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ABSTRACT 

The technological developments of last century have brought humans from all over the planet 
closer to each other. People from different paths of life and remote areas of the world are 
connected to each other through fiber cables and satellites. Almost every area, be it health, 
education, entertainment or any other, all have used technology for their purpose to advance, 
grow and connect. In the same sense, business community have also adapted and used 
technological advancements to fulfill their purpose of expanding their business and reaching to 
more customers. 

The idea of telemarketing where telephone is used as a medium to reach potential customers is 
not new, at least in developed economies of the world. But in the developing countries, due to 
lack of infrastructure to support telephone network and other on-ground conditions; this 
medium hasn’t been used in abundance. But now that these developing countries are also 
joining the foot prints of technological advancements of world economic powers, companies 
have started to use telemarketing as their key tool to approach customers these countries. 

But customer behaviour /attitude towards telemarketing are different in developing and 
developed countries, due to certain demographic and psychographic differences in the 
environment of every country. This is why it’s necessary to understand the customers of each 
of the country separately in their own context and then see how customers respond to 
telemarketing services provided to them. 

We conducted an empirical research in Sweden (developed country) and Moldova and Pakistan 
(Developing countries) to understand the consumers’ behaviour towards telemarketing and try 
to find out important factors that shape up and influencing the behaviour.  

 

Key-words:  
 
Marketing, Direct Marketing, Tele-Marketing, Consumer Behavior, Tele-sales, Developing 
countries, Customer attitude/behavior, Call center, Outbound calls, Proactive telemarketing, 
Sales promotion ,Survey, Telemarketing center , Telemarketing sales , Telephone marketers , 
Cold calls. 
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Introduction 
 

“Good marketing has long been recognized as an important contributor to the long-term 
survival and success of organisations, be they commercial or non-profit-making”  

                                                                                             (Meldrum and McDonald, 1995, p.3) 

1.1 Chapter Introduction 

Marketing is one of the core strengths of any company operating in highly competitive markets 
of current times. It not only creates awareness about the products but also makes customer 
more desirable about a certain company’s products in particular. Often mentioned as Brands 
from company, these products and services compete furiously with their potential alternatives 
from other organizations as different regional markets congregate to become a global 
marketplace. 

But the hitch in this is that due to globalization of the markets many of these companies have 
their customers spread around various countries/continents around the globe. A Company 
operating from North America may have its customers as far as in Japan or China and vies 
versa. This evidently requires these companies to look for efficient and effective ways to be 
available to their customers wherever they are located. (Dormann and Zijlstra, 2003) So the 
companies are continuously trying to find various possible mediums to be accessible to their 
customers. They want to be able to directly answer the questions customers may have, or to 
provide them with up-to-date and dependable information related to company and its 
offerings. This access becomes necessary in case when a company sells products which are 
complex and involve various kinds of technical features, for whom customers may seek answers 
or inquiries to understand the product and use it properly. Provision of these answers can help 
improve company’s effort to entice customers better than the other competitors and make 
them loyal to their brands. (Dormann and Zijlstra, 2003)  

The use of information technology has made it possible for firms to leave behind the concepts 
of mass marketing and unified approach, and focus more easily and efficiently on customized 
marketing techniques to cater different consumer requirements around the world. These 
customized techniques come under the concept of direct marketing. One such particular 
technique to reach a customer, create awareness with him about the product / service and 
judge his specific needs or requirements from the company is the ”telemarketing”. Taking it 
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towards the back, Telemarketing is a type of direct marketing which itself represents a form of 
marketing. 

The key reasons behind the increase in number of call centres which handle telemarketing for 
companies is that the “technological developments had a great impact and that technology has 
led to a disentanglement of ‘‘time’’ and ‘‘place’’ “. (Dormann and Zijlstra 2003, p.306) Due 
remarkable developments in technology, some key activities are no longer limited to a 
particular place or a time. This phenomenon applies both to individuals (tele- or home working) 
and organizations. Companies can establish their customer information desk (telemarketing 
setup) in any particular country, and then automatically connect customer from a number of 
countries to this particular centre, without putting the strain on customer that he is in another 
country and company is in some other. This provides companies with an opportunity to move 
some of their key routine operations to any low wage countries without customer even noticing 
the change. (Dormann and Zijlstra, 2003) 

1.2 Aims and objectives of the study 

“Advertising would be a simple proposition if the advertising man had the ability to read the 
individual human mind”   
                                                                           (Woolley, 1914 cited in Norgan, 1994, page 101) 

Our focus for this thesis is on the telemarketing services that are conducted and provided by a 
number of companies as a way to reach their customers worldwide. The use of telephone to 
sell, provide information and solution to customers is done with an intention of reaching them 
wherever, whenever and however from a company’s perspective. But this study is conducted 
from the perspective of consumers who are the target for telemarketer’s efforts to contact 
them on behalf of their company and our aim is understand that how these consumers respond 
to the telemarketing with respect to their individual situation (both personal characteristics and 
environmental variables).  

This is a comparative study on perceived difference(s) in consumer behaviour towards 
telemarketing between developed and developing countries. We want to observe how 
consumers from these groups (countries) behave and react when they are engaged in a 
telephone conversation from a company’s telemarketer with the scope of selling products and 
services. We are aware that we may or may not find these perceived differences, even if we not 
find still we will be able to understand consumer behaviour in regard to telemarketing in our 
chosen countries. This represents an interesting research prospect.  

This study will be helpful for the companies who want to start providing telemarketing services 
in these countries or are already providing them but want to improve them. Availability of less 
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information about consumer behaviour in these developing countries would make this research 
more valuable for companies who intend to start telemarketing in these countries. 

1.3 Research problems 

The authors have studied a number of Books, articles and Research Reports regarding direct 
marketing and telemarketing. Most of them state the benefits that companies can obtain if 
they conduct their operations of promotion and selling through telephone communication. 
They tend to focus on companies’ perspective in regard to telemarketing, ignoring what 
customers/consumers feel about it. Often, telemarketing has been entitled as cold calls, and if 
so, how can telemarketers improve their services in order to reach and serve successfully to 
their potential customers by understanding their thoughts. Mehrotra and Agarwal states that: 
“Yet, in-depth analyses of telephone interaction from a customer’s perspective manner are 
exceptionally rare. In fact, it is hard to find empirical analyses of telephone interaction from a 
customer’s perspective even in terms of basic marketing concepts such as perceived value, 
quality and satisfaction.” (Mehrotra & Agarwal, 2009, p. 172) In this logic flow of ideas, we 
authors want to compare and analyze the behavior of customers towards telemarketing from 
selected developed and developing countries and to find if there are some key factors or 
variables that play important role in shaping up their particular  attitudes and behaviour. 

1.4 Research questions 

1. What is the behaviour of consumers towards telemarketing in the two group countries 
(Sweden v/s Republic of Moldova, Pakistan)? 

2. What are the factors contributing to their different or same behaviour? 

1.5 Limitations 

Due to limited amount of time and resources, the research is narrowed down to three 
countries, one developed, Sweden and two developing countries: Republic of Moldova and 
Pakistan. Our focus is on the different people from age of 18 – 56 and more in the mentioned 
countries who have experienced an incoming call from a telemarketer, i.e. we only look into 
outbound form of telemarketing. People of this age have been chosen due to their certain level 
education, understanding and analytical thinking that could provide us with valuable input for 
our research. Also, we are only focusing on outbound telemarketing as considering both forms 
of telemarketing (inbound and outbound) would require more time than available and different 
kind of research work. We, authors realize the problem of generalizing or making a conclusion 
without taking in more depth study of the social event. Our limitation is that we did not analyze 
with the help of survey consumers from another developed country, but as we are limited in 
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time and resources, and we physically cannot move to another country, our attention was 
focused namely on Sweden. 

1.6 Overview of chapters 

Our report is composed of five basic chapters which further include a number of sub-headings 
or sub-titles. In the first chapter of Introduction we present the background, aims and 
objectives, research problems and research questions. In the second chapter we will present 
theoretical definitions regarding marketing, direct marketing, service marketing and 
telemarketing and related material to describe the area of telemarketing to our readers. Third 
chapter will represent the methodological part of our report where we describe our way of 
conducting of research in order to find answers to research problems defined earlier. Fourth 
chapter will represent the empirical part of our paper, where we introduce data and try to 
explain the social phenomena that we depict from our analysis of data. Fifth chapter will consist 
of the discussion where we try to connect the literature review with findings and further, 
respectively our conclusions of the proposed research questions. 

1.7 Methodology 

In methodology part, we want to explain that how we gathered the data and reasons for 
choosing the specific research method for collecting data. We authors try to present our work 
in a comprehensible way so that the readers can understand our reasons for choosing a specific 
research method(s). For the creation of this paper, we intend to use quantitative data research 
method(s) as we need to collect information from our selected sample population about our 
research problem(s) and related questions. We want to distribute survey questionnaire to 
various random customers of pre-defined age group from a developed country i.e. Sweden and 
from developing countries Republic of Moldova and Pakistan. And for theoretical part, we focus 
on available material in the form of information from books, articles, reports and other 
available sources.  

1.8 Data Results and Questionnaire Analysis   

We will collect data with the help of questionnaires from respondents in Sweden, Moldova and 
Pakistan. Next, with data entry and data analysis with the help of SPSS software, we will analyze 
the questions proposed for respondents in order to interpret the proposed research questions. 
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1.9 Conclusion  

Data analysis will help us to reach to a common conclusion upon: 1. what is consumers’ 
behaviour towards telemarketing services in Sweden, Moldova, and Pakistan? 2. What are the 
factors contributing to this behaviour?  
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CHAPTER 2  
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Literature Review 
 

2.1 Introduction to the Literature review 

”With the continuing pace of change in most industries and markets, particularly through 
developments in technology and communications, there are many challenges for researchers to  

understand the nature of these changes, and their impact on companies" 

                                                                                          (Hooley, Greenley and Wong, 2003, p. 517) 

The world in this century is fast moving and changing than ever expected before. Consumers’ 
preferences and demands are also therefore non-static. This represents a challenge for the 
marketers, as in order to succeed it is important to respond quickly to these changes.  

There are many factors that shape up the preferences in current times. TMT boom, migration, 
diversity, globalization have created conditions for new possibilities and advantages. According 
to Grant “the beginning of the decade saw the bursting of the TMT (technology, media, and 
telecommunications) bubble and the realization that the “new knowledge economy” and 
internet – based business models did not require a rewriting of the principles of strategy. 
Nevertheless, technology continues to reshape industries: digital technologies are associated 
with standards wars, the emergence of “winner – takes - all “markets and the potential for 
strategic innovation as firms seek the “blue oceans” of uncontested market space”.  (Grant, 
2010, p16) 

The role of consumer in these times is in acceleration mode. According to Grant, the main 
scope of business is to serve consumer in the best possible way. There are many approaches or 
proves that recognize the increased role of consumers. Marketers have a delicate role: shall 
they obey to the consumer and listen solely to their demands, or they have the main task to 
shape and teach the consumers about new products and services.  

We acknowledge this increased consumers role on the market and we consider that consumers 
and marketers should be engaged in a virtuous circle in order to benefit in the best possible 
way.  

It is important to note the shift of attention that now is concerned with the needs of customers 
other than anything else. This aspect is sustained by Michelle Tilemickin, author of the Direct 
Marketing Report found in the article “The next generation of direct marketing”:” the future of 
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direct marketing, customers will be in control. If that's correct, smart direct marketers need to 
seize the opportunity to keep their customers happy by asking them their preferences as far as 
what programs, frequency and channels they want to use” (ebscohost, 2009) 

Additionally, in this report it is sustained the emphasis on customers’ needs and their growing 
impact and weight in the marketing decisions: "And with consumers driving this relationship, 
they will demand customized and relevant marketing messages. They not only will control the 
content but also its frequency and preferred channels" 

Before starting with notions about telemarketing services, it is important to write about main 
definitions and concepts of marketing, direct marketing and service marketing. 

2.2 Literature Review 

Marketing and Branches of marketing: 

With development of market economy, a whole new social and economic structure emerged. 
”A new attitude toward business revolutionized the economy of the country and that 
revolutionary element was identified by the term ‘marketing.’”(Bartels 1976, p.2) The first 
formal definition for marketing developed by American Marketing Association was in 1935, 
which states “(Marketing is) the performance of business activities that direct the flow of goods 
and services from producers to consumers.”(Wilkie et al 2007, p.269) 

According to Kotler: “marketing is a societal process by which individuals and groups obtain 
what they need and want through creating, offering, and exchanging products and services of 
value freely with others.”  (Kotler, 2001, p 4) 

There are contradicting definitions however. Marketing has been defined as the art of selling 
goods, which means that marketers have the main role to shape consumers’ preferences and 
demands.  

On the other hand, Kotler presents the idea of Peter Drucker regarding the definition of 
marketing: “The aim of marketing is to know and understand the customer so well that the 
product or service fits him and sells itself. Ideally, marketing should result in a customer who is 
ready to buy” (Kotler, 2001, p4) Through this it is acknowledged that not all products and 
services fit to the entire society, but it is necessary for marketers to divide the market into 
segments of consumers that have specific preferences and demands. In this way it is easier for 
marketers to satisfy consumer’s needs. 
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Meanwhile, Kotler also presents another definition that American Marketing Association has 
proposed for marketing:  is the process of planning and executing the conception, pricing, 
promotion and distribution of ideas, goods, and services to create exchanges that satisfy 
individual and organizational goals”  (Kotler, 2001 p4) 

Marketers have an important task to create a win-win situation for both organization and for 
the customers. 

2.3 Role of Marketers  

Consumers have needs, wants, and demands. Role of marketers is to identify those needs and 
wants, demands in order to bring value for both customers and company and to achieve a win - 
win situation. Marketers have a special task to understand the customers’ buying behaviour. 
For this, they need to find out the following information regarding the pattern of buying: 

“The customers’ everyday activities and value-creating processes the customers’ value systems. 
The customer’s needs that follow from their value-creating processes and value systems.”        

     (Grönroos, 2007, p 361) 

According to Kotler “buyers will buy form the firm that they perceive to offer the highest 
customer value. Customer delivered value is the difference between total customer value and 
total customer cost. Total customer value is the bundle of benefits customer expect from a 
given product or service. Total customer cost is the bundle of costs customers expect to incur in 
evaluating, obtaining, and using the product or service”(Kotler 1996, p.38).There are many 
definitions regarding the necessity of value, majority of them states the importance of 
marketers to understand the customers’ needs and wants and how to satisfy them at the best 
possible level. 

Role of marketers to release products and services that match consumers’ demand and 

therefore bring value to customers: 

According to Grant “business is about creating value. Value is the monetary worth of a product 
or asset. The purpose of business is, first, to create value for customers and, second, to extract 
some of that customer value in the form of profit, thereby creating value for the firm” (Grant, 
2010, p 35) 
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Role of marketers to be creative and innovative: 

 

According to Porter cited in Lepak et al. “new value is created when firms develop/invent new 
ways of doing things using new methods, new technologies, and/or new forms of raw 
material”. (Lepak, Smith, & Taylor, 2007,p.184) Thus, organization is the primary engine for 
creating new values to their customers. Marketers’ primary concern is how the customers will 
benefit from the release of new products or new services.   

The importance of bringing novelty and appropriateness is vital for marketers when issuing new 
products or services. 

What can be the outcomes from consuming products or services? 

Quality 

When consumers are consuming the product or service, they first perceive the quality of 
product or service and after their own judgement realize if they are satisfied or not with the 
product of service.  (Grönroos, 2007) 

Satisfaction 

As a result of consuming products or services will be that customers will be satisfied or 
dissatisfied. According to Kotler & Armstrong: “Customer satisfaction depends on a products’ 
perceived performance in delivering value relative to a buyer’s expectations. If the products’ 
performance falls short of the customers’ expectations, the buyer is dissatisfied. If performance 
matches expectations, the buyer is satisfied. If performance exceeds expectations, the buyer is 
delighted. Smart companies aim to delight customers by promising only what they can deliver, 
then delivering more than they promised”, (Kotler & Armstrong, Marketing: an introduction, 
1997page 8)  

Consumer retention and loyalty 

An objective of the marketers is to attract new customers and to retain the old ones. According 
to Patricia Sellers cited in Kotler:  “attracting a new customers can cost five times as much as 
pleasing an existing customers” (Kotler, Marketing Management: analysis, planning, 
implementation and control, 1996, p 22). According to Kotler, “Customer retention is thus more 
important than customer attraction. The key to customer retention is customer satisfaction. A 
highly satisfied customer:Stays loyal longer 
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Buys more as the company introduces new products and upgrades existing products pays less 
attention to competing brands and advertisings and is less sensitive to price offers 
product/service ideas to the company costs less to serve than new customers because 
transactions are routinized”(Kotler, 1996,page 22).  

Reichheld states about the importance of customer retention that “The economic benefits of 
high customer loyalty are considerable and, in many industries, explain the differences in 
profitability among competitors. When a company consistently delivers superior value and wins 
customer loyalty, market share and revenues go up, and the cost of acquiring and serving 
customers goes down.” (Reichheld, 1996, p 4)  

2.4 Customers’ perspective regarding services 

According to Christian Grönroos “Customers do not buy goods or services, they buy the benefits 
goods and services provide them with. They buy offerings consisting of goods, services, 
information, personal attention and other components. Such offerings render services to them, 
and it is this customer-perceived service of an offering that creates value for them. Firms 
always offer a service to customers, regardless of what they produce....customers are looking 
for solutions or packages which they can use so that value is created for them... customers do 
not look for goods or services per se; they look for solutions that serve their own value-
generating processes...when firms choose a strategic perspective they should carefully analyse 
their customers’ everyday activities and value-generating processes and know what their 
customers are doing”. (Grönroos, 2007, p 4) Bogomolova et al state that “With the growth of 
the services sector in most market economies, one of the key roles of a marketing manager is 
ensuring that the service received by customers is of a high quality. In line with this growing 
recognition of the importance of service delivery, the measurement of service quality has 
become more commonplace.” (Bogomolova, Romaniuk, & Sharp, 2008, p.71). Additionally, 
Coulthard mentions” Now, customers’ perceptions of service quality and satisfaction are key 
performance metrics for most service-based organisations.” (Bogomolova, Romaniuk, & Sharp, 
2008, p. 71) 

Telemarketing as a service business represents a relationship between the service provider and 
the final customer. Managing and keeping a relationship contract with their customers 
represents a key vital success for telemarketing companies. 

 

2.4.1 Shift from transactional contract to relationship management:  
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Relationship management represents a new paradigm in the management practices. Its 
importance has increased once with the need for the customer services and quality to be not 
separated from the marketing. According to A. Payne & et al. that state that: “ 

The emphasis in the interaction between suppliers and customers is shifting from a transaction 
to a relationship focus 

The relationship marketing approach focuses on maximizing the lifetime value of desirable 
customers and customer segments 

Quality, customer service and marketing are closely related. A relationship marketing approach 
brings these elements into a much closer coherence” (Payne, Christopher, Clark, & Peck, 1998,p 
4) 

Relationship marketing has enhanced marketers’ attention for the maintaining customer 
relationships, as it is more important to retain customers than to try to keep attracting new 
customers. A. Payne & et al. propose that the task of service provider in order to maintain the 
customers, is: “1. establishing a relationship involves giving promises, 2. maintaining a 
relationship is based on fulfilment of promises, 3. enhancing a relationship means that a new 
set of promises are given with the fulfilment of earlier promises as a prerequisite” (Payne, 
Christopher, Clark, & Peck, 1998, p. 85) 

Telemarketing, as a part of service business, has also tended to shift towards relationship 
marketing, in order to create a long standing customer relationship and improve its position. 
However, we wonder what is the effect of this shift to relationship marketing if we compare in 
the developing and developed countries? If we assume from the beginning that telemarketers 
approach is the same for these block countries, than why customers vary in the response to 
telemarketing services? Or maybe the problem is not in the applied program, but namely on 
the lack of proper infrastructure in the developing countries. By infrastructure we mean not 
only phisical constitutes like technology, equipment, but also such psychological aspects like: 
trust, reliability, religion; demographical aspects: age, gender, education and partaining to a 
certain income group; legal aspects: laws, rules that protect customers from possible 
telemarketing scams or other legal issues. All these aspects have a huge impact on how 
customers will perceive service business, in our case telemarketing service from different block 
of countries. As a rule, customers in developing countries are more vulnerable, as the legal 
system often fails to defend their rights and privacy, in this way, customers are more suspicious 
and not willing to respond to telemarketers offers. On the other hand, customers in developed 
countries have a strong legal system that stands for their rights, and that can prohibit 
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telemarketers to conduct their operations. In this way, customers are less prone to the 
telemarketers services, however another problem arises. As we are living in a busy time, often 
the telephone calls are interrupting customers from their own tasks which leads to anger, 
irritation, and an unsuccessful contract binding. For this, telemarketers have a challenging role 
to find a positive approach towards their customers. One of this approach is enhanced due to 
relationship marketing that creates a virtuous circle of benefits for all involved actors.  

2.5 Direct marketing  

“Direct marketers use consumer preference information to form groups of consumers with 
similar interests and tastes. 

                  (Dolnicar and Jordaan, 2007, p. 123) 

Several forces shape and influence the society that we live in.  TMT burst have created 
favourable conditions for marketers to use with the scope to retain and make loyal their 
customers. So, explosion of media has created conditions of selling products and services 
directly to the customers through the help of: print and broadcast media, catalogues, direct 
mail, and telephone marketing also fax machines, e-mail, the Internet, and on-line services.  
(Kotler, 2001) 

In this way, marketers are struggling to become more competitive and effective than its 
competitors and reach to their customers in a faster way.  

