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ABSTRACT

The objectives of this research are 1) to study level of banking performance effectiveness
of the Thai banking industry 2) to study the direct, indirect and total influences of variables that
affect the banking performance effectiveness of the Thai banking industry; and 3) to develop
structural equation modeling of variables that affect the banking performance effectiveness of
Thai Commercial Bank branches in the financial service sector by gathering quantitative data.
The population of the study covers all 2,068 Thai Commercial Bank branches in Bangkok,
Thailand (as of 31 July 2012). This research defined the Thai banks for data collection using
stratified sampling (first step) and simple sampling (second step). Out of the 510 questionnaires
distributed, a total of 250 completed questionnaires were returned: a response rate of 49.02
percent. The sample of this study, it is one manager or one marketing officer per unit (bank
branch). Primary data were collected using a self-administered and 7 personnel for survey of 65
managers and 185 marketing officers. In the total sample, 69 (27.6 per cent) of the respondents
were male and 181 (72.4 per cent) were female in the Thai Commercial Bank branches. The
responses to the questions capturing focal constructs used a seven-point Likert scale. SPSS

version 21 is used for statistical analysis of percentage, mean, standard deviation, skewness,

111



kurtosis, and reliability of questionnaire. AMOS version 21 is used for analyzing confirmatory
factor analysis and structural equation modeling.

The results of this study found that 1) the high level of banking performance
effectiveness of the Thai banking industry (costs reduction = 5.51, customer retention = 6.18,
market share = 5.93, return on investment = 6.02, sales growth = 6.09, and overall performance =
6.06). 2) We found an estimated correlation of 83% between social customer relationship
management and relationship marketing orientation (p < 0.001), relationship marketing
orientation has direct influence to business strategies (p < 0.001), business strategies has direct
influence to banking performance effectiveness (p < 0.001). The key success factor of
relationship marketing orientation was found to have indirect influences on banking perfoﬁnance
effectiveness through the mediation of business strategies (p < 0.001). It is concluded that the
model can explain 65% of the banking performance effectiveness variation (p < 0.001). 3)
Confirmatory factor analysis confirms the theoretical compliance of measurement model. All
observed variables have regression weights in the range of 0.56 — 0.92, squared multiple
correlations between 0.32 — 0.84, and latent construct reliability between 0.838 - 0.895. For this
study found that its structural model complies with empirical data (Chi-square = 83.865, df = 82,
CMIN/df = 1.023, GFI = 0.957, CFI = 0.999, RMR = 0.024, RMSEA = 0.010).

Finally, the banking industry needs to adjust in order to gain a competitive edge by
integrate social customer relationship management with relationship marketing orientation and
business strategies to service businesses and consumers (both in public and private sectors),
focusing on the business’s effectiveness, customer insights and building long-term relationships
with businesses and customers (both retail and public enterprises). This is important given the

highly competitive situation at present and will be even more so with the AEC coming in 2015.
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o Y Y a Y] a Y
amediudualsmuvesdudslnvesnssuuuinnuaa (Faulsdasensoaalsau)
(3 & e 3 < &/ o Y
1.6.8 A2utLsAUNa1e (Mediator latent variable) Hu1809 AaualsNiunastna il suels
' " o A 2 A4 o a a a [
Meuen wazdsnanonuilsurenielu Fenanunuieviisis aanulshuaasdninaniedou
u Y £ a a
nsalsauneaandsalunsouuuianuda
1.6.9 Autlsuran1elu (Endogenous latent variable[s]) Ao Aautlsnitiudauysanu
Y @ EY S ) 9/ 21 9/
1.6.10 faut)sdana 1a (Manifest/observed variable[s]) Tan191nMIsNUsIUT MY
Taeuvuaauoy tethmasuu i udvaednlsuds
1.6.11 gﬂuumrﬂmsimm%’w (Structural Equation Modeling: SEM) Funyudaes
9 v w Jda * o a 9 o
dunanuduiusiiamquazsasernsnlsuddlunseunuanuge waas tadluam
FUNANUTUNUS (Path model) UBNIIAFUNISTEHIAY S ARSI TIAUN T LI NE7

wlsdunaldnudaulsuduagmfiawana (error) vosdulsduna lduaz daualsudadqe
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m3avelunssiifidagiszaed ewanngluvuaunis Tassadwvesduilsilinasde
Uszintamasduiiuauvesgaaiunssumssiimis lulszms lne 4398 18801 wuafa

a ao A d' L4 =) Yo d”
NOuE W uaznunIuTIUNssuNnetoe Taeudaisivazdoa laaeil
2.1 ANIINVBIGATIMATTNMSFUINIT Iuszme Ing
2.2 Usg@nammssuiiuauvesgadmassunssuInts lulseme ing
o o Y o @ o o 'd
2.3 uaAamstamsgamduiusuudiaueey o
2.4 WWaRaue g MIna RTINS
2.5 nuafnmsganiumsaaiadsduiug
a a o a
2.6 UHIAAUDEN B NALNFNINFIN
2.7 M3TnTeRanudunusseniedauls
2.8 NFOLUUINILAA

