2)

KTC
CRM

(Market Segmentation)
! MIS (Marketing Information System)
(Marketing
Communication)
KTC
MIS (Marketing Information System)

(Marketing Communication)
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KTC

KTC “MAKE SENSE"

- (Offer) (Special Treatment) KTC

( Everyday Category)

2)
5
- (Loyalty Program) KTC
KTC 25
(Vocher)
3000
300
KTC 2
Above The Line
Below the Line
KTC
2 Above The Line KTC
KTC
3) Below The Line

(Direct Mail)



(Newsletter)
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(Telemarketing) KTC

(Call Center) 02-665-5000

24

30

Boutique Branch KTC Touch

KTC

www.ktc.co.th

KTC
, KTC
Center)
24
1) (Offer)
2)
( Brand Recognition) 3)
( Brand Recognition )
(One to One)
) ,
AIS 1,

(SMS)

KTC

KTC KTC

KTC

KTC

(Call

KTC
( Brand Preference )
(Communication)
KTC

KTC

Al

(CRM Department)

(Marketing Department)

1) CRM Planning


http://www.ktc.co.th
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(Market Segmentation)
(Data Quality)

CRM 2) Customer Retention

(Chum) 3) Customer Value Creation
AIS
AIS 4) CRM Communication
5) CEM Strategy
CEM Customer Experience
Management
AIS
AlS
(Incentive)
AIS
(Reward)
“Wow Award”
AIS
(Churn)
AIS

(CRM)



1

4

(CEM)
AIS (Touch Point)
AIS
(Emotional Bonding)
AIS
2
(Value Segment)
1) ( High Value) SERENADE
SERENADE CEO AIS
SERENADE PLATINUM 3000
SERENADE GOLD 1500
1500
10
3) (Mass Customize) AIS CLASSIC MASS
600-1499
4) AIS BASIC
6
(Behavior Segment)
12
AIS
AIS '
3
2)
(Offer) (Campaign)

AIS
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AIS PLUS "
AIS
1 (Service)  AIS
(Call Center) (SIM Bank)
(Multi SIM)
( PAY)
2) (Privilege) AIS
15,000
3) (Activities) AIS
AlS 2
Above the Line Below
the Line ( Direct Marketing)
Above the Line
(Post PR)
AIS (Direct Marketing)
Below the Linew AIS
(Telemarketing) AIS (Call Center)
1175 24 Call Center 1148
SERENADE

AIS



AlIS www.ais.co.th

AIS
GSM ADVANCE  www.gsmadvance.com GSM 1800
www.gsm1800.net ONE- 2- CALL  www.one-2-call.com
AIS !,
AIS
AIS
(Call Center)
(Voice of Customer)
AIS
1 2
3) 2
AIS
AIS
AIS
Retention Program AIS

KTC

AIS 1)
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http://www.ais.co.th
http://www.gsmadvance.com
http://www.gsm1800.net
http://www.one-2-call.com
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2) 3) 4)
)
: 2
, 20-50
KTC AIS 400
57 43
31-35 22.8 26-30
22.3 67.8
17
49.5
17.0 15,001-20,000
225
10,000-15,000 21.3
KTC KTC Visa/MasterCard Classic 50.3
KTC Visa Mini 193
KTC 2-3
29.3 1 2 27.8
AIS GSM ADVANCE
50.3 ONE-2-CALL 39.5
GSM 1800 13.8
AIS 5
51.5 34 24.300
4

KTC



AlIS
call center
2
3.47
AlIS
3.63
3
3.58
3.43

KTC

SMS
KTC
KTC
AIS
KTC 3.49
KTC
AIS
AIS
2
KTC 3.43
AIS
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AIS

KTC

KTC

KTC

AIS

AIS

AIS

KTC

KTC

AIS

KTC
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KTC

AIS

AIS



2) 3)

5)
51

AIS

AIS Parvatiyar

(Marketing Goal)

Goal)

Lindgreen (2001)

Sheth (2

KTC

2
6
(KTC)
(AIS)
4)