Marketers have to develop a more efficient approach to customers. This idea is sustained by 
Mallin and Finkle who claim that: “Today’s marketing trend is for firms to focus on a narrowly 
targeted customer segment. To reach these customers one-on-one, direct marketing is used.”  
(Mallin & Finkle, 2007, p70) 

2.5.1 What is direct marketing and what are the advantages that derive from using direct 

marketing: 

According to Kotler et al. (2001), direct marketing represents “marketing through various 
advertising media that interact directly with consumers, generally calling for the consumer to 
make a direct response” (Kotler, Armstrong, Saunders, & Wong, 2001) 

Mallin and Finkle present their definition: “The primary purpose of direct marketing is to obtain 
an immediate response and cultivate lasting customer relationships. Furthermore, direct 
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marketing can be applied in any type of for, profit or non-profit organization and may exist in 
various forms” (Mallin & Finkle, 2007,p71) 

The advantages that reside from using direct marketing consist in the time advantage, as direct 
marketing distribution channels are faster, easier to access and have a predetermined target 
group of customers. This will save the marketers from unnecessary costs and expenses to find 
customers, select, and categorize in specific groups for future activities. R.Iyer and J.Hill(1996) 
present diverse authors’ opinion in their article about direct marketing from: Thornton, Berger 
and Roberts, Milmo and Stone that companies that use telemarketing have a quick marketing 
feedback(Thornton, Berger and Roberts, Milmo and Stone 1990), marketing strategy 
implementation is fast (Stone, 1984), control is enhanced (Roberts and Berger, 1989), and it is 
an easy and cheap form of market entry (Milmo, 1986). 

As direct marketing represents direct distribution with no intermediaries directly to the clients, 
direct marketing “constitute a new and complete model for doing business” (Kotler, Armstrong, 
Saunders, & Wong, 2001,p 784). 

In this way, marketers have to become more competitive and aware of the advantages that 
reside from using direct marketing: becoming more efficient, faster, being aware of customers 
needs and being the first to respond to their demands, and in conclusion to make a long lasting  
partnership with the customers through a relationship contract. 

2.5.2 Forms of direct marketing: 

There exist several forms of direct marketing through which marketers can approach customers 
with no use of intermediaries. These are: 

Face to face selling, in this form of direct marketing, marketers have the main task to reach a 
target market, determine them to become their clients and therefore build a long lasting 
relationship. Usually it includes face to face selling or door to door distribution of samples. The 
aim is to determine and convince the customers regarding the product they are 
promoting.(Kotler et al, 2001) 

Direct mail, according to Kotler et al (2001), this form of direct marketing “include letters, ads, 
samples, fold- outs and other’ salespeople on wings’ sent to prospects on mailing lists” (Kotler, 
Armstrong, Saunders, & Wong, 2001,p 791). This form of direct marketing has the advantage as 
marketers can use their creativity when delivering the message through visual means as size, 
colour, and shape in order to catch the visual attention of customers. (Jones, 1997).  As a 
disadvantage of this form of direct marketers is that the operation and coordination becomes 
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complex and that the final customers are the one who have to pay for the direct mail.  (Jones, 
1997) 

Catalogue marketing is used by marketers in order to increase and sustain their sales and 
contain information of their products. As with the advent of internet, catalogues exist in online 
site, but in this way, catalogues are becoming a passive way of distributing information. (Kotler, 
Armstrong, Wong, 2001) 

Magazines represent several advantages when trying to reach their customers. First of all it 
allows reaching segmented markets with specific demand information. Second, magazines can 
reach customers in a more easy way, and many customers have trust when reading them. 
Third, due to the colour reproduction, it catches the visual attention of readers. As a 
disadvantage for advertising through magazines is that the information goes for high volume 
target market and it cannot be personalized.  (Jones, 1997) 

Newspaper represents a fast and authoritative way of reaching customers. Also, it can reach 
their customers’ interest due to its sections. As a disadvantage is that it has a poor photo 
quality and that is also like magazines targeted to a high volume consumer market.  (Jones, 
1997) 

Telemarketing according to Kotler et al (2001), telemarketing as a form of direct marketing 
consists of: “using the telephone to sell directly to consumers” (Kotler, Armstrong, Saunders, & 
Wong, 2001, p 792) 

 Direct response television marketing entails: “the marketing of products or services via 
television commercials and programmes which involve a responsive element, typically the use 
of a freephone number that allows consumers to phone for more information or to place an 
order for the goods advertised” (Kotler, Armstrong, Saunders, & Wong, 2001, p 794) 
 
2.6 Telemarketing 

In this part, we want to present the history and evolution of telemarketing in the world.     

2.6.1 Defining Telemarketing:  

In simplest of the words, “Telephone marketing is the planned and controlled use of the 
telephone for sales and marketing purposes” (Stevens 1991, p.17) 
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It has been also defined as "a new marketing discipline that utilizes telecommunications 
technology as part of a well planned, organized, and managed marketing program that 
prominently features the use of personal selling, using non face-to-face contacts" (Stone and 
Wyman,1985 cited in Johnson and Meiners 1987, p.66 ).  

But Kotler elaborates telemarketing definition with specifying few purposes of this approach; 
according to him telemarketing is “the use of telephone operators to attract new customers, to 
contact existing customers to ascertain satisfaction levels or to take orders” (Kotler, 2001)In his 
defintion Kotler tries to describe in specific what kind of uses of telephone a marketer can make 
as medium to reach customers.But still this defintion lacks the broadness and depth of 
describing the telemarketing’s benefits. 

For these benefits, we look into more recent definition of telemarketing which has come out 
after long time since telemarketing was introduced in last century and by now almost every 
positive element about telemarketing has been explored. This definition by Mehrotra and 
Agarwal states that “Telemarketing is an interactive process between a company and its 
customers that uses a comprehensive system of media and methods to elicit a response. It is 
the art and science of getting the right offer, to the right people, at the right time, and 
recording and fulfilling their request for products or services.”(Mehrotra & Agarwal, 2009, p 
172) They added a sense of dependency between company and customers into previous 
definitions, where not only company but also customers play important role in the final 
outcome of telemarketing effort.  

It’s a new kind of technology-driven business tool that has changed the current business 
scenario as it provides flexibility to contact customers and meet their needs at lower costs than 
previously. Telemarketing is “a systematic and continuous program of communicating with 
customers and prospects via telephone and/or other person-to-person electronic media” 
(Schneider, 1985; Cardozo and Shipp, 1987 citied in Moncrief, Shipp, Charles, & Cravens 1989, 
P.1) 

As the cost-effective telemarketing technology was being developed and enhanced, the costs 
related to personal selling were increasing considerably. “For instance, a direct sales call can 
cost 30 times more than a telemarketing call” (Cloud 1986 cited in Johnson and Meiners 1987, 
p.65) 
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There are two main forms of Telemarketing, inbound and outbound.  

Inbound telemarketing is explained as when a customer uses telephone to contact the 
company for purpose of making complaints, obtaining information, placing orders and so on. 
(Mehrotra and Agarwal, 2009, p 172) In this case customer takes initiative to call the company 
and plays active role by managing the conversation. Therefore inbound telemarketing relays for 
success on mass media advertising, direct mail and other promotional techniques to encourage 
calls from customers and prospects. (Johnson and Meiners, 1987) 

On the contrary, the outbound telemarketing is when a company tries to contact a customer for 
selling a product, to conduct market research and other things. (Mehrotra and Agarwal, 2009, p 
172). Another definition is presented by Johnson and Meiners: “Outbound telemarketing is the 
other major approach used. This involves contacting customers through a direct-mail appeal or 
an outbound telephone call. Many successful direct marketers have combined the two forms of 
communication. A direct mail piece sent prior to a telephone call increases the customer’s 
receptivity to a follow-up phone call and provides a frame of reference for the call” (Johnson & 
Meiners, 1987, p. 67) 

Telemarketing has become a key direct marketing instrument which is responsible for billions of 
dollars of worth sales to customers .A usual household receives 19 telemarketing calls in a year 
and itself makes 16 calls to companies to place orders.(Kotler, 2001) Different from other direct 
marketing media, such as personal mail, the use of telephone allows instant two-way 
communication. It provides feedback of every contact made; this feedback can be recorded, 
measured and analyzed to help understand the effectiveness of the message, the kind of 
interest it holds among its target audience and other possible variables, on continuous basis. 
(Stevens, 1991) 

Telemarketing can be more effective if proper telemarketers are chosen, then they are trained 
well and provided with proper performance incentives (Kotler, 2001) It also requires “high 
quality customer data, clustering capabilities and explainable outcomes that provide action 
items for strategy and testing”. (Mehrotra and Agarwal, 2009, p 172) The key factors which 
could enhance telemarketing efforts include the pleasantness in the voice of telemarketer, his 
enthusiasm and quality of improvisation. (Kotler, 2001) 

2.6.2 History of Telemarketing: 

Even though that telephone has been used as an instrument to achieve sales for about a 
century, the term telemarketing was first used by AT&T in beginning of 1980s to describe the 
long-distance phone based selling efforts. (Enotes, 2011) 
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The emergence of telemarketing industry can be traced back to the early part of the 20th 
century, in those times the financial services industry used the telephone as a medium of 
marketing. Stock brokers have also been using telephone as a tool for their own tasks for quite 
a while. It was in 1930s and 1940s that telemarketing units which are commonly known as 
inside sales operations started to appear in the wholesale distribution organizations. They were 
called inside sales operations due to the fact that the sales representatives remained inside the 
office. This idea got more prominence during the World War II, due to reason that most of the 
sales people in US were put into service and there were travel restrictions. 
(Referenceforbusiness, 2011) 

In 1940s and 1950s, magazine publishers avail the telemarketing tool to get new subscribers 
and get back former subscribers. A key telemarketing success tale begin in 1955, when Reuben 
H. Donnelley started a phone based sales campaign to sell advertising to small businesses in the 
yellow pages. (Enotes, 2011) 

In 1957 a pure telephone sales company was established named as “DialAmerica Makreting 
Inc”. (socyberty, 2011) Then in 1960s with the introduction of Wide Area Telephone Services 
(WATS) lines, came a boost in use of telephone for business purposes. This breakthrough paved 
the way for increased outbound calling at low rates, which further helped in the establishment 
of large cost-effective regional or national call centres. (Enotes, 2011) 

DialAmerica Inc added more telemarketing programs to their list in 1976. They started to work 
with companies like Bank of America, America Online, CompuServe and General Electric. 
(socyberty, 2011) 

American Telemarketing Association (ATA) was formed in 1983 to cater this increasing new 
mode of marketing by many companies. According to ATA, “the spending on telemarketing 
activities increased from $1 billion to $60 billion between 1981 and 1991. By the mid-1990s, 
telemarketing accounted for more than $450 billion in annual sales.”(Answers, 2011), 
(encyclopedia, 2007) 

Today, ATA represents a total of 4,000 contact centres which have over 1.8 million 
professionals attached to them worldwide. These contact centres provide various services and 
bring annual sales of more than $900 billion. (ataconnect, 2011) 

 In United Kingdom first telemarketing agency was founded in late 1970s.The decade after that 
saw a tremendous increase in the number of agencies and the companies who were spending 
on in-house telephone marketing activities. As mentioned in research commissioned by the 

http://socyberty.com/�
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http://www.encyclopedia.com/topic/telemarketing.aspx�
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Colorgraphic Group published in 1990, “the UK agency sector grew by 435 % between 1985 and 
1989, when it was valued at £75m.”  (Stevens 1991, p.19) 

But in all Western Europe, the growth in telemarketing hadn’t had been the same. For example 
Germany was in leading position with the most telemarketing an agency working there and 
then comes France at 2nd place, followed by UK. But in case of total revenue Germany came 
4th after France, the UK and Holland.  (Stevens, 1991) 

In case of Scandinavian countries, the harsh winters make travelling difficult and the chances of 
face-to-face meetings become narrow, so various forms of telemarketing has been given key 
importance in business in these countries. This is could be the reason behind the fact that the 
value of telemarketing agency sector per capita of population in Sweden exceeds that of the UK 
by around 40% and similar situation exists in Finland.  (Stevens, 1991) 

2.6.3 Company’ value through telemarketing: 

The customers have been burdened with a huge number of choices and substitutes; and they 
seem to have less time to spend on decision making to buy a certain marketer’s product in a 
rigorous market setting. It is a market scenario in which not only the local companies are 
selling, but also the international firms have the same level of reach. In these conditions, “one 
of the most valuable avenues for marketers today is direct marketing, especially telemarketing, 
which provides easy access and communication with consumers, allowing companies to reach 
customers whenever they want and wherever they want”  (Mehrotra & Agarwal, 2009) 

There number of reasons behind why companies are opting out for this form of direct 
marketing more than others. The advantages described by Michael Stevens (1991) include 

1) It is targeted: When a telemarketer makes a call to a potential customer, he can be 
certain of whether or not he has reached the right customer, so this marketing message 
is always delivered to the right person. In a business-to-business scenario, when a call is 
made without knowing the contact name, the telephone can be used to acquire the 
name of the right decision-maker or to find other potentially useful information about 
that particular company. 

2) It is personal: The telephone as tool is most personal mean of communication after 
face-to-face contact. Each telemarketing call is specifically targeted, so that the message 
it is intended to deliver is personalized for that particular contact by containing the 
information which is directly relevant to him and his needs. By developing a two-way 
communication environment, it brings the opportunity to answer questions, tackle 
objections, respond to buying signals or various interest levels and even take into 
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account the individual personality of the contact. Every conversation gathers more 
information about the contact which can be useful in high personalizing of the following 
efforts with the person. 

3) It is immediate: Each call gets an instant result in some form, it can be unobtainable or 
incorrect number may be a person who wants to be called back later, or negative or 
positive response. Each of these responses can be used to decide that what should be 
the next step that can maximise the value of each individual. Due to this immediate 
response feature, the results of a telemarketing effort can be constantly monitored; 
measured and analysed which could be useful in further enhancing this effort. This 
feature of immediacy also attracts the customers and prospects.   

4) It is interactive: As the telephone communication is a two way link, the telemarketer 
can direct each conversation to facilitate the required information gathering or a 
particular response generation. Each contact that’s made gathers some useful 
information, even if the answer is in negative as “we are already using product from 
another supplier”. There is no other medium like telemarketing that lets the marketer to 
extract and record personal improvised responses, except face-to-face contact which is 
the most expensive way. As the calls are particularly targeted, individual replays can be 
noted and added to the database to be available for later use in planning and organizing 
other sales and marketing activities. For example a company who is working with 
another supplier can be contacted again when a special offer is being made. In case of 
business-to-business calls, even if the anticipated contact is not reached, still some 
useful information can be taken from the switchboard operator. 

5) It is high quality: The personalized information that can be gathered from a telephone 
discussion let the telemarketer better understand each contact for different purposes, 
as to find out that if  they use the products that are supplied by the company and then 
to rate the contact’s potential value accordingly. The subsequent action can then be 
better organized , by arranging a instant appointment with someone who is interested 
to buy the product right now , by noting that the person would like to be called back 
after some time or by taking into account their dissatisfaction with the distribution and 
passing on this information to appropriate department for action. Whereas other direct 
marketing techniques don’t guarantee such perfect screening and grading.       

6) It is flexible: The telemarketing can be used for various purposes and each campaign 
can be customized and continuously improved to gain maximum results. The 
telemarketing message can be specified to a certain person, ignoring geographical 
constraints, calls can be set to provide maximum response rates and to fit each contact, 
rapid feedback from calls can be used to modify the approach and so on. 
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7) It is measurable and accountable: In a telemarketing campaign, each feature can be 
continuously monitored and calculated. For example: 

• Calls made per hour (call rate);  
• Contacts made with decision-makers (contact rate);  
• Contacts unavailable ; 
• Telephone numbers unobtainable; 
• Positive responses, with reasons; 
• Negative responses, with reasons; 

Time to time analysis of the information mentioned above can be used to perfectly 
measure the effectiveness of various approaches and to help know why they are 
successful or not. For example, a huge number of unobtainable or wrong telephone 
numbers would mean that the contact list which is used is old. But if the contact rate is 
very low as compare to the call rate, means the timing of calls is not suitable. In each 
case, the problem can be identified easily and then solved through proper action to 
enhance the upcoming efforts.  

Proper and broad measurement of results means that the return on investment in a 
campaign, or its sub-parts can be constantly monitored. The information obtained then 
can be used as a basis for making a comparison of cost-effectiveness of telemarketing 
with various other techniques used for achieving the same purpose.  

8) It is testable: The exact measurement of results from telemarketing helps in testing 
different approaches for understanding their relative effectiveness. The main campaign 
is usually preceded by running a “mini” or “test” campaign, to measure the relative 
value of various sources of contact names (or  said to be ‘leads’), a variety of offers and 
so on. These tests can be conducted swiftly and results of them are available in very 
short period of time. 

9) It is intrusive: The intrusiveness of telemarketing can be a major advantage factor, as it 
is quite hard for anyone not to answer a ringing telephone and once you do it, the 
expert telemarketer on the other side will be ready to tackle any objections from the 
people to disconnect the call before listening to him. But yes, this same factor of 
intrusiveness can be a negative factor in particular situations.      

10) It is cost-effective: When all the above mentioned advantages are summed into this 
particular medium of marketing, it becomes highly cost- effective way of reaching the 
customers. 
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As an example of companies that benefit from using telemarketing services, Kotler states that 
“Raleigh Bicycles used telemarketing to reduce the amount of personal selling needed for 
contracting its dealers. In the first year, sales force travel costs were reduced by 50%, and sales 
in single quarter went up 34 %” (Kotler, 1996,p 729) 

“If you can use telephone effectively, you can save a lot of money.  Instead of running all 
around town to make a few calls, you can sit in the office and make a lot of calls in that nine to 
five workdays. If you can use it as a marketing tool, which people who are very successful do, 
you can save a lot of money. And phoning long distance, you can really cut expenses, over what 
is would cost you to send people around...You lose something by not being able to show the 
client the product”, (Robert C Prus, 1989,p. 249) 

2.6.4 Problems and challenges of telemarketing calls: 

One of the biggest problems regarding telemarketing is that it is considered by customers as 
cold calls. From the perspective of customers, telemarketing, especially outbound 
telemarketing represents an invasion of privacy which leads to irritation and anger. Also, J. Kobs 
mentions that a too much insistent approach to the customers, this will lead to an ill-will 
relationship. (Kobs, 1992) 

From the perspective of companies that are conducting telemarketing is that: there are certain 
regulations of the Federal Trade Commission regarding the way telemarketers can conduct 
their operations; also it is expensive; telemarketing operations can encounter such obstacles as 
difference of hours to reach their customers, other customers can reject the calls due to 
technological advances.  (Jones, 1997) 

Here is an example of a problem that telemarketers encounter while calling and not 
prospecting their customers directly: “If you are on the phone, you lose information. You can’t 
relate to other things that are going on around the person. You don’t know if the person is 
doodling, busy or whatever”,  (Prus, 1989, p 247) 

2.6.5 What are customers’ expectations from telemarketing services? 

In a relationship with a service provider, customers look for the following benefits: 

• Confidence – reduces anxiety, faith in the service provider, and feeling of 
trustworthiness of the service provider. Companies that are pursuing a relationship 
marketing strategy have the objective to make the customers feel secure regarding their 
choice of purchase. 
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• Social benefits – personal recognition by employees, customer being familiar with 
employees, the development of friendship with employees.  

• Special treatment – extra services, special prices, higher priority than other customers. 
(Grönroos, 2007, p  39 ) 

If we analyze the relationship between customers and telemarketers, we realize that customers 
need to have confidence, trust and security of the transaction by phone. Telemarketers can 
increase their confidence by adopting the relationship marketing towards customers. Regarding 
social benefits, it is important that telemarketers develop an one-on-one telling in such a way, 
that customers become accustomed with the emplyees. Special treatment in telemarketing is 
connected with the change of the message of advice of customers regarding a solution to their 
needs. A personal approach to customers, is always beneficial in qualitative standards for both 
customers and service company. 

According to Burgers et al (2000) mentioned by Kolar (2006), there are the following 
dimensions of the customers’ expectations towards telemarketing calls: 

• Adaptiveness- customers have the expectation that telemarketers will provide the 
based personalized solution for his/her wants and in this way the behaviour will be 
adjusted according to customers’ profile. 

• Assurance- represents an expectation for customers that their personal information will 
not be disposed or divulged without agreement. In this way, customers are in charge for 
control of their decisions. Also, customers expect that company will explain with 
transparency and honestly how their private information is utilized. 

• Empathy-represent an expectation that customers talk not with a robot, but also with 
human being and that their problems are important and listened by telemarketers. This 
psychological aspect of humans is very important to be taken in account by 
telemarketers in order to avoid the so called “cold calls” term. 

• Authority- represent an expectation that telemarketer is an experienced person that has 
abilities and skills that are so necessary to solve customers’ demand.(Kolar,2006) 

Bettencourt and Brown (1997) who are mentioned by Burgers et all state that: “Since the 
contact employees are usually a customer’s first point of connection with the firm, they have 
the responsibility to sell the firm’s services, deliver on the promises offered by the firm and 
build an image.” (Burgers, Ruyter, Keen, & Streukens, 2000, p. 143). Burgers et al (200) state 
that: “Interaction by telephone restricts the evaluation of the service delivery to such an extent 
that consumers will have to base their perceptions solely on the interpersonal traits of contact 
employee.” (Burgers, Ruyter, Keen, & Streukens, 2000, p. 143) 

Additionally, it is important that telemarketers have a database of existent customers and of 
potential customers, in such a way, that the search for new customers does not affect the 
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quality of existent services. As a Direct Marketing Association official note: “we want to target 
people who want to be targeted”. Kotler & Armstrong argue that: “Most consumers appreciate 
many of the offers that they receive by telephone. Properly designed and targeted 
telemarketing provides many benefits, including purchasing convenience and increased product 
and service information.” (Kotler & Armstrong, Marketing: an introduction, 1997, p 446) 

2.7 Consumer behaviour towards telemarketing 

“It is necessary to examine consumer behavior at a deeper level. Knowledge of the consumer’s group 
associations helps, but full understanding requires an examination of psychological characteristics 
such as motives, attitudes, perceptions and personality” 

(Marks, 1988, p.97) 

From the behalf of companies, telemarketing tool represent an efficient, flexible and cheaper 
way to reach customers. However, as consumers are responsible for the act of accepting or 
rejecting the calls, telemarketers should keep in mind some issues that can affect their 
communication with consumers. ”Consumers are active participants in direct marketing; 
increasingly buying via the phone or post and happy to do so, yet on the other hand, are 
increasingly cynical of marketers' intentions and method of approach.” (Evans et al., 2001, p.7) 
Understanding the target customers and their unique characteristics is the key to any business’s 
survival, growth and eventual glory in contemporary markets. This is why “to implement the 
marketing concept, organizations must understand their customers and stay close to them to 
provide products and services that customers will purchase and use appropriately” (Peter, 
Olson, 1998, p.3).  

