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Abstract

In today’s environment, businesses are increasingly dependent on the relationships they have with their
customers and are demanding that they adhere to high standards. It is increasingly important that customer have
strong relationships with their companies to stay ahead of competition. The establishment, development, and
maintenance of relationships between exchange customers are crucial to achieving success (Morgan and Hunt
1994). The goal of this research is to further investigate the difference between trial members and non-trail members
to relationship marketing variables particularly commitment and trust-what determines the relationships? It also
investigates the relationship between dimensions of trust and commitment to long-term relationship in the situation.
The company should then decide on a strategy for maintain its product standard by considering these analyses, the
strengths and weaknesses of the company and its product, and the input of people from different areas of the
company. It also should enhance its trust in terms of reputation, product selection with high quality and delivery to

customers. Finally, it should build the long-term activities as customer bonding.
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= a o o Jd v .
NOERNTAIAFITUWNUTNIMUA (relationship
marketing theory) U1 IARMTDADEOUNI LUIANUAN
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= % v o d1 o o q ¥
1imsRniia (engage) luanuduiinsaodanans 1
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A 1 Y A
(M3sanasusznang Aununanisuanilasu
P o L {
nazralse Tead) LazmsneINIainIINUIUYDS
o o = . .
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v Y i
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a 1 a < . a 19 A
53009 §3n (business-to-business) 11 FINVFHLT 1A
IS @ 1 9 Y
(business-to-consumer) i HUM5OIREAULANA1NE]A
miﬁuﬁ‘ﬂgiuﬁ“ffmi]u(Fischer and Bristor 1997;
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@ a { [ Aa v o Jd
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[ s W Y =2
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. . a o 1y o
Relationship Marketing) N1TAAALBITUNUD
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(Relationship Marketing) N9@@LUULAAIDIANUTAIMN Y
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(Customer Relationship Management) Gruen (1995)
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m3seanuuuMIdeaza s lumsansn
(Research Design and Operationalization

of variables)

MILONUULMIIVBNAZNTZIUM SN
(Research design and Data collection procedures)
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(Operationalization of variables)
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(Instrumentation)

falsdase (Independent variables)
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(% gz’ = Qsll dyﬁ =Y a Y Y 1
gt lumsanuing el Saidwlsoasy 2 dunls laun

anmihasnFnmm Taouenoen 2 nguie sandniiian
NAMINARB1Y (trail members) tiae sandnii i 1&ife
NAMINAaalds (nontrial members) aullsoaszan
figoaio oeAt/sznouvean1snaImFIdNITHT
(Relationship Marketing) 14l Wiseauilduius
(Commitment) wazAw 13 ludadaniusiseduniug
(Trust) NNMIARENITUNTTNIEzIENE T TNEIT e
wazileneaieeinglssafueansfint (Singhand
Sirdeshmukh 2000; Williams, Jerome D., Han, Sang-lin &
Qualls, William J. 1998; Gwinner, Kevin P., Dwayne D.
Gremler and Mary Jo Bitner 1998; Halinen 1996; Mayer,
R., Davis, J., and Schoorman, F. 1995; Morgan & Hunt
1994; Genesan 1994; Allen and Meyer 1991) AN
Wusedyuduus 1l 3 03A1l32noU (dimension)
MuUATILIUY BN 12 ToM0ImeIn WU dyan
WaduWusaue1suainsonwian (Affective
commitment) WUFZ Ty IFIdURUTIUNTAIANZIL
w?ammssimﬁm (Calculative or Continuance commitment)
wagusydnFsdniusanussiagu (Normative
commitment) @I UAIIY 1329 TuFadurius (Trust)
1) 5 097132001 (dimension) MMUUATIUIUTDAINIY
20 Forony 017 Awdedad (integrity) wanlss Tean]
YDIANUANITUT (relationship benefit) AMFode 14
(reliability) mi%"ﬂmmmqﬁﬁm (fair treatment)
ANUNAAINTMU (benevolence) 1umﬁ%ﬂﬂ§3ﬁ:
snvuald doya i Likert scale Taw 1= Taiifiu
et ez 5 = Mudasediets

