อาชีพ
 1. นักเรี ยน/ นักศึกษา
 2. ค้ าขาย/ประกอบธุรกิจส่วนตัว
 3. รับราชการ
 4. พนักงานรัฐวิสาหกิจ
 5. พนักงานเอกชน
 6. แม่บ้าน / พ่อบ้ าน
 7. อื่นๆ โปรดระบุ...........................................
6. รายได้ ของท่านต่อเดือน
 1. ต่ากว่า 20,000 บาท
 3. 40,001-60,000 บาท

 2. 20,001-40,000 บาท
 4. 60,001-80,000 บาท
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 5. 80,001-100,000 บาท
 6. มากกว่า 100,000 บาท
7. องค์กรฝึ กอบรมที่ท่านใช้ บริ การ (เลือกคําตอบเพียง 1 ข้ อ)
 1. สานักควบคุมความปลอดภัย กรมธุรกิจพลังงาน กระทรวงพลังงาน
 2. วิทยาลัยป้องกันราชอาณาจักร สถาบันวิชาการป้องกันประเทศ
 3. กรมการค้ าระหว่างประเทศ กระทรวงพาณิชย์
 4. บริ ษัท Top Service Training
 5. บริ ษัท Entraining
 6. บริ ษัท HRDI จากัด
 7. สานักฝึ กอบรมและพัฒนาทรัพยากรอบรม ม.เทคโนโลยีมหานคร
 8. ศูนย์บริ การวิชาการ ม.หอการค้ าไทย
 9. หน่วยฝึ กอบรม หลักสูตรนิเทศศาสตร์ มหาบัณฑิต ม.ศรี ปทุม
8. ระยะเวลาที่ท่านเป็ นลูกค้ าขององค์กรฝึ กอบรมที่ท่านเลือกตอบในข้ อ 8
 1. น้ อยกว่า 1 ปี
 2. 1-2 ปี
 3. 3-4 ปี
 4. ตังแต่
้ 5 ปี ขึ ้นไป
9. เหตุผลที่ท่านเข้ ารับการฝึ กอบรม (เลือกคําตอบได้ มากกว่ า 1 ข้ อ)
 1. เพื่อเพิ่มพูนความรู้ ในเรื่ องที่ไม่เคยทราบมาก่อน
 2. เพื่อพัฒนาความสามารถในการปฏิบตั ิงาน
 3. เพื่อศึกษานโยบายหรื อแนวคิดใหม่ๆ
 4. เพื่อความก้ าวหน้ าในตาแหน่งงาน
 5. เพื่อสร้ างความสัมพันธ์กบั ผู้เข้ าอบรมจากองค์กร/บริ ษัทอื่นๆ
 6. เพื่อพัฒนาบุคลิกภาพและเสริ มสร้ างความมัน่ ใจในการปฏิบตั ิงาน
 7. ได้ รับมอบจากผู้บงั คับบัญชา
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ตอนที่ 2 ความคิดเห็นของท่ านที่มีต่อวิทยากร การบริการ หลักสูตรฝึ กอบรม สิ่งอํานวย
ความสะดวก และประโยชน์ ท่ ไี ด้ รับจากการฝึ กอบรม
คําชีแ้ จง โปรดทาเครื่ องหมาย  ลงใน  ระดับความคิดเห็น
ลําดับ

ประเด็นคําถาม

1. ด้ านวิทยากร
1.1 มีความรู้ ความสามารถ
1.2 มีบคุ ลิกภาพน่าเชื่อถือ
1.3
1.4
1.5

ถ่ายทอดความรู้ ให้ เข้ าใจง่าย
เปิ ดโอกาสให้ สอบถามหรื อแสดง
ความคิดเห็น
ตอบคาถามได้ อย่างชัดเจน