P Drucker stated that company’s main task is to “create customers”. Nowadays, on the market 
there is a wide selection of products and services. The intriguing question is how customers 
select their choices and on what basis? For marketers it is important to understand the 
psychology of consumer buying behaviour. Usually the perceptions of the value of product or 
service are based on a specific set of physical cues and beliefs that customers are aware of. 
Therefore, customers are deciding regarding the value of products or services on the 
perception of what is given and what is received.  

“No two customers are the same, thus organisations need to find commonalities between 
customers so that they can group them”  

                                                                                              (Meldrum and McDonald, 1995, p.83) 

The concept of consumer behavior therefore is of a colossal importance for marketing efforts of 
a company, including the telemarketing services. Consumer behavior is defined by the 



38 
 

American Marketing Association as “the dynamic interaction of affect and cognition, behavior 
and the environment by which human being conduct the exchange aspects of their lives” 
(Peter, Olson, 1998, p.6) In simple words, it includes the way of thinking and feelings people go 
through and the things they do in consumption processes, under the influence all the 
environmental elements around them at that time.  

Companies divide or separate customers into various groups on basis of these outer broad 
environment elements as well as certain inner commonalities. This sub-division or 
segmentation into groups (as it is referred in marketing literature) can be in terms of 
psychographics and/or demographics. Psychographics refer to a consumer’s individual lifestyle 
and personality. Whereas the demographics involves division on base of population 
characteristics like age, gender, family structure, race and ethnicity, geography, income, 
occupation, education and etc (Solomon, 2011, p.32). The idea behind the psychographic or 
demographic segmentation is that consumer behavior under different groups will be same for 
everyone in that group. For example if we take people of same age group “although they differ 
in many ways but they do tend to share a set of values and common cultural experiences that 
they carry throughout life”. (Solomon, 2011, p.37) 

“Organisations need to understand how this behavior varies between different groups of 
customers in order to ascertain the ways in which markets can be segmented” 

             (Meldrum and McDonald, 1995, p.97) 

 Same is the case if we take people from a certain geographical location; they will be uniform in 
a number of ways. Customers in a country have a certain pattern of responding to marketing 
(particularly telemarketing) depending on their diverse behavioral and environmental factors 
including variant demographics and psychographics. Customers can be classified in two groups: 
acceptors and rejecters of telemarketing services. We want to analyze the cases and situations 
in which the two parties are involved: customers and telemarketers, that leads to the rejection 
of telemarketing services. Even if the cooperation of the respondents to the calls fall and there 
is a tendency of cynicism and criticism, companies are much more worried towards sales and 
costs and do not pay attention to this signals. (Mehrotra and Agarwal, 2009)  

This is the case where consumer behavior should be studied and understood in order to 
succeed and enlarge the number of acceptors, rather than rejecters.  Further, these authors 
present factors that can lead to rejection of telemarketing calls.  

 



39 
 

“Organisations must seek successful segmentation strategies, otherwise they become just 
another company selling what are called “me too” products” 

(Meldrum and McDonald, 1995, p.83) 

Perceived ad intrusiveness- “can be defined as the degree to which an unwanted marketing 
communication interferes with an individual’s cognitive process and tasks, as well as 
interference from media contents, including offensive materials” (Mehrotra & Agarwal, 2009, p. 
174). As telemarketers are approaching potential customers over phone, there is a possibility of 
disturbing customers from their tasks and responsabilities which can lead to negative approach 
and also irritation of the  perceived calls. As Mehrotra and Agarwal present in their study of the 
customer behavior in relation to telemarketing calls: “…receiving promotional calls on the 
telephone, especially mobile phones, can be considered an interruption of task performance , 
as the phone is used by customers for specific purposes such as receiving or making business-
related important calls. The ringing of the phone when the customer is engrossed in work could 
cause a great deal of disturbance” (Mehrotra & Agarwal, 2009, p. 174)  This leads to irritation 
due to varios advertisemnt and telephone calls. In this way, customers feel that they lose the 
freedom of their decisions and actions. The mistakes that telemarketers usually commit are: 
the group that they target is wrong, the time that they call is wrongly chosen, the formulation 
of messages does not take into accound the particularity of groups and the telemarketers are 
too insistent in their conversation which leads to irritation and negative reactions from the 
behalf of customers.(Mehrotra and Agarwal) Telemarketers should understand in their effort to 
gain customer acceptance that: customers do not like to be told what to buy, time is very 
important in order to not clash with busy day time, customers mostly like to have their own 
initiative of the purchase. As a conclusion, the effort to convince customers to buy over phone 
represent a delicate issue, as customers may feel that they are used only to purchase the 
products that can not be sold on the market. 

“As consumers are subject to more marketing communications, there are more opportunities for 
intrusiveness, and many consumers perceive a threat to their individual privacy owing to the 

power of information-processing technology used to intrude in their private domain.” 

                    (Dolnicar and Jordaan, 2007, p.124) 

Psychological resistance- “consumers may feel that merketers control his/her time, space, 
information and security. In the context of consumer evaluations of telemarketing calls, if 
individuals find such calls intrusive, then they may also feel that these calls pose an obstacle in 
their receiving important calls, cause disturbance in their ability to process information 
cognitively and in their performance of certain tasks. As a result, users may feel that they have 
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lost the freedom to be engaged in particular behaviours and/or may feel that they have lost 
control of their own behaviours” (Mehrotra & Agarwal, 2009,p. 176) 

Freedom and control of their actions, represent general aspects of the consumers in their 
purchasing behaviour. For this, telemarketers should be very attenitve in their effort to 
approach customers, to not make them feel that they are just used for commercial purposes 
and to not be too much insistent with the calls and messages. 

Information orientation and perceived usefulness –“In the context of telemarketing, the 
perceived usefulness of calls will be defined as the degree to which a customer perceived that 
the company has made proper and efficient use of their personal information to target the right 
customer with the right product or service, making purchasing easier and more convenient for 
them.” “For positive reaction to telemarketing calls, it is necessary that the companies making 
such calls make consumers aware of the value they are providing to them in terms of giving 
them personalized information about products and in making available only those products and 
services that will definitely be of use” (Mehrotra & Agarwal, 2009, p. 177) It is very important to 
create a dialogue with customers and to be transparent in your intentions with their personal 
informtion. In case when telemarketers are informing and announcing how they will handle 
information, customers will have an increased degree of trust and confidence that they will not 
be victims of different types of scams. Also, in order to make customers accept the 
telemarketing calls, it is important that telemarketers accentuate the value that they might 
receive and the opportunity cost with these aspects as: speed of products or service delivery, 
convinience  to not be forced to pick up the products from a phisical outlet, trust in the 
personalized approach of their needs.  

Multinational companies selling products/services in various regions or countries across the 
globe therefore usually prefer to adapt a geographical segmentation to better understand and 
cater the customers of a particular country grouping them together and design their marketing 
policies accordingly. For example the Coca Cola Company uses Urdu advertisement to reach 
customers in Pakistan and English for North America. As Urdu is the national language in 
Pakistan and English is the most common language in North America. (Ibibio, 2010), (adweek, 
2002)  

“It is apparent that consumers want to be treated in different ways. That is, not only in terms of 
the offer itself, but how it is presented.”(Evans et al., 2000 cited in Evans et al., 2001, p.7).  But 
there haven’t been much effort put up by companies or researchers to understand the 
consumers from various countries on the basis of their unique demographic and psychographic 
characteristics which helps build their responses towards telemarketing services provided by 
company.  

http://www.adweek.com/news/advertising-branding/coca-cola-speaks-soccer-fans-56126�
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“In fact, it is hard to find empirical analysis of telephone interaction from a customer’s 
perspective even in terms of basic marketing concepts such as perceived value, quality and 

satisfaction. There have been virtually no attempts to investigate how consumers define and 
evaluate telephone interaction in terms of these concepts and their corresponding 

dimensions.” (Mehrotra & Agarwal, 2009) 

Wyman (1990, p. 38) in his study regarding consumers acceptance of proactive telemarketing 
or outbound telemarketing stated that the difference between acceptors and rejecters of 
telemarketing calls consist in how they regard the calling attributes and how important they are 
for them: “The three calling attributes that made a difference were: the company calling has a 
good reputation; the sales person will be courteous and professional; and the consumer has an 
interest in the product or service” 

2.8 How to create a successful direct marketing approach to the customers 

There are a number of approaches and advices that are meant to help direct marketers to 
reach their customers. We, authors, will write first of all about how to maintain a successful 
campaign for direct marketers. Afterwards, we will proceed with a successful campaign for 
telemarketing.  

First of all a successful direct campaign encompasses a number of steps that marketers should 
bear in mind. These steps are: planning, data gathering, mailing, telephone follow up and 
tracking (Bildstein 2007). Direct marketers have the following functions: 

• To establish the target market that they want to approach for selling products 

and services. 

• To understand the objectives of their campaign- if marketers know for what 

they sell and to whom they sell, the process will be much easier going and with 

more success in contacting potential customers, contracting and retaining them 

for a long term partnership. 

• To establish a convenient time for customers that does not disturb the busy day 

time hours when customers are involved in their private tasks. If marketers 

choose an inconvenient time, the possibility to get an angry or irritated 

customer is of high possibility.   
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• To develop the message for the customers- the right message to the right target 

market represent a successful formula for gaining customers and their trust. 

Marketers should try to avoid the same message or the same script for all 

customers. We expect more creativity and personal approach when dealing with 

each customer. 

• To evaluate the results of their campaign - being critical in your actions 

represents recognition of your mistakes and the possibility for future correction 

and improvements. (Bildstein, 2007, p39) 

It is worth to note that direct marketers need to know additional information about customers’ 

habits and preferences in order to understand what they might expect from them: 

• Customers’ preferences while consuming products and services and evaluating 

the value. If direct marketers are aware about their habits and preferences, they 

can create the specific target group and then approach them with messages, 

products or services that are matching to their preferences and habits. Being 

close to the customers in their daily life means to be always ready to respond to 

their needs and demands. Marketers have to be spontaneous, careful, attentive 

and impress customers through their actions. 

• Customers’ reminders. There are certain holydays, important events that direct 

marketers can remind them to their customers and in this way they can show 

that customers are important for them. (Jones 1998) 

As employees represent the “face of the organization and the attitude of organization to the 

customers”, they are required to possess the following capacities in a service organization: 

• General requirements: understand the full relationship the firm has with its 

customers, understand and accept their role and obligations in maintaining 

these relationships, be customer-focused in their work environment. 

• Specific requirements: have the skills to interact and communicate with 

customers, be motivated to interact and communicate, be rewarded for 

interacting and communicating in ways that support customer-focused 
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behaviour and thus successful interactive marketing performance.  (Grönroos, 

2007, p 385) 

2.8.1 The importance of customer Database: 

In order for telemarketers to be successful in outbound telemarketing, they need to develop a 
database of customers. A database includes data regarding customers “including geographic, 
demographic, psychographic, and buying behaviour data. The database can be used to locate 
good potential customers, tailor products and services to the special needs of targeted 
consumers, and maintain long-tem customer relationships”.  (Kotler & Armstrong, Marketing: 
an introduction, 1997, p 448) 

Usually, a database includes: 

• Prefix, name and address of the customer 

• Titles (business) and family relationships (consumer) 

• Phone (day and evening), fax, e-mail 

• Original purchase 

• Purchase history (what, how much and when) 

• Credit risk history 

• Customer service history  

• For consumers: lifestyle information” (Jones, 1997, p 61) 

Detaining detailed information about customers will help direct marketers to save time, money 
and effort in approaching customers. Due to databases, direct marketers can formulate the 
specific messages that are meant to be approached to various group targets. If they formulate 
personalized messages that are matching to consumers’ demands, there will be less financial 
burn, disappointments from a large number of rejecters and an increase of successful flow of 
business life. 

2.8.2 How to conduct a successful telemarketing campaign: 

Companies that are conducting their services through telemarketers have to rely first of all on 
their sales personnel. Usually a good sales person is one that is energetic, has enthusiasm, is 
objective, has self confidence and is job committed. The company has to recruit and select sales 
people with the help of tests that can outline the sales aptitude, personality and analytical traits 
of the potential employee. Also it is important that companies train the sales personnel 
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according to their market objectives and provide incentives for their performance.  (Kotler & 
Armstrong, Marketing: an introduction, 1997)  

After the training period, it is important that the sales personnel be supervised by direction and 
supervision of their tasks. There are several advices for how to conduct a successful 
conversation with their customers. Kotler et al (2001) advice that ”telemarketers should have 
pleasant voices and project enthusiasm. Women are more effective than men for many 
products. The telemarketers should initially train with a script and eventually move toward 
more improvisation. The opening lines are critical: they should be brief and lead with a good 
question that catches the listener’s interest. The telemarketer needs to know how to end the 
conversation if the prospect seems to be a poor one”. (Kotler P. , Armstrong, Saunders, & 
Wong, 2001, p 729)  

2.9 Summary of literature 

As we are writing about consumers’ behavior towards telemarketing, we wanted to focus on 
specific areas of interests for our thesis. First, we started with emphasizing the importance of 
marketing for creating and delivering value for their customers. In this way, the individual and 
organizational roles will be both satisfied as mentioned by Kotler. In order to create a win- win 
situation between organization and consumers, marketers have a crucial role in detecting the 
needs and demands of specific target market, to bring value to the final consumers through 
creative and innovative solutions. It is worth to mention that if marketers are attentive to the 
quality of their delivered products and services, such positive outcomes as: satisfaction and 
retention of customers for a long term partnership, will improve the companies’ good will.  

Second, as telemarketing represents service marketing, we wanted to present such a trend as 
shift from transactional contract to relationship contract. We consider important to 
demonstrate that towards relationship contract should aspire telemarketing companies, as this 
will bring the win- win situation for both companies and consumers. Relationship contract 
represents a personalized contract from the behalf of companies with the consumers, where 
the needs are identified, promises fulfilled and the long term partnership is emphasized 
through quality maintaining, and appreciation and trust. 

Third, we searched for definitions for direct marketing and their forms in order to proceed with 
telemarketing. Direct marketing represent a more efficient and faster way to approach new 
customers in the highly competitive environment. Customers are overwhelmed by the huge 
amount of alternatives and choices. In this way, direct marketing through its forms: face to face 
selling, direct mail, catalogue marketing , magazines ,newspaper,  telemarketing ,direct 
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response television marketing, can grab customers attention and interest more quickly and 
more competitive. 

Fourth, we proceeded with telemarketing definitions and history, as telemarketing represents 
our area of interests in our thesis. Further, we wanted to present that there are such benefits 
that companies can take advantage from using telemarketing services: It is targeted to a 
specific target market, It is personal for the specific customers’ needs, It is immediate both the 
call and the result, It is interactive as operators can communicate directly with the consumers 
and provide specific information, It is high quality as information gathered from consumers can 
lead to a better screening and to the creating of customer database with precious data and 
other demographic indicators, It is cost-effective as telemarketing calls represent a cheaper 
method for approaching customers if compared to other direct marketing forms. 

Fifth, as we presented the positive side of using telemarketing, it is our duty to present 
problems and challenges while approaching customers over telephone. Usually, the 
encountered problems are related to the customers’ perception that telemarketing calls are 
“cold”, tend to intimidate personal space through persistence and annoyance. As a result, the 
appearance of Do not call list of companies, often rejection of their proposed services by final 
customers, make telemarketing services in a bad shade that can damage customers’ trust and 
confidence of the quality. There are such factors that are damaging the “weight” of 
telemarketing calls. Perceived ad intrusiveness by customers leads most of the time to the 
rejection of telemarketing calls.  

Psychological resistance represents an aspect of consumer behavior that telemarketers should 
remember. Freedom and control of their actions, represent general aspects of the consumers in 
their purchasing behaviour. For this, telemarketers should be very attenitve in their effort to 
approach customers, to not make them feel that they are just used for commercial purposes 
and to not be too much insistent with the calls and messages. Information orientation 
represent a factor that actually can win customers trust and confidence. As telemarketers are 
sincere and open in the regarding contract conditions, or if they communicate to customers 
how their personal information will be dealt, in this way customers may be more eager for the 
maintaing of the dialog and further services. We consider that customer behavior represents an 
important and intriguing aspect in marketing and in dealing telemarketing calls.  

Sixth, as we presented benefits, problems and challenges, we wanted to present some advices 
or approaches for reaching the target market. Such qualities as pleasant voice and creativity 
and fast response for diverse situation that are not included in the usual script, represent 
competitive positioning of the telemarketers and gaining more customers. In addition, 
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telemarketers should define his or hers target market and the objective for approaching these 
customers.  

2.10 Broad research question 

Many of the studies about consumers’ attitude towards direct marketing are US focused and 
sampled the US population. But “there are only a few researches on attitudes towards direct 
marketing among consumers outside the United States.”(Mehrotra & Agarwal, 2009, p.3) 

One of such studies conducted by Maynard and Taylor, (1996) cited in Mehrotra & Agarwal, 
(2009 , p 173) “that compared American and Japanese consumers’ attitudes towards direct 
marketing”. The results showed that Japanese and American respondents have similar levels of 
ambivalence towards direct marketing.” However the consumer attitude towards telemarketing 
in Japan was more negative than in United States. This study showed that the Japanese 
respondents were more anxious about privacy issues than their American counterparts. The 
Japanese were less lenient towards marketers who normally share the information about their 
age and purchasing habits. 

Milne et al, (1996) cited Mehrotra & Agarwal, (2009 , p 173)  researched in their study about 
the acceptability of target marketing, described as collecting background and purchase 
information of consumers for purpose of better serving them. The result of this study showed 
that 67% sample of United States found target marketing acceptable in comparison to 16% in 
Argentine. “Their results also showed that the amount of experience with direct marketing did 
not affect the attitudes towards target marketing.” (Mehrotra & Agarwal, 2009, p 173) The 
study also put forward the notion that how consumers from different countries and various 
cultures (in this case Argentina versus United States) think of privacy issues of consumers and 
direct marketing. 

But still, there are statistically considerable differences in the overall concern for privacy related 
to telemarketing contact to customers based on demographic factors of the sample. “Age was a 
crucial predictor of attitudes towards privacy, indicating that young people are the least 
concerned; following age was the level of education: respondents with the least and the most 
education are most concerned about the protection of privacy; last was the level of income: 
higher-income earning participants are slightly more concerned about privacy than those at 
lower-income levels.” (Mehrotra & Agarwal, 2009, p.3) 

Taking into consideration this view that consumer behavior towards telemarketing and target 
marketing differ from country to country and then further in line with various demographic and 
cultural factors, it seems appropriate to be to have more studies of different countries 
consumers’ attitude other than United States which has already been the focus of most 
research in this field. It is “to differentiate customers on the basis of their positive or negative 
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attitudes towards telemarketing.” (Mehrotra & Agarwal, 2009, p 179) “This would enable 
companies to target segments of potential customers having a more positive attitude towards 
telemarketing.” (Mehrotra & Agarwal, 2009, p.9)  
2.11 Hypotheses 

• Null: H10 : There is a difference in shopping behavior among consumers in different countries  
• Alternative: H11 There is no difference in shopping behavior among consumers in different 

countries. 
 

• Null: H20 Consumers use often telemarketing services; 
• Alternative: H21 Consumers do not use often telemarketing services. 

 
• Null: H30 There is a difference in consumer’s thinking that telemarketing is a convincing way to 

contact customers. 
• Alternative: H31 There is no difference in consumer’s thinking that telemarketing is a convincing 

way to contact customers. 
 

• Null: H40 There is difference in way the consumers trust in telemarketing services. 
• Alternative: H41 There is no difference in way the consumers trust in telemarketing services. 

 
• Null: H50  There is a difference in the way legal system motivates consumers to use 

telemarketing services with more confidence; 
• Alternative: H51 There is no difference in the way legal system motivates consumers to use 

telemarketing services with more confidence. 
 

• Null: H60 There is a difference in way telemarketing is perceived in developing and developed 
countries. 

• Alternative: H61 There is no difference in way telemarketing is perceived in developing and 
developed countries. 

 
• Null: H70 There is a difference in consumers’ thinking that in future telemarketing will be a 

popular way of purchasing. 
• Alternative: H71 there is no difference in consumers’ thinking that in future telemarketing will 

be a popular way of purchasing. 
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2.12 Chapter summary 

This is a theoretical chapter, where we, authors have tried to gather theories, definitions and 
other descriptions of marketing, direct marketing and in particular telemarketing. We have 
presented definitions of telemarketing and history of telemarketing by collecting information 
from a number of authors and sources as: books, articles and web sites. We had the 
opportunity to study diverse theories and concepts related to our area of study i.e. 
telemarketing and consumer behavior towards telemarketing, then compare and analyze them 
to critically present our ideas related to our research questions. In the end, we have developed 
hypotheses for our research work. 

In the following chapter 3, we present our research methodology, or the way by which we 
decided  to collect data.We start with defining the basic research and business research for our 
readers . 
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CHAPTER 3 
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Methodology 
 

3.1 What is research and business research? 

Research plays a crucial role in our life. If we analyze research at the individual level, we see 
that our everyday activities imply dozens of choices. In order to make the best choice among so 
many proposed alternatives, we have to research. Research implies that we get proper 
information from different sources as: family, society, media, and reference group. As J Hair et 
all (2007) propose that “Research is a discerning pursuit of the truth. Those who do research 
are looking for answers. In our everyday lives, we all play the role of researcher” (Hair, Money, 
Page, & Samouel, p 4) 

At company level, research is also important, as in this way, companies are in search for 
answering to vital questions as ”How do I find the answers to improve my performance and 
make life better for customers, employees and owners?”  (Hair, Money, Page, & Samouel, p. 4). 

J. Hair et al (2007) argue for explaining that business research:”seeks to predict and explain 
phenomena that taken together comprise the ever-changing business environment. Thus, 
business research is a truth-seeking function that gathers, analyses, interprets and reports 
information so that business decision makers become more effective” (Hair, Money, Page, & 
Samouel, p 5) 

B. Blumberg et al (2007) propose the following definition for business research: “A systematic 
inquiry whose objective is to provide the information that will allow managerial problems to be 
solved” (Blumberg, Cooper, & Schindler, 2007, p. 4) 

From these definitions we understand that access to data and the possibility to handle 
information in free error mode, can make the companies to succeed in the exploration and 
exploitation of various opportunies in the business environment. 

As business environment has become more complex, there is a higher need for business 
reserchers to detain a larger knowledge base when making decisions. Such factors as:” 

• Need for more and better information as decisions become more complex 

• The availability of improved techniques and tools to meet this need 
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• The resulting information overload if discipline is not employed in the process” 
(Blumberg, Cooper, & Schindler, 2007, p 4) has outlined the importance for business 
research related to different business or social phenomena. 

