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Customer Relationship Management (crm) Strategy
for Building Loyalty of Supercenter Customer in Thailand

Sompon Thungwha' WorraponWangkananon®

Abstract

he objective of this survey research were to: (1) survey the CRM strategy using of
Tsupercenter in Thailand according the perception of customer; (2) survey the satisfaction
and the loyalty of supercenter customer in Thailand; (3) factor analysis of CRM Strategy,
customer satisfaction, and customer loyalty of supermarket in Thailand; and (4) analyze
the influence of CRM Strategy and customer satisfaction on supercenter customer loyalty in
Thailand. The population of this research were the customer who use the services from
supermarket in Thailand. The sample size is 800 by multi-stage sampling. The instrument for data
collection was a seven rating scale. Data were analyze by descriptive statistics, structural equation
model (SEM) analysis that consisted of confirmatory factor analysis (CFA) and path analysis
The research s result showed that (1) The supercenter in Thailand used CRM strategy relative
high. (2) The supercenter customer in Thailand are quite satisfied and they had the loyalty at
a moderate level. (3) The observed variable of CRM strategy that had the highest value of
standardized factor loading was the product leadership. The observed variable of supercenter
customer satisfaction that had the highest value of standardized factor loading was the satisfac-
tion about standard of goods and service. (4) In addition, it showed that CRM Strategy had
influenced positive directly on customer satisfaction. It had influenced positive directly on cus-
tomer loyalty and had influenced positive indirectly on customer loyalty through customer
satisfaction. And customer satisfaction had influenced positive directly on customer loyalty. CRM
Strategy could explain the variance of customer satisfaction and customer loyalty 74.9 percent

and 75.6 percent, respectively.
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+ Innovation at customer level
* CRM is dominant

779 1 Value discipline model (Treacy & Wiersema, 1993, p. 3)
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An3naAidIuIy 5 vty Wemien Index of
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LuUADUNAMNE Fanudilenunnndt 0.5 uand
JuuvgeuawE Sanudfleinseeaiiom Suwi
mon Tirakanan, 2005)

2. Fn1snTIvEeuUANLTesTY (Reliability)
YR UUEIUNIY 1n8n1571A1 Cronbach’s alpha
(00 Vel Fanudn FuusdaTuna
nndadiaauinndn 0.7 deduuansdn Tudid
LuvaouaNTIaA LSBT ndday
\HosTu (Rattana Siripanich, 1989)

nsiiusivsndeyaviilaenisldninau
aun uaen1Tinseviveyaldaia Feeluil fe
(1) afiALBIngsadun (Descriptive Statistics) Leiln
N5UANKAIAINE (frequency) wazA1Sosas
(percentage) Anade (mean) wardrudoauu
1M1 (standard deviation) (2) N153ATIEN
luaann1slAs9ase (Structural Equation
Model: SEM) Fafinsiinsngsirnadasowios lun
MMTIATIZYRIAUsENaULTEUSY (Confirmatory
Factor Analysis: CFA) kagnN15ILATIZMAEIMS)
LEUNIIAUENRLS (Path Analysis)

NAN133TY

nansIsevesidedest wui

1. nguitegefifing anun 800 Au dau
Ingjengegsening 21-35 U (51.5%) \Junaneds
(59.9%) Tanunmansaidulan (52.1%) uenan
Hudrulnafnsinwseiuusyang (48.9%)
Usznavadmduntdnauienau (33.2%) uaziisne
Ieglutag 10,001 - 20,000 v MslEnagnsnis
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Usznelng wanseeeinutinessdsenau (W) Tu

o o aa

JUATLUULATZIUAINIINAGR UL AN 19aii
(t-test) V09U LHILARINTT 1

AnminesdUsenay (A) lugupguuninsgiuain smaaeuled 18y nuaan (t-test) Yoadauysuas

AanUsdanalavaananusuel duiinesusznou Amedeutieddy R
) (t-test)
AaudsnagnsnsiansauduiusiugnAn
1. pnududamensaiueny 0.722* - 0.50
2. g uUNEnnu 0.863* 25.174 0.53
3. AnulnaTaiugna 0.815* 23.803 0.71
AaudsAuanalavasgnan
1. Anuianelaniusian 0.781% - 0.51
2. puaneladusEuunITINNIg 0.847* 28.385 0.74
3. AUTINBLIAUNIRTFIUVBIAUA 0.866* 26.350 0.80
WATUINIT
4.ANUNINBLIAUAINENNTONDUAUDS 0.832* 25.099 0.75
AIUADINTT
AuUsANINANAVRIGNAD
1. msuldusnsen 0.875* - 0.78
2. miuaﬂiﬁ’ﬁﬁumﬂ%?ms 0.873* 30.384 0.86
3. n1slilulduinisiiou 0.433* 12.316 0.56

