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Abstract

There are two objectives to this research; 1) to analyze the effect of marketing strategies and
customer relationship management on logistics customer satisfaction by using frozen food products in
Thailand as a case study; and 2) to test the hypothesis on the relationship between marketing strategies
and customer relationship management and logistics customer satisfaction by using frozen food products
in Thailand as a case study. The sample used in this study consisted of 500 individuals. A survey form
was used as a research tool and a structural equation model was analyzed using a computer software.

Results from this research show that 1) marketing strategies affect customer satisfaction but
does not directly affect customer relationship management; 2) customer relationship management
positively affect customer satisfaction; and 3) marketing strategies indirectly affect customer satisfaction
through customer relationship management. The marketing strategies and customer relationship
management that affect logistics customer satisfaction, using frozen food products in Thailand as a case
study, conform to the empirical data at a very good level (Chi square/df=0.95, P-value=0.65338,
RMSEA=0.000, GFI=0.99, AGFI=0.97). The novelty of this research is the proposal of a method to
increase logistics customer satisfaction using frozen food products in Thailand as a case study, which is
to have good marketing strategy and customer relationship management in order to build a good
impression, and to provide service that matches customers’ needs. These will increase customer

satisfaction and bring success to the business.

Keywords: Marketing Strategies; Customer Relationship Management; Customer Satisfaction; Frozen

Food Products
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