faulsenau (Dependent variable)
a o g/’ dy 9 o Y A
Tumsdvensail lanmualiaulsa fe
M3 eANUAUIUSTZe2e1I7UgNA1 (Long term
. N = Av A A Y 2
Relationship) 91NMIANHIUITENASIVD HAZIND
[ 4 4
apumuodinglszasdveamsAn luseamsaing
v o J @ Y % 5
ANUTNNUTIZEL81INVYNAN (Long-term relationship)
& o A v o d
FUUNANNINMIAIATITURUT (Berry, 1995,1999;
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Bitner, 1995; Lewiki and Bunker, 1996; Morgan and Hunt,
1994, Wilson, 1995) Taesaulsiimeafumsadiani
duitutszozem Tesfilsznevvesimlsiddaded
520118 ANUYNRUNIEIAY (social bonding)
Tasears19n Qﬂﬁu (structural bonding) (Williams,
Jerome D., Han, Sang-lin & Qualls, William J, 1998)
NIAAA ﬂé 8813 (communication) (Lewicki & Bunker,
1996;Kale and Barnes, 1992) 19112UY0/197 12 19
5
o Taglumsiseasaiifmua Indeyauuy Likert
scale Tag 1=l udo0d 1984 o 5 = iudeadai

ANMYBNUIAZANNNEINTI (Reliability
and Validity issue)

4 Q‘J (Y] [ [ a v o o
anudeNuve i ls WuszdaniFadusiug
(commitment) IN15IATLAVAMUEOIY TAsNIT
4@ Cronbach’s Alpha JAWn 0.700 ATMSOI YD

7

a [} @ J [
aawdsany 13 laFaduius (Trust) Tn1sia

U dl

seAuANde Taon1519@1 Cronbach’s Alpha
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ANNFNITUT Iz 8ZEe1) (long-term relationship) U3
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(Exploratory Factor Analysis) WU ﬁumﬁ’tymuw
FIFUUT (Commitment) e Eigenvalue MY 1,337
mamulstsiuiiesune 18%esas 66.513 dauai
Pnaludadusius (Trust) He Eigenvalue 1411111
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4%ouaz 58.114 uonuniidanuTiessszneuves
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THifiuiesrsznevesaazdslsiaifionss
NNANA NSUNANITIATIEHI T TIduTU

(Confirmation Factor Analysis) W21 @ af chi-square
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1A ¢* = 163.448; df = 44 , p< .001, ARYI GFI
(the goodness of fit index) = 0.912, AR%T AGFI
(the average goodness of fit index) = 0.868 11azf1 RMSR

(root mean square residual) = 0.0694
AaMSANE (Results of finding)

a ¢ aa a . .
MIAANTHADAUBIWNTIUUL (Descriptive
statistics) NQUANIFNUTHNVANTINNUMIUATHOIY
' [ a g {
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' a d
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a g 9
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NANMINATOUANNAFIH (Hypotheses testing
results)
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pnlsznouraoani luuu AR (WIITNA14
12) doandvIiuMIANEIUBY Gutek, Cherry, Bhappu,

Scheider and Loren Woolf (2000) L4812 Gutek , Bhappu,
Liao-Troth and Cherry (1999)

4 a { A o o d 1 a
M2 NamInageaNNATIU N 1 Msnmadidunusiana lamlssmvesainan

Y [ v o d

UBLAYYUFIANWUT (Commitment) F Sig.
o @ a o o J9Y Jd A 9= . .
WUFLAYY UBITHNUTAIUDITUUNITOANUIT AN (Affective commitment) 440 508
WusydnniFaduiuiaumsmanziuvionuaerilos
(Calculative or Continuance commitment) .822 365
WusedyuFaduiusauusTiagIu (Normative commitment) 338 561
% % A v o d
WHBSAYY UTITNNUT (Commitment) 938 334

v o d
31319008 9 UIWUE (Trust) F Sig
A o o . .

