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ABSTRACT 206816

The objectives of this research were to study the Maruey Knowledge and
Resource Center (MKRC)’s Customer Relationship Management (CRM) system as
well as customers’ opinions and expectations, and to develop guidelines for a suitable
CRM. The samples consisted of 6 service providers (the Ditector of Thailand
Securities Institute --TSI, the Library Head, librarians and an assistant librarian), 8
internal and 8 external customers, and 45 customers who participated in CRM
activities. Research tools were in-depth interview forms, group interview forms, and
questionnaires. Qualitative data was analyzed by grouping, reducing, and
summarizing based on word group analysis. Quantitative data was analyzed using
frequencies and percentages.

The results showed that: (1) MKRC had no written CRM policy but
undertook CRM activities regarding products, services, personnel, and image. There
were problems and obstacles in terms of the number, knowledge and abilities, and
development of personnel. (2) The customers had the opinions that the products
were useful and diverse and the services were convenient and suited their needs. They
felt the temporary personnel lacked knowledge, abilities, and service experience.
MKRC had an image of being a source of information services on the capital and
investment markets. (3) In terms of products, the customers had the expectation that
MKRC would increase the number of products, improve the accuracy of the retrieval
system, and change the location of the call number. In terms of services, they
expected that MKRC would reduce the price of the photocopying service. In terms of
personnel, they expected MKRC would continuously develop its personnel. In terms
of image, they expected MKRC would uphold its image as a source of information on
the capital and investment markets with customer-centered services and would
publicize its image to a wider audience. (4) A CRM that is suitable for MKRC ’s
customers should create value in terms of products, services, personnel, and image.