2.9 AUUAFIUNIITITY
2.1 MWTIUVBsRAmMATINNMsEIMIsTulsematng

a o ~ [ | a =} 9 A 9 a
12555 dszmalnomauaiousuloms@aesniensmauant U3 waznsasu
2{‘ [ =Y a & o & a Qs
wenninil Uszme Inedeawisudngmsdlawaranisdu gullunitaladeddglunsey
52mAUIATHENIDIFEU (ASEAN Economic Community : AEC) 12103 101D IANTIRUYDA
da w o o 9 = & ) a v a
AEC ihfudhny 4 atu fie 1) maeuTesszuumsdissRussnielssmaauan 2) msie

o A a o o v 1 [ o o
eIRuyuaioudie 3) nsdlariaasuiarlud 2555 Mdwegssnieduiumvinnasgu
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) ¥ a  da
YOIFUINITWIRA BT UTOY (Qualified ASEAN Bank : QAB) heldsuiaswidiaefs
A auiaa1uAIgIuQAB mnsadutugsne laludssmagudndsenauiasygne

a & = [ t o g; LY o a
awIUNTe AEC il 2563 uaz4) NMswaIAnIANY TAgRIUNITTAAIARIANTANITNG
8781 (ASEAN Exchanges) Aasmananinaaaiunsiuvestlszmeaneaisyadusa
afrunnuduamiemstuua: Tiafesnwas Az IMYeIsAI A ¥de uSeu Hie

A ] [l 1< Y o . a = & 1 ° £
QAB alegmsugilusziunisQuissouBeu  (Fuiaistienisdesanuaziiidn

9

urslsemne lne, 2555)

a

suinrsuretdszwelne sin) Idfavumuraseuumstudsemalve 2 adu

s

t ar 1 Y] 4 ) ) I~
18un adud 1 @ 2547-2552) wazariufi 2 @ 2553-2557) Taguszasaiiediunounedidy
Tumsndse@nsammaddivany saudeadau lduSesulumsudeduvesanitu
m3uIneareidveuwanisiinuguavessuimsurdalszmelne (sUn.) dedrgues
1 A = a 9 1 z!'i o o 1
AT MNONWNITRUVDID TN Taun 1) n1den Teesgnumssszidusenneseme
a é [) Y % 3 4'
auFn Fesunrsuvisdszme Ins ldwSsusndsssuden Toeseun  ATM ¥03511A15
widlwdlulszinaaundn  AEC hdaeiu 2) msdladiSunundoudis wunisdanis
A'l = | = ) o o Y] -d' 9/ 1 &’ Y d'
wIslpnanIathnusSmsanudgsIns AT wanlasu lau msdeviedasuanidsu
8241111 (Currency Futures) 3) asillaanasuims (sumsurilsemelng, 2012)
dogusuiarswidlsd IneganiuluniswauindadasinisnisTuiaz iy
= o= o o o ] d' 9 & =}
Usgansnmmsduiivanuvesnisiigsnssuyssianaien e ldnsounguyiseudou lag
o & a v A A ) a @ { y A
IAAINIU1U095UIN15 ludsemaau1dn nissrulovs el uiuslasdusuinlsvesdu
1 g’/ g &’ a d' o [}
Tuasseme sounadhdensnisisveenisasyuludszmeaindn AEC uag 4) mswan
[ v & 3’ Y @ o [ [V 4 =t
AnIANU HanauTwlsdiunmsteviendanningiuaaandnnsndo uTou (ASEAN
] Qs ’ I's Qs a W v
Exchanges) yaf1aa1asuAunnnd 2 suduasaniianis uazuSinwanzioumnnni
a o a Y o [ o d 5 A
3,700 LT iy Tomemenisasyuldinamuld luamandnnindendou (sunsmenis
L] o Y 1]
deeanuazinduvalszme lne, 2555)
HONIZNUVBINISINGTUTEIIAMATHI N9 FEU (ASEAN Economic Community :
a; = a =S é‘, 9/ 3/ a
AEC) vosdszme InalasmmizmsdlaaEmanstu Svsdiuinnuazduay nansenud

