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Customer Opinion Towards Customer Relationship Management

Approach of Suksawad Thai Plywood Company Limited, Chiang Mai Province
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ABSTRACT

This independent study aimed to explore customer opinion towards customer relationship
management approach of Suksawad Thai Plywood Company Limited, Chiang Mai. The population included
the customers who had purchased products from Suksawad Plywood Thai Company Limited, Chiang Mai in
the past year. The data were collected from 120 respondents: 40 resellers, 40 furniture factories, and 40
companies, interior decoration contractors, contractors, and advertising media companies. The data were
preliminary analyzed by using descriptive statistics: frequency, percentage and mean. The comparisons of
means were analyzed by inferential statistics: one-way ANOVA and independent-samples t-test.

The respondents had opinion towards the customer relationship management guidelines of
Suksawad Plywood Thai Company Limited, Chiang Mai at the “agree” level in every aspect. The highest
average scores in each sub-factor included: identify, including customers allowing the company to collect
purchasing data to develop customer relationship activities; differentiate, including customers who agreed
with customer segmentation to offer different benefits for each segment; interact, including customers who
want the company to inform them about promotions and discounts; and customization, including point
collection activities for special discounts which is interesting for and maintains customers.

The study revealed that different customer segments did not have differing opinions on the
company’s customer relationship activities. The opinions of the questionnaire respondents regarding the
company’s customer relationship activities according to the most recent use of the service are different in
2 aspects of customer relationship activities: differentiate and customization. By the frequency of purchase,
the respondents had different opinions in the identify aspect. By the monetary of each purchase, they were

different in identify aspect.
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