In order to create a good Business research we need to structure and plan our activities step by 
step, in such a way as to accomplish our purpose for our business research. 

Further, we present graphically our structured business research that we authors have thought 
upon it. We also want to provide our research process in a way that is understandable and 
comprehensible for the readers.  

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure: 3.1:  Structured approach to the research process (P. Ghauri & K Gronhaug, p. 30) 
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3.1.1 Need for research: 

As disclosure of information and demand for it has increased, respectively business researchers 
have a more challenging tasks to use information in a proper and ethically way. More 
information raises more questions regarding social phenomena that we are taking part 
consciously or unconsciously. Being members of the social community, we take the role of 
either passive witness or active witness. Active witnesses have the task to understand the 
diverse phenomena and try to explain them with the help of various resources as time, 
resources, interest and devotion. P Ghauri and K Gronhaug argue that “We really cannot take 
decisions on important issues unless we investigate (research) more deeply the relevant 
information, gathering more information on the particular aspect we are interested in. Then we 
analyze all this information to make a judgment about the right solution to our problem or 
answer to our questions” (Ghauri & Gronhaug, 2005, p 9) 

The need for research is important, as we – authors will raise research questions, reflect on 
them, describe the social phenomenae, analyze factors that are influencing them, reflect 
critically upon it, compare and make proper conclusions. 

3.1.2 Research philosophies: 

Research represents correlation between theory and data or information.  (Blumberg, Cooper, 
& Schindler, 2007). In order to understand how one affects each other, there have been 
developed research philosophies as: 

• Positivism philosophies 

• Interpetivism philosophies 

In order to understand what these philosophies stand for, we will present their characteristics 
and then present our chosen philosophy and the reason for its selection. 

B.Blumberg et el(2007) state that: “positivism is a research philosophy adopted from the 
natural sciences. Its three basic priciples are: 

1. The social world exists exteernally and is viewed objectively 
2. Research is value-free 
3. The researcher is independent, taking the role of an objective analyst.” (Blumberg, 

Cooper, & Schindler, 2007,p 18). 
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On the other hand, interpretivism philosophies have a different approach to the social and 
business phenomenae. B.Blumberg et el(2007) state that “The basic principles of 
interpretivism are: 

1. The social world is constructed and is given meaning subjectively by people 
2. The researcher is part of what is observed 
3. Research is driven by interests” (Blumberg, Cooper, & Schindler, 2007, p 19) 

Our research analysis is based on positivism philosophies due to the mentioned characteristics 
and to other aspects. First of all, we authors, are taking an objective side in the analysis of our 
research problem and research questions. Our aim is to observe how telemarketing services are 
perceived by consumers and to analyze the factors of influence towards its acceptance or 
rejection. Secondly, we understand that we can not influence towards the phenomenae that 
we are studying, that is why the research is value free. Thirdly, through the hypothesis that we 
have elaborated in our literature review, we want to  gather data, mostly quantitative that will 
support or reject the stated hypothesis. Fourthly, our work represent just pieces from a puzzle 
that involve consumers, telemarketing, custemers’ behaviour, and other factors that influence 
consumer behaviour in the service industry. (Blumberg, Cooper, & Schindler, 2007) 

Deductive v/s Inductive approach of the phenomena: 

Research activity requires use of theory, observations, different scientific approaches and data 
collection and observation. For this, researchers are using two approaches: 

• Deductive approach  

• Inductive approach 

According to Saunders & el (2007): “deductive approach, in which you develop a theory and 
hypothesis (or hypotheses) and design a research strategy to test the hypothesis” (Saunders, 
Lewis, & Thornhill, 2007, p 117). In this type of research approach, researches first of all use 
theory and propose hypothesis; secondly they collect data, analyze it in order to justify the 
hypothesis or reject them. 

Ghauri & Gronhaug propose definition of inductive approach :”Through induction we draw 
general conclusions from our empirical observations. In this type of reserch the process goes 
from observations      findings      theory building, as findings are incorporated back into existing 
knoweledge to improve theories” (Ghauri & Gronhaug, 2005, p 15).  
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For our thesis, we authors are using a deductive approach for our analysis. First of all we 
establish the research problems, analyze the theoretical part and with the help of collected 
data in our analysis part will justify the hypothesis or contrary, reject them. 

However, an interplay between deductive and inductive approach are often used in order to 
state facts and prove the hypothesis. For this, we propose our interplay of the deductive and 
inductive approach of our research problem. However, the results of the data analysis will help 
us to sustain or reject the proposed facts and hypothesis. 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 3.2: The interplay between induction and deduction for our research problem. 
(Blumberg, Cooper, & Schindler, 2007, p. 24) 
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Fact 2 
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These facts have been proposed and analyzed at the beginning of our research methods, 
however as life brings many surprises, we are aware that the collected results and further 
analysis might be different. This makes our paper more intriguing and increases further 
curiosity of the final conclusion. 

3.2 Research process:  

J. Hair et al (2007) propose a definition of the business research process: “Business research 
process provides a roadmap with directions for conducting a business research project.”  (Hair, 
Money, Page, & Samouel, p 32). They state that research process contains 3 phases: 
Formulation phase, Execution phase and Analytical phase. 

These phases and functions make us more aware of how to write our research method chapter 
and make clearer our path in our business research. In the Formulation phase, we authors, have 
proposed our research problems and the research area and started to gather theoretical part 
from various books and articles and other sources. In the Execution phase, we started to gather 
quantitative sources through the form of questionnaires from Sweden, Republic of Moldova 
and Pakistan.  In the Analytical phase, due to data entry, we could observe the trends, analyze 
them and relate them to the proposed hypothesis. 

3.3 Choice of research topic 

Our research topic represents our interest regarding the role and how consumers act in the 
service sector. It has been argued that the role of consumers has increased and that consumers 
are the final actors that are actually valuing the offered products and services. However, 
consumers differ due to several indicators: religion, age, gender, income level, level of 
education. Continuing this flow of judgment, we want to classify and compare consumers’ act 
from the point of view of economic country pertinence: developing and developed countries. 

3.4 Research problem 

Research problem represent a more narrowed down research topic. It represents a cognitive 
process through which, we authors, have been thinking of such questions as: What is the 
problem? As our research topic was focused namely on consumers and service business, we 
narrowed it down. It was a laborious work as we need to make use of concept maps or to see 
the cause and effect for these aspects. The result was to reach a common agreement towards 
what constitutes our research problem, and namely: the behavior of consumers in developing 
and developed countries towards telemarketing services.  



56 
 

Literature review plays a crucial role in defining the research problem and also in providing 
concepts that are mandatory to include in the theoretical part of the work. The role of 
literature review is overwhelming as it helps the reader to understand the previous research 
and concepts and it can provide with variables for empirical research. In case that the literature 
concepts do not cover some areas of interest, it is a novel opportunity for the researcher to 
develop new ideas, hypothesis, and research questions.  (Hair, Money, Page, & Samouel) 

We have decided to write about customers’ behavior towards telemarketing, as this aspect has 
been less emphasized in the previous research. This aspect is also mentioned by T Kolar:”in 
attempts to find analyses of telephone interaction from a customer’s perspective in a more in-
depth manner are exceptionally rare. In fact, it is hard to find empirical analyses of telephone 
interaction from a customer’s perspective even in terms of basic marketing concepts like 
perceived value, quality and satisfaction. There is virtually no attempt to investigate how 
consumers define and evaluate telephone interaction in terms of these concepts and their 
corresponding dimensions” (Kolar, 2006, p 53-54) Bellow we present the steps that we have 
been taken in order to reach to a common agreement for the research topic.

 

Figure 3.3: Our cognitive effort for reaching an agreed research problem 
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3.5 Research design  

Bryman & Bell (2007) state that: “A research design provides a framework for the collection and 
analysis of data. A choice of research design reflects decisions about the priority being given to 
a range of dimensions of the research process. These include the importance attached to:  

• Generalizing to larger groups of individuals than those actually forming part of the 
investigation; 

• Understanding behavior and the meaning of that behavior in its specific social context” 
(Bryman & Bell, 2007, p 40) 

Ghauri and Gronhaug argue that “research design is the overall plan for relating the conceptual 
research problem to relevant and practicable empirical research. In other words, the research 
design provides a plan or a framework for data collection and its analysis” (Ghauri & Gronhaug, 
2005, p 56) 

In this way, research design represents how we, authors, will relate the stated research 
problem with the empirical aspect of our findings. Research design gives us the framework for 
how to approach the research problem.  

There are 3 main important research designs:  

• Exploratory studies;   

• Descriptive studies; 

• Explanatory studies. (Saunders, Lewis, & Thornhill, 2007) 

In our research design we are using explanatory research as this imply more than description of 
the facts that we are analyzing. We are stating the facts that in developing countries, 
consumers will be less eager to use telemarketing services. In addition we also emphasize that 
such factors as level of education, trust, legal system, awareness, and infrastructure have a 
crucial role to develop the trust of consumers while using telemarketing services. Explanatory 
research is also used in the cause-effect phenomena. We proposed hypothesis and with the 
help of the data and analyzing it, we have the task to demonstrate or reject them. This is the 
case that explanatory study is providing for us the course of our actions. 

Also we are going for comparative research design as there will be a comparison between 
consumers from developing and developed countries. Comparative research designs stands for 
providing explanations of similar and different aspects found in the research process; also for 



58 
 

providing a deeper understanding of social reality in different national contexts.  (Bryman & 
Bell, 2007) 

3.6 Data 

Data collection is important for business research, as the results will help to analyze the stated 
hypothesis. Usually, there are used two types of data: 

• Quantitative data 
• Qualitative data 

Quantitative data deal with numbers and figures, while Qualitative data use words, sentences 
and take a subjective approach to the collected data. (Blumberg, Cooper, & Schindler, 2007). 
However, Ghauri and Gronhaug state that: “Qualitative and quantitative methods are not 
mutually exclusive” (Ghauri & Gronhaug, 2005, p 109). The main argument for this consist in 
the fact that: “in some of these studies data may be quantified, but the analysis itself is 
qualitative, such as with census reports” (Ghauri & Gronhaug, 2005, p. 109) 

In our thesis, we are collecting quantitative data, as we are conducting questionnaires from 
different population in Sweden, Republic of Moldova and Pakistan. There are features of the 
quantitative data that will help us- authors, to better understand and evaluate the results from 
our analysis. These are mentioned by Ghauri and Gronhaug as:” focus on facts for social events, 
logical and critical approach, objective “oudsider view” distant from data, focus on hypothesis 
testing, result oriented, genaralization by population membership” (Ghauri & Gronhaug, 2005, 
p. 110). Quantitative datas that we collect from these countries will help us to understand the 
attitude and behavior of customers towards telemarketing. We want to be objective and to test 
the proposed hypothesis. The data and with the help of measurement and further analysis, we 
will generalize the social behaviour from our sampling. 

3.6.1 Data sources: 

According to Ghauri and Gronhaug (2007) “secondary data are useful not only to find 
information to solve our research problem, but also to better understand and explain our 
research problem. In most research we need to begin with a literature review: earlier studies 
on and around our topic of research. They include books, journal articles, online data sources 
such as webpage of firms, governments, semi-government organizations and catalogues” 
(Ghauri & Gronhaug, 2005, p 91) 
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For our research process, we have been using the information gathered from books, articles, 
online websites and other information found on the available databases. It is worth noting, that 
information gathered from secondary sources need to be collected, analyzed, observed and 
analyzed according to the research problem in such a way, as the qualitative studies derive 
from the existent information base. Our task is also to contribute and enrich the flow of 
continuous course of information. This has to be done carefully and in a constructive way, as 
this represent an imperative contribution to the research process. Information that we collect 
from secondary data help us to construct and propose hypothesis related to our research 
questions. 

3.6.2 Data collection: 

For the data collection we have used questionnaires. Questionnaires represent the collection of 
data that are further supposed to analyze the research problem. Hair et al (2007) state that: “A 
questionnaire is a prepared set of questions used by respondents or interviewers to record 
answer (data). That is, questionnaires are a structured framework consisting of a set of 
questions and scales designed to generate primary data.” (Hair, Money, Page, & Samouel, p 
256) 

As we are using explanatory research design for our research problem, questionnaires 
represent the best way to approach the selected sample and to address specified questions for 
our further analysis. In this way, explanatory research design will help us to to analyze 
relationships between variables, especially between cause-effects variables.  (Saunders, Lewis, 
& Thornhill, 2007).  

We will use self-administered questinnaires that will be delivered to respondents through the 
help of internet. In the Republic of Moldova, most of the questionnaires are translated in 
romanian language for a better understanding of the proposed questions. In addition we also 
approached russian respondends from Republic of Moldova, for them, we have sent 
questionnaires in english. 

The importance of designing the questionnaires is crucial, as we authors can approach the 
respondents only once and we have to be aware of how to construct questions in such a way as 
the answers to provide us with information for further analysis and conclusions.  

We have designed questions for several types of variables that belong to the proposed 
hypothesis. Respondendt had to choose from selecting an answer or several, or to mark their 
position on a Likert scale from 1(strongly disagree) to 5 (strongly agree). 
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We have decided to go for questionnaires as we have a restricted time segment for completion 
of our paper, we have also a restricted amount of resources as financial and availability of 
respondends eager to present their answers. In addition, the data entry also requires time and 
effort for analyzing them.  

These aspects have been evaluated and analyzed by we authors in order to meet the deadline 
and continue further with analysis.  Questionnaires will help us to approach a significant 
number from the interested countries, to gather quantitative data and to generalize it for a 
proper conclusion. 

3.7 Sample: 

For the accuracy of data analysis, it is crucial to select the group of persons that are supposed 
to be interviewed. This process is called sampling in the empirical research. Ghauri and 
Gronhaug propose the following definition of the sample: “- the segment of the population that 
is selected for investigation. It is a subset of the population. The method of selection may be 
based on a probability or a non-probability approach” (Ghauri & Gronhaug, 2005, p. 147) 

For the choice of our sample, we will choose probability sample  as it implies random selection 
of persons from developed countries. For our thesis, we will select random population units 
from Sweden, and from developing countries: Republic of Moldova and Pakistan.  

The need for sampling is overwhelming. M. Saunders et el (2007) state that the choice for 
sampling is much more beneficial than other choice for selecting and  approaching the 
population. 

We consider that conducting a probability sample will help us to gather data from different 
population units and in this way to remain objective for an ethical approach to the thesis. Due 
to such resource limitation as budget and time, we consider that by conducting survey will help 
us to collect the necessary data from random unit population. We need to collect data in a time 
frame for analysis and for delivering the results in the established deadline. In order to conduct 
the study of customers’ behavior towards telemarketing, we conducted this study with the help 
of survey. As it is not possible in a time and other resources constraint to survey the entire 
population in Sweden, Moldova and Pakistan, the study covered random unit population from 
such cities as Linköping in Sweden, Chișinău (capital) in Moldova and Islamabad (capital) and 
Lahore in Pakistan.  One hundred respondents were chosen from Linköping , 50 respondents 
from Chisinau and 50 respondents from Islamabad and Lahore respectively.  
To conduct survey in Pakistan and Moldova we took help from our friends and family back 
home.We send them survey forms via email and they passed it on to people there.But to 
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receive back the forms and to make sure they are reliable, we wanted the person who filled the 
form to send us back form directly from his/her email.In case of sweden, we used both email 
survey sending and also took prints of suvey and got it fullfilled personally at various locations 
of linkoping city including Ryds,university, downtown (Stora Torget), US campus of Linkoping 
university and station (Resecentrum). 
We included such demographic data as: age, gender, occupation, level of education. As we 
found in article by Wyman that conducted a survey upon consumers’ acceptance of 
telemarketing, author states that: “Age plays an important role in understanding the 
differences between acceptors and nonacceptors of proactive telemarketing. There is much 
greater acceptance of proactive telemarketing by consumers who are younger. Education is 
also important in determining acceptance of proactive telemarketing. The of proactive 
telemarketing are less educated than the nonacceptors.” (Wyman, 1990, p. 39) This however 
contradict our consideration that education can make a difference in selecting or rejecting 
telemarketing services. Further, we will present our demographic data. For age we have 
selected 5 groups: from 18 till 25 years old; from 26-40 years old; from 41-55 years old and 
from 56 and more years old. We also want to target both female and male participants in order 
to see if there is a difference in behavior due to gender. Also we consider that occupation and 
level of education plays an important role in shaping the behavior towars telemarketing 
services. For occupation we proposed the following bands: service to government, service to 
private firms, service to industry, retired, unemployed, student and a free option to be 
completed by the respondent in case we missed in our formulation. For the educational level 
we proposed the following bands: primary education, secondary education, undergraduate, 
graduate and postgraduate. We consider that these demographic data have an important role 
in shaping consumers’ behavior towards telemarketing services, however, as  human nature is 
composed of antagonism in its selection, decision and action, we are aware that the results can 
deviate from our initial judgement. 
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3.8 Chapter summary. 

In this chapter we mentioned our research path. How we started to analyze the research 
questions, research methods and why we have chosen to use questionnaires in order to be able 
to prove our research questions. As research methodology represents a long way, we tried to 
break it down in smaller and easier parts where we presented facts from specialized literature, 
and reason for choosing the specific methodology. It represents our own, creative approach for 
the reaching our final target: to be able to answer: 1. What is consumers’ behavior towards 
telemarketing services in developed and developing countries (Sweden vs Moldova and 
Pakistan); 2 what factors are contributing to these behavior? 

For our thesis, we authors are using a deductive approach for our analysis. First of all we 
establish the research problems, analyze the theoretical part and with the help of collected 
data in our analysis part will justify the hypothesis or contrary, reject them. 

In our research design we are using explanatory research as this imply more than description of 
the facts that we are analyzing. We are stating the facts that in developing countries, 
consumers will be less eager to use telemarketing services while in developed countries 
consumers are more eager to use them. In order to answer to our questions, we decided to use 
questionnaires that will be delivered to random chosen people from the mentioned countries. 
We intend to send 100 questionnaires to Sweden, 50 to Moldova and 50 to Pakistan.  

In our studies we have used secondary data collected from books, articles and e-pages. We 
expect to have a considerable amount of respondents in order to proceed with data entry and 
data analysis for our final target. However, as human nature is characterized by antagonism, we 
are aware that respondents are unique from different countries and their responses can exceed 
our initial expectations. It represents a challenge for us to interpret the data, however we are 
curious and empowered to continue with our research questions. 
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CHAPTER 4 
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Data and Findings  
 

4.1 Introduction 

In the chapter 4, we will present and analyze the data that has been collected related to our 
research questions and hypothesis. As described earlier in thesis, our research is focused on 
three countries representing two sets of markets, developed and developing markets. In case of 
developed we have Sweden as our country of research and in case of developing we chose two 
countries Republic of Moldova and Pakistan.   

  

To conduct the research, we chose survey questionnaire method. Our survey contained 33 
questions related to our hypothesis varying from close ended to open-ended answers. We 
distributed 100 surveys in Sweden and 50 in each Pakistan and Moldova. So the total 
distributed surveys were 200 in 3 selected countries. Surveys were distributed to random 
population in these countries with only age above 18 years as a requirement for responding to 
survey, but still most respondents were students due to our proximity to them. We use both 
printed copy as well as online email distribution to reach potential respondents. 

The city selected in Sweden was Linköping due to our physical presence here, and in Pakistan 
cities were Islamabad (Capital city) and Lahore (2nd Largest city), while in Moldova the research 
was conducted in the capital city Chisinau. We received 170 filled surveys back in total from all 
the three countries. After careful reviewing, we selected 167 filled survey forms to be part of 
our final data for this thesis report which we present in this chapter. 
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4.2 Descriptive statistics 

Descriptive statistics: 

From the statistics output (appendix table 1-22), we can see that, total 167 respondents from 3 
different countries (i.e. Sweden, Pakistan & Moldova). The maximum value for response is 3 
and minimum is 1. As of for gender is 166 respondent as one is missing response. And the range 
is in between 2 & 1. All the responses except multiple responses matched the input variables. 
The response of some questions i.e. education is maximum 26 defines last value of 6, as 6 is the 
highest value. The same goes for the question ‘What would be your possible reasons for 
rejecting telemarketing services?’ has 7 as maximum value. 

The test shows that the inputs for the samples are error free. 

4.3 Reliability testing 

 Case Processing Summary 

Table: 4.3.1 

  N % 

Cases Valid 161 96.4 

Exclude
d(a) 6 3.6 

Total 167 100.0 

a  Listwise deletion based on all variables in the procedure. 

 

 Reliability Statistics 

Table: 4.3.2 

Cronbach's 
Alpha 

N of 
Items 

.750 8 

 

Our objective is to find reliable scales. For this, we will check for reliability of scales. According 
to J Pallant: “ideally, the Cronbach alpha coefficient of a scale should be above .7” (Pallant, 
2005, p.90) 
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We have checked the following variables: trust in quality of telemarketing services, confidence 
for telemarketing, reliability of telemarketing services, convenience, familiarity, transparency 
and protection from the legal system. Results of analysis of reliability of these variables have 
given us the Cronbach alpha coefficient of .750 which is above .7. The scale can be reliable with 
the proposed sample (J. Pallant). 

In the present study, the mentioned above variables with customers perception of 
telemarketing has a good internal consistency (as the Cronbach alpha coefficient is .750) 

Next, we will analyze the consistency of another scale from our proposed questionnaires. The 
scale is formed of three items: customers’ expectations of telemarketing services, the possible 
reasons for rejecting telemarketing services, and the future of telemarketing sales in relation to 
customers’ behavior. 

Case Processing Summary 

Table: 4.3.3 

  N % 

Cases Valid 162 97.0 

Exclude
d(a) 5 3.0 

Total 167 100.0 

a  Listwise deletion based on all variables in the procedure. 