¢ ' v
U'Jﬂuuﬂ’lilﬂﬂlﬁ%ﬂ’]ﬂﬂ'ﬁbﬂuﬂgquﬂqjﬂﬂgﬂjﬂiuﬂ'ﬁﬁ“uuﬁﬁﬂiiSJ‘VI'NﬂTSNuT’NﬁHuﬂTifﬁ

1 a4 o a a Y E] X
!lﬂgﬂjiaqnuizﬂq'ﬁ?ﬂizlﬂﬂ WUANUATWNIUATHT A ﬂiu.ﬂ"ﬂﬂ'lﬂlaﬂ?ﬂuu']ﬂﬂlu AANIININT
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- & [y 3’1 a ) Aa o [ L A
Uszmeanigansog sl Aa sTUUMSRUIBIO WTEUNTLIATTIURINUILTIUALAILY
uSanswazdaaiyldlszmavenfeunie AEC Tidnanmlunsuistulndifsatugiins
duv Tan (Fumsmensaseenuaztindumalseme lng, 2555)

v 5] = a t 9 = a g
a9 15Na1w AEC o10dimansgnudsavaedszmalnelusuanufosisnaaulu
MINFINITUNNNIIRUIEHINYs e dymimswontu uagaruid@esInaNURUAIU

yowauanilfsuszniensamu dwaldsuasvinadniinadszasunsdi lianse

1
o/ ! o

t w @ W 3 o = a ’ [+
wauﬂmmmwumimﬂﬂ muuﬂaumsulmﬂimﬂmmuaEmmugﬂmm Usgmner
A A o 8 g 9/ ' & 9y a LY A’
ﬁmﬂfﬂummmuhmﬂaaﬁswmmmuuaiumummgmwNmmuuazﬂmﬂwugmmq
a 1 a < T A = o
Lﬁi‘l&!ﬁﬂ‘ﬂﬂ!ﬂﬂuﬁﬁgﬂigWlﬁfﬁﬂ‘ﬁﬂ i'JlliNﬂ'J']SJ?'J%J%JE)&luﬂ'ﬁﬁﬂﬂ'J'ﬁJL’ﬂEN‘ﬂ'lﬂﬁﬁ']fl‘lj"l]‘ﬂﬂ

(Fuasiemsdesanuaziiduraszmelng, 2555)

2.2 dszandiammisduduaiuvesgaminn ssunissnnsliuilszimalne

(Banking performance effectiveness in Thailand)

1NNISANEIUDY Rue & Byars (2005) 93118 msyseidivmanisdntiuauihld
4 /2 Qs ] 1 LY L) v a Y
99AN5 709N UTVU emisimuasisziudaniinay saelumsaadule uazufuilys
4 a v a g a

ASLUIUNIIADAS Kaplan & Norton (1992) 8511671 MsUse@iunasudluizmsnuniu

=] [ a ) . . % 1 = [
Ad5 9veepAnIA1N IS A eAN19n1318% (Financial objectives) waz i liifgadaefiy
MU (Non-financial)

Pegiiufuurnruds uazgnguf lunmsesusteguise Tomiveswlse@niamms
AUUUIUYBIYATINATIUAITFU A3 (Banking performance effectiveness) HANSZNUABFIND
v
NMATTHOLNIABNTU UOZMINALSEANENNAISA I UOIUYBIGATINATSUAITFUIATT

Q’I o LYY

A 9 9 a LY ' A A voa 8/
LWE]ﬁ"i'IQﬂ’J'IﬂJ"lﬂL‘iEEJUL‘INLL‘IIQ‘U‘HEJE!”NENEJ‘L! IﬂEJiJuﬂ’Ji]EJ LLﬁZMﬂ’J%'!ﬂ'l'iulmﬁﬂ’l'ln‘ﬁll'lﬂil@d

g'ynu

UszANTAIMMIAIHUIUYBIRATIMATTUMIFUIAT LInaeviny Asiuditeauisonyll

lafemse 2.1
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MIN 2.1 ANUNUIBVBIUSLANTNNMIAUTUOIUYBIATIMNTIUMITUIAS

Aue ANUMNIEVRI SEENEMNMTAUNHIUYBIRAMHATTHMTEHIANT
a A oA - YAl 4
Wu et al. (2009) Use@nammsduiiuau vineds msdasudhmuieveessing
&
Uszinnnila

