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The objectives of research were to study the individual factors and the behavior of
card use, and to identify the relation between the attitudes towards the marketing strategies and
the brand and customer behavior of card use at Suvarnabhumi International Airport. The
samples were 350 customers using the International Telephone Card “THAICARD” collected
through Yamane’s formula table. The research tools were open-ended and closed-ended
questionnaires. Then, the data were analyzed by using SPSS program. The statistics employed in
this study were frequency, percentage, Chi-Square, Co-Efficient and also content analysis.

The findings of study revealed that :

1. For the individual factors and the behavior of card use, the female respondents used
the International Telephone Card more than males, Their age was in range of 26-35 years old,
having bachelor degree, working for private companies and earning 10,000 — 20,000 Baht. The
purpose of use was to communicate with relatives and friend for 1-2 times per month by spending
5-10 minutes per call. They purchased the card in the Thai Traditional and Cultural Style.
Furthermore, they went abroad for traveling and preferred to buy the card 300 Baht ; the
convenience channels were CAT Telecom shops and the Post Offices. They perceived the information
of this card from media of radio, television broadcasting and had certainly recurring purchase.

2. The relation between the attitude of marketing strategies and the brand that had the
effects on customer behavior of card usage as follows:

2.1 For the correlation between attitude of marketing strategies concerning on the
cognitive component and brand with usage behavior: The cognitive component and brand were
most significantly related to the usage behavior in aspects of the knowledge and understanding of
the marketing promotion and its objective of purchasing, as well as price had positive correlation
with the style of card, frequency of calling, call duration and price of Telephone Card. Brand
remarkably associated with type of telephone set, the frequency of traveling and the place to buy.
Also, the distribution channel noticeably connected with the reasons of traveling. The promotion
was most relative to reason of purchase; additionally the product strongly corresponded to the
source of information and the expectation to buy the Telephone Card in the future.

2.2 For the correlation between attitude of marketing strategies concerning on the
affective component and brand with usage behavior : Price preference had the most connection
with the style of the telephone card, the type of telephone set, the reason for traveling and the
price of telephone card. The effective for use of calling in terms of brand was in an obvious
relation with the call duration and expectation of purchase; moreover it greatly connected with the

convenience channel and source of information.





