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Abstract

The study to study effects of different levels of factors on customer
relationship management and loyalty to department stores in Bangkok,
including the influences of travel information, marketing communication,
to goals for the purchase of goods and services and to study the influence
of customer relationship management and loyalty to department stores
in Bangkok. For a qualitative research, the sample group containing 10
executives of customer relationship management who were able to
provide insights. For a quantitative research part, the sample of 400
people. The results of the research found that the sample group was 268
females, representing 67%. Most of them were 21-30 years old, representing
42.3%, with 269 people 67.3% had a bachelor’s degree. The majority of
53.3% have a number of family members of 3-4 people and there were
191 people or 47.8% earning 15,001-30,000 baht per month. The model’s
goodness of fit indices gave SRMR = 0.05, CFl = 0.96, NFI = 0.96, TLI =
0.96, and GFI = 0.94, which was considered acceptable. While the RMSEA
=0.02 and ¥*/df = 1.56 were considered satisfactorily acceptable. The
hypothesis testing results showed that marketing communication and
purchasing goals had a positive influence on customer relationship
management with a statistical significance at the same level of 0.001.
Also, it was found that the goal of purchasing products and customer
relationship management had a positive influence on department store
loyalty with statistically significances of 0.001 and 0.01, respectively.
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auufgIuil 6 v, 0.078 8.182%wxx
aunfigiudl 7 B, 0.302 3.426%

*Significant at .10 **Significant at .05 ***Significant at.01 ***Significant
at .001
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N7 1 waﬂ’m/maauaum‘?gm‘lm@jﬂ'ﬁmszﬁwé Gamma wae Beta
mmgﬂmwﬁ 2 WUl Adrliaudenndesnaunduiuesiiing (goodness of
fit indices) Hu and Bentler (1998) nayi1 Tgesinvesrnduidaesves
mwmmmmﬁaummgm (SRMR) wagAinsgRuANUdannandUSauLiieu
(CF) visamAvsiauaenAaInalnaueduivns (TLI) BIoAduiianuaain
wisulunsUszanarmsines (RMSEA) aladmilsiifiosonds naiild
Ap AANNERAARDINATTInTEAUAINNaNNaY (GFI) = 0.94 Adeiiadnu
ADANABINANNAUTIELIMNS (NFI) = 0.96 ATIRTEAUAL@BRARDIUSIULTIYU
(CFI) = 0.96 A1 INVBIANLAALEIEDIVBIAUAIALARBULNTEIU (SRMR) =
0.05 Adianunanedoulun1sUssanaAInsfmes (RMSEA) = 0.02 way
Ala-aunsduivg (/df ) = 1.56 Fmnarrunasisensuldogisimela

A1519% 2 aUNaNITNAGRUANLFATIY

AUNAFIY NANINAFHRUY
aunfigud 1 Jeyansiiumseziidvinaiauinsenisuimsgnan Lildsunsaduanu
dunius
aunfgud 2 deyansAumeasiiBvinadeuindenmindserasm  luliFunsatuayy
dum
aunfigudl 3 nsdeansniseaateiidvdnaidauindonisuimisgnin Iesunsaiuayu
duus

