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Abstract

This research is aimed to investigate the effect of Internet Customer Relationship Manage-
ment on Customer Loyalty in the Cosmetics Business in Thailand.This analysis was made from
data collected by a questionnaire from 118 Cosmetics Business in Thailand about their Marketing
Executives. The statistics used for analyzing the collected data were t-test F-test (ANOVA),multiple
correlation analysis and multiple regression analysis. The customer relationship management on the
internetwas treated as an independence variable that has a relationship and effects on customer
loyalty. The research results found that :The customer relationship management on internetfor
the create customer database had a positive relationship and an effect on the customer loyalty
as a repeat purchase and purchases across product and service lines.The cosmetics business in
Thailand should apply the information gained from this study to be used as guidelines for improve-
ment, both planned and scheduled. The loyalty of customers and creating awareness about the

internet, customer relationship management, will improve the efficiency of business operations.

Keywords : Internet Customer Relationship Management,Customer Loyalty, Cosmetics Business
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