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The Moderatiing Effects of Customer Relationship Management
on the Building of Sustainable Customer Loyalty
in the Gems and Jewelry Industry
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Abstract

n this dissertation, the researcher studies (1) product quality, service quality, perceived

value, customer satisfaction, trust, and the loyalty of gems and jewelry industry customers.
The researcher also examines (2) the influence of product quality, service quality, perceived
value, customer satisfaction, and trust on customer loyalty as based on ACS.I Model.). and
(3) the moderating effects of customer relationship management on changes in the relationships
between customer satisfaction and customer loyalty and between trust and customer loyalty.
In this mixed-methods research approach, In the quantitative phase of research, the
researcher constituted of 500 Samples and using a questionnaire as an instrument of research,
the researcher subsequently collected germane data from the members of the sample. In the
qualitative phase of research, the researcher carried out individual in-depth interviews with key
informants. The informants were 13 gem and jewelry industry administrators. Findings are as follows:
In respect to all latent variables, the researcher found that product quality, service quality,
perceived value, customer satisfaction, and trust exhibited means at a high level. The linking of
the latent variables reflects the American Customer Satisfaction Index (ACSI) model.
Furthermore, the researcher found that customer relationship management did not influence
the relationships between customer satisfaction and customer loyalty and between trust and
customer loyalty at a statistically significant level. However, there was a tendency for conditional
direct effects to influence the relationships between customer satisfaction and customer loyalty

and between trust and customer loyalty.

Keywords: Product quality; Service quality; Perceived value; Customer satisfaction;

Customer loyalty; Trust; Customer relationship management.
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28.80) lnawduntdnaw/andauismensu (Sey
av 68.60) UszLamdnudinasiniosUssauiiion
Founnilanfioasesne (Fovay 72.40) Fumgwa
Iumi%aé’ﬁymzﬁLLazm%aﬂszﬁwaqgﬂﬁw%al,wsw
WINAAUAMANELAY/UINNT (Sewag 90.00) lay
ﬁmmzﬂumiﬁaﬁmm‘jmzLﬂ'%"aaﬂszﬁuuﬁuﬁ?mu
2 afulel Govay 41.80) Tneelddnsusazady
Iuﬂws%aé”igmaiLLazLﬂ'%'awszﬁuLﬁuzﬁﬁmuﬁuag
s¥1319 10,001 - 15,000 Uwsionds
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[crRmz] [crRm3 | [cRma | [crms | [crMs | [crm7 | [crms] [crRmg | [cRM10] [cRM1 1]

[sci] [scz]

(t=6.058)

_0T5***
(t=-2.734)

0.703%**
(t=27.721)

(4=9.3T9

0.794

[TrRUSTA4]

sQs5 [TRusT1] [TRUST2| [TRUST3]

270 2 @UNANUFURUSHILUUFNNISLASIASN

2. HANISIATIZEANURUINIVBIAUY ACSI mﬂaﬁﬁmmmﬁﬂﬁ“uaqqﬂﬁmmﬁaLLUUﬁ%uﬁdfm

auingusvasinsidede 1 uaz 9o 2 Iaw  arwilanelavegndn (ACS) vewi@edudngy

[
SN v

q

ANWBNTNAVDIAUNNAUAT ANNIMNITUTNT  geaunssudyuduazinisaUsziu Tnefinanis

AuANTUY AudanelavesgnAinazanull  Aesiginiunuivnesiinuy ACSI MR8 1

71919 1
AITAATIENINUUIN VDI UUY ACS]

auuRgIunisive (hypothesis) B HasgU
H1  AuAmEUM (PQ) Tidviswaldauindenumiisug (PV) 0362  aduayu
H2  AauamaEue (PQ) fdvianadeuindemuiianalavesgnan (CS) 0110  aduayu
H3  Aauamdud (PQ) ddvsnadsuindeaiulingda (TRUST) 0345  aduayu
HA  AuNWNISUSANT (SQ) IBvBwaiBsuindenamisus (PV) 0.414  aduayu
H5  AAIMNISUSNNT (SQ) liBvEnalsuindeaufianelavesgndn (CS)  0.213  avduayu
H6  AMAMAITUSNT (SQ) SiBnSnadeuanderiulinngda (TRUST) 0460  aduayu
H7  AuAASU3 (PV) f8vsnadsuindenuiienelavesgndn (CS) 0275  avuayu
H8  Audanelavesgnan (CS) TdvSwaleuinseanuinfvesgnan (CL)  0.263  aduayu
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AuNRgIUN1TIY (hypothesis) B Haagy
H9  anuiienelavesgnén (CS) ddvsnadeaundeaulinngda (TRUST) 0793 aduauu
H10 auliaele (TRUST) d8vsnaideauindeanuiienelavesgndn (CS) 0326 aduauu
H11 avulingla (TRUST) d8vswalgauinsendnuinfvesgnan (CL) 0451  afuayu