 Reliability Statistics 

Table: 4.3.4 

Cronbach's 
Alpha 

N of 
Items 

.030 3 

As Cronbach coefficient is .030 and is much lower from the .7. As J. Pallant advices in her book, 
in the scales that is much lower than .7 there are some items that must be reconsidered. In our 
study, we will focus on first scale as it has internal consistency. Additional tables can be found 
in appendix (table 23-28) 
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4.4 Factor analysis 

Sweden: 

 KMO and Bartlett's Test(a) 

Table 4.4.1 

Kaiser-Meyer-Olkin Measure of 
Sampling Adequacy. .727 

Bartlett's Test of 
Sphericity 

Approx. Chi-
Square 217.216 

df 28 

Sig. .000 

a  Country Name = sweden 

 Total Variance Explained(a) 

Table 4.4.2 

Compone
nt 

Initial Eigenvalues Extraction Sums of Squared Loadings 

Total 
% of 

Variance 
Cumulative 

% Total 
% of 

Variance 
Cumulative 

% 

1 3.451 43.141 43.141 3.451 43.141 43.141 

2 1.272 15.900 59.040 1.272 15.900 59.040 

3 1.039 12.992 72.032 1.039 12.992 72.032 

4 .786 9.829 81.861       

5 .615 7.685 89.546       

6 .371 4.640 94.186       

7 .254 3.171 97.357       

8 .211 2.643 100.000       

Extraction Method: Principal Component Analysis. 

a  Country Name = sweden 
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Component Matrix(a,b) 

Table 4.4.3 

  

Component 

1 2 3 

Reliability .869     

Trust .840   -.321 

Convenience .780   .364 

Confidence .741   -.376 

legal_systme .634 .304   

Familiarity   -.652 .573 

Transparency .437 .616 .547 

education_selecti
on .433 .508   

Extraction Method: Principal Component Analysis. 

a  3 components extracted. 

b  Country Name = sweden 

varimax: 

 Component Matrix(a,b) 

Table 4.4.4 

  

Component 

1 2 3 

Reliability .869     

Trust .840   -.321 

Convenience .780   .364 

Confidence .741   -.376 

legal_systme .634 .304   

Familiarity   -.652 .573 

Transparency .437 .616 .547 

education_selecti
on .433 .508   

Extraction Method: Principal Component Analysis. 
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a  3 components extracted. 

b  Country Name = sweden 

 

  Total Variance Explained(a) 

Table 4.4.5 

Compone
nt 

Extraction Sums of Squared Loadings Rotation Sums of Squared Loadings 

Total 
% of 

Variance 
Cumulative 

% Total 
% of 

Variance 
Cumulative 

% 

1 3.451 43.141 43.141 2.783 34.786 34.786 

2 1.272 15.900 59.040 1.748 21.850 56.636 

3 1.039 12.992 72.032 1.232 15.396 72.032 

Extraction Method: Principal Component Analysis. 

a  Country Name = sweden 

  
Rotated Component Matrix(a,b) 

Table 4.4.6 

  

Component 

1 2 3 

Trust .904     

Confidence .860     

Reliability .810 .301   

Convenience .533 .460 .521 

Transparency   .928   

legal_systme .429 .560   

education_selecti
on .301 .499 -.357 

Familiarity     .890 

Extraction Method: Principal Component Analysis.  

 Rotation Method: Varimax with Kaiser Normalization. 

a  Rotation converged in 5 iterations. 

b  Country Name = sweden 
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 Component Transformation Matrix(a) 

Table 4.4.7 

Compone
nt 1 2 3 

1 .846 .496 .195 

2 -.262 .705 -.659 

3 -.464 .507 .726 

Extraction Method: Principal Component Analysis.   

 Rotation Method: Varimax with Kaiser Normalization. 

a  Country Name = sweden 

 

From the correlation matrix table, there are correlation coefficients over than .3. Also in KMO 
table we have value of .727(>.7). The Barlett’s Test of Sphericity Sig is .000. Therefore, we can 
conclude that our factor analysis is appropriate.  

From Total Variance Explained table, we can observe that Initial Eigenvalues of the first three 
components are: 3.451, 1.272, and 1.039. These three components explain around 72% of 
variance.  

From the Rotational Varimax factor analysis, the table total variance explained for the first four 
components can explain 72 % of variance. 

From the Rotated Component Matrix table, we can observe component one includes: trust in 
quality, confidence in quality, reliability transparency, education and convenience. Second 
component includes: legal system, familiarity, transparency and education for selection of 
telemarketing services. Third component includes: trust, convenience, confidence, familiarity 
and education for selecting telemarketing.  

From the Rotated Component Matrix, we have found that variable reliability, trust, 
convenience, confidence, legal system, transparency and education for selecting telemarketing 
scored .869, .840, .780, .741, .634, .437 & .433. These factors are most important in choosing 
telemarketing from the perspective of customers. Legal system (.304), familiarity (-.625), 
transparency (.616) and education for selecting telemarketing service (.508) is defined second 
most important factor for customers in choosing telemarketing services. Trust (-.321), 
convenience (.364), confidence (-.376), familiarity (.573) and Transparency (.547 represents the 
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thirds most important factor for customers in choosing telemarketing. Convenience (.303), 
familiarity (.980) represents the fourth important factor for determining customers in choosing 
telemarketing in Sweden.  

Pakistan: 

 KMO and Bartlett's Test(a) 

Table 4.4.8 

Kaiser-Meyer-Olkin Measure of 
Sampling Adequacy. .585 

Bartlett's Test of 
Sphericity 

Approx. Chi-
Square 102.009 

df 28 

Sig. .000 

a  Country Name = pakistan 

 Total Variance Explained(a) 

Table 4.4.9 

Compone
nt 

Initial Eigenvalues Extraction Sums of Squared Loadings 

Total 
% of 

Variance 
Cumulative 

% Total 
% of 

Variance 
Cumulative 

% 

1 2.640 32.995 32.995 2.640 32.995 32.995 

2 1.619 20.238 53.233 1.619 20.238 53.233 

3 1.198 14.970 68.203 1.198 14.970 68.203 

4 .926 11.577 79.781       

5 .605 7.563 87.343       

6 .530 6.629 93.973       

7 .284 3.551 97.523       

8 .198 2.477 100.000       

Extraction Method: Principal Component Analysis. 

a  Country Name = pakistan 
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Component Matrix(a,b) 

Table 4.4.10 

  

Component 

1 2 3 

Trust .884     

Confidence .875     

Reliability .818     

Transparency   .805 .330 

Convenience .454 .615   

education_selecti
on   .564 -.409 

Familiarity -.316 .460 -.441 

legal_systme     .831 

Extraction Method: Principal Component Analysis. 

a  3 components extracted. 

b  Country Name = pakistan 

varimax: 

  Total Variance Explained(a) 

Table 4.4.11 

Compone
nt 

Extraction Sums of Squared Loadings Rotation Sums of Squared Loadings 

Total 
% of 

Variance 
Cumulative 

% Total 
% of 

Variance 
Cumulative 

% 

1 2.640 32.995 32.995 2.587 32.335 32.335 

2 1.619 20.238 53.233 1.601 20.016 52.352 

3 1.198 14.970 68.203 1.268 15.852 68.203 

Extraction Method: Principal Component Analysis. 

a  Country Name = pakistan 
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Rotated Component Matrix(a,b) 

Table 4.4.12 

  

Component 

1 2 3 

Trust .909     

Confidence .858     

Reliability .821     

Transparency   .871   

Convenience .312 .711   

legal_systme   .334 -.773 

education_selecti
on   .403 .600 

Familiarity -.427   .534 

Extraction Method: Principal Component Analysis.  

 Rotation Method: Varimax with Kaiser Normalization. 

a  Rotation converged in 6 iterations. 

b  Country Name = pakistan 

 

From the correlation matrix table of Pakistan (additional appendix tables 100-104), there are 
correlation coefficients over than .3. Also in KMO table we have value of .585(<.7). The Barlett’s 
Test of Sphericity Sig is .000. Keeping all of this in mind, we can conclude that our factor 
analysis is appropriate.  

From Total Variance Explained table, we can observe that Initial Eigenvalues of the first three 
components are: 2.640, 1.619 and 1.198. These three components explain around 68% of 
variance.  

From the Rotational Varimax factor analysis, the table total variance explained for the first 
three components can explain 68 % of variance. 

From the Rotated Component Matrix, we have found that variable trust in quality, confidence 
in quality, reliability, convenience and familiarity scored .909, .858, .821, .312, -.427. These 
factors are most important in choosing telemarketing from the perspective of customers in 
Pakistan. Transparency (.871), convenience (.711), legal system(.334) and education selection 
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(.403) is defined second most important factor for customers in choosing telemarketing 
services. Legal system (-.773), education (.600) and familiarity (.534) represents the thirds most 
important factor for customers in choosing telemarketing.  

Moldova: 

KMO and Bartlett's Test(a) 

Table 4.4.13 

Kaiser-Meyer-Olkin Measure of 
Sampling Adequacy. .673 

Bartlett's Test of 
Sphericity 

Approx. Chi-
Square 161.352 

df 28 

Sig. .000 

a  Country Name = moldova 

 Total Variance Explained(a) 

Table 4.4.14 

Compone
nt 

Initial Eigenvalues Extraction Sums of Squared Loadings 

Total 
% of 

Variance 
Cumulative 

% Total 
% of 

Variance 
Cumulative 

% 

1 3.730 46.621 46.621 3.730 46.621 46.621 

2 1.370 17.119 63.740 1.370 17.119 63.740 

3 .990 12.378 76.118       

4 .819 10.240 86.358       

5 .457 5.714 92.071       

6 .316 3.948 96.019       

7 .212 2.644 98.663       

8 .107 1.337 100.000       

Extraction Method: Principal Component Analysis. 

a  Country Name = moldova 
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varimax: 

Total Variance Explained(a) 

Table 4.4.15 

Compone
nt 

Extraction Sums of Squared Loadings Rotation Sums of Squared Loadings 

Total 
% of 

Variance 
Cumulative 

% Total 
% of 

Variance 
Cumulative 

% 

1 3.730 46.621 46.621 3.040 38.000 38.000 

2 1.370 17.119 63.740 2.059 25.740 63.740 

Extraction Method: Principal Component Analysis. 

a  Country Name = moldova 

 Component Transformation Matrix(a) 

Table 4.4.16 

Compone
nt 1 2 

1 .841 .541 

2 .541 -.841 

Extraction Method: Principal Component Analysis.   

 Rotation Method: Varimax with Kaiser Normalization. 

a  Country Name = moldova 

From the correlation matrix table (additional appendix table 105 - 109), it must be a correlation 
coefficients over than .3. Also in KMO table we have value of .673(~.7). The Barlett’s Test of 
Sphericity Sig is .000. Therefore, we can conclude that our factor analysis is appropriate.  

From Total Variance Explained table, we can observe that Initial Eigenvalues of the first two 
components are: 3.730, 1.370. These two components explain around 64% of variance.  

From the Rotational Varimax factor analysis, the table total variance explained for the first two 
components 64 % of variance. 

From the Rotated Component Matrix table, we can observe that first component includes: 
transparency, confidence in quality, convenience, legal system, education in selecting 
telemarketing services, reliability and trust. Second component includes: confidence, education 
in selecting, reliability, familiarity and trust.  
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From the Rotated Component Matrix, we have found that variable transparency, confidence in 
quality, convenience, legal system, education in selecting telemarketing services,  reliability and 
trust scores: .802, .779, . 777,. 727,. 521, .342, .517. These factors are most important in 
choosing telemarketing from the perspective of customers.  

From the Rotated component matrix, we found for the second component that: confidence, 
education in selecting, reliability, familiarity and trust scores: .425, -.413, .782, .708, .700. These 
factors are contributing to the selection of telemarketing services for customers in Moldova. 

(Additional appendix tables 29-42) 

4.5 Hypotheses Testing: 

H10: there is a difference in shopping behavior among consumers in different countries. 

H10: μ = 0 

H11: there is no difference in shopping behavior among consumers in different countries. 

H11: μ ≠ 0 

The alternative hypothesis is in the form of inequality, therefore a two tailed test has to be 
applied.  

Level of significance α = 0.01, which is α/2= 0.005 for two tailed test 

As the distribution for the question ‘how do you like to shop’ is not a normal distribution, 
therefore we will look upon cross-tabulation for further analysis. 

Kruskal-Wallis Test 

 Ranks 

Table 4.5.1 

  
Country 
Name N 

Mean 
Rank 

How do you like to 
shop? 

Sweden 76 96.61 

Pakistan 46 79.50 

Moldova 45 67.31 
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Total 167   

 

 Test Statistics(a,b) 

Table 4.5.2 

  

How do 
you like to 
shop? 

Chi-
Square 14.464 

Df 2 

Asymp. 
Sig. .001 

a  Kruskal Wallis Test 

b  Grouping Variable: Country Name 

 

Decision rule: if α value is lower than asymp sig. value, H0 will be accepted.  

The significance level is .001 (<.005) 

So, H10 is accepted. 

Therefore we can conclude that there is significant difference in consumers shopping behavior.  
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Country Name * How do you like to shop? Crosstabulation 

Table 4.5.3 

Count  

  

How do you like to shop? 

Total 

Traditional  
buying 
style 

Online 
shopping 

Both 
traditiona
l and 
online 
shopping 34 

Countr
y Name 

Sweden 15 5 56 0 76 

Pakista
n 20 2 22 2 46 

Moldov
a 26 0 19 0 45 

Total 61 7 97 2 167 

 

From the cross-tabulation table we can see that, most respondents (56 out of 76) in Sweden 
like to buy from both traditional & online shops. For Moldova (26 & 19 out of 45) & Pakistan (20 
& 22 out of 46), respondents are indifferent in choosing traditional shopping and traditional/ 
online shopping as almost equal number of respondents responded both kind of shopping. 

  



79 
 

H20: consumers use often telemarketing services 

H20: μ = 0 

H21: consumers do not use often telemarketing services. 

H21: μ ≠ 0 

The alternative hypothesis is in the form of inequality, therefore a two tailed test has to be 
applied.  

Level of significance α = 0.01, which is α/2= 0.005 for two tailed test 

As the distribution for the question ‘how often do you use telemarketing services’ is not a 
normal distribution, therefore we will look upon cross-tabulation for further analysis. 

 Descriptive Statistics 

Table 4.5.4 

  N Mean 
Std. 

Deviation 
Minimu

m 
Maximu

m 

How often you use 
telemarketer 
services? 

160 4.69 .869 1 6 

Country Name 167 1.81 .833 1 3 

  

Kruskal-Wallis Test 

Ranks 

Table 4.5.5 

  
Country 
Name N 

Mean 
Rank 

How often you use 
telemarketer 
services? 

Sweden 70 81.55 

Pakistan 45 73.96 

Moldova 45 85.41 

Total 160   
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 Test Statistics(a,b) 

Table 4.5.6 

  

How often 
you use 

telemarkete
r services? 

Chi-
Square 2.335 

Df 2 

Asymp. 
Sig. .311 

a  Kruskal Wallis Test 

b  Grouping Variable: Country Name 

 

Decision rule: if α value is lower than asymp sig. value, H0 will be accepted.  

The significance level is .311 (>.005) 

So, H20 is rejected, H11 is accepted. 

That is, there is no difference in shopping behavior among consumers in different countries 

 

 

Crosstabs 

 Case Processing Summary 

Table 4.5.7 

  

Cases 

Valid Missing Total 

N Percent N Percent N Percent 

Country Name * 
How often you use 
telemarketer 
services? 

160 95.8% 7 4.2% 167 100.0% 
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 Country Name * How often you use telemarketer services?   

Crosstabulation 

Table 4.5.8 

Count  

  

How often you use telemarketer services? 

Total 
Once in 
a week 

Once in 
a month 

Once in 
a 

quarter 
Once in six 

months never Other 

Countr
y Name 

Sweden 1 3 4 4 56 2 70 

Pakista
n 1 1 1 9 33 0 45 

Moldov
a 0 1 2 8 27 7 45 

Total 2 5 7 21 116 9 160 

 

From the above data we can observe for Sweden that 56 consumers answered “never” for 
using telemarketing as a way of acquiring products and services. 4 respondents answered for 
once in six months and 4 respondents answered that they use telemarketing once in a quarter. 
However, the small amount of respondents shows that there is no interest towards 
telemarketing services. 

In Pakistan, 33 respondents answered that they never use telemarketing services, other 9 
customers replied that they use once in 6 months. However, the small rate of usage of 
customers from Pakistan proves a lack of interest towards telemarketing. 

In Moldova, 27 respondents answered that they never use telemarketing services, meanwhile, 
8 respondents replied that they use once in six months. This also proves our hypothesis that 
telemarketing is not frequently used by customers for acquiring products and services. 
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H30: there is a difference in consumer’s thinking that telemarketing is a convincing way to 
contact customers. 

H30: μ = 0 

H31: there is no difference in consumer’s thinking that telemarketing is a convincing way to 
contact customers. 

H31: μ ≠ 0 

The alternative hypothesis is in the form of inequality, therefore a two tailed test has to be 
applied.  

Level of significance α = 0.01, which is α/2= 0.005 for two tailed test. 

As the distribution for the question ‘do you telemarketing is a convincing way to contact you as 
a potential customer’ is not a normal distribution, therefore we will look upon cross-tabulation 
for further analysis. 

Kruskal-Wallis Test 

 Ranks 

Table 4.5.9 

  
Country 
Name N 

Mean 
Rank 

Do you think that 
telemarketing is a 
convincing way to 
contact you as a 
potential customer in 
your country? 

Sweden 76 74.40 

Pakistan 46 83.57 

Moldova 45 100.66 

Total 167   

 Test Statistics(a,b) 
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Table 4.5.10 

  

Do you think that 
telemarketing is a 
convincing way to 
contact you as a 

potential customer 
in your country? 

Chi-Square 12.399 

Df 2 

Asymp. Sig. .002 

a  Kruskal Wallis Test 

b  Grouping Variable: Country Name 

 

Decision rule: if α value is lower than asymp sig. value, H0 will be accepted. 

The significance level is .002 (<.005) 

So, H30 is accepted. 

Therefore, there is a difference in consumer’s thinking that telemarketing is a convincing way to 
contact customers 

Crosstabs 

 Case Processing Summary 

Table 4.5.11 

  

Cases 

Valid Missing Total 

N Percent N Percent N Percent 

Country Name * Do 
you think that 
telemarketing is a 
convincing way to 
contact you as a 
potential customer in 

167 100.0% 0 .0% 167 100.0% 
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your country? 

 

Country Name * Do you think that telemarketing is a convincing way to contact you as a 
potential customer in your country?  

Crosstabulation 

Table 4.5.12 

Count  

  

Do you think that telemarketing 
is a convincing way to contact 
you as a potential customer in 

your country? 

Total Yes No 
Don't 
know 

Countr
y Name 

Sweden 9 62 5 76 

Pakista
n 9 25 12 46 

Moldov
a 2 27 16 45 

Total 20 114 33 167 

 

From the cross-tabulation table we can see that, most respondents (62 out of 76) in Sweden 
not think telemarketing is a convincing way to contact them. For Moldova (27 out of 45) & 
Pakistan (25 out of 46), respondents also have the same opinion that they think telemarketing 
is not a convincing way to contact them. But still there are people (Sweden, 9, Pakistan, 9 and 
Moldova, 2) who think its convincing way to contact them through telemarketing. So we 
conclude that for all three countries, there is a difference in customer’s thinking that 
telemarketing is a convincing way to contact customers.  
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H40: There is difference in way the consumers trust in telemarketing services. 

H40: μ = 0 

H41: There is no difference in way the consumers trust in telemarketing services. 

H41: μ ≠ 0 

Kruskal-Wallis Test 

 Ranks 

Table 4.5.13 

  
Country 
Name N 

Mean 
Rank 

Trust Sweden 75 73.08 

Pakistan 46 80.41 

Moldova 45 104.02 

Total 166   

 Test Statistics(a,b) 

Table 4.5.14 

  trust 

Chi-
Square 13.040 

Df 2 

Asymp. 
Sig. .001 

a  Kruskal Wallis Test 

b  Grouping Variable: Country Name 

Decision rule: if α value is lower than asymp sig. value, H0 will be accepted. 

The significance level is .001 (<.005) 

So, H40 is accepted. 

Therefore,   there is difference in way the consumers trust in telemarketing services. 
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Case Processing Summary 

Table 4.5.15 

  

Cases 

Valid Missing Total 

N Percent N Percent N Percent 

Country Name * 
trust 166 99.4% 1 .6% 167 100.0% 

Country Name * trust 

Crosstabulation 

Table 4.5.16 

Count  

  

trust 

Total 
Strongly 
Disagree Disagree 

Indifferen
ce Agree 

Countr
y Name 

Sweden 22 24 22 7 75 

Pakista
n 10 16 14 6 46 

Moldov
a 4 8 25 8 45 

Total 36 48 61 21 166 

 

From the cross-tabulation table we can see that, most respondents are on disagree and 
strongly disagree side (total 46 out of 75) in Sweden that they not trust telemarketing services. 
For Moldova (25 out of 45) say they in feel indifferent about the trust, which shows neutrality 
of their opinion & and in case of Pakistan (26 out of 46), respondents also disagree or strongly 
disagree that they trust in telemarketing services. But still there are people (Sweden, 7, 
Pakistan, 6 and Moldova, 8) who trust in telemarketing services. So we conclude that for all the 
three countries, there is difference in way the customers trust in telemarketing services. 
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H50: There is a difference in the way legal system motivates consumers to use telemarketing 
services with more confidence. 

H50: μ = 0 

H51: There is no difference in the way legal system motivates consumers to use telemarketing 
services with more confidence. 

H51: μ ≠ 0 

The alternative hypothesis is in the form of inequality, therefore a two tailed test has to be 
applied.  

Level of significance α = 0.01, which is α/2= 0.005 for two tailed test 

As the distribution for the question ‘do you think that strong legal system which protects your 
consumer rights makes telemarketing services secure.’ is not a normal distribution, therefore 
we will look upon cross-tabulation for further analysis. 

Kruskal-Wallis Test 

 Ranks 

Table 4.5.17 

  
Country 
Name N 

Mean 
Rank 

legal_systm
e 

sweden 75 70.19 

pakistan 46 101.20 

moldova 45 87.59 

Total 166   

 Test Statistics(a,b) 

Table 4.5.18 

  
legal_systm

e 

Chi-
Square 14.276 

Df 2 
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Asymp. 
Sig. .001 

a  Kruskal Wallis Test 

b  Grouping Variable: Country Name 

Decision rule: if α value is lower than asymp sig. value, H0 will be accepted.  

The significance level is .001 (<.005) 

Therefore H50 is accepted that there is a difference in the way legal system motivates 
consumers to use telemarketing services with more confidence. 