51
Berry (1995)
KTC
001)
(Operational
AlS

(Customer Satisfaction)
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KTC
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Hammond, Ehrenberg (1995) Johnson (1992)
(Customer Retention )
Buchanan Gillies (1990), Dawkins Reichheld (1996),
Palmer (1994) Reichheld (1995)

, (Customer Loyalty)

51:

v

{2
AQUsE@IA (M3 KTC uaz AIS)
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KTC AIS
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AAUNILATY
Call Center
SMS i
Vol
naathvane nsfesntiuyAas
KTC AIS
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whmsgUiuunisdndudin wimamgnssums | ——

Wusms

KTC

Membership Company
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Berry (1995), Gronroos (1990), Gummesson

(1987) Levitt (1983)
(Berry,1995; Gronroos, 1990:
Gummesson,1987 & Levitt, 1983) AlS
(CRM) (CEM)
AIS (Toucr
Point) AIS
(Emotional Bonding) "
AIS
Parvatiyar Sheth (2001) A
(Social Bond) ,
KTC 2
1) 2) "
(Lifestyle) AlS 2
1 ( Value Segment) 2)
(Behavior Segment)
KTC AIS
(Behavioral Segmentation) Assael
(2004)
(Démographe
Segmentation) (Lifestyle Segmentation) (Assael, 2004)

(Linton, 1995)
KTC AIS



(Offer), (Loyalty Program)

Service) (Loyalty Program)

(Value Added)

customer)

Above the Line

Shimp (2000)

2 Below the Line

(Direct Mail)

Lovelock Wright (2000)
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McDonald (1998)

(Special Treatment)

Foss Stone (2001)

(Privileged

(value of

(Shet & Sisodia, 1995)

1

Lovelock Wright (2002)

(Direct Marketing)

(SMS)



CRM

(CRM Department)

(1994)

Parvatiyar

(Employee Motivation)

KTC

Procedures)

AIS
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Above the Line Below the Line

Duncan Moriarty (1999)

(Role Specification)
KTC
AIS

(Marketing Department)  Heide

Sheth (2001)

Parvatiyar Sheth (2001)
KTC AIS
(Incentive)
(Monitoring
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Pavatiyar, Biong Wathne (1998) !

(Stakeholder)

(Call Center)

24 2

Stauss Seidel (2004)

Little Marandi (2003) 24

(Email Address)

KTC AIS

Biong, Pavatiyar Wathne (1996)

Reichheld

Sasser (1990)



(Perceived Relationship Investment)

21
(2001)
KTC AIS
AIS
Research)
AIS
(

AIS

SMS
KTC

30

. . 2548
1,714 (Nielsen Media
4.10 411
2
Bennet (1996)
( )
(Commitment)
AIS KTC
1 ')
KTC
KTC
KTC

Mcdonald (1998)

SMS
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AIS Call

Center
Al Call Center (AIS-DTAC
, ) 24
AlS
AlS
SERENADE
(Luxury CRM , ) ' '
If (2001)
2.2
Bolton Drew (1991),
Cronin Taylor (1994), Oliver (1993) Parasuraman
(1988)

Lovelock

Wright (202)
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KTC

AIS AIS

AIS

23

Navarro (2004)

Aaker (1991)

2 Call Center

, Solomon

(2004)
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2.4

If (2001)

Bennet (1996)

(Lovelock &

Wright, 2000)

2.5

Schultz (1999)

Lovelock Wright (2000)



26

157

(Aassel, 2004)

Aaker (1991)

Caruana (2002)

Oliver (1999)

Keller (1998)

KTC

AIS
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(Mental Stimulus Processing)
AIS (Information

Processing) KTC

, (Information Processing)
(Mental Stimulus Processing)
KTC

(Membership Company)

AIS KTC

Schiffman Kanuk

(2000)

(Mental Stimulus Processing)

(Lovelock & Wright, 2000)



Center

AIS

(VIP)

KTC
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Al

Al

Call
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