3. NANTSIAATISHONSWANISNINUVBINITUSUNS
anAduWus
MuTngUszasAn1sIdede 3 lneAnwivana
N13MAUYBINITUIMSANANENRUS AL venY
dvnavesnuiianelavasgniuaraulinga
aa o a v a a ¢ v
nanuinAvesgnAlaginan1sinsieinnele
auns CL = + 3.¢S + 6 cRM + 0 CRM*CS + C
5 1 2 5
HANITAATIERNUIINITUINISYNAEUIUS
(CRM) ufidnSnanamnudunus sz 1nIneaIuna
nolaveignA (CS) uavanuinfvegnan (CL)
atdldudfy (B = -0.035, p-value > 0.05)
WUIINTUIMITINAFUTUS LU BN nadenIs
WAL UL UAIANUFUNUTTENINANUNIND L2VD4

Y @ v A

anAiuAUAnAvesgneA Lile CRM dA16n CS

Y

a ! o

Qziidvdnans CL ag9ltodAny wallo CRM 3
g

v
a a '

ANENTU BVBHATBY CS Ndde CL 9zABYY anad

LY
o U dl

uaylufddedAgi 0.05
HAN13IATIENBNTNANIAUYDINITUTUS
anAduiusuuaNdNiussEnieaulinga
warANUAnAvesgna aeldaunts CL = +
B, Trust + O CRM + O CRM*Trust + C_
HANITIATIZVNUIINTUINTRNAFURLS
(CRM) fiBvsnasioanuduiusseninemnulinga
(TRUST) wagaiusinavesgnan (CL) aeeilily
dAy (ﬁ = -.075, p-value) = 0.006 < 0.01) il
NITUTEAUBNTNAVDINTUIMTRNAEUTUS

(CRM) namalerdn msusmsgnduiusiiavswalu

ynaausionsiUABuLUAaINLdITUS SEIeA
Tindaduanudnsvesgn vanganuimnidu
&1szASvea CRM anas 1 miheasiinalyl TRUST
fuwnliuiiaeddvsuasie CL geiu -0.075 nihe
vseN1sUTsanAdIusAanavziinaliray
Thndlafifisonnudnivosgniuiuie
NARINNTS Pick- a- point Wu11 8191 CRM
W38 CRM oy ndunudn TRUST Haviswasie
CL Tuszéius dvih CRM tha (Wrunans) an
durussywing TRUST fu CL azegfluseiusius
anlallevih CRM e naunudn anuduiussening
TRUST fiu CL 9%g9sinn ¥nga1ad n15vin CRM
oraihudsivaeiaiuaiialsl TRUST nsgnuse CL
danaladnnsainisusmsgnAnduius (CRM)
i1 anuduiusvesnulinda (TRUST) way
PuAnAuesgndn (CL) sxifuidunsaifnudy
geninsdifinnsuimsgnéndusius (CRM) e
drunansuaras Miduwsudinszernarlaldnige
yosRansvesiusudinaziaiesussiuionun
fiFosiAanssumsUIMINAETUS n1sUdms
gndrduiusiiuniesdionisnisuinisdanis
Fagnihunldifie Tngusrasdiiiovasliosdnis
ANN1T0IANITNTEUIUNTAGG AeluesAnsI
aaNIIReUAUDIANFDINTYRIgNATLY 1lelV
Aneufianelagean wivednisiiAanssunis
Uimsgnanduiusazdesinluseduitliinnins

avdsmasonnulingda (TRUST) Aflsennusng
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va3gnA (CL)

asuléugleo CRM Tegeluagyinlvidviua
209 Trust = CL fowe anasuazazlifinale
CRM 1A

4. nan1TIATEdayaldennnIn

M9AduBenan euARTuYea T Ty
3 13 viu Teglugmamnssudyuduaziaias
Usesvaguldialuimiselud

1. MNaNwalUni8IANT (corporate image)
wuhndnueivesesdnis Wudadefidsvinase
AnuinAvegna tnevinlin nanuaiveteIAnis
AnnamEnyalvedesinin

2. p51Aud (brand) Auddudiuaziades

A1519 2
NITIATITINTUUTIUTIEU
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Usgauluneswmainiinisaonideuluudumannuig
n91Aud et UiEnAsdenusnduivsdes
asmsdudiionansdaendnualionizia e
vnlausiusiruunnsauasTnaisy