Heffernan et al. dsz@nsnmmsduiiveu mneds doyaisuims lasav uas
b4

(2008) FIUIMNIUITWUNANITUTHITNUVDITUIAS 1adnvil 2 AseADL

a a o a S ] d
Kaplan & Norton  Ysg@nsmmmsantivam dudsmsnuniuardiSsvesasding
[ d
(1992) audngiazeren
a o o Aa A v  da 9/ a
Coltman (2007) dsganammsauiuau Aosaansh ldnnmsuseiliuwams
autluanuvesgsnalonReuiounugsneeu q lundugaaivnssu
=3 Q/ N
iR
a a 0o a =1 a e 4 P ~
Tse et al. (2004) dsganTammsaniuau aensifineuvesssdnsillonSeudiey

HAMIAUUUSTUAUGUAYDININY

nANTadtsuasinisinisraisg i la Waturnuisyssdszansaw

wg’lshw

AIAUHUNIUUDRATINATINAITTUINST AsdugIteasl lad)sedniamasduiiueay

Y

YOIQATINATINAITTUINS Ap Haans i lneInnsdssdiunanisduiiuaiueesgsne

d' a [ = d'l v = L
wenlSeumeunugsneau q TunguaadmnssuiReIny
b4
1NATNUNIULUIAA NG E uaz2ssaunsInnnallsemaaz luilszma nelu
a o ° o a [ 3
NsasuInadiuuen swsathunesurelutedudreg e ldidhleteaing
HANTENL UAZBNTHAANTYBILTZANTA NN IIA U U TUYDIRAMIYNTTUMTFUINITABAN
=Y a o Qau r o 1 c?

1319 1AensainsziauIten1e uaas laneae Tui

Wu et al. (2009) nananileueeslszaninmwmsauiuanuuaznsdsedivmg

a oA o

. o & a ' o : as
(Evaluation) LR ﬂsz'cmﬁmwmsmmmmﬁﬂn"lﬁ"mﬂuﬂizmwwﬁwmmsmnm

a o

9 P A aw P a a g & Y o v

WhruigveseansrsousEn vaznmsUsediunaiSon IaniudhvuievesuSgnndeens
Yar a a o a T A a o P} a s 3’/ 1 9

1asulseansammsduiunulusiaafiusindinsdseiuranu aaivaiuisonan ia

' a aQ a o A . g a o LY
N Mstlssmiumalszangnmwnsaniuau (Performance evaluation) Lﬂuﬂ%ﬂiiuﬂﬁ"lﬂiy‘llﬂﬂ

oW

a Qs & 8 < [ ot 9 o Qs 1
ﬂ'l'i‘U'i"H'li%ﬂﬂ'ﬁlwai‘h"luﬂ'ﬁﬂil%ﬁﬂﬂﬂﬂﬂi‘ﬂﬂ'lﬂiﬁlﬂiﬁiﬂ‘ﬂ‘ﬂulﬂ "I"l‘i_li]ﬂﬁiiﬂﬂw

