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Service quality factors and customer relationship management factors
affecting customer purchase decisions on IT products and services of

Tonkla books Limited Partnership
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Abstract
This research aimed to study the service quality factors and customer relationship management factors that
affected customers’ decisions on purchasing IT products and services of Tonkla books Limited Partnership. The
samples were 190 customers who registered after sales services. The simple random sampling was adopted by

lottery method. The instrument used in this study was questionnaire. The statistics used for data analysis were
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frequency, percentage, mean, standard deviation and stepwise multiple regression analysis. The significance level

was set at 0.05. The results revealed that the respondents had highest levels of opinion toward the service quality

factors, customer relationship management factors and IT products and services purchasing decision. The

hypothesis testing showed that service quality factors that affected customers’ decisions on purchasing IT products

and services consisted of tangibility and assurance, and customer relationship management factors that affected

customers’ decisions on purchasing IT products and services consisted of relations with customers and

personalization.

Keywords: purchase products and service decision making, service quality, customer relationship management
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- tangibility
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- responsiveness
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Tawinan, & Khamsuk, 2015)
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customer relationship management factors

- customer prospecting

v

customers’ decisions on purchasing IT

products and services

- relations with customers
- interactive management
- understanding customer expectations
- personalization
(Lawson-Body, & Limayem, 2004 as cited in
Kuntakard, 2016)
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Figure 1 Conceptual framework.
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(X =4.29, S.D.=0.33) ANNAAL A4 (Table 3)
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Table 3 The opinions level results of customer relationship management factors.

customer relationship management factors X S.D. results
1. customer prospecting 4.42 0.32 highest
2. relations with customers 4.39 0.33 highest
3. interactive management 4.38 0.36 highest
4. personalization 4.32 0.35 highest
5. understanding customer expectations 4.29 0.33 highest
total 4.36 0.25 highest

a o o

mmmmmzmmummﬁmLﬁmﬁmﬁu
v a dﬁl a v k4
masindulazaduA lunnean HABLLULAALDIN

Hanuanuvineylussduninian (X=4.25,

]
v A

S.D.=0.29) uaziianarsauilusedia wudn daii
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Py ' o o & , o
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£ Adl A o d’l a v :/I 1 o
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dll v o & a A I o
Walduadnsannislszifiunmaden egluszsinn

(X=4.11,8.D.=0.81) A4 (Table 4)

Table 4 The opinions level results of purchase decisions.

purchase decisions X S.D. results
1. I will always find the information | needed before purchasing 4.38 0.57 highest
2. | searched for product information for comparison to make a decision 4.34 0.66 highest
3. the limited partnership has a variety of well-known and acceptable brands 4.29 0.69 highest
4. the purchase decision is due to the attention of the employees 4.28 0.52 highest
5. I will recommend other people to buy products and services here 4.27 0.65 highest
6. if  am impressed, | will come back to buy products and services 4.23 0.58 highest
7. I will decide to buy when | am satisfied with the products and services 419 0.79 high

8. | will decide to buy products and services from cheaper stores 415 0.75 high

9. I will buy products and services if | get good results from the evaluation 411 0.81 high

total 4.36 0.25 highest

wamswmaauauuﬁgm
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v
o

1URRL (stepwise multiple regression analysis)

Aﬂl | Q‘ﬂ‘ﬂlﬁ o A 1 v a
gailuisntansiiun 14 LW?’]Z"HQEILLﬂﬂQ_,WI’m’]TLﬂﬁ

multicollinearity 1A% (Wongsaichuea, 2015 as cited
in Thaveesuk, Nacakul, & Kasaard, 2017) IngI£3ds
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nsliiBnng uaziladtnistEmegnAnduiiug e
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Asmmnsniilimeaeuannmguld A (Table 5)

Table 5 Service quality factors affecting on purchase decision making of IT products and services.

purchase decision making

service quality factors t p-value
(b) ®) S.E.

constant (a) 2.74 0.27 10.23 0.00

1. tangibility 0.21 0.25 0.06 3.27 0.00

2. assurance 0.14 0.20 0.05 2,59 0.01

'p<0.05
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A4 (Table 6)

Table 6 Customer relationship management factors affecting on purchase decision making of IT

products and services.

purchase decision making

service quality factors t p-value
(b) ®) S.E.

constant (a) 2.80 0.32 8.71 0.00

1. relations with customers 0.21 0.24 0.07 3.18' 0.00

2. personalization 0.12 0.15 0.06 1.99 0.04

0<0.05
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