UNARSD

£
v o

UARAUNINNTANEINITUEINNTUTUNIgN A FNR TN I 1a9LTEn an
= o o te 1 [ '3 dl = o dlda a ]
nzidaulunaraudnninduiadszmalne dnglszasAinedneadaniansnasonis
WansantiinNsUInsgnAduiusun e Inatanszuaunissnd@ulaluudnnssuaes Everett
M. Rogers 14 dmavunuasuninlunisdnsnaisiiunainuanadiadeiiae dandidae

o & I Y o I 14 o 3 o o tﬂlzﬁ a o ‘;/
n1saann Wautadneany war §9anisdiagnatdniug dadansnmtlusuidedl
dsznaudas n1sfuflsslaaananistiinisuiunsgninduiudunld anwoizadrAng (1uin
BNANT NALNTBIANT TTULATAULYN AYBIBIANT) ANHIUTHANI AT LAZANHIUEYIHLTUNS

(mmmzmiﬁﬂm) HARINNNTANST WL9N ﬂ@ﬁﬂﬁﬁ%%ﬁwammiﬁqm@u‘%m?@ﬂﬁﬁmﬁuﬁ

11 1Hun 11m99ANT @18 B9NHLEINT NANSIBIBIANT Ustinnaasn@ns il



Abstract

This research studied the adoption on the Customer Relationship
Management (CRM) theories from the listed companies on the Stock Exchange of
Thailand. The objectives are to study factors influencing the adoption on the CRM
theories. This research applied the decision-making process in the innovation of the
Everett M. Rogers. The questionnaires data were collected from various parties as
follows marketing managers, sales managers, and customer relationship managers.
Factors studied in this research include perceived benefits of implementing customer
relationship management, organization to the styles (corporate strategy, organizational
size, Corporate Information System), product characteristics, and styles of management
(Age and education). The results of the study showed that factors influencing the use of
CRM are the size of the companies, ages of corporate executive, corporate strategies,

and types of product.