2. ด้ านการบริการขาองเจ้ าหน้ าที่
2.1

สามารถให้ ข้อมูลได้ ครบถ้ วน

2.2

ปฏิบตั ิงานด้ วยความรวดเร็ ว

2.3

ตอบข้ อซักถามได้ อย่างชัดเจน

2.4

มีมนุษยสัมพันธ์ที่ดี

3. ด้ านเอกสารประกอบการฝึ กอบรม
3.1 เนื ้อหาตรงตามวัตถุประสงค์
3.2
3.3

เนื ้อหามีความทันต่อเหตุการณ์
เรี ยงลาดับหัวข้ ออย่างเหมาะสม

3.4

มีรูปเล่มเหมาะสม

3.5

มีจานวนเพียงพอกับจานวนผู้เข้ า
อบรม

เห็นด้ วย
อย่ างยิ่ง
5

ระดับความคิดเห็น
เห็นด้ วย
ปาน
ไม่ เห็น
กลาง
ด้ วย
4
3
2

ไม่ เห็นด้ วย
อย่ างยิ่ง
1
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4. ด้ านสิ่งอํานวยความสะดวก
4.1 ขนาดห้ องฝึ กอบรมเหมาะสมกับ
จานวนผู้เข้ าอบรม
4.2 การจัดห้ องเหมาะสมกับหัวข้ อ
อบรม
4.3 โสตทัศนูปกรณ์ประกอบการ
อบรมมีความทันสมัย (เช่น
คอมพิวเตอร์ ระบบ internet
ระบบ wifi)
4.4 ความสะดวกในการเดินทาง
4.5

อาหารและเครื่ องดื่มมีความ
เหมาะสม

5. ด้ านประโยชน์ ท่ ไี ด้ รับ
5.1
5.2
5.3
5.4
5.5

ได้ รับความรู้ เพิ่มจากการ
ฝึ กอบรม
รู้ จกั ผู้เข้ าอบรมจากหน่วยงาน
ต่างๆ
ได้ รับประโยชน์จากการฝึ กอบรม
นาความรู้ จากการฝึ กอบรม ไป
ประยุกต์ใช้ ในการทางาน
นาความรู้ ไปถ่ายทอดให้ บคุ ลากร
ในองค์กรได้

เห็นด้ วย
อย่ างยิ่ง
5

ระดับความคิดเห็น
เห็นด้ วย
ปาน
ไม่ เห็น
กลาง
ด้ วย
4
3
2

ไม่ เห็นด้ วย
อย่ างยิ่ง
1
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ตอนที่ 3 การเปิ ดรับสื่อจากองค์ กรฝึ กอบรม
คําชีแ้ จง โปรดทาเครื่ องหมาย  ลงใน  ระดับความถี่ในการเปิ ดรับสื่อ
ข้ อคําถาม

ลําดับ

ระดับความถี่ในการเปิ ดรับสื่อ
มากกว่ า
7 ครัง้
ต่ อเดือน

1

จดหมาย

2

แผ่นพับ

3

E-mail

4
5

Google Adwords
(www.google.com)
เว็บไซต์ขององค์กรฝึ กอบรม

6

Facebook ขององค์กรฝึ กอบรม

7

งานออกบูทขององค์กรฝึ กอบรม

8

ของที่ระลึกจากองค์กรฝึ กอบรม
(เช่น ถุงผ้ า ปากกา เสื ้อแจ็คเก็ต)
โทรศัพท์จากเจ้ าหน้ าที่

9
10
11
12

13

การเสนอขายโครงการฝึ กอบรม
จากพนักงานขายหรื อเจ้ าหน้ าที่
การบอกต่อจากผู้ที่เคยเข้ าอบรม
ร่ วมกิจกรรมส่งเสริ มการขาย
(เช่น ลดราคา แถมหลักสูตร
อบรม เข้ าอบรมฟรี )
ของขวัญหรื อการ์ ดจากองค์กร
ฝึ กอบรมในวันเกิดหรื อช่วง
เทศกาลต่างๆ

6-7 ครัง้
ต่ อเดือน

4-5 ครัง้
ต่ อเดือน

2-3 ครัง้
ต่ อเดือน

0-1 ครัง้
ต่ อเดือน
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ตอนที่ 4 ความคิดเห็นของท่ านที่มีต่อกลยุทธ์ การสื่อสารการตลาดแบบผสมผสานเพื่อ
สร้ างความสัมพันธ์ กับลูกค้ าขององค์ กรฝึ กอบรม
คําชีแ้ จง โปรดทาเครื่ องหมาย  ลงใน  ระดับความคิดเห็น
ลําดับ

ประเด็นคําถาม

1. การประชาสัมพันธ์
1.1 ทาให้ ท่านทราบถึงข้ อมูลโครงการ
ฝึ กอบรม/หลักสูตรฝึ กอบรม
มากขึ ้น
1.2 ทาให้ ตดั สินใจเลือกว่าจะเข้ า
อบรมกับองค์กรฝึ กอบรมใด
1.3 ทาให้ ตดั สินใจเลือกว่าจะเข้ า
อบรมหลักสูตรฝึ กอบรมใด
1.4 องค์กรฝึ กอบรมจาเป็ นต้ องมีการ
ประชาสัมพันธ์ข้อมูลของ
หลักสูตรฝึ กอบรม อย่างต่อเนื่อง
2. การโฆษณา
2.1