Crosstabs 

 Case Processing Summary 

Table 4.5.19 

  

Cases 

Valid Missing Total 

N Percent N Percent N Percent 

Country 
Name * 
legal_systme 

166 99.4% 1 .6% 167 100.0% 

 

 Country Name * legal_system Crosstabulation 

 

Table 4.5.20 

Count  

  

legal_system 

Total 
Strongly 
Disagree Disagree 

Indifferen
ce Agree 

Strongly 
Agree 

Countr
y Name 

Sweden 5 9 21 34 6 75 

Pakista
n 1 2 5 26 12 46 

Moldov
a 1 1 13 22 8 45 
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Total 7 12 39 82 26 166 

 

In Sweden, respondents replied if they think that a strong legal system which protects their 
consumer rights makes telemarketing services more secure. 6 respondents replied strongly 
agree, 34 agree, 21 were indifferent, 9 disagreed, 5 strongly disagreed.  

In Pakistan, 12 respondents replied strongly agree, 26 agreed, 5 were indifferent, 2 disagreed, 1 
strongly disagreed. 

In Moldova, 8 respondents answered strongly agree, 22 agreed, 13 were indifferent, 1 
disagreed and 1 strongly disagreed. 
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H60:  There is a difference in way telemarketing is perceived in developing and developed 
countries. 

H61: μ = 0 

H61: There is no difference in way telemarketing is perceived in developing and developed 
countries. 

H61: μ ≠ 0 

 

Kruskal-Wallis Test 

 Ranks 

Table 4.5.21 

  
Country 
Name N 

Mean 
Rank 

Reliabili
ty 

Sweden 76 71.63 

Pakistan 46 85.61 

Moldova 45 103.24 

Total 167   

 

 Test Statistics(a,b) 

Table 4.5.22 

  
Reliabilit

y 

Chi-
Square 13.347 

Df 2 

Asymp. 
Sig. .001 

a  Kruskal Wallis Test 

b  Grouping Variable: Country Name 

 

Decision rule: if α value is lower than asymp sig. value, H0 will be accepted. 
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The significance level is .001 (<.005) 

So, H60 is accepted. 

Therefore, there is a difference in way telemarketing is perceived in developing and developed 
countries. 

Crosstabs 

 

 Case Processing Summary 

Table 4.5.23 

  

Cases 

Valid Missing Total 

N Percent N Percent N Percent 

Country Name * 
reliability 167 100.0% 0 .0% 167 100.0% 

 

 

 Country Name * reliability Crosstabulation 

 

Table 4.5.24 

Count  

  

reliability 

Total 
Strongly 
Disagree Disagree 

Indifferen
ce Agree 

Strongly 
Agree 

Countr
y Name 

Sweden 19 31 18 8 0 76 

Pakista
n 8 14 19 4 1 46 

Moldov
a 3 11 22 9 0 45 

Total 30 56 59 21 1 167 
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From the cross-tabulation table we can see that, most respondents are on disagree and 
strongly disagree side (total 50 out of 76) in Sweden that they don’t perceive telemarketing to 
be reliable. For Moldova (22 out of 45) say they in feel indifferent about the trust, which shows 
neutrality of their opinion & and in case of Pakistan (22 out of 46), respondents also disagree or 
strongly disagree which shows that they don’t think telemarketing is not reliable. But still there 
are people (Sweden, 8, Pakistan, 4 and Moldova, 9) who feel that telemarketing services are 
reliable. So we conclude that there is a difference in way telemarketing is perceived in 
developing and developed countries as opinion is varying from perceiving telemarketing 
reliable to strongly disagree with notion. 
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H70: there is a difference in consumers’ thinking that in future telemarketing will be a popular 
way of purchasing. 

H70: μ = 0 

H71: there is no difference in consumers’ thinking that in future telemarketing will be a popular 
way of purchasing. 

H71: μ ≠ 0 

The alternative hypothesis is in the form of inequality, therefore a two tailed test has to be 
applied.  

Level of significance α = 0.01, which is α/2= 0.005 for two tailed test 

As the distribution for the question ‘do you think in future telemarketing will be a popular way 
of purchasing products and services’ is not a normal distribution, therefore we will look upon 
cross-tabulation for further analysis. 

Kruskal-Wallis Test 

 Ranks 

Table 4.5.25 

  
Country 
Name N 

Mean 
Rank 

Do you think in 
future 
telemarketing will 
be a popular way 
of purchasing 
products and 
services? 

sweden 74 100.07 

pakistan 46 82.05 

moldova 45 55.90 

Total 
165   

 

 Test Statistics(a,b) 

Table 4.5.26 
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Do you think 
in future 

telemarketi
ng will be a 
popular way 

of 
purchasing 
products 

and 
services? 

Chi-
Square 25.999 

Df 2 

Asymp. 
Sig. .000 

a  Kruskal Wallis Test 

b  Grouping Variable: Country Name 

 

Decision rule: if α value is lower than asymp sig. value, H0 will be accepted.  

The significance level is .000 (<.005) 

So, H71 is rejected, H70 is accepted. 

That is, there is a difference in consumers’ thinking that in future telemarketing will be a 
popular way of purchasing. 
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Crosstabs 

  

 Case Processing Summary 

Table 4.5.27 

  

Cases 

Valid Missing Total 

N Percent N Percent N Percent 

Country Name * 
Do you think in 
future 
telemarketing will 
be a popular way 
of purchasing 
products and 
services? 

165 98.8% 2 1.2% 167 100.0% 

 

Country Name * Do you think in future telemarketing will be a popular way of purchasing 
products and services?  

Crosstabulation 

 

Table 4.5.28 

Count  

  

Do you think in future telemarketing will be a popular 
way of purchasing products and services? 

Total 
strongly 

agree agree 
indeferre

nt disagree 
Strongly 
disagree 

Countr
y Name 

Sweden 2 4 18 27 23 74 

Pakista
n 2 9 9 18 8 46 

Moldov
a 0 9 28 8 0 45 

Total 4 22 55 53 31 165 
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We will analyze consumers’ thinking about telemarketing as a popular future way of 
purchasing. In Sweden, 23 respondents replied strongly disagree, 27 disagree, 18 were 
indifferent, 4 agreed, and 2 strongly agreed. 

In Pakistan, 8 respondents replied strongly disagree, 18 disagree, 9 were indifferent, 9 agreed, 2 
replied strongly agree. 

In Moldova, 8 respondents replied that they disagree, 28 were indifferent, 9 agreed. Conclusion 
is that customers in different countries behave differently and think about telemarketing as a 
future way of purchasing products and services also in a different way. 
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CHAPTER 5 
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Discussion and Arguments 

Our paper represents a comparative study regarding consumers’ behavior towards 
telemarketing in developed and developing countries. From table 2, we can see that 76 
respondents are selected from Sweden, 46 respondents from Pakistan and 45 respondents 
from Moldova respectively. We wanted to include in our study respondents from different 
demographic background as: gender, age, occupation and education. 

 From table 3, we can see that we have a quite equal distribution of gender: 85 males, 81 
females. From table 4 regarding age path, we can see that we have an evident unequal 
distribution. This can be explained by the fact that we wanted to focus more on young and 
active people, students, or fresh graduates. From path age 18-25, we gathered 80 replies, from 
path age 26-40, we gathered 64 replies, from path age 41-55, there are 13 replies, from age 
path 56+ there are registered 8 replies.  

Table 5 provides us with the insight what is the occupation of our respondents. 84 respondents 
are students, 41 are hired to private services, 26are hired to governmental services. These 
represent the majority young and active respondents from our sample. 

From table 6 we can see that graduate respondents register 73 from total respondents, 62 are 
undergraduate, and 24 respondents are post graduate. 

To the question “how do you like to shop” in the table 7 – 97 respondents replied that both 
traditional and online shopping, 61 responded traditional shopping, 7 respondents went for 
online shopping and only 2 respondents replied for both traditional and online shopping and 
through telemarketing services. The data shows that telemarketing does not represent a 
popular way of acquiring products and services for customers.  

For the question “are you aware of telemarketing services in your country” from the table 8, we 
can see that the majority 139 respondents answered “yes”, while 28 respondents replied “no”. 
This means that most of the customers are aware; however they don’t use often their services. 

For the question “do you think that telemarketing is a convincing way to contact you as a 
potential customer in your country?”, from the table 9 we can see that 20 agreed, 114 
respondents denied, while 33 don’t know the answer. This explains once again that most of the 
customers don’t use telemarketing services, so they don’t think that telemarketing is a 
convincing way to contact them as a potential customer. However the number of indecisive 
respondents proves that they are not aware regarding telemarketing, or that there is little 
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information, advertisement and promotion. They represent a potential market target for 
telemarketers if they know how to use a successful campaign. 

From table 10, we can see how consumers replied for the following question: “how often do 
you use telemarketing services”. Majority 116 respondents replied “never”, and only 21 
respondents replied “once in six months”. This proves that customers don’t use telemarketing 
services, and if they use, the case is still rare to make a balance of acceptors with the rejecters.  

From table 11, we can see that 17 respondents have chosen for both convenience and speed, 
66 respondents replied for other reasons, while 10 respondents have chosen reliability reason 
and 10 for ease of access. This shows that telemarketing still has an attractive part as: speed of 
services, convenience for delivering at desired address. 

From table 12, on a likert scale from 1 to 5, we can see how customers regard trust in quality of 
telemarketing services: 36 replied strongly disagree, 48 for disagree, 61 are indifferent, 21 
agree that they have trust in quality of telemarketing services. However, we can see that 
majority of customers do not have trust in quality of telemarketing services. 

Regarding confidence in telemarketers sellers that they will provide best solution for their 
needs, from table 13, 51 respondents replied strongly disagree, 54 disagreed, 39 are 
indifferent, 21 agreed. This however, outnumbers the number of people that have confidence 
in personalized solutions proposed to them.  

From table 14 regarding reliability of telemarketing services, 30 respondents replied strongly 
disagree, 56 respondents replied disagree, 59 were indifferent, 21 agreed, and 1 respondent 
replied strongly agree. However, the number of people that consider telemarketing services as 
reliable is much lower than the number of people that don’t have reliability in telemarketing.  

In the table 15 regarding convenience of telemarketing services- 43 respondents replied 
strongly disagree, 39 respondents disagreed, 39 were indifferent, 39 agreed, 5 strongly agreed. 
However, the number of people that don’t consider telemarketing as convenient is much higher 
than the number of people that consider convenient telemarketing services. 

In the table 16 regarding familiarity of telemarketing services: 18 respondents replied strongly 
disagree, 30 respondents disagreed, 60 were indifferent, 48 agreed and 10 strongly agreed. This 
represents that customers are quite familiar with telemarketing services.  
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From table 17 regarding the question “do you think that a strong legal system which protects 
your consumer rights makes telemarketing services secure?”, we can see that 7 respondents 
replied strongly disagree, 12 replied disagree, 39 were indifferent, 82 replied agree, 26 replied 
strongly agree. This means that a strong legal system can encourage customers to appeal for 
telemarketing services, as they are more confident that their consumer’s rights are protected. 

From the table 18 regarding information availability and its influence on telemarketing usage, 
we can see that 13 respondents replied strongly disagree, 14 respondents disagreed, 48 were 
indifferent, 61 respondents agreed, 26 replied strongly agree. This means that a larger 
information availability regarding telemarketing services will make customers more aware of 
telemarketing and other positive outcomes for telemarketers as customer’s familiarity, 
confidence and trust. 

From the table 19 regarding the importance of education for consumers’ choice of 
telemarketing services, we can see that 10 respondents replied strongly disagree, 17 replied 
disagree, 61 were indifferent, 59 respondents replied agree, 19 went for strongly disagree. This 
means that education can make a difference in customers’ awareness and further usage of 
telemarketing services. However, a high number of indifferent respondents represent that 
many customers are not interested not in a good or bad way and that they try to avoid their 
services. 

In the table 20 regarding consumers’ expectations of telemarketing services, we can see that 30 
respondents have chosen transparency, which means that they are concerned of fairness and 
contract transparency that will not hide any “post” contract surprises. 18 respondents opted for 
telemarketers’ politeness when they are approached on the phone. As a psychological trait, we 
try to listen and be more friendly to people that show to us respect and interest in our needs.12 
respondents replied for prompt reply which can be explained by the fact as we live nowadays in 
a more dynamic world, where we are confronted with various needs and time lose for 
solutions, a prompt and personalized reply from the part of telemarketers represent a bonus in 
the customers’ “eye” 

From the table 21 regarding the possible reasons for rejecting telemarketing calls, 15 
respondents have chosen annoyance and improper time. This proves our theoretical part 
regarding customers’ need for freedom of selection and the need for control of their actions. 
Telemarketing services have been criticized for being annoying by calling during busy time 
schedule and interrupting consumers from their own tasks and duties. This explains the 
increased number of rejecters for telemarketing services.  
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From the table 22 regarding customers thinking if telemarketing will be a popular way of 
purchasing products and service, we can see that 4 respondents strongly agreed, 22 
respondents agreed, 55 were indifferent, 53 respondents disagreed , 31 respondents strongly 
disagreed. These data show that the number of people that don’t believe in future of 
telemarketing services is much higher and this is threatening the consumers’ behavior towards 
telemarketing and the future in general of telemarketing services. 

We can conclude from the analyzed data that telemarketing does not represent a usual way for 
purchasing products and services and also in future telemarketing will not become a popular 
way for purchasing. Why? 

Consumers’ attitude towards telemarketing is described as lacking of trust in the quality of 
services, confidence in the proposed solutions by the telemarketers, reliability of the services 
which leads to a not favorable consumer behavior towards telemarketing. This poses a serious 
threat for the telemarketers, or it can be considered as challenges that telemarketers have to 
improve their services. As from the other responses that consumers provided, it is obvious that 
a strong legal system that protects consumers’ rights can motivate consumers to use with more 
confidence telemarketing services. Also, an improved system of telemarketing information and 
promotion can increase customers’ awareness and curiosity regarding these services. How? 

 If telemarketers can improve their strategies for approaching customers by relying heavily of 
assurance of consumers’ rights, or by advertising telemarketing services on more media means, 
they can be observed by consumers; therefore we believe that the rate for accepting the calls 
might be higher than of rejecting the calls. As we have noted in the literature review regarding  
the successful campaign for approaching consumers by being polite, having mild voices, 
proposing a personalized solution and being fast. These aspects (politeness and prompt reply) 
have been testified from our questionnaires regarding what are consumers’ expectations from 
telemarketers, however a new intriguing aspect has been discovered and namely transparency 
of what contract might entail. As we noticed, consumers are afraid of different scams and 
especially scams conducted by telephone and this represent a sensible area that telemarketers 
have to work upon: to assure consumers that they are conducting a fair business activity. 

For whom? As telemarketers want to achieve a win-win situation with its customers, they have 
to rely on such positive qualities as: politeness, prompt reply and transparency. In addition by 
emphasizing the role of legal system, education and information availability, they can increase 
the present rate of trust and confidence that customers are lacking in telemarketing services. 
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The little rate of using telemarketing services show that consumers are less eager to 
experiment on new purchasing pattern and they are more suspicious regarding the 
transparency of contract and what is the real price that they have to pay for telemarketing 
services. As Moldova is a developing country still in transition to market economy, where 
majority of people are concerned of their income level and how to protect from scams, they 
seem more suspicious to telemarketing services. Telemarketers have a great challenge in 
Moldova as to overcome the barrier of mistrust. A transparent contract with assurance that 
legal system can protect their consumer rights can increase the rate of consumers’ trust, 
however Moldavians are more conservative, being accustomed with traditional buying pattern 
from centuries and they are less eager to turn to other methods suddenly.  

Next, we will present which factors have an influence upon consumers’ choice of telemarketing 
services.  

From the Rotated Component Matrix for consumers in Sweden, we have found that variable 
reliability, trust, convenience, confidence, legal system, transparency and education for 
selecting telemarketing scored .869, .840, .780, .741, .634, .437 & .433 and represent the first 
component. These factors are most important in choosing telemarketing from the perspective 
of customers. Legal system (.304), familiarity (-.625), transparency (.616) and education for 
selecting telemarketing service (.508) is defined second most important factor for customers in 
choosing telemarketing services. Trust (-.321), convenience (.364), confidence (-.376), 
familiarity (.573) and transparency (.547 represents the thirds most important factor for 
customers in choosing telemarketing. Convenience (.303), familiarity (.980) represents the 
fourth important factor for determining customers in choosing telemarketing in Sweden.  

From the Rotated Component Matrix for consumers in Pakistan, we have found that variable 
trust in quality, confidence in quality, reliability, convenience and familiarity scored .909, .858, 
.821, .312, -.427. These factors are most important in choosing telemarketing from the 
perspective of consumers in Pakistan. Transparency (.871), convenience (.711), legal 
system(.334) and education selection (.403) is defined second most important factor for 
customers in choosing telemarketing services. Legal system (-.773), education (.600) and 
familiarity (.534) represents the third most important factor for customers in choosing 
telemarketing.  

From the Rotated Component Matrix for consumers in Moldova, we have found that variable 
transparency, confidence in quality, convenience, legal system, education in selecting 
telemarketing services, reliability and trust scores: .802, .779, .777, .727, .521, .342, .517. These 
factors are most important in choosing telemarketing from the perspective of customers.  
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From the Rotated component matrix, we found for the second component that: confidence, 
education in selecting, reliability, familiarity and trust scores: .425, -.413, .782, .708, .700. These 
factors are contributing to the selection of telemarketing services for customers in Moldova. 

These variables have a immense power in determining consumers in Sweden, Moldova and 
Pakistan for choosing telemarketing services. If telemarketers will take care to include them as 
part of their services, they will gain ground for consumers’ acceptance. 

Next, we will analyze the proposed hypothesizes. First we will focus on discussion of our first 
hypothesis:  there is a difference in shopping behavior among consumers in different countries. 
From the Crosstabulation 4.5.3 for “how do you like to shop” we can observe the purchasing 
pattern for each country separately. In Sweden, 15 respondents have chosen traditional buying 
style, 5 for online shopping and 56 for both traditional and online shopping. The combination of 
traditional and online shopping means that e-commerce has gained ground for competing for 
consumers, while telemarketing services are in shadow registering 0 respondents. This 
represents an obvious trend that telemarketing does not represent a common purchasing 
method for consumers in Sweden.  In Pakistan, 20 respondents have chosen traditional buying 
style, 2 for online shopping and 22 for both traditional and online shopping, however 2 
respondents have chosen both traditional and online shopping and telemarketing services. This 
might represent a niche market for telemarketers that can discover a market for their services. 
In Moldova, 26 respondents have chosen traditional buying style, 0 for online shopping, 19 for 
both traditional and online shopping, and 0 for telemarketing services. Although Moldova can 
be characterized as a quite conservative society, we can observe that traditional combined with 
online shopping is gaining ground, which means that once established the brands and 
advertised through online pages, there is much more trust in quality of online services, rather 
than telemarketing services. Conclusion is that each country is unique and has its own shopping 
preferences and how they acquire products and services. It is important to note that there is 
not a general trend that can be applied for example to all developed countries on one side or to 
all developing countries on other side. As we can see, Moldova and Pakistan although are 
considered as developing countries are have registered different purchasing behavior. This 
leads to uniqueness and existence of local culture that is the strongest of all external trends. 

Next, we will analyze the second hypothesis that consumers do not use often telemarketing 
services. 

From the table Crosstabulation 4.5.7 we can observe for Sweden that 56 customers answered 
“never” for using telemarketing as a way of acquiring products and services. 4 respondents 
answered for once in six months and 4 respondents answered that they use telemarketing once 
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in a quarter. However, the small amount of respondents shows that there is no interest 
towards telemarketing services. This aspect has also been proved by the relationship between 
“what motivates you to go for telemarketing” and “how often do you use telemarketing 
services” that has proven that consumers in Sweden are not motivated to appeal for 
telemarketing services. 

In Pakistan, 33 respondents answered that they never use telemarketing services, other 9 
customers replied that they use once in 6 months. However, the small rate of usage of 
customers from Pakistan proves a lack of interest towards telemarketing. 

In Moldova, 27 respondents answered that they never use telemarketing services, meanwhile, 
8 respondents replied that they use once in six months. This also proves our hypothesis that 
telemarketing is not frequently used by customers for acquiring products and services. 

Conclusion is that there is no difference between the selected countries of the rate of usage of 
telemarketing services. Both group of countries – developed and developing have a high rate of 
avoiding telemarketing calls. This represent a challenging reality for telemarketers as the “do 
not call list” and a high number of rejecters rather than acceptors can threaten the future of 
telemarketing.  

Further, we will analyze the following accepted hypothesis: there is a difference in consumer’s 
thinking that telemarketing is a convincing way to contact customers. 

From crosstabulation 4.5.12, we have the following results: in Sweden, 62 respondents consider 
that telemarketing is not a convincing way to contact them as potential consumers, 9 
respondents replied yes, and 5 respondents replied don’t know. There is a high number of 
rejecters in Sweden for telemarketing services, this means that telemarketers have to change 
their strategies of approaching consumers, however this takes time and effort, and a probability 
to gain consumers from the acceptors by approaching the right group of consumers with the 
right commercial message or to try to gain acceptance from the group of people that are less 
aware of telemarketing services through assurance, adaptiveness, empathy and authority. Next, 
respondents from Pakistan answered in the following way: 25 respondents for no, 9 
respondents for yes, and 12 respondents were less aware of the right answer. This represents 
higher chance for telemarketers in Pakistan to approach the right group of consumers with the 
right delivered message. In Moldova, 27 respondents rejected telemarketing as a convincing 
way of approaching them as potential consumers, 2 respondents answered yes and 16 
respondents were less aware. As in the case of Pakistan, in Moldova, there is room for 
improvement and gaining consumers’ confidence and trust in telemarketing services. 
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Further, we will analyze the following accepted hypothesis: there is a difference in way 
consumers trust in telemarketing services. From the Crosstabulation table 4.5.16 we can see 
the responses from consumers in Sweden: 22 respondents strongly disagreed, 24 respondents 
disagreed, 22 respondents were indifferent and 7 respondents agreed upon the question “do 
you trust in the quality of telemarketing services”. This means that consumers trust differently 
in telemarketing services. From Pakistan: 10 respondents replied strongly disagree, 16 
respondents replied disagree, 14 respondents were indifferent, 6 respondents agreed upon the 
trust in the quality of telemarketing services. In Moldova: 4 respondents replied strongly 
disagree, 8 respondents replied disagree, 25 respondents were indifferent and 8 respondents 
replied agree. This means that there is a high difference in the way consumers trusts in 
telemarketing services for Sweden, Pakistan and Moldova. Telemarketers can improve their 
situation by approaching consumers that already trust in their services, or that are indifferent 
by trying to motivate through various stimuli in favor for telemarketing services.  