ANNGDANE (integrity) 441 507

J v o d
wa1lse TowiueanUENNUT (relationship benefit) .007 933
ANMARDD 1A (reliability) 1232 268
MITAIANNYATITY (fair treatment) 037 848
ANUNANINT (benevolence) A11 740

4 a v o d

annlinadaBsduius (Trusy .255 .614

MsnageUANNATING 2 NUTMIAaIn
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AnuFuRUTszezen IuiemaIAveIAINGn NaIfe
Arduilszansveuiuss dyyufiduiuiuay
anu P naladeduiusiingy 0.285 (= 4.901) wag
0318 (t = 5.466) aa HauzdannFaduiiug
wazany 13 lugeduiusvesandninadens
aennudiuTszazeethann Baflszumnmi’ls
S zezetanug Rt
windisanluFednlavefeeslsznouved
sz dannissduiusuazany Binddugedusiug
domsadrannuduiuiszezenn (F1a15199 3)
wuesndseneuvesius dyguFedusiug lud

Y] @ a o o 9 d A Y =R
NUTSTUYUVFITUNUTAIUDITUUNTOANING TN
U

U
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@ @ a o 4

(Affective commitment) WHTETYYUBITUNUT

AUNTAAALIUNT DAIUABLLDY (Calculative or

@ o a o o 4

Continuance commitment) WHSSAYYUBITUNUT

ﬁlWNUiiﬁﬂyu (Normative commitment) #1141

@ @ [ o @ o
anuduRusiumsadnanuduiusszozelu
a T v o w aa o [ o

AneUInesiiisd iy uadd dmivesiszneu

v A o o Y o1 A o <

o411 Bnalugdsduius hitmnudgedad
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(integrity) Waﬂiﬂﬂﬂmmmﬂ’Jmﬁwwu‘ﬁ(relatlonshlp

benefit) ANUIABNO 1A (reliability) LAz ANUUAA
[ [ J v 9

N3 (benevolence) NANMNANWUTAVNITATI
v o d 9 a 1 A v o w
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4 T W a a o o 7 @ 1% a oo o d
M3eN 3 wamsnaaeumdulszansuosnnu Analugeduius (Trust) taziuse dyguFadusius

5 o [ a ~ a o o J a v @ d a @
(Commitment) MNTUAVNATIUN 2 MIAAIAFITURUTYOIANIFNUANUTUAUT IUNANIUINADNT

Ay aNuFuR LTz ez

Dependent Variable Independent Variable Coefficients t Sig.
v W o [ a o o J

myaennuduiutszeze WU TYYUBITUNUT 285 4.901 .000

ﬁ/ﬂgﬂﬁli (Long term (Commitment)

Relationship) anu Bnalaseduiug

(Trust) 318 5.466 .000
Dependent Variable Independent Variable Coefficients t Sig.
mIadanudiuTzezen | Wusedyanidsduiusa 163 3.062 002
QN (Long term pTNalTENIM AN

Relationship) (Affective commitment)
Wi dyaFduiusaums 277 4837 000
MARZIUKS DA IABITDY
(Calculative or Continuance
commitment)
Wise Ay uFduRutau 187 3283 001
YFINA 31U (Normativecommitment)
Dependent Variable Independent Variable Coefficients t Sig.
msadennuduiusszesen | Anudedad (ntegrity) 109 1989 048
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Relationship) (relationship benefit)
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MITAIANVEYATITY .006 105 917
(fair treatment)
AUNAAINT U (benevolence) 263 4.788 .000
agﬂnﬁﬁﬂymam’f@mummz MNYUTLANVRITINFA WU MIAAATITUIUT

(Conclusions and Discussion)

agUmsfnw (Conclusions)
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