e

a a a o ° o o o g
Nilszansamanniiesls vaneds uSw Idhminens il 1 1¥dwmsv iaglseasdusanis
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) 8/ : T
vimisdansie IHussqihumevesnsdSudaluszes dunTedsunfouunuau uaz
dmSumInausunagns uagasnawusuluszezenn dsnna 1w uSEnaTaIEyns
dszdiunadsedniammsduiinau uagudsseasdoavesanusurareuluniivsae
wiina i lst i anldsuvveunisuazadumsdaaaulsuaznszuaumsfoasie
USualgemsvinau
a - & 1 o a A o
Wu et al. (2009) 93183 nanunnenile 1d msdseiiunadszansamwamsyau
o Aac 53 a o Y] 4 a w 3; Y a
WuisnisesrsaeuanuduisvesusEnmuiaglseasdvssusinnsluaiunsQu
(Financial) #ag hiingfun3@u (Non-financial) 255000558 U nneInumsdszdiu
a a o a X 9 Y d » ¥ 1 ) ] Y v a
sgdnsammsaniiuaugslaugalfifiuridonieg vazdlegredasidiunszay
g { Y a 'Y a A v @
anudsufeanunsuInstan1silse@ninin uazn1ssAo UALYDIRATINATINATS
a a a o A g’/ a & tg * Qs &’
5UIMITANMTU s UNaYe s AN EMNAITAUTUIUUDUAIAY FIUBYAUNUFIU
& =] @ ot o [y [ [ a . Y o
29 Mluazfitfdede Raoandean s 194 NARDUUNUNIANTISIAY (Financial returns) 8A51
b
HRABUUNUINTUNSWENINUA (Return On Assets: ROA) HAZSATIHAADULNUIINTIUVD
5 o3 a o { v ol [y a v
HODYU (Return On Equity: ROE) Hudu Tudmsyaniama luferdostunms@u wuany
y - Qs @ da o
ﬁawaiwmm% (Customer satisfaction) FUYU (commumty) uazﬂmnﬁwuﬁwﬁmmwuﬂmu
A =1 I'd v [ Y [ = ] =3 g’l (P=
HOANUA UT WWDINAGNFFUINTT IKS1ZTIANTISIULA ROA 1o ROE figsndnaimeatiu il
HaaABIZALYBLllsEaNTaImnsAtiuGe Y waze1es lulsaeidvuanans UL UL
o a' v [ A 9/
wadse levinnigaaoinasursognA1veIsUIAs
A15Useiun1Yse ansaIwn15A 1 UeI1U (Performance  measurement) @11150
[ 9 o & a o a o a o . .
Mrualiuseuy FIuSEnzAnAIuATIae N ITA NHUOIUL52$13U (Daily operations)
A % a o r~4 H a v 1Y) 4
e ldussgagilseasduesussnuaz 9alss Temldidud TasRorsanavesdasiifiuansna
[~ a o 6 a a o g a o
msazReultifiudlszansnmnmsduinauessusannalud @S una (mstu) uaz
a =] Yo ar a o o A
@R (ANUNINE 19) glamssinmsdnwuanuenlunsinsizinagns uazidenns
a 4:' o [
Uszdivimune audluyse i (Wu ef al. 2009)
9 [ v oaa 9 Y '3 ]
gATINITUTUIATT lautanguitifendesnuosnlseneuvesnudiisvesnanis
o A ¥ d Y 1 o_ o ..
autunuressuas lallu g dszan 1ldua 1) anweaunsalunisiidls erofitability)

2) UsganTnmuazse@nsma (Efficiency and productivity) 3) A1SUTHIINTHEINTYARD

(Human resource management) 4) A15USN15AMLT8S (Risk management) 5) Yse@NTAINAIS

134060
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Y18 (Sales effectiveness) 6) AONNAS IHLIN1S (Service quality) 7) ANTUITHITRUNU (Capital
management) LAY 8) TNAMMUUTIUYITY (Competitive positioning) (Meyer & Markiewicz,
1997)
Coltman (2007) 1av1imisfnuinisiinise@ninmmisgsnevesgaanassunis
FUIATT u,aw"lmmﬂiaauaiumsmmuwaquﬂswmmwmaﬁsmum"l.milu 34iA 50 3
P
Sl 1) m‘sﬂszmummﬂmmmﬂsmmmw Gl IRaNUUAUT LIS LU
] v
V31159 1oz sUseiiunan1909ns (Balanced  scorecard) 1 3 ©9A152NBUVDY
a o A o 9 o dy L4 = .
Uszdnsmmiidoulaasi 1) maseuunun1sasuyainis (Return on investment after tax)
st lannndanusiatelng (New product revenue generation ) waznmis@uTavssgenuie
(Sales growth) 2) Mswa waznfSeufsutuguisiisiiiudesiuuuaeuannieyss iy
_a a 4' 4 o M L] o/ =Y L) a a’l L] l&’
Yszansamilemeunuguisredd uag 3) matkszdiuilsg@ntniw Aseguuiugiuves
o A v A Y Y ' o A o
asautue lurnadiidun sedraunnimsneaumsauivaudivse lasua
" o
NS RANUHUAIUTANIN
M o Y 4 s 4
Rhee & Mehra (2006a) 1avin1sfinylse@ninmaesgsnesuinis Ingldddiadaeil
b4
1) Sasnenidedugn’ wipdaudsasmoniiognT (Net Interest Margin: NIM) 2) 5161891
A1555ulleN (Fee income) 3) HAABUUNUIINTUNSTE (Return On Asset: ROA) UDE 4)

HORDUUNUAILUBAUTIVBY HIBRABYRU (Refurn On Equity: ROE) uag 114386404 Rhee &

A A Y4 o { =y d L] a’s
Mehra (2006b) Wu91n15i¥eu Tas nIoawdunusnlndsasgnienagniaisudadu

