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ABSTRACT

The propose of this independent study was to study the attitude of marketing staffs of

Boehringer Ingelheim (Thai) Ltd. toward The Electronic Territory Management System (ETMS).

The population in this study were 60 marketing staffs of Boehringer Ingellheim (Thai)
Ltd. The population consisted of nineteen persons in management level and forty-one persons
in functional level. The data were collected by using questionnaires which were divided into 4
parts: personal data, knowledge and understanding date, opinions and feeling data and
readiness to conform data of the marketing staffs toward The Electronic Territory Management
System (ETMS). These data were analyzed by the statistical methods including percentage

and arithmetic means.

The results of this study were as follow;

1. Cognitive Component : It was revealed that total knowledge and understanding of
marketing staffs toward The Electronic Territory Management System (ETMS) was 69.7%. For
the knowledge and understanding of marketing staffs toward 3 components: the benefits of
the ETMS, the first step readiness preparing before implementation, and the system itself were

the percentages of 74.5%, 71.6% and 62.9% respectively.



2. Affective Component : It was revealed that the opinions and feeling of marketing
staffs toward The Electronic Territory Management System (ETMS) were rated at high level

and they thought it was better than the existing data system.

3. Behavioral Component : [t was revealed that the readiness to conform toward The
Electronic Territory Management System (ETMS) of the marketing staffs was rated at high
leve! and the anxiety to conform toward The Electronic Territory Management System (ETMS)

was rated at low level.



