Journal of Management and Development Ubon Ratchathani Rajabhat University
Vol.7 No.1 January - June 2020

%

N1IAAIALTIAUNARLS WiNaadeauinfvesgnAtlugafdvia

N
Relationship Marketing for Creating Customer Loyalty in the Digital Age

winsy loeidlos! g ueile® gasins auda®
Y AgUIMIEse aiendendn “anusunsesie unminetdoudld

Nongkarn Chaimuang! Soayee Saefung? Sutapat Kongkerd®"
1"7’Faculty of Business Administration, Maejo University 2Facutty of Business Administration, Payap University
“Corresponding Author E-mail: sprightlyl2@hotmail.com
(Received: 16 Oct, 2019; Accepted: 16 Apr, 2020)

UNANED

& A

unAIvnisll ddnguszasdiiolusumnsdmsugusenaunisuasiaulalunism

a

a o N

g3nveoulal Wiedenndeatvynfda niegaUszmalne 4.0 lunisdwnalulagwiddyd

q
< a

didnvseindiiunuszyndldfunagnsmanisnain dausznounisazdedlianudidnlunis
deansfidaiau uarsinsr sullufanmsaireanudesiuuignn iteidunisasrsanuduiudszes
g17 efiBuniuinnsnainiBediius (Relationship Marketing) InenagmsnisnanaLdaduiug vin
leivanes 017 annmwess@nfas nsliusnns msdeans wazmsnevaussedodouiou 1Wudy
nagnsmandaztsudTymnisdeniou nmaviuumasitmuanuduius sauludnisidia
Snsndhunstesianios mafeasuuutindeuinuesgnd auilugaruinivesgndn

o

AR NMIAAIALTIEITUS MIRaIARdTa ANUANAveIgNA

Abstract

The main purpose of this academic article was a guideline for entrepreneurs and
people who are interested in an online business. In accordance with the digital age or
Thailand 4.0, Electronic commerce technology has taken its place in marketing strategies
which the entrepreneurs shall focus on fast and strong communication, as well as building
trust and confidence amongst customers forming a long-term relationship, also known as
relational marketing. The relationship marketing strategy contains several means, such as
product quality, service quality, communication, and response to complaints. These

strategies will assist in solving complaints, improving and developing customer relationships,
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with also increasing customer purchase continuously, word-of-mouth communication, which

leads to customer loyalty.
Keywords: Relationship Marketing, Digital Marketing, Customer Loyalty
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