]
Py

(Competitive strategies) #agnagn1711An13 (Functional strategies) Wumstuduiniugen
o o & [~ A A o o a a a daa
dfuflunseduten lufenruduSsvesdszd@ninmmsgsnenanga uaz lddisan

¥ @ o ' 0o =@ - . 4 L")
ANUTUAUTIEHINNTITAUUUIIU (Operations) NITANIA (Marketing) UASNAYNTNIIUYIUY

=

Fefinndorsraninmmagsislugaamnssumssnms uasuaaalded 1) ARENENIS
wisdulinnuduiusszduthunaeseniemsduiueu Aenssumsaaiaidenagns uag
sz Anamniegsfe 2) nadaduleBanagnizanaunmusenitensduiiney uaz
nsantalianinasdidodiaydelsz@nininniegsne uag 3) dsednianves
gaamassuAIRNAT lumsdmuanagnsanuuana il ssguameeInIs LAY

ARV MMz Y
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b'd
Wu et al. (2009) "lﬁ'a'ﬁ'uwﬁqmﬁ%mwamsﬁu‘ummﬁmsmﬂmﬂszfm'ﬁmwmm

] a
UG “If\u!.ﬁﬂ\ﬁ'lﬂﬁglﬂﬂﬂ"lmuﬁ'lﬂﬁ 2.2

-

Y
MM 2.2 MTNAFHTIANAMIAIHUOIUE MIIIamYseanTamuessuIms (Selection

evaluation indexes for banking performance)

PY  AFHTIANANIIAUTUNN

MTNIIAT

s ldnnmssuiuau
(Operating revenues)

Y
AT IUNUAY (Debt ratio)

AT INARDUUNUADTUNITNE

(Return On Assets: ROA)

hlsqniaadu

(Earnings Per Share: EPS)

das1aum s

(Profit margin)

ARABLLNUINAITAINY
(Return On Investment: ROI)
< 8/
ANuAIne lavesgnm
(Customer satisfaction)
o 1 s/ ¢
Mlsaogndseulmi

(Profit per online customer)

Y A
5'IEJllﬂ‘ﬂ']ﬂﬂ']i"U"IEJ ninvanvYy
(Sales revenue)
k4
NHAUIAENTNETU (Debt divided by assets)
Mlsnaeinnd / vianumsassiunindsau
may (After-tax profit/ loss divided by average
total assets)
o a o o =% 9 = 9
i lsguninaainaidauneRuiiupady
QA oA o Y 4 v z L
uii.l?ﬁ’lﬁ‘l’i'liﬁ"JfJ‘i]'lu'Juﬂ'JmﬁUﬂ'Nu"muﬂ‘ilﬂﬁ
9
U
(After-tax net earning minus preferred share
dividends divided by weighted average number of
shares outstanding)
Mlsudeinnil / vienunisaienas
slannmssitinau
(After-tax profit/ loss divided by total operating
revenues)

flsuasinntd / viayunmsaleatldie
Val"\iﬂuﬂ(After-tax profit/ loss divided by total cost)
anuiawe luvesgnaiAondaimal uagusnTs
(Customer satisfaction of products and service)

M lsudeinninsdieduavessgnm
ﬂﬂu‘laﬁ(Aﬁer-tax earnings divided by total

number of on-line customers)
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o

k4
113719 2.2 mﬂaﬂ%ﬁ%ﬂwamsﬁuummf?msmm11]szfrmmwamﬁmms (Selection

evaluation indexes for banking performance) (718)

§10u  ariyiananisdutiuau MINITaN
o ! ] a a 3
9 DATITIULLAITADIA S 1eeAuIgYRIRUA NS UT M HIsAQe
(Market share rate) ANUABINS IA8sWUBIAAN

(Sales volumes of products and services divided by

total market demands)

10 SanmsSamgam Aanua e lumssnyigndier
(Customer retention rate) (Capability of keeping existing customers)

11 é’mﬂﬂmﬁuﬁuﬂlmgﬂf‘ﬁ BR3INIVELAIVBIGAAT L13]
_(Customer increasing rate) (Growth rate of new customers)

° 1 9 o o ar - 9 o 4 ¥
12 ﬂ'ﬂiﬂ@@ﬂﬂ'l (Profit per customer) ﬂ'lIli‘ﬁﬂ\?ﬂﬂﬂ'IETT'I?ﬂ'lﬂ%']u'Ju‘VNﬂllﬂ‘UfNQﬂﬂ'l