Further, we will analyze the following accepted hypothesis: there is a difference in the way legal 
system motivates consumers to use telemarketing services with more confidence. From the 
crosstabulation 4.5.20, we can see how consumers from the analyzed countries perceive a 
strong legal system as more encouraging to use telemarketing services. In Sweden, 6 
respondents replied strongly agree, 34 agree, 21 were indifferent, 9 disagreed, 5 strongly 
disagreed. In Pakistan, 12 respondents replied strongly agree, 26 agreed, 5 were indifferent, 2 
disagreed, 1 strongly disagreed. In Moldova, 8 respondents answered strongly agree, 22 
agreed, 13 were indifferent, 1 disagreed and 1 strongly disagreed. This means that a strong 
legal system can motivate consumers from Moldova and Pakistan to use telemarketing services. 
Especially in Pakistan, where the majority of consumers opted for strongly agree and agree. 
This means a gap in society that does not provide consumers with assurance of their rights, or 
this can be seen as an opportunity for telemarketers to approach consumers by assuring them 
of a strong legal system and of transparency in closing a contract. 

Next, we will analyze the following proposed hypothesis: there is a difference in way 
telemarketing is perceived in developing and developed countries. From the crosstabulation 
4.5.24 we can see how consumers from the three countries replied to the question “do you 
think telemarketing services are reliable”. From Sweden, 19respondents replied strongly 
disagree, 31 respondents replied disagree, 18 respondents were indifferent, 8 respondents 
agreed upon the reliability of services. In Pakistan, 8 respondents strongly disagreed, 14 
respondents disagreed, 19 were indifferent, 4 respondents agreed and one respondent strongly 
agreed. In Moldova, 3 respondents strongly disagreed, 11 respondents disagreed, 22 were 
indifferent, 9 respondents agreed upon reliability. We can conclude that consumers in different 
countries have different perception of the reliability of telemarketing services. Telemarketers 
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have a hard task to improve their services in such a way as consumers to have more reliability 
in them. 

Further, we will analyze the following accepted hypothesis: there is a difference in consumers’ 
thinking that in future telemarketing will be a popular way of purchasing. From crosstabulation 
4.5.28 we can see the responses: in Sweden, 2 respondents strongly agreed, 4 respondents 
agreed, 18 were indifferent, 27 respondents disagreed and 23 respondents agreed. In Pakistan, 
2 respondents strongly agreed, 9 respondents agreed, 9 were indifferent, 18 disagreed, and 8 
strongly disagreed upon telemarketing as a future popular way of purchasing. In Moldova, 9 
respondents agreed, 28 were indifferent, 8 respondents disagreed. This means that consumers 
in these countries have different perception of telemarketing as a future popular way of 
purchasing. In Sweden, consumers are more convinced that telemarketing will not become a 
popular future way of purchasing, this is logic as in present most of them are not motivated to 
go for telemarketing services. In Pakistan, consumers also are not very much convinced of the 
telemarketing future way of purchasing products. In Moldova we can see that the majority is 
indifferent. Do the data present that in future there will be no more telemarketing among us? 
This all depends on how telemarketers are going to change their strategies for approaching 
consumers and for delivering the right message.  

Data collection, data entry, different tests that we used in order to observe and analyze our 
data represented a long way that lead us to discover many interesting aspects of the 
consumers’ behavior towards telemarketing services. Now we want to address the most 
important research questions that were motivating us to find answers:  

What is the consumers’ behaviour towards telemarketing in the two group countries (Sweden 
v/s Republic of Moldova, Pakistan)? 

We began a comparative study between the two group countries, however due to data entry 
and the various tests; we observed that each country is unique in its behaviour. Consumer 
behaviour cannot be explained by belonging to a certain division level of developed/developing 
countries, rather by the local traditions, culture and the entire process of a country’s specific 
factors of development. As the rate of usage of telemarketing services is very low, most of the 
consumers are viewing telemarketing services as having less trust and reliability. Consumers’ 
preference for shopping is directed more for traditional buying coupled with online shopping. 
Consumers in Sweden do not see telemarketing services as a convincing way for approaching 
them. However, in Moldova and Pakistan, there are more indifferent consumers in regard to 
telemarketing services. This might represent for telemarketers an opportunity for improving 
their strategies for approaching consumers and converting them to their clients. 
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What are the factors contributing to their different or same behaviour? 

From the various tests that we conducted for scale reliability and factor analysis, we can 
conclude that the following factors can have a strong influence upon changing consumers’ 
attitude and behaviour towards telemarketing: trust in quality, confidence that telemarketers 
can provide with best solution for their problems, convenience, reliability, familiarity of 
telemarketing services, a strong legal system that can protect their consumer rights, 
information availability and education upon what telemarketing services represent. However 
the lacks of these factors in a more or less way are influencing the negative and indifferent 
behaviour towards telemarketing services in Sweden, Moldova and Pakistan. 
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CHAPTER 6 
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Conclusion and Further research 
 

Conclusion: 

From the above analysis we can conclude that consumers develop a negative attitude towards 
telemarketing. We started our analysis by comparing developing and developed countries 
(Moldova, Pakistan vs Sweden). As we have written in chapter 2, we expected to find an 
obvious difference in behavior between the two group countries that consumers in developed 
countries are using more often telemarketing services and that consumers in developing 
countries are less eager to use telemarketing services. However the data analysis has shown 
the contrary that consumers in Sweden, Moldova and Pakistan are less eager to go for 
telemarketing services.  

At the beginning we consider that developing countries are lacking in special infrastructure for 
telemarketing services: as technology, equipment and such psychological aspects as: trust, 
reliability, confidence and familiarity and another aspects that can motivate consumers to use 
telemarketing with more safety: legal system: laws, rules that protect customers from possible 
telemarketing scams or other legal issues. We believe that consumers in developing countries 
are more vulnerable due to a lack of strong legal system, are less aware of what benefits 
telemarketing services can present to them and are more suspicious to the new type of 
conducting businesses. Our expectations that consumers in developing countries are not using 
often telemarketing services have been confirmed by our data analysis. Both Moldova and 
Pakistan are more conservative countries and are lacking in trust, confidence, reliability in 
telemarketing services. However, in Pakistan, consumers seems to be more open to the 
telemarketing services, while in Moldova consumers are indifferent to telemarketing. 

Our expectations were to find consumers in Sweden using more often telemarketing services, 
however we can conclude that most of them don’t use telemarketing services, and don’t 
believe that telemarketing will be a future popular way of purchasing products. This poses 
serios threats to the companies that are conducting their operations through telemarketing. 
Increased number of rejected calls, rather than accepting shows a definite problem. As we 
discussed in our literature review that telemarketers make a big mistake while calling potential 
consumers during his/her work time. In this way the level of irritation and rejecting the offers 
are increasing constantly.  

With the mentioned above arguments we can reject our fact number 2 from figure 3.2 that was 
mentioned in chapter 3 regarding: “Telemarketing services are positively received by 
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consumers from developed countres” and fact number 1 is approved: “Telemarketing services 
are negatively received by consumers from developing countries”. Also, our findings contradicts 
other research conducted by John Wyman who stated that the younger consumers are more 
determined to use telemarketing services. Our findings has shown that either younger or elder 
age path(as we used 18-25, 26-40, 41-55, 56+) have a favorable attitude towards telemarketing 
services. As the Wyman has conducted his survey in ’90, we consider that since that period of 
time till present, many changes have occurred in society that influenced to a negative reception 
of the telemarketing services. Too much overload information and advertising materials are 
approaching potential consumers by all means. In the same time, the usual consumer is also 
charged with job tasks, has more challenges and issues to solve. Time that he can spend by 
exercising his job duties or spending with family can be disturbed by telemarketers that are 
delivering a new commerial messages. From job stress to lack of time spending with family can 
create a negative attitude accompanied by irritation, annoyance and anger and to feeling of 
losing control over his real needs. We live in a busy world, where everyone tries to move fast in 
order to cope with dynamic tempo of our reality. Is telemarketing condemned for 
disapearence? Probably with not, but telemarketers have a really great task to change 
consumers’ negative attitude towards their services. 

We consider that telemarketers should focus on such factors as: trust, confidence, reliability, 
familiarity, legal system, information availability and education that we have discussed in our 
findings part. Approaching the right consumer with the right messages, taking into account the 
time schedule and being polite and giving a prompt reply can make a difference. 

Further Research: 

As we have concluded that consumers’ behavior towards telemarketing is negative depending 
upon several factors in their demographic and physiographic environment in both developing 
and developed countries, we think it’s appropriate to conduct further study in relation to find 
out how this behaviour can be changed to positive or how can companies reduce this negativity 
to certain acceptable level. As many telemarketing companies are spending a huge amount of 
money and efforts to lure their customers through telemarketing, they need find ways to 
decrease this rejection of telemarketing services by customers. Otherwise, the prospect for 
current and future telemarketing enterprises that tend to reach their customers through 
medium of telephone will be not bright. They need to begin recovery efforts before it’s too late.   

 Moreover, as the reasons for rejection in both developing and developed countries are 
different associated with certain factors, it calls for various separate studies to cater these 
reasons in each country. 
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Lastly, we took in consideration only one side of telemarketing which is outbound 
telemarketing. As we described in our definitions of telemarketing title in chapter 2, the other 
side of telemarketing is inbound telemarketing, where customer’s calls the company. A 
research is needed to find out the behavior of customers towards inbound calls in developed 
and developing countries.  

We believe that this reveals more facts about consumers’ behavior for companies and 
concerned people, and this finally will help complete the whole picture of consumers’ behavior 
towards both sides of telemarketing. 
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APPENDIX: 

 

Table 1 

 

Countr
y 

Name 
Gend

er 
Ag
e 

Occupatio
n 

education
al level 

How 
do 
you 
like 
to 

shop
? 

Are you 
aware of 

telemarketi
ng services 

in your 
country? 

Do you 
think that 

telemarketi
ng is a 

convincing 
way to 

contact you 
as a 

potential 
customer in 

your 
country? 

How often 
you use 

telemarket
er 

services? 

What 
motivates 
you to go 

for 
telemarketi

ng 
services? 
(multiple 
answers 
can be 
chosen) 

trus
t 

confide
nce 

reliabil
ity 

conveni
ence familiarity 

legal_sy
stme 

transparen
cy 

education
_selectio

n 

What are 
your 

expectations 
from 

telemarketin
g service? 

What would 
be your 
possible 

reasons for 
rejecting 

telemarketin
g services? 

Do you 
think in 
future 

telemarke
ting will 

be a 
popular 
way of 

purchasin
g 

products 
and 

services? 

N Valid 167 166 16
5 167 166 167 167 167 160 161 166 165 167 165 166 166 165 166 164 167 165 

  Missin
g 0 1 2 0 1 0 0 0 7 6 1 2 0 2 1 1 2 1 3 0 2 

Minimum 1 1 1 1 2 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 1 

Maximum 3 2 4 26 5 34 2 3 6 12345 4 4 5 5 5 5 5 5 12345 1234567 5 

 

Table 2 

Country Name 

 

  Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid sweden 76 45.5 45.5 45.5 

pakistan 46 27.5 27.5 73.1 

moldova 45 26.9 26.9 100.0 

Total 167 100.0 100.0   

 

Table 3 

Gender 



 

  Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Male 85 50.9 51.2 51.2 

Female 81 48.5 48.8 100.0 

Total 166 99.4 100.0   

Missing System 1 .6     

Total 167 100.0     

 

Table 4 

 Age 

 

  Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid 18-25 80 47.9 48.5 48.5 

26-40 64 38.3 38.8 87.3 

41-55 13 7.8 7.9 95.2 

56+ 8 4.8 4.8 100.0 

Total 165 98.8 100.0   

Missing System 2 1.2     

Total 167 100.0     

 

Table 5 

 Occupation 

 

  Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Service to government 26 15.6 15.6 15.6 

Service to privet firms 41 24.6 24.6 40.1 

Service to industry 3 1.8 1.8 41.9 

Retired 2 1.2 1.2 43.1 

Unemployed 4 2.4 2.4 45.5 

Student 84 50.3 50.3 95.8 

Others 5 3.0 3.0 98.8 

12 1 .6 .6 99.4 

26 1 .6 .6 100.0 

Total 167 100.0 100.0   

 
  



Table 6 

 educational level 

 

  Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid secondary 7 4.2 4.2 4.2 

under graduate 62 37.1 37.3 41.6 

graduate 73 43.7 44.0 85.5 

post graduate 24 14.4 14.5 100.0 

Total 166 99.4 100.0   

Missing System 1 .6     

Total 167 100.0     

 

Table 7 

 How do you like to shop? 

 

  Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Traditional  buying style 61 36.5 36.5 36.5 

Online shopping 7 4.2 4.2 40.7 

Both traditional and 
online shopping 97 58.1 58.1 98.8 

34 2 1.2 1.2 100.0 

Total 167 100.0 100.0   

 

Table 8 

 Are you aware of telemarketing services in your country? 

 

  Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Yes 139 83.2 83.2 83.2 

No 28 16.8 16.8 100.0 

Total 167 100.0 100.0   

 
  



Table 9 

Do you think that telemarketing is a convincing way to contact you as a potential customer in your country? 

 

  Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Yes 20 12.0 12.0 12.0 

No 114 68.3 68.3 80.2 

Don't know 33 19.8 19.8 100.0 

Total 167 100.0 100.0   

 

Table 10 

 How often you use telemarketer services? 

 

  Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Once in a week 2 1.2 1.3 1.3 

Once in a month 5 3.0 3.1 4.4 

Once in a quarter 7 4.2 4.4 8.8 

Once in six months 21 12.6 13.1 21.9 

never 116 69.5 72.5 94.4 

other 9 5.4 5.6 100.0 

Total 160 95.8 100.0   

Missing System 7 4.2     

Total 167 100.0     

 
  



Table 11 

 What motivates you to go for telemarketing services? (multiple answers can be chosen) 

 

  Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Reliability 10 6.0 6.2 6.2 

Convenience 9 5.4 5.6 11.8 

Speed 3 1.8 1.9 13.7 

Ease of Access 10 6.0 6.2 19.9 

Familiarity 6 3.6 3.7 23.6 

Others 66 39.5 41.0 64.6 

7 2 1.2 1.2 65.8 

12 2 1.2 1.2 67.1 

14 1 .6 .6 67.7 

23 17 10.2 10.6 78.3 

24 6 3.6 3.7 82.0 

25 3 1.8 1.9 83.9 

34 7 4.2 4.3 88.2 

35 1 .6 .6 88.8 

45 1 .6 .6 89.4 

56 2 1.2 1.2 90.7 

123 2 1.2 1.2 91.9 

124 2 1.2 1.2 93.2 

126 1 .6 .6 93.8 

135 1 .6 .6 94.4 

234 4 2.4 2.5 96.9 

1234 2 1.2 1.2 98.1 

2345 2 1.2 1.2 99.4 

12345 1 .6 .6 100.0 

Total 161 96.4 100.0   

Missing System 6 3.6     

Total 167 100.0     

 
  



Table 12 

 trust in quality 

 

  Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Strongly Disagree 36 21.6 21.7 21.7 

Disagree 48 28.7 28.9 50.6 

Indifference 61 36.5 36.7 87.3 

Agree 21 12.6 12.7 100.0 

Total 166 99.4 100.0   

Missing System 1 .6     

Total 167 100.0     

 

Table 13 

 confidence in quality 

 

  Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Strongly Disagree 51 30.5 30.9 30.9 

Disagree 54 32.3 32.7 63.6 

Indifference 39 23.4 23.6 87.3 

Agree 21 12.6 12.7 100.0 

Total 165 98.8 100.0   

Missing System 2 1.2     

Total 167 100.0     

 

Table 14 

 telemarketing services are reliable 

 

  Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Strongly Disagree 30 18.0 18.0 18.0 

Disagree 56 33.5 33.5 51.5 

Indifference 59 35.3 35.3 86.8 

Agree 21 12.6 12.6 99.4 

Strongly Agree 1 .6 .6 100.0 

Total 167 100.0 100.0   

 
  



Table 15 

 telemarketing services are convenient 

 

  Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Strongly Disagree 43 25.7 26.1 26.1 

Disagree 39 23.4 23.6 49.7 

Indifference 39 23.4 23.6 73.3 

Agree 39 23.4 23.6 97.0 

Strongly Agree 5 3.0 3.0 100.0 

Total 165 98.8 100.0   

Missing System 2 1.2     

Total 167 100.0     

 

Table 16 

 telemarketing service are familiar to the customers 

 

  Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Strongly Disagree 18 10.8 10.8 10.8 

Disagree 30 18.0 18.1 28.9 

Indifference 60 35.9 36.1 65.1 

Agree 48 28.7 28.9 94.0 

Strongly Agree 10 6.0 6.0 100.0 

Total 166 99.4 100.0   

Missing System 1 .6     

Total 167 100.0     

 
  



Table 17 

 legal system will protect customers 

 

  Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Strongly Disagree 7 4.2 4.2 4.2 

Disagree 12 7.2 7.2 11.4 

Indifference 39 23.4 23.5 34.9 

Agree 82 49.1 49.4 84.3 

Strongly Agree 26 15.6 15.7 100.0 

Total 166 99.4 100.0   

Missing System 1 .6     

Total 167 100.0     

 

Table 18 

 information availability 

 

  Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Strongly Disagree 13 7.8 7.9 7.9 

Disagree 14 8.4 8.5 16.4 

Indifference 48 28.7 29.1 45.5 

Agree 61 36.5 37.0 82.4 

Strongly Agree 29 17.4 17.6 100.0 

Total 165 98.8 100.0   

Missing System 2 1.2     

Total 167 100.0     

 
  



Table 19 

 education can determine the customer’s choice for telemarketing services 

 

  Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Strongly Disagree 10 6.0 6.0 6.0 

Disagree 17 10.2 10.2 16.3 

Indifference 61 36.5 36.7 53.0 

Agree 59 35.3 35.5 88.6 

Strongly Agree 19 11.4 11.4 100.0 

Total 166 99.4 100.0   

Missing System 1 .6     

Total 167 100.0     

 
 

Table 20 

 What are your expectations from telemarketing service? 

 

  Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid Politeness 18 10.8 11.0 11.0 

Punctuality 8 4.8 4.9 15.9 

Tranaparency 30 18.0 18.3 34.1 

Creativity 7 4.2 4.3 38.4 

Prompt reply 12 7.2 7.3 45.7 

12 7 4.2 4.3 50.0 

13 14 8.4 8.5 58.5 

14 2 1.2 1.2 59.8 

15 2 1.2 1.2 61.0 

23 10 6.0 6.1 67.1 

24 2 1.2 1.2 68.3 

34 1 .6 .6 68.9 

35 2 1.2 1.2 70.1 

36 1 .6 .6 70.7 

45 5 3.0 3.0 73.8 

123 12 7.2 7.3 81.1 

124 1 .6 .6 81.7 

134 1 .6 .6 82.3 

135 4 2.4 2.4 84.8 

234 2 1.2 1.2 86.0 



235 3 1.8 1.8 87.8 

345 1 .6 .6 88.4 

1234 3 1.8 1.8 90.2 

1235 2 1.2 1.2 91.5 

1245 3 1.8 1.8 93.3 

12345 11 6.6 6.7 100.0 

Total 164 98.2 100.0   

Missing System 3 1.8     

Total 167 100.0     

 
 

Table 21 

 What would be your possible reasons for rejecting telemarketing services? 

 

  Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid annoying 11 6.6 6.6 6.6 

Improper time 6 3.6 3.6 10.2 

lack of transparency 9 5.4 5.4 15.6 

bitter previous bad 
experience 8 4.8 4.8 20.4 

influence from friends 
and family 3 1.8 1.8 22.2 

other 3 1.8 1.8 24.0 

12 15 9.0 9.0 32.9 

13 1 .6 .6 33.5 

14 11 6.6 6.6 40.1 

15 2 1.2 1.2 41.3 

16 3 1.8 1.8 43.1 

17 1 .6 .6 43.7 

24 9 5.4 5.4 49.1 

26 3 1.8 1.8 50.9 

27 2 1.2 1.2 52.1 

35 1 .6 .6 52.7 

45 5 3.0 3.0 55.7 

46 1 .6 .6 56.3 

47 2 1.2 1.2 57.5 

56 1 .6 .6 58.1 

123 5 3.0 3.0 61.1 

124 9 5.4 5.4 66.5 



125 5 3.0 3.0 69.5 

126 1 .6 .6 70.1 

134 1 .6 .6 70.7 

136 1 .6 .6 71.3 

145 4 2.4 2.4 73.7 

156 2 1.2 1.2 74.9 

245 3 1.8 1.8 76.6 

246 2 1.2 1.2 77.8 

345 1 .6 .6 78.4 

456 2 1.2 1.2 79.6 

1234 8 4.8 4.8 84.4 

1245 3 1.8 1.8 86.2 

1256 2 1.2 1.2 87.4 

1345 1 .6 .6 88.0 

2456 2 1.2 1.2 89.2 

2457 1 .6 .6 89.8 

3456 4 2.4 2.4 92.2 

12345 5 3.0 3.0 95.2 

12346 1 .6 .6 95.8 

12347 1 .6 .6 96.4 

12357 1 .6 .6 97.0 

23456 1 .6 .6 97.6 

123456 3 1.8 1.8 99.4 

1234567 1 .6 .6 100.0 

Total 167 100.0 100.0   

 

Table 22 

Do you think in future telemarketing will be a popular way of purchasing products and services? 

