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ABSTRACT

The objectives of this research were to 1. explore the customer relationship
management, 2. to assess the service quality of Maha Sarakham Cooperative Company Limited,
3. to identify the relations of the customer relationship management with the service quality, and
to find some useful suggestions for improving the service quality. The target population was three
hundred and eighty six members of Maha Sarakham Cooperative Company Limited. The
instrument was a questionnaire with .96 reliability index. The statistics used were mean, standard
deviation and Pearson’s Correlation Coefficient. The research findings were as follows:

1. The findings showed that the average level of the customer relationship
management of Maha Sarakham Cooperative Company Limited was high (X =3.63). Four high
rated areas of the customer relationship management were database of the customers (_X- =3.64),
designing a program for building the relationships customer relationship (X = 3.64),
application of technology (X =3.60), customer retention (X =3.59) respectively

2. The findings showed that the average level of the service quality of tMaha
Sarakham Cooperative Company Limited was high (X =13.88). Four high rated areas of the
service quality were maintenance of the images (X =3.92), friendly and kind service (X =
3.89), customer-based service (i = 3.86), respect on the customers ( X =3.85) respectively

3. The findings indicated that the customer relationship management was

significantly



related to the service quality of Maha Sarakham Cooperative Company Limited at the .05 level.
The index of the relations between the customer relationship management and the service quality
was high (r, = .674).

4, In conclusion, the study shows that the highest level of the frequency of the
suggestion for the customer relationship management is customer retention, and the highest level
of the frequency of the suggestion for improving the service quality is respect on the customers.
Whereas, the lowest level of the frequency of the suggestion for improving the customer
relationship management is specifying a program for building the customer relationship, and
the lowest level of the frequency of the suggestion for improving the service quality _is

maintenance of the images.



