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The purposes of this thesis are: (1) to study the strategic approaches of the company providing goods and
services in the marketplace and its implication based on relationship marketing, (2) to conduct a comparative study
between consumers product producers and service providers about their applications  relationship marketing, and (3)
to specify the potential problems and constraints in implementing relationship marketing strategy to its organization.
Regarding the research methodology, it has been conducted by having an In-depth interview with executives and
supervisors in customer relation division of different companies. By this approach, it has been divided into two major
categories. Firstly, consumer products consist of five firms of car producers, five firms of mobile phones, and five firms of
shampoo producers: next service sectors consist of five insurance companies,five firms of credit card providers, five

hotels altogether32 persons from both categories.

The research finding shows that both consumer product producers and service providers adopt Relationship
Marketing to enhance a good relationship with end-users appropriately to its goods and services. Clearly, the latter,
service providers, have implemented relationship marketing on average higher than the former, consumer product
producers, do. Besides, both of these markets have implemented Relationship Marketing via direct channel at most
Specifically, the consumer product producers will work through direct mail while the service providers will work through
direct sales. However, the frequency of implementing for such strategies will depend upon the appropriateness of its
physical factors towards products or services, but not because whether it is in consumer product markets or service
sectors. The marketing program for consumer product markets will mainly focus on product development, sales and
trade promotion while delivering good service to strengthen the good relationship with the end-users and building up
good corporate image have been implemented as the marketing program by service providers. However, the limitation
and problem management  applying Relationship Marketing for both product and service sectors is likely to be the
same. Variety in consumer demand, which is difficult to figure out the exact bundles of service to satisfy, is the major
constraintin implementing Relationship Marketing to both organizations. By and large, consumers have not provided the
accurate information to establish consumer database to apply for Relationship Marketing. the future, however, it is
prone to have an innovative medium or strategy to develop new system of collecting the consumer information for
establishing consumer database which will be a well support system for facilitating to adopt Relationship Marketing as a

strategic plan.
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