*p< 05

91nA1519 1 WU Annesdussneuses
fuUsdunale (Factor Loading: A) nndauys
Iedfeyneata (p-value< .05) NNA1 LagA
Aufisans o auduius vosdnUsdune
19 (Square Multiple Correlations) Tpg@auus
amniietmiinesduszneuanasguegil 0.70
¢ 0.93lneildduUszansnisviiune (R &
Jowaz 43 feTovay 86
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utusiugné wut sudsdaneldfisianionn
2IAUTENBUNINIFIU Seddduanunlumtos
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muUsanuiianelavesgnal wudt fudsdans
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nsuenbigeuanlduins wasnislaldlduinisd
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4. AFIATIERDNTNALULARAUNITIATIASN

=

\eAuMANBYENaTelumaNagNSNISIANITAIY

[

wiusiugnen wagauianela Masnernuasn

9
Beaaauanunluvnee Taka nnsunlgusnisen ndvesgnagilosiduneslulsenelng

1379 2
Andminasavsenev (A) lugUnzuunsnnsguninismaeuldea1Aynvais (ttest) vodsauysus

Fuiusdanumanzauwed AR Lnaul AU
1. maddla-aunaas (Chi-square: X9 27.184 ffodAry VIR
YNGR

2. ASEAUTBAATYNINEDR (p) 0.296 p > .05 REFVRETSHY

3. Ala-aumsduins (Relative Chi-square: 1.133 X?/df< 3.00 REFVRETSHY
X?/df)

4. piinseAuauuNzauned (Goodness  0.993 GFI> .90 WAy
of Fit Index: GFI)

5. ffiiseRuaumnzauneAiuTuniuds  0.985 AGFI> .90 WLNZE
(Adjusted Goodness of Fit Index: AGFI)

6. srinnuesiddeuaievediuiinge 0.013 RMR< .05 WAy
(Root Mean Square Residual: RMR)

7. dfisniiaesvesaunainadoulunis 0.013 RMSEA< .05 T
Uszunue (Root Mean Square Error of
Approximation: RMSEA)

8. AATEINAINUTTUTAUDITEAUAIL 0.433 PGFI> .40 LN AL
WNzaunen (Parsimony Goodness of
Fit Index: PGFI)

9. ATINTTAUAMUNIZAUNDALT 0.999 CFI> .90 LN AL
W3suLigu (Comparative Fit Index: CFl)

10. At inszAUANUIALZ AU NN 0.995 NFI> .90 WAy

(Normed Fit Index: NFI)

J5Ua7n Hair et al.(1998)
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MWNéﬂ‘UQﬂﬁW a319AU3NANAYRIgNAI
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e®  We

AIasIUsEaN51%934 (Path Coefficient) §n5Wan19634 (Direct Effects) nsnanNeeu (Indirect Effects)

uazdnsnasi (Total Effects) vossiuysnagysnIsinnsamainiusiugnm) uazauisneloye

anmyesidumesTulssmalve Nineniusesninivegna

5 AUNanalavaIgnAn AN ANAYaIgNAI
AauUsing (Cause)
DE IE TE DE IE TE
nagnsnIsIanIsANNdNiuSiugnA1  0.865* 0.865%  0.320% 0500 0.820*
ANUTND1IYDGNAN - - - 0.587* - 0.578*
R - SQUARE 0.749 0.756
*p< .01

HANTIATIEVTRLAINANTIE 3 WU MY
duiuslasaasiadadusenitenagnsnisdnnig
ANUFUTUSiugnen uazauianelavedgnan
giledidumeslulssmalne Aildonuasingng
v03gnén munsouwLaAn sl

1. Nsdnnsanuduiusiugnen deviwa
navInlagnsreauienelaveana agadl
Hoddnmeadnfisedu 01 Tnedadninasou
Total Effects (TE) v1fiu 0.865

v ¢ (% aa

2. N159ANISAMUFUNUSAUANAT UBNENA

Y
a %

NUINLAYATIRBAUITNANATDIaNA1DE 14l
HedAgynvatanseau .01 dA1 Direct Effects
(DE) winfiu 0.320 uagildnsnaniauinlagseusie

ANUATNANFAVRIGNAINIUN AR INBTRYD4

anAn den Indirect Effects (IE) irfiu 0.500 lng
fiAn8nswaTiu Total Effects (TE) irfiu 0.820

2. AufanalavesgnAndansnaniauan
lngnsatonuassninavesgnan dudAgynis
afi@fisvsiu 01 fieh Direct Effects (DE) wirfu
0.578

AnduUszansniswennsal (Coefficient of
Determination: ) vasiaulsudeniglu Ao A
fanelavesgnan uazAsNINAvegNAT dm
Wiy 0.749 Uag 0.756 LanainfmikUsnagnsns
InsANuduRusivgnA1 aunsasuiuesue
ANULUTUTINYRIMILUIAUNanelavesanAl
wazaNasinAnsvesgnan ldseray 74.9 uaz
75.6 ANUAAY
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