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The purposes of this study were to investigate the following : 1) socio-demographic
characteristics of the CMRU CO-OP’s customers 2) information from the CMRU CO-OP’s
customers about public relations strategies for customer relationship management
3) recommendations for CRM. Respondents of this study consisted of 345 CO-OP’s customers.
These sampling groups were obtained by systematic random sampling and the Taro Yamane
method. A set of questionnaires was used as a tool for data collection. The questionnaire comprised
both open—ended and close-ended questions and it had been tested for reliability and validity. The
obtained data were analyzed for finding mean, percentage, and standard deviation.

Results of the study revealed that most of the respondents were female (64.40 percent)
with an average age of 26.97 years. Most of them were students with an average monthly income
of 22,267.01 baht and had uncertainty buying behavior at the CO-OP.

The study of CO-OP information management showed that respondents were strongly
exposed to CO-OP’s information on laws, staff, public, process, distribution and product
respectively, However, respondents moderately exposed to information on communication and
promotion, price, and facilities. |

For information used to study, crate and develop PR for CRM, results of the study
revealed the following: 1) the respondents’ attitude toward financial aspect of CO-OP was
positive; 2) the respondents were satisfied with customer services; 3) the respondents perceived
that the internal process of CO-OP were systematic; 4) the respondents would like to see the
CO-OP support for training staff and self-development; and 5) the respondents perceived that
CO-OP’s staff were honest.

Based on the respondents’ attitudes towards the development of public relations
strategies, the respondents recommended the CO-OP into 2 parts, information and procedure.
For information, they were: 1) strongly concentrate on facilities, price, communication and
promotion; and 2) continual provision of the information extension about laws, staff, public,
process, distribution and product. For procedure, they were 1) information extension should be
added more on customer services, social responsibility; and 2) development of the internal
process and support for staff training and self-development. These should be risen up on the

perception, understanding, acception and long term CO-OP support.