Google Adwords

2.2 งานออกบูท
2.3 โปสเตอร์
2.4 แผ่นพับ
3. การขายโดยบุคคล
3.1 กระตุ้นความต้ องการฝึ กอบรมได้
3.2
3.3
3.4

นาเสนอหลักสูตรฝึ กอบรมที่
สอดคล้ องกับความต้ องการ
ติดต่อประสานงานอย่างต่อเนื่อง
มีอิทธิพลในการโน้ มน้ าวใจให้
ตัดสินใจเลือกองค์กรฝึ กอบรม

ระดับความคิดเห็น
เห็นด้ วย
อย่ างยิ่ง

เห็นด้ วย

ปานกลาง

ไม่ เห็น
ด้ วย

ไม่ เห็นด้ วย
อย่ างยิ่ง

5

4

3

2

1
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3. การส่ งเสริมการขาย
4.1

4.2
4.3

4.4

องค์กรฝึ กอบรมที่ท่านใช้ บริ การ มี
การจัดรายการส่งเสริ มการขาย
เป็ นประจา
ท่านตัดสินใจเข้ าอบรมเพราะการ
ลดราคาค่าฝึ กอบรม
ท่านตัดสินใจเข้ าอบรมเพราะการ
ส่งเสริ มการขาย (เช่น การแถม
หลักสูตรฝึ กอบรมอื่นๆ)
ท่านตัดสินใจเข้ าอบรมเพราะ
หลักสูตรฝึ กอบรมไม่เสียค่าใช้ จ่าย

5. การตลาดทางตรง
5.1

5.2
5.3
5.4

ได้ รับ E-mail จดหมาย หรื อ การ
โทรศัพท์จากเจ้ าหน้ าที่ถงึ ท่านเป็ น
ประจา
E-mail จากองค์กรฝึ กอบรม ทาให้
ตัดสินใจเข้ าอบรมมากขึ ้น
จดหมายจากองค์กรฝึ กอบรม ทา
ให้ ท่านตัดสินใจเข้ าอบรมมากขึ ้น
เจ้ าหน้ าที่โทรศัพท์เพื่อขาย
โครงการฝึ กอบรมถึงท่านโดยตรง
ทาให้ ตดั สินใจเข้ าอบรมมากขึ ้น

ระดับความคิดเห็น
เห็นด้ วย
อย่ างยิ่ง

เห็นด้ วย

ปานกลาง

ไม่ เห็น
ด้ วย

ไม่ เห็นด้ วย
อย่ างยิ่ง

5

4

3

2

1
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ตอนที่ 5 ระดับความสัมพันธ์ ของท่ านที่มีต่อองค์ กรฝึ กอบรม
คําชีแ้ จง โปรดทาเครื่ องหมาย  ลงใน  ระดับความสัมพันธ์
ลําดับ

ประเด็นคําถาม

1. รู้ จักองค์ กรฝึ กอบรม
1.1 รู้ จกั ชื่อองค์กรฝึ กอบรม
1.2 จดจาชื่อขององค์กรฝึ กอบรม
1.3 จดจาตราสัญลักษณ์ขององค์กร
ฝึ กอบรม
1.4 จดจาชื่อหลักสูตรฝึ กอบรม
2. สนใจและยอมรั บองค์ กรฝึ กอบรม
2.1 ชื่นชอบที่อบรมกับองค์กรฝึ กอบรม
2.2 ภูมิใจที่เป็ นลูกค้ าขององค์กร
ฝึ กอบรม
2.3 รู้ สกึ ดีที่ได้ แสดงตนว่าเป็ นลูกค้ าของ
องค์กรฝึ กอบรม
2.4 รู้ สกึ ดีที่ได้ ใช้ ของที่ระลึกที่มีตรา
สัญญลักษณ์หรื อขององค์กร
ฝึ กอบรม
3. การติดต่ อชื่อมโยงกับองค์ กรฝึ กอบรม
3.1 สอบถามหรื อแสดงความคิดเห็นกับ
เจ้ าหน้ าที่ขององค์กรฝึ กอบรม
3.2 ยินดีให้ ข้อเสนอแนะทาง E-mail
3.3 ยินดีให้ ข้อมูลส่วนตัวกับองค์กร
ฝึ กอบรม เช่น ความสนใจ
3.4 ยินดีให้ ข้อมูลเกี่ยวกับองค์กรของ
ท่าน เช่น ปั ญหาในการทางาน

