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The objective of thi tg examine 1) the use of Customer

S5/

Relationship Management {(CRM} A" biCiaEss organizations 2) the PR tactics
4_7

and PR tools used to sUBBBFLCRM sifate @usiness organizations, and 3)

the relationship betweegeBSiomér Sais action in' ‘-: and customer loyalty to Thai

business organization uantitative methodologies, the

: -: epth, interviews of CRM senior
i3 ’%\ e

;. by relevant documental

research is divided j
management of 6 tagfe \ \
analyses, and a sumey BrCh it l’ - . s ‘who are customers of those

companies.

The results demonst ate:

1) The targél o JR\fStrategies. Five of the most

— ol

frequently used a V pflic partners strategy, club

marketing strategy, Imstyle marketing

The CRM tac ﬁs biheisc Er ﬁ%éw:ﬂaﬂ sEﬁces. special events/
activities an nﬂ

2) The PR tactics are publicity, PR mediasproduction, evénts/activities and

bl oM. AR ok W led el lbdabs, gz,

direct mall website, e-magazine, e-mail, sms and the social network

sirategy and an@n-un& marketing strategy.

3) Customer satisfaction with CRM is significantly and positively related to

customer loyalty to Thai business organizations.
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Formation
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- Increase Effectiveness

- Improve Efficiency

Management and Governance
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Team Structure
4 «+4Role Sh,ecification
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Programs

- Account Management

Retention Marketing
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‘. -Planning Process

Process Alignment

Monitoring Process
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- Criteria

- Process

Employee Motivation
Employee Training

Evolution
- Enhancement

- Improvement

Performance

Relationship Performance
- Strategic
- Financial
- Marketing
- Retention
- Satisfaction

- Loyalty
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