Na

auufgIuil 4 nsdeansnisnainvzddvisnaldauinderudndsens  ldldsunsatduanu

assnauen

aufgiud 5 Winnensteaudagiidinadeindensuimagnd  IdFunsaduayuy
duus

auufgiud 6 Wivsnensteaufaziisinadndeaufnfrere  Idumsatuayu
ATINAUA

aunfgudl 7 nsuimsgnénduiusesidvinadauindennudndsevne  dFumsatuayu
ATINAUA

aAUT8NANTINY
NsAeaNINIRANNBVENATIUINAINTUTIMIANAENTUSTdanARDY

o°

fu watl Tameygeia (2558) na131 msdeansnismainiluwwiujuaid
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dnduisasandud esanisasmauidoshliusinadnruiaduiu
fusumisfise aanudl msliudnisvieianssuse q saumedeadauaunuls
darliuinisauinnisuendednasludsyanady dagsudiinaiaminis
doansiididiiugraiouasaruiwihvesnaluladyafvia n1sdeansnis
pandsretumsaivaTTAsEiuLasE o veteAnT S o AUA U
509 (Storytelling) Mdladny agviouliiiuanrvesdudvidonumindetio
vosoadnsiielinduihmanefiangfinssunisteniedausnidewusus fns
wughuendetmasluduiieunieauin iniesleflidemsmanainiivany
sULUU WU aavneydédnnsedng Thelawan luuds Insvied deanuvse
ndUAReflddm3u Social Media lewanludessulatl aenndesiu Maxwell
(2562) nani1 MaReansmammakarnsaieNEusiuduFesiiiatu
Wi 9 A Qﬂé’wmmﬁwﬁaa%qﬁﬂuﬂaﬁiastuﬁﬁy’u A vt fedu wedne
fifdsdeanstornudodlinnuddyiuauilannnitldnnuddganedad
Aufieants drunissuuuumsdeasuulanseulatiduifesulimnyanuud
nsasganRaulaanngulmving
hynenisteaudriiBvinadauindentsuimegnéndinius aonades
fiu @379500 15350 (2550) Nandn mMsnszvinginssuguslaadunisdum
yiedteifeaiunginssunmsdeviomslivesiuslnaiiensiudsdnuaraim
foansuaznninssunistouazmslivesiuilng aunsoluliausunaems
aduaudiiusiugndld uenaniianudlanginssuduilaauds Snuis
Hadeiviilviguslnafianela Ao msu3nns Feaenndesiu Lovelock and Wirtz
(2007) n@in msuimsiiufanssumaasusiefigliudnisauslvungsy
wnslaedlnaudinisusnmsiduionssuiideserfodseansnmaunanie
yhlsFuuinsinanuienelagiiliuinng maensufianeladsweaieduning
fidolfdudwes
uanenisteAudniidvinaidiuandeninudniderisasnaudn
depmaediu ulatu Shwieeana (2560) wui weAnssunsidauleden
\ndsauazdiulsraunansnaniidninasenisuimsanAduiusuasnis
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En

faa a

dnduladeuarmsuimsgnAduiusiansnalagnseianisindulade ety

¥

Hmnensteviennfinssunistodudiiifinnudosnisitaausuduby
ﬁu‘%‘lmaxﬁmsﬁmumL{]mmaﬁﬁmﬁu e A3a0d 1330 (2550) wAingsu
fuslam Ao 6Ws wazlH Bos gnédefilvu (Where) gnédvhanudilady
ngRnssunsderesgninindestodudaliau  ilvu (outlets) wieazmnly
Msfussmsthiauesuuuy Msuimstesmensiaus iz an vy
foansvesgninusaznguiiaiannaienelaliuignanldun

(7 sala a a

N13USMIINAFUNUSIBNSNaTIUINFoAUA AR TINEUAN

donAneaty grswey uAWa (2559) AnwiFes AmnudnsvesgnAIniy

1%
I3 Y Y )

LWINNITUTMIRNANFURUSVRIRN AT IUAEAINTD NUT1 ANLFIILSTENI
nagNSNSUSIMIaNAduTUSHaANANATewEUIInA WUl NnFuYeINaeNs
MsusmsgnAduiusiaudiusAeruinfvasiusnaeeilted Ay
affeniunagndnisuims gnnduiusiunisinaugnaflaifiaudusiug
funrusnAgunstesogeiitodfyniseni ﬁu’%ms%ﬁuazmﬂ%a AT
anuddgiunsumsgnAduiuslaemvuauuimislindnauiianudila
waziiunddyvessiinnudiiusaatugndilunn 9 Fuvesnisuims
andnduiusuazarsiinudAgiunisianisanudnfnugluiunisuims
anénduitus Tnefmuslyminnusienudlauasifiunnudfoueamsignd

=~ o a1 v & 2 o2 oA 0o 9 ¥ a w o &
fimnuindreiuasaindedududsddynvilvusdnyszaunadnisalunis
ALUGSAY

Uselowiitlésu
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ihfumsfinufatladeiifdvinadenisuimsgnéndiiusuaganusndsering
assndudlunsammamnuns Tasfnuideluedndiulugjastiufnulufiens
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