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Abstract

This research aimed to study customer relationship management, service quality, and loyalty, and
to study the influence of customer relationship management and service quality on loyalty of
cosmetic stores with membership cards in modern trade department stores in Surat Thani
province. Data was collected using questionnaires from a sample of 385 people. The statistics
used for data analysis were frequency, percentage, mean, standard deviation, and multiple
regression analysis. The research results found that 1) the overall level of customer relationship
management was at a high level. 2) The overall level of service quality is at the highest level.
3) The overall level of loyalty is at the highest level, and 4) Customer relationship management,
including customer tracking (Beta = 0.522) and understanding customer expectations (Beta =
0.305), and service quality, including empathy (Beta = 0.319), reliability (Beta = 0.317),
responsiveness (Beta = 0.282), assurance (Beta = 0.219), and tangibility (Beta = 0.153) have
a statistically significant effect on loyalty at the 0.05 level. The results of this study can be used to
help increase operational efficiency and plan effective marketing strategies, which will lead to

long-term relationships and create competitive advantages for cosmetic shops.
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UM INDUIHDIABANAT (X,) 1 0.518** 0.745** 3.585
@T’luﬂ'ﬁlﬁmmﬁaﬁﬁ@iagﬂﬁ'] (X,) 1 0.532** 1.904
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Multicollinearity (Stevens, 1992)
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fudsilFlunmsnagou Standardized
- Unstandardized Coefficients
(AILATINUINT) Coefficients T Sig.
Beta B Std. Error

(Constant) 1.378 .209 6.584 .000
@Tﬂummlﬂugﬂﬁssmaau?ms (X4) 153 .155 .056 2.782 .006*
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R = 0.644, Adjusted R? = 0.415, Std. Error = 0.408, F = 53.835, Sig. = 0.000
* fpdaneaiafiszey 0.05
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