ระดับความสัมพันธ์
มากที่สุด

มาก

5

4

ปาน
กลาง
3

น้ อย
2

น้ อย
ที่สุด
1
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มากที่สุด

มาก

5

4

4. การเข้ าร่ วมกลุ่มและกิจกรรมกับผู้เข้ าอบรม
4.1 แลกเปลี่ยนความคิดเห็นเกี่ยวกับ
องค์กรฝึ กอบรมกับผู้ที่ร้ ู สกึ ดีกบั
องค์กรฝึ กอบรม
4.2 แลกเปลี่ยนควา มคิดเห็นเกี่ยวกับ
หลักสูตรฝึ กอบรมกับผู้เข้ าอบรม
ท่านอื่นๆ
4.3 ติดต่อสื่อสารกับผู้เข้ าอบรม ภาย
หลังจากการอบรมเสร็ จสิ ้น อย่าง
ต่อเนื่องและสม่าเสมอ
4.4 เข้ าร่ วมกิจกรรมกับผู้ที่เคยอบรม
ในหลักสูตรเดียวกัน (เช่น งาน
เลี ้ยงรุ่ น กิจกรรมช่วยเหลือสังคม)
5. การเป็ นผู้สนับสนุนองค์ กรฝึ กอบรม
5.1
5.2
5.3
5.4

พูดถึงข้ อดีขององค์กรฝึ กอบรมกับ
ผู้อื่นเสมอ
พูดถึงข้ อดีของโครงการฝึ กอบรม/
หลักสูตรฝึ กอบรมกับผู้อื่นเสมอ
แนะนาผู้อื่นให้ เข้ าอบรมกับ
องค์กรฝึ กอบรม
รู้ สกึ ดีที่มีสว่ นทาให้ ผ้ อู ื่นเป็ นลูกค้ า
ขององค์กรฝึ กอบรม

ปาน
กลาง
3

น้ อย
2

น้ อย
ที่สุด
1
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ตอนที่ 6 ความภักดีของท่ านที่มีต่อองค์ กรฝึ กอบรม
คําชีแ้ จง โปรดทาเครื่ องหมาย  ลงใน  ระดับความภักดี
ระดับความภักดี
ลําดับ
1
2

3
4

5

6

7
8
9

10

ประเด็นคําถาม
เชื่อถือในชื่อเสียงองค์กรฝึ กอบรม
ไว้ ใจที่จะใช้ บริ การฝึ กอบรมกับ
องค์กรฝึ กอบรมที่เป็ นลูกค้ าใน
ปั จจุบนั มากกว่าองค์กรอื่น
เชื่อมัน่ ถึงประโยชน์ที่จะได้ รับจาก
การฝึ กอบรม
การส่งเสริ มการขายขององค์กร
ฝึ กอบรมอื่นๆ ไม่ทาให้ เปลี่ยนใจไปใช้
บริ การฝึ กอบรมกับองค์กรเหล่านัน้
แนะนาให้ ญาติใช้ บริ การฝึ กอบรมกับ
องค์กรฝึ กอบรมที่เป็ นลูกค้ าใน
ปั จจุบนั
หากหลักสูตรฝึ กอบรมที่ใช้ บริ การใน
ปั จจุบนั มีราคาสูงขึ ้นจะยังคงใช้
บริ การเหมือนเดิม
พูดถึงองค์กรฝึ กอบรมที่เป็ นลูกค้ าใน
ปั จจุบนั ในทางที่ดีเสมอ
ไม่แสวงหาข้ อมูลหลักสูตรฝึ กอบรม
ขององค์กรฝึ กอบรมอื่นๆ
หากองค์กรฝึ กอบรมอื่นมีการบริ การ
ที่ดีกว่า จะไม่เลือกใช้ บริ การฝึ กอบรม
แทนองค์กรฝึ กอบรมที่เป็ นลูกค้ าใน
ปั จจุบนั
จะใช้ บริ การฝึ กอบรมกับองค์กร
ฝึ กอบรมที่เป็ นลูกค้ าในปั จจุบนั อย่าง
ต่อเนื่อง

มากที่สุด

มาก

ปานกลาง

น้ อย

5

4

3

2

น้ อย
ที่สุด
1
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