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Abstract

In the current era of globalization, customer has choice to consume a wide variety of
products and services because there are huge amount of them in the market. The manufacturers
have to find strategies to communicate brand to customer for recognition and loyalty. Thus, the
marketing strategy or guidelines are not only determined by the marketing mix (4P’s) but must be
determined from the customer perspective to serve the real direction of consumption. Therefore,
4C’s strategy and customer relationship management (CRM) are used to make the most impression

and loyalty to customers.
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wnzanuazva Ve fidureadunsinse
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nsdeansmsnanaidaysannsindunszuaunis
YoM IRALILarNTIITUL UL vadlusunsy
nsdeansiiteliiutinlaguslaanatvane Tned
fngusrasdifloarmansznulnensadonginssu
URNATRET

Lane, Karen & Thomas (2002: 391) 1w
ANumNeLiANIAgITUNsEeaI3NIMAIALE
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UseLnn (Wongmontha, 1997) 91

1. Advertising ¥isanislawaniae nslawan
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Promotions) siteaderuanlalidedud Tau
N1980 WAN Lan wax N1STILYA NITUVITU AITHAN
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v o 1
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=>4
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3. Personal Selling vSawiinauwe dsdiordu
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5. Direct Marketing and Direct Response
Junisdeansniseainildnisnainuuunsitay
A5l Direct Mails 1uaaglunisiinisnann
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LY
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Fair wazdnuansdud deldnguidmaneiinsandy
wsgmnludoflugudnisiiioly Audiy
Aiisnags uazaufiilulugudnslailfianly
iataeslinednnau udruiidilugaunans
wladiaes dlngfeluneanomesiinedniu
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