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ABSTRACT

The Comparison of CRM Strategies in Mobile Phone Providers effecting on Customer
Loyalty: The case study of AIS DTAC and TRUEMOVE has two objectives. The first objective
is to compare the CRM strategies of three mobile phone operators in Thailand, namely, the
AIS Plus program, the Jai Dee program of DTAC and the True Privilege of True-move. The
second objective is to study the CRM perception of customers through the Integrated
Marketing Communication (IMC) touch points. The questionnaires were collected with 452
mobile phone users in Bangkok metropolitan. In addition, focus group interviews of three
mobile phone providers were also conducted in order to elicit more customer insights.
Percentage, mean, standard deviation, the t-test and Pearson analysis in bivariate correlation
were applied as the statistical analysis tools. The research finding showed that the samples
were comprised of 239 males and 213 females. The majority of them were aged between 26-
30 years old and graduated with a bachelor's degree and worked for private companies. They
had an income of 10,001-20,000 baht per month and spent in mobile phone usage less than
500 baht per month which stayed in their networks for 1-4 years. AIS became the most
favorite network. TV was the popular IMC touch points and call center was the admired
feedback. The majority of them chose mobile phone providers by themselves and gave the
priority to the network efficiency. The hypothesis results revealed that CRM strategies of three
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mobile phone providers were significantly correlated with customer loyalty. By the bivariate
correlation, the CRM satisfactions in 5 aspects such as the product value, the service value,
the people value, the image value and the customer expectation value were matched with
customer loyalty in 5 aspects such as the word of mouth communication, the price tolerance,
the preference, the brand commitment and the brand identity. The overall CRM satisfaction
variables of AIS Company showed significant correlations with brand loyalty. Moreover, sex
significantly correlated only with websites. Age, on the other hand, significantly correlated with
radio, billboards, websites and call centers. Education also significantly correlated with
billboards, websites, social media and SMS/MMS. Likewise, careers significantly correlated

with billboards, websites, social media, call centers and counter services

Keywords: Customer Relationship Management (CRM), Customer Loyalty, Integrated Marketing

Communication Touch Points
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