3. 95581UTIUABYNAT (ethics) Uadausn
GuaqQ’wémﬁaéfau’jﬂam%aﬁmémgﬂﬁw INSIZAIY
FodndavfudsivinligsRioanusaduiuegly s
5umm%'aé’msim'az;ﬂﬁ’]ﬁ?ul,’%'méfué?uwiﬂszmums
nan ldlanunszuiunsiaaevdumbsivassliaum
filsifigaunmludasiogn

vonuideanulusimdna 3 ugda WU I
Yoyaiieglugnavnssudnudluazidesuszsiu
nandanuAniuassnlunseunulAnnside
\WUSInanUTENT MUR1TIe 2

#U3AFIUN15IY (hypothesis)

NANTSALATIZH

Welsuna Wenaunn

H1  AaAmauR (PQ) Tidviswaldauandenuiisug (PV) aduayy  aduayuy
H2 A wduen (PQ) ddvswaidauindeanuianelavesgne (CS) atuayu  aduayy
H3  Aaunmdue (PQ) fdvianawdeuindemiuliingla (TRUST) aduayy  aduayuy
HA  AaAMNTUIANS (SQ) TBvisnaldauandenamiisug (PV) aduayy  aduayuy
H5  AMAINN15USNNT (SQ) ddnsnadeuindeaiuianelavesgnen (CS)  aduayu  alduayu
H6  AMAINNITUSNNT (SQ) iBvanaiBeuinseaituliingla (TRUST) aduayy  aduayuy
H7  AuAASUS (PV) f8vsnaldauindenuiienelavesgndn (CS) atuayu  aduayy
H8  anuiianelavesgnen (CS) iBvSwaldauindeanuinivesgna (CL)  aduayy  alduayy
H9  anuianelavesgnen (CS) ddvswaidauindenulinngde (TRUST)  aduayu  alduayu
H10 auliangle (TRUST) d8vsnaideuindeanuiianelavesgnan (CS)  aduayu  alduayy
H11 Aulingda (TRUST) @8vEwnalgauinseninuinfvesanai (CL) aduayy  aduayuy
H12 AsumsgnAndusius (CRM) finalumisaudenmsidsuuvaseny luaduayu aduayu
duiussenineanuianelavesgn (CS) fuanudnavesgnan (CL)
H13 AsudmisgnAndustus (CRM) finalumsaudeomsidsuuvaseny  aduayy  aduayu

duiussenineanulingla (TRUST) Aumnusindvesgn (CL)
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5. NQEHFIUIIN 1. myRudnunmglideyanandiuig 13
nansaumanlaanuasnnsdunivell  vinu Sanudiud Trust dnasie CL wazhlidoya
Fengyia 13 v anseasuidungufigiusn wdnliaamdiuda Trust —> CRM $1u3u 6 vi1u

v a

(grounded theory) A4y

Anulinsla 0.657
(TRUST)

ANUANATDIGNAT
(CL)

Y

2 3 noegusndafeanulindadeanudnivesgna

2. HANITIATILATIUSIIUNUIN CRM 1w &uUseansiduniavedasnasiy (total effect) 3
AUTAUNAN9TEMING Trust wag CL l@gnuin - Avinnu 0.657**

NSUIINSNANEUTUS
(CRM)

1% *¥% LY v
awltinda 0328 AIAnAYeIgNAT

(CL)

\

(TRUST)

2 4 naufznusniadeniisnsnasennudnivegnen

#91501L931 Trust —> CL anaande 0.382  vinliilavgufignusin e lugsiadyudiuazinies
anas 50% uangl1 CRM 1lutladeaunatsuns  Uszau CRM Aetladdunansiiidenlosdninaves
d1usE1nINe Trust — CL wan1siasieitty 2 91 Trust Tg CL
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MM Aiuvelitoyandn
WiuihmsuImsgnAduiusuiasiidiuaiienany
Woulowidearafiuanuduiusseninennnuly
ilauarauinAvesgna

NFITLTIUTUIN FITEYIINITNAGDINUY
auAnvelidoyandniu 2 wwane (1) ms
UImsgnanduiudidutedoidenlosszmitennny
13slanazanudndvesgnamield (2) a3
uimsgnanduiusiduladoivasundasaiy
duiusseninanulindaduanuinfvesgn
w3alil HaN1INARBINUIN MIUIMINAIFURUS
Juihdedunansunsduszninaamulindaiu
ANUANAYRIGNAT flgdutiadeiivnudeuany
duiusseninanulindaduanuinfvesgn
Y1AUTA

nsaAUsIEna
ANANAUAT HANSANINUTY N INTINRY

a Y A

Tuseduinn aiidanudn auamaudrisvsa
BeuinseauAAsuy quamauAdsnsnad
UINAANUNanelavedgnal LazauAINEUAT
f3vsnaidauandennilingde Jsaenndesiy
mqwﬁuazmamu%’waq Kassim, lgau, Harun,
and Tahajuddin, (2014); Wang, DiRusso, Gao,
Li, and Zheng, (2016); Piri & Lotfizadeh (2016)
wag Razak (2016)

