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Abstract

Currently, retail market has rigorous competition. As a result, all businesses’
strategies have to be adjusted for their advantages over their competitor and the
Customer Relationship Management is one of most strategies utilized by all businesses.
Extra Future Store is successful in CRM by using the RFID (Radio Frequency
Identification) technology in form of RFID member card. The Extra Future Store’s
customer is able to stamp such member card with the LCD attached in front of the
trolley and this member card usage can response the customer’s need rapidly.

This study aims to recognize the attitude of customer for using the RFID
member card issued by both supermarket and hypermarket located in Thailand as the
same usage in the Extra Future Store.

This study has been based on the Quantitative Research by means of the
Survey Research. 400 samples of respondents in the supermarkets and hypermarkets
situated in Bangkok had been surveyed with the questionnaires. The data collected had
been analyzed with statistic method, along with the SPSS program, as well as the
Descriptive Statistic in form of percentage. Based on the analysis, the information
regarding the respondents which consists of their general description, their activities
and their attitude for using RFID member cards would be illustrated. The inductive
statistic, Chi-Squares statistic, had also been utilized for testing the relationship among
the variations with the Level of Confidence at 95%.

This examination has concluded that the retail businesses in Thailand are
capable to employ the RFID member card in the same manner of Extra Future Store.
This would benefit for not only the customer but also the retail merchant. The evident
resulting from this study has also demonstrated that the customers have the good
attitude for using the RFID member card as well as have been interested in and tend to

utilize such card continuously.



Furthermore, the study has evidenced that business’s potential for using the
RFID technology are as below;

- The percentage of the respondents shopping in the Tesco Lotus who has
interested in RFID member card is 81.00%, and tends to use in RFID member card is
70.00%.

- The percentage of the respondents shopping in the Carrefour who has
interested in RFID member card is 84.00%, and tends to use in RFID member card is
70.00%.

- The percentage of the respondents shopping in the BigC Supercenter who
has interested in RFID member card is 75.00%, and tends to use in RFID member card
is 62.00%.

- The percentage of the respondents shopping in the Tops Supermarket
who has interested in RFID member card is 73.33%, and tends to use in RFID member

card is 56.67%.

The sample of respondents can be divided into 4 major groups as follows;

1. The respondents with the age of 21-30.

2. The respondents with the age of 41-50.

3. The respondents having the member card and using to join the activities
arranged by the business issuing such member card.

4. The respondents having the member card but never joining the activities
arranged by the business issuing such member card.

As a result, for the successful business undertaking, the business’s strategy

shall be provided in line with aforementioned four groups of respondents.



The recommendations for the retail business are as follows;

- Retail business should be more educated in regard of RFID technology
together with its advantage;

- Four group of respondents in which the retail business should interested
ought to be introduced to the retail business for the strategy prescribing;

- The advantage of RFID member card should be explained to the customer
by the entrepreneur. This will make the customer recognizing the card importance and

interested in such member card and the entrepreneur’s investment shall be successful.