 

  Frequency Percent Valid Percent 
Cumulative 

Percent 

Valid strongly agree 4 2.4 2.4 2.4 

agree 22 13.2 13.3 15.8 

indefferent 55 32.9 33.3 49.1 

disagree 53 31.7 32.1 81.2 

strongly disagree 31 18.6 18.8 100.0 

Total 165 98.8 100.0   

Missing System 2 1.2     

Total 167 100.0     
  



Table 23 

Item Statistics 

 

  Mean Std. Deviation N 

Trust 2.39 .956 161 

Confidence 2.18 1.012 161 

Reliability 2.44 .934 161 

convenience 2.53 1.184 161 

Familiarity 3.03 1.057 161 

legal_systme 3.66 .956 161 

transparency 3.48 1.107 161 

education_selection 3.34 1.006 161 

 

Table 24 

Item-Total Statistics 

 

  
Scale Mean if 
Item Deleted 

Scale 
Variance if 

Item Deleted 

Corrected 
Item-Total 
Correlation 

Cronbach's 
Alpha if Item 

Deleted 

Trust 20.65 18.928 .580 .700 

Confidence 20.86 18.369 .608 .693 

Reliability 20.60 18.991 .590 .699 

Convenience 20.52 16.739 .674 .673 

Familiarity 20.01 23.162 .038 .796 

legal_systme 19.39 20.488 .377 .736 

Transparency 19.57 19.010 .459 .721 

education_selection 19.71 20.795 .312 .748 

Table 25 

 
Scale Statistics 

 

Mean Variance Std. Deviation N of Items 

23.04 24.667 4.967 8 

 
  



Table 26 

Item Statistics 

 

  Mean Std. Deviation N 

What are your 
expectations from 
telemarketing service? 

929.30 3102.241 162 

What would be your 
possible reasons for 
rejecting telemarketing 
services? 

10930.14 98194.309 162 

Do you think in future 
telemarketing will be a 
popular way of 
purchasing products and 
services? 

3.50 1.017 162 

 

Table 27 

Item-Total Statistics 

 

  
Scale Mean if 
Item Deleted 

Scale 
Variance if 

Item Deleted 

Corrected 
Item-Total 
Correlation 

Cronbach's 
Alpha if Item 

Deleted 

What are your 
expectations from 
telemarketing service? 

10933.64 9642147815.2
27 .319 5.30E-006 

What would be your 
possible reasons for 
rejecting telemarketing 
services? 

932.80 9623619.128 .319 -5.83E-005(a) 

Do you think in future 
telemarketing will be a 
popular way of 
purchasing products and 
services? 

11859.44 9845822165.4
53 .125 .039 

a  The value is negative due to a negative average covariance among items. This violates reliability model assumptions. You may want to check item codings. 

 

Table 28 

Scale Statistics 

 

Mean Variance Std. Deviation N of Items 

11862.94 98458474
52.804 99226.244 3 

 

 

 



Table 29 

Correlation Matrix(a) 

 

  trust confidence reliability Convenience familiarity legal_systme transparency 
education_sele

ction 

Correlation trust 1.000 .673 .717 .549 .145 .450 .090 .348 

   
confidence .673 1.000 .623 .450 .085 .358 .092 .168 

   
reliability .717 .623 1.000 .655 .162 .442 .261 .284 

   
convenience .549 .450 .655 1.000 .349 .318 .421 .193 

   
familiarity .145 .085 .162 .349 1.000 .031 -.046 -.081 

   
legal_systme .450 .358 .442 .318 .031 1.000 .405 .220 

   
transparency .090 .092 .261 .421 -.046 .405 1.000 .290 

   
education_selection .348 .168 .284 .193 -.081 .220 .290 1.000 

a  Country Name = sweden 
  



Table 30 

Communalities(a) 

 

  Initial Extraction 

Trust 1.000 .837 

Confidence 1.000 .741 

Reliability 1.000 .777 

convenience 1.000 .767 

Familiarity 1.000 .806 

legal_systme 1.000 .499 

transparency 1.000 .869 

education_selection 1.000 .467 

Extraction Method: Principal Component Analysis. 

a  Country Name = sweden 

Table 31 

Communalities(a) 

 

  Extraction 

Trust .837 

Confidence .741 

Reliability .777 

convenience .767 

Familiarity .806 

legal_systme .499 

transparency .869 

education_selection .467 

Extraction Method: Principal Component Analysis. 

a  Country Name = sweden 
  



table 32 

Correlation Matrix(a) 

 

  trust confidence reliability Convenience familiarity legal_systme transparency 
education_sele

ction 

Correlation trust 1.000 .736 .628 .289 -.348 -.158 -.125 .088 

   
confidence .736 1.000 .634 .362 -.115 -.184 -.003 .080 

   
reliability .628 .634 1.000 .183 -.261 -.160 .083 .085 

   
convenience .289 .362 .183 1.000 .128 .000 .413 .139 

   
familiarity -.348 -.115 -.261 .128 1.000 -.070 .060 .111 

   
legal_systme -.158 -.184 -.160 .000 -.070 1.000 .183 -.203 

   
transparency -.125 -.003 .083 .413 .060 .183 1.000 .323 

   
education_selection .088 .080 .085 .139 .111 -.203 .323 1.000 

a  Country Name = pakistan 
  



table 33 

Communalities(a) 

 

  Initial Extraction 

Trust 1.000 .827 

confidence 1.000 .768 

Reliability 1.000 .682 

convenience 1.000 .614 

Familiarity 1.000 .506 

legal_systme 1.000 .769 

transparency 1.000 .765 

education_selection 1.000 .525 

Extraction Method: Principal Component Analysis. 

a  Country Name = pakistan 

 

Table 34 

Component Matrix(a,b) 

 

  

Component 

   
1 

2 3 

Trust .884     

Confidence .875     

Reliability .818     

transparency   .805 .330 

convenience .454 .615   

education_selection   .564 -.409 

Familiarity -.316 .460 -.441 

legal_systme     .831 

Extraction Method: Principal Component Analysis. 

a  3 components extracted. 

b  Country Name = pakistan 

 
  



Table 35 

Communalities(a) 

 

  Extraction 

Trust .827 

confidence .768 

Reliability .682 

convenience .614 

Familiarity .506 

legal_systme .769 

transparency .765 

education_selection .525 

Extraction Method: Principal Component Analysis. 

a  Country Name = pakistan 

Table 36 

Component Transformation Matrix(a) 

 

Component 1 2 3 

1 .974 .195 .115 

2 -.223 .910 .349 

3 .037 .366 -.930 

Extraction Method: Principal Component Analysis.   

 Rotation Method: Varimax with Kaiser Normalization. 

a  Country Name = pakistan 

Table 37 

Correlation Matrix(a) 

 

  trust confidence reliability Convenience familiarity legal_systme transparency 
education_sele

ction 

Correlation trust 1.000 .683 .608 .551 .412 .392 .466 -.008 

   
confidence .683 1.000 .580 .839 .156 .390 .561 .217 

   
reliability .608 .580 1.000 .458 .386 .200 .436 -.120 



   
convenience .551 .839 .458 1.000 .121 .400 .439 .304 

   
familiarity .412 .156 .386 .121 1.000 .037 .103 .006 

   
legal_systme .392 .390 .200 .400 .037 1.000 .709 .101 

   
transparency .466 .561 .436 .439 .103 .709 1.000 .231 

   
education_selection -.008 .217 -.120 .304 .006 .101 .231 1.000 

a  Country Name = moldova 

 

Table 38 

Communalities(a) 

 

  Initial Extraction 

Trust 1.000 .757 

Confidence 1.000 .787 

Reliability 1.000 .729 

convenience 1.000 .685 

Familiarity 1.000 .504 

legal_systme 1.000 .529 

transparency 1.000 .667 

education_selection 1.000 .442 

Extraction Method: Principal Component Analysis. 

a  Country Name = moldova 

 

  



Table 39 

Component Matrix(a,b) 

 

  

Component 

   
1 

2 

Confidence .885   

Trust .813 -.309 

convenience .808   

transparency .757 .305 

Reliability .711 -.473 

legal_systme .623 .375 

education_selection   .629 

Familiarity .347 -.619 

Extraction Method: Principal Component Analysis. 

a  2 components extracted. 

b  Country Name = moldova 

 

Table 40 

Component Matrix(a,b) 

 

  

Component 

   
1 

2 

Confidence .885   

Trust .813 -.309 

convenience .808   

transparency .757 .305 

Reliability .711 -.473 

legal_systme .623 .375 

education_selection   .629 

Familiarity .347 -.619 

Extraction Method: Principal Component Analysis. 

a  2 components extracted. 



b  Country Name = moldova 

 

Table 41 

Communalities(a) 

 

  Extraction 

Trust .757 

confidence .787 

Reliability .729 

convenience .685 

Familiarity .504 

legal_systme .529 

transparency .667 

education_selection .442 

Extraction Method: Principal Component Analysis. 

a  Country Name = moldova 

Table 42 

Rotated Component Matrix(a,b) 

 

  

Component 

   
1 

2 

transparency .802   

Confidence .779 .425 

convenience .777   

legal_systme .727   

education_selection .521 -.413 

Reliability .342 .782 

Familiarity   .708 

Trust .517 .700 

Extraction Method: Principal Component Analysis.  

 Rotation Method: Varimax with Kaiser Normalization. 

a  Rotation converged in 3 iterations. 

b  Country Name = moldova 
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Respondent 

Dear Respondents, 

We (the authors of this questionnaire) are conducting this survey as a part of research thesis for our 
degree of “MS in Strategy and Management in International Organizations”. This survey and the 
feedback from it is solely for our personal use in the thesis, and the information collected from it will 
be kept fully confidential. So feel free to give us your valuable answers and help us make our thesis 
more interesting and qualitative. 

Kindly read the instructions given below carefully before answering the questionnaire.  Thank You. 
For the completion of this questionnaire you will need 15 minutes. 

Instructions: 

a. Circle or underline the correct answer with any color other than black. 

b. If there are multiple answers asked for a question, circle or underline all of them with 
a color other than black 

c. For some questions feel free to provide your own answers 

Section 1:                                                        

1. Country: __________________ 
 

2. Gender:  
 

a. male 
b. female  
     

3. Age:  
a. 18-25  
b. 26-40   
c. 41-55    
d. 56+     

   
4. Occupation: 

a. Service to government  
b. Service to private firms  

c. Service to industry 
d. Retired 
e. Unemployed    
f. Student 
g. Others 

5. Educational level: 

a. Primary education 

b. Secondary education  

c. Under graduate 

d. Graduate 

e. Post  graduate 

 

 

 

 



 

Page 2 of 6 

 

 

Respondent 

 

Section 2: 

1. How do you like to shop? 
a. Traditional  buying style 
b. Online shopping 
c. Both traditional and online shopping  
d. Through telemarketing services 

2. Have you ever bought anything over telephone? 
a. Yes 
b. No 

3. Are you aware of telemarketing services in your country? 
a. Yes 
b. No 

4. When have you been contacted last time by a telemarketer? 
a. Within last month 
b. Within last quarter (3 months ) 
c. Within last half year 
d. More than 6 months  
e. never 

5. How well do you remember this conversation? 
a. Very well, both the call and the reason 
b. I remember the call but not the reason of the contact 
c. Don't remember it at all 

6. If you answered (a) to question 5, then what was the purpose of the telemarketing call? 
a. For informative  
b. For selling products or services 
c. Advertisement  
d. To make an appointment 
e. Persuasive calls 

7. If you were describing this call to a friend, would you say this call was: 
a. Attention-getting 
b. Boring 
c. Informative 
d.  Irritating 
e. Memorable 
f. Satisfying 
g. Exciting 

8. Do you think that telemarketing is a convincing way to contact you as a potential 
customer in your country? 

a. Yes 
b.  No 
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Respondent 

c. Don’t know 
 

9. If it was a sales call, did you purchase the product/service being sold? 
a. Yes 
b. No 

10. How often you use telemarketer services?  
a. Once in a week 
b. Once in a month 
c. Once in a quarter 
d. Once in six months 
e. never 
f. Other______ 

 
11. What would motivate you in future to go for telemarketing services? (multiple answers 

can be chosen) 
a. Reliability  
b. Convenience   
c. Speed 
d. Ease of Access 
e. Familiarity  
f. None of them  
g. Other_____ 

In the following, there are presented questions regarding telemarketing on a FIVE point likert scale 
ranging from strongly disagree (1) to strongly agree (5). Please depict your position by marking your 
answer on the scales in accordance of your agreement with the statements. Only one answer can be 
chosen. 

 Questions 

St
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 d
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12 
Do you trust in quality of telemarketing services that are offered 
to you? 

1 2 3 4 5 
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Respondent 

13 
Do you have the confidence in telemarketer sellers that they will 
provide best solution for your needs?  

1 2 3 4 5 

 Questions 

St
ro

ng
ly

 d
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14 
Have you been satisfied after being interacted with 
telemarketing services? 

1 2 3 4 5 

15 Do you think telemarketing services are reliable? 1 2 3 4 5 

16 Do you think telemarketing services are convenient to you? 1 2 3 4 5 

17 Do you think that telemarketing services are fast? 1 2 3 4 5 

18 
Is it ease of access that make telemarketing services more 
promising? 

1 2 3 4 5 

19 How much are you familiar with telemarketing services? 1 2 3 4 5 

20 
If you hear that your friends or family have been contacted by 
telemarketing services, will you trust telemarketing services 
more? 

1 2 3 4 5 

21 
Will you feel comfortable to go for telemarketing services if the 
company creates more awareness of its services?  

1 2 3 4 5 

22 
Do you think that a strong legal system which protects your 
consumer rights makes telemarketing services secure? 

1 2 3 4 5 



 

Page 5 of 6 

 

 

Respondent 

23 
If the company provides clear information regarding the rules 
and obligations of a telemarketing contract, will you be more 
eager to go for their services? 

1 2 3 4 5 

 Questions 
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24 
Do you think that lack of awareness can have negative influence 
on your choice for using telemarketing services? 

1 2 3 4 5 

25 
Can education be crucial factor in determining your selection of 
telemarketing services? 

1 2 3 4 5 

26 
Would you like to buy financial products from telemarketing 
services? 

1 2 3 4 5 

27 
Would you like to buy electric/electronic appliances from 
telemarketing services? 

1 2 3 4 5 

28 
Would you like to buy grocery (eatable items)  from 
telemarketing service provider? 

1 2 3 4 5 

29 
Would you like to buy insurance policies (from a telemarketing 
service provider? 

1 2 3 4 5 

30 
Would you like to buy tickets (film, game, concerts) from a 
telemarketing service provider? 

1 2 3 4 5 

 
 

 

31. What are your expectations from telemarketing service? Multiple answers can be 
chosen 

a. Politeness  
b. Punctuality 
c. Transparency 
d. Creativity 
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e. Prompt reply 
 
 

32. What would be your possible reasons for rejecting telemarketing services? Multiple 
answers can be chosen 

a. annoying 
b.  Improper time 
c. arrogance 
d. lack of transparency 
e. bitter previous bad experience 
f. influence from friends and family 
g. other____ 

 
33. Do you think in future telemarketing will be a popular way of purchasing products and 

services? 
a. Strongly agree 
b. agree 
c. indifferent 
d. disagree 
e. Strongly disagree 

 
 

 
 
 
 
 
 
 
 
 

 
 

Thank You for your patience and participation 
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Stimate Domn/Doamnă, 

Acest chestionar a fost conceput ca un sondaj, fiind parte parte a tezei de master din cadrul 
programului “MS in Strategy and Management in International Organizations”. Acest sondaj și  
feedback-ul primit de la Dumneavoastră vor fi folosite în scop de cercetare pentru această teza și 
informațiile adunate vor fi păstrate confidențial. Vă rugăm respectuos să ne oferiți răspunsurile 
Dumneavoastră. Răspunsul la acest chestionar va dura circa 15 minute. 

Vă rugăm sa citiți instrucțiunile de mai jos. Vă mulțumim anticipat!!!!!  

Instrucțiuni: 

a. Încercuiți sau subliniați răspunsul cu orice culoare în afară de negru. 

b. Dacă se cer răspunsuri multiple la o întrebare, încercuiți sau subliniați cu orice culoare 
în afară de negru. 

c. La unele întrebări puteți oferi propriul dumneavoastră raspuns. 

 

Secțiunea 1:                                                        

1. Țara de origine: __________________ 
 

2. Gen:  
 

a. bărbat  
b. femeie 
     

3. Vîrsta:  
a. 18-25  
b. 26-40   
c. 41-55    
d. 56+     

   
4. Ocupația: 

a. Angajat în sectorul public 

 
b. Angajat în sectorul privat 
c. Angajat în sectorul industrial 
d. Pensionar 
e. Șomer 
f. Student 
g. Altele (indicați)________ 

5. Nivel de educație: 

a. Studii primare 

b. Studii secundare  

c. Studii universitare 

d. Studii postuniversitare 
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Secțiunea 2: 

1. Cum obișnuiti să faceti cumpărăturile? 
a. Stil tradițional 
b. Online shopping 
c. Atît tradițional, cît și online shopping  
d. Cu ajutorul serviciilor de telemarketing 

2. Ați făcut vreodata cumpăraturi prin intermediul telefonului (telemarketing)? 
a. Da 
b. Nu 

3. Cunoașteți serviciile de telemarketing în țara dumneavoastră? 
a. Da 
b. Nu 

4. Cînd ați fost contactat ultima dată de către un telemarketer? 
a. În ultima lună 
b. În ultimele 3 luni 
c. În ultima jumătate de an 
d. Mai mult de jumătate de an în urmă 
e. Niciodată 

5. Cît de bine vă amintiți conversația? 
a. Foarte bine - atît apelul, cît și motivul 
b. Îmi amintesc apelul, dar nu-mi amintesc motivul 
c. Nu-mi amintesc 

6. Dacă ați selectat (a) pentru întrebarea 5, care a fost motivul apelului? 
a. Cu scop informativ 
b. Pentru vânzarea produselor și serviciilor 
c. Reclamă 
d. O programare 
e. Apeluri repetate, cu scop de convingere 

7. Dacă ați descrie acest apel unui prienten, ați zice că acest apel a fost: 
a. Interesant 
b. Plictisitor 
c. Informativ 
d. Enervant 
e. Memorabil 
f. Satisfăcator 
g. Captivant 

8. Credeți că telemarketingul este o metodă convingătoare pentru a vă atrage ca potențial 
client în țara dumneavoastră? 

a. Da 
b. Nu 
c. Nu știu 
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9. Dacă a fost un apel comercial, ați cumpărat produsul/serviciul oferit spre vînzare? 
a. Da 
b. Nu 

10. Cît de des folosiți serviciile de telemarketing?  
a. O data pe săptămînă 
b. O dată pe lună 
c. O dată la trei luni 
d. O dată la șase luni 
e. niciodata 
f. Alt răspuns______ 

 
11. Ce v-ar motiva să apelați la serviciile de telemarketing? (mai multe răspunsuri pot fi 

selectate) 
a. Încrederea 
b. Comoditatea 
c. Rapiditatea 
d. Accesibilitatea 
e. Familiaritatea 
f. Niciuna dintre ele 
g. Altele_____ 

În continuare, sînt prezentate întrebări legate de telemarketing pe scara Likert din 5 puncte, gradată 
de la 1 (dezacord total) la 5 (accord total). Vă rugăm sa vă exprimați părerea prin sublinierea 
răspunsului a întrebărilor următoare. Doar un singur răspuns poate fi ales. 
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12 
Aveți încredere in calitatea serviciilor de telemarketing care vă 
sînt oferite? 

1 2 3 4 5 

13 
Aveți încredere că vânzatorii de telemarketing vă pot oferi 
soluția care se potrivește cel mai bine cerințelor 
dumneavoastră?  

1 2 3 4 5 
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14 
Ați fost mulțumit după ce ați fost contactat de serviciile de 
telemarketing? 

1 2 3 4 5 

15 Credeți că serviciile de telemarketing sunt de încredere? 1 2 3 4 5 

16 
Credeți că serviciile de telemarketing sunt convenabile pentru 
dumneavoastră? 

1 2 3 4 5 

17 Credeți că serviciile de telemarketing sunt rapide? 1 2 3 4 5 

18 
Credețti că accesiblilitatea serviciilor de telemarketing le face 
mai atrăgătore pentru dumneavoastră? 

1 2 3 4 5 

19 Cît de familiar sunteți cu serviciile de telemarketing? 1 2 3 4 5 

20 
Dacă ați auzi ca prietenii sau familia dumneavoastră au fost 
contactați de către serviciile de telemarketing, v-ar crește 
încrederea în aceste servicii? 

1 2 3 4 5 

21 
V-ați simți confortabil sa apelați la serviciile de telemarketing 
dacă companiile ar îmbunătăți imaginea publică a serviciilor de 
telemarketing?  

1 2 3 4 5 

22 
Credeți ca un sistem juridic puternic care vă protejeaza 
drepturile de consumator, ar face serviciile de telemarketing mai 
sigur? 

1 2 3 4 5 

23 
În cazul în care compania vă furnizează informații clare în ceea ce 
privește regulile și obligațiile contractului, ați fi mai încrezător să 
apelați la serviciile de telemarketing? 

1 2 3 4 5 
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24 
Credeți ca lipsa imaginii publice are o influență negativă asupra 
selecției dumneavoastră a serviciilor de telemarketing? 

1 2 3 4 5 

25 
Poate educația sa fie un factor crucial în determinarea alegerii 
serviciilor de telemarketing? 

1 2 3 4 5 

26 
Ați alege produse financiare prin intermediul serviciilor de 
telemarketing? 

1 2 3 4 5 

27 
Ați cumpăra produse electrocasnice prin intermediul serviciilor 
de telemarketing? 

1 2 3 4 5 

28 
Ați cumpăra produse alimentare prin intermediul serviciilor de 
telemarketing? 

1 2 3 4 5 

29 
Ați cumpăra polițe de asigurare prin intermediul serviciilor de 
telemarketing? 

1 2 3 4 5 

30 
Ați cumpăra bilete (de film, la meci, la concerte) prin intermediul 
serviciilor de telemarketing? 

1 2 3 4 5 

 
 

 

31. Care sînt așteptările dumneavoastră în ceea ce privește serviciilor de telemarketing? 
Răspunsuri multiple pot fi selectate 

a. Politețe 
b. Punctualitate 
c. Transparență 
d. Creativitate 
e. Răspuns prompt 
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32. Care ar fi posibilele motive ale dumneavoastră pentru respingerea serviciilor de 
telemarketing?  Răspunsuri multiple pot fi selectate. 

a. Enervant 
b. Timp nepotrivit 
c. Aroganță 
d. Lipsa transparenței 
e. Experiență anterioară neplăcută 
f. Influența prietenilor și a familiei 
g. Altele____ 

 
33. Credeți că în viitor serviciile de telemarketing vor fi o metodă popular de a cumpăra 

produse și servicii? 
a. Acord total 
b. Acord 
c. Nici acord/nici dezacord 
d. Dezacord 
e. Dezacord total 

 
 

 
 
 
 
 
 
 
 
 

 
 

Vă mulțumim pentru răbdare și participare!!! 
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