ANAINNNTUINNT HANSANINUTT ATNTIY
ogflusedunnn selifanudn aanwnsuinisd
SvBwalBauinsonuAiizul Aunwn1sUInIg
fanSnaleuindeniuiianelavesgnan waz
ANAMNTUINSEBNSNaLgavIndeaulinga
A0AARDINUNE W UALHAINUITEYRS Parasuraman
et al,, (1988) iag Mohammad & Sara (2014)
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ANATTISUY HannsAnwInUIn ANy
Tuseduann eidanudn auanfisuidsnswa
Wauandeauianelavegna aenadesiu
VoW kasNaUITeVRY Overby & Lee (2006);
Boksberger & Melsen (2011); Fornell et al.
(1996) wag Woodruff (1997)

ANUTNelavegnAl KaNSANEINUT A
seglusgiuin Weigamuin auianelaves
aneniigninallsuinseauinfvesgnan uay
Auianelavesgnanddnsnadsuindeninuld
1419 @onARBINUNgBLaLHaIIWITEV09 Khan
(2012); Arfai et al., (2013); Awan (2014) uaz
Benjawan Leecharoen et al., (2014)

ANUANAYBIPNAT NANIIANYINUIT AN
saeglusgiuin Weigamuin auianelaves
aneniiBninallsuinseauinfvesgnan uay
anulindaiidvswaldauinderuinivasgndn
aenAdBItuNgukasNaUITeV8Y Anand &
Shachar (2004) wag Shpétim (2012)

Aanulingla wansfnwmudn ansuey
Tusgduann waaganuin anulindaiionina
Wauandeauianelavedgna aenadesiu
mwﬁuazmamu‘i%’wm Morgan, & Hunt (1994);
Shpétim (2012) kag Wang et al., (2016)

N13USMIRNANEURUS Han1sAnwINUIN
AmsmeglusEAuLn Weilganun

miu‘%migﬂﬁ'}é’mﬁuéﬁwaﬁamsL‘U?i'EJuLLan
AnudTuSTEheauiawelavesgnAiualy
fnfluedgnA uazn1sUTMTanAENTuSHHase
MsUasusdasmuduiussenineanalingda
AUANNANAYDIGNAT ABAARBINUNGUUALNE
NUIT8Ve9 Levin (2000); Minami & Dawson
(2007); Jeong & Lee, 2010 wag Casalo et al,,
(2010)
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Y
= a

3 ImEJﬂﬂma‘w%waﬂﬁﬁ'}ﬁ’umaqwﬁu%miqﬂﬁ’]

£ U s

FUNUSNI U188 NaVB IR Nelave9
anAwazAulingdaninemnuinfvesanad

y 3
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HANISIATIENDNINANINUVBINITUSNIS
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anAduiusuuaNdTussEnieaulinga
WAZANUANAVBIGNAT NANITAATIEINUTIINAT
USmsgnAnduiusiisnsnasernuduiussening
mml”i’nﬂ%LLazmmﬁﬂﬁﬁuaaqﬂﬁwﬁLﬁuLﬁduﬁ
wgidutuionandumneduingudyud
uaziadosseiudussiafigndndasndein
Auarnsiaaeududinouriinisdelagianis
SpudluazinieUszivunsduiiisnnige wu
st WWudy wiagilinnsyihAanssunisusuis
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JDLAUDLULAIUITINIG N1FAINITYNUIN
nan1939uluuiunvesdyuduaziaiealszau
atuayuLuIAnLazngudwuuavdyianu
fanolavesgnan (ACS) wagnuINIsANYIT

Ao A A ) i ¢

AN MEFILUTBUTAINAILUsTlunsAnw
Feanunsarhundsuldlunisideassdel As Jade
ANUNNENEAIVDIDIANT UIFUAURTIEUALAY
Uadeinuasserussasiogna

YDLAUDLULAIUNITAAIN N1FIINIFYNUIN

¢ ' v oA vy aa
nsAnwAsaduieliladayanianuanig
19ZIWINTU BIANTNIATTUALLONIUAUTOUNE

a o ad o av o X v oA

ndenvguimhuldlumadeasai lldie
Wusuamalunsnnaunusazimungaainssy
o = A ) a |
dudluaziaieslseiu wavltlufanssumnise
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v 0 awv & .
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a Y o o s N 1%
YBINTUIMIGNAFURUS (CRM) Ndlsianisaing
anudnAvesgndn Wunsuimsgndnduiusiv
anAm1sBumeside (E-CRM) wsefnwilungy
= v A ° - i o =
wsesUsyauiunesdn vienguuesdnudiuag
= o Ao N v X v
wwsesszAundinaluladitnuiieites (smart
jewerlry) N13fnwILArIATIBRLENNGUTENIN

a < ¥
Preuazreye 1 Uusuy
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