(After-tax earnings divided by total number of

customers)
13 IUIUVDILTNIT N Snuimuaveasamslng
(No of new service items) (Total numbers of new service items)
14 se@vnsammsihgsnss nmm%’%aﬁ‘l%‘lumsuﬁ'ﬁnujmﬁtﬁﬂ%mzwhaﬂﬁ
(Transaction efficiency) ﬁ”l‘lj 033U (Average time spent on solving

problems occurring during transactions)

15 fifesiSouvesgnm msaninginsalvesgadimsizanyhinels
(Customer complaint) ReafunAasasiias 13 ms (Customer oriticisms
due to dissatisfaction about products and services)
16  jUluuLLAZATZUIUMIAIL szAuvestumeuns Saszuy Tnoionms
e Wa(Rationalized forms and Tsunsunpunuaod Lngu"] (Degree of
processes) procedures systemized by documentations,

computer software, etc.)
17 dszansammsvie dusSumsviefitssauarudd seded
(Sales performance) szaninnuazse@nsna (Successful
promotion of both efficiency and effectiveness of

sales)
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y
1314 2.2 mswwﬁ%ﬂwamsﬁwmmmﬁmsmmTﬂszﬁmmwmmﬁmmi (Selection

evaluation indexes for banking performance) (91)

8191 AvHY Ianan saufiua MINTIaN
18 dsz@Ansammstanms Wiulyadszanswa Usednsnm uazamnm
] [ o a
(Management performance) mawmmmmamﬁqﬂszﬁm LA nNeIAg
152917U

(Improvement of effectiveness, efficiency, and
quality of each objective and routine tasks)
L Y o 9 A Yo ¥ A [
19 ﬂ']iﬁ@‘]JfTu'eN‘Uf)\iﬂ'li‘ﬂiﬂ']igﬂﬂ'l mu’au%awmﬁummzﬂmnmﬂqﬂmma’mu
E a  w o ) .
(Responses of customer service) HAANUNUAZUINTT (Numbers of suggestions

provided by customers about products and

services)
20 MSANDUTUIFTIN unves lusussInFwrse Tusunsums
(Professional training) HAnovususeminamt (Numbers of professional

certifications or training programs per employee)

21 @desamasiIeeswinty  manyudsureswiinaIu (Tumover of

(Employee stability) employees)
22 ﬂ'J'liJWdQWﬂllﬂ‘UE]\‘iWﬁ’ﬂﬂ'lu ﬂ’J']?JﬁQWBi%“UE)\iWﬁ’ﬂQ']HLﬁﬂ')f?l"lj8’]§ﬂLL’J§’LLﬁ$
(Employee satisfaction) youdIT i lasunnuSiv (Employee

satisfaction about both hardware and software

provided by the company)
23 AWATNISOUDIBIANS mydiulgemsuims Insems anwawise
(Organization competence) Y8404Ans tazmMssamsaingUszaed

(Improvement of project management,
organizational capability, and management by

objectives)

U1: Wu et al. (2009)

MNNMINUMIUITIUNTTNEIRUAM surkenieTu Ae UsednTamnisduiinau
YOIATIMATIUAITINAINL A sduna 14 6 Aauls Ae msFarigiugns maaa

AUNY FIULIINIINITADIA HOADULLUNUIINAITAINU MIAY Tnysssanve uaz
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a a . 2 & o o
Usean5n 1 1aes94 (Gordon et al. 2008; Olotu ef al, 2011; Sin ef al. 2002) T4 6 Aanals Flu
nasiavesdulsdsenimmmenutiueuvesgammnssuas suas Taslauideaieg
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2.2.1 ma%mgmgn% (Customer retention)
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2.2.2 M52AAHYH (Costs reduction)

) .
AT 2.4 ANUHNYUBINTARAUYU (Costs reduction)

Rusa ATIUHNIWUDINIIAAAUTIM (Costs reduction)
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[ 2 a a o A .. a
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2.2.4 HAABLIUNHAINNITAIN Y (Return On Investment: ROI)
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AT 2.6 ANVNNIYNAADVUNUIINNTTAINU (Return On Investment: ROI) (Gif:‘))
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2.2.5 M5AVinvesaon e (Sales growth)
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2.2.6 Us£anBnNInE5I% (Overall performance)
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Management: Social CRM)
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switching behavior from

Virtual Market
(On“ne teChnO|Ogy) (1) TAM mainly focus on the
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9 ' A (] (3 ' Y
nﬂmmmamammaau‘lau uﬂﬂﬁ'lﬂﬂdﬂ"l‘w 2.7

i

Linkedin Facebook YouTube Twitter MySpace

v o d A ] @ o a o [
HMN 2.7 ﬂ'liUﬂN5U!'J‘1J‘1°Bmﬂ58‘U'IEJ?NﬂﬂJBﬂu‘1ﬁuiﬂﬂﬂiyﬂi$ﬂﬂiﬁﬂ
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40% 1

A

20%

0%

111 : Sinclaire & Vogus (2011)
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100% 1
® Promote product

= Build external community
80% ’
® Build loyalty
* Educate
60% - Promote social cause
Build internal community
Product improvement
40%
Defend product or companwn.
N l

0%

H
I

4 Yo ¥ s < S A v o
HIN 2.8 fN‘Vlvlﬂi‘lJi]'lﬂﬂ"ﬁ(l‘if\ﬂu‘ilﬂﬂﬂﬁﬂﬂillunl]VL%mﬂi@ﬂl'lUﬂQﬂiJﬂﬂullﬁu

#1201 : Sinclaire & Vogus (2011)

Y a < 9 2 a a o a A b g
INNIN 2.8 1ﬂ8ﬁﬁ1ﬂﬂ\1ﬂ'lii‘ﬁ\ﬂﬂﬂ@ﬂﬂﬂﬂu‘lau ﬂ?ﬂuﬁﬂ'ﬂﬂlzﬁﬂiﬂﬂiﬂﬂ?iIﬁﬂﬂ‘ﬂ
< ad A 4 a d @ 'd yad K v
uaztﬂqummsanaqm Nﬁﬂlﬂ\?ﬂ’]i’élﬂi'IZ‘HﬁQﬂ‘JJE)BLﬂﬁu mmsmmﬂﬂmwummﬂ%
v
au'ldnase il
A Y % a A L d' a o U ' .
1) maﬂmnumsi%nmmanmwwquamﬂuwwﬂum (defend the company against
F 4 ) 3 [
attacks) M3 1 udnyaetiduns ldnumensvausslasnall 2) eadrennusinaves
v . '
gnd dnwaziidluns 1Fowdegnuaggaduimsadrsgadiiisnddesdding (build brand
loyalty) 3) IWNOAAUATUUTHN AR UH N3 OATITUAT (promote a company, product or brand)
[V, :.av = EY a ad 1 A ° [ o
aﬂymzmﬂumﬂmmnﬁjmmzqwmﬁ nsumsTmummemmuaanymxuazﬂmﬂsﬂwu
a [ (4 A [ A Y a [ g d .
YDIHAANDUN 4) LWE]‘lJ‘S‘lJ‘]J?GﬁSE)WWu1NﬂﬁﬂmM (product improvement or product
Y qy o3| 9 d 1 v d' % =) o
development) an¥ae il unsldnulugduvunagns yaniuiinisdnsiunsoTy
9/ a Y] a [ o v oA a 1Y s ] ¥ @ A 9
VDLATUBDLLUY ‘B'Iﬂqﬂ??’l&ﬂﬂ?ﬂi]ﬂﬁﬁﬂﬁl"ﬂiﬂﬂﬂiﬂNﬁﬂﬂﬂlm‘ﬂﬂfdﬂ’lﬂiﬂﬂ'ﬁwmlﬂ 5) INDTINN
1 4
3 o o S o
mﬂumuuanvmvﬁ'ﬁﬂmu (build external communities of followers) anvazidlumsldauly
a o ' ci A'I Y ' 9 :{A’ 3‘, a Y I'4
sUuuudsgnuaznagns lasjuihmunelunnmsdenlodlddinquussgnandenanaafnoi
a a ad ' o a ¥ a n
wazuINs uazsuanszuuetiulseaumsalvesduRILaz U N5 (share product and service)

w& A ¥ . . vew &
UHDU 6) weasednunmeluves v;aﬂmn (build internal communities of followers) ANHME

v '
fidhumslFaulugduuudegn uaznagns Tasjathwinelimiesewinnuniengu
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[ a 4 q . A w . o H o3|
Wusilazau  7) ieduniudenn (promote a social cause) Anuaig HitumslFanilugiluuy

L a0 Qs d'l

a o Y Y3 2 ' a P ¥
@930 uaznagns wasazvioulimutnnuer laldvesuSTniddedeau uaz ) e ld
Yo Y o g 4 A a ) )
mm;mJqﬂm‘lummamw1mawiawmiuiaﬂ (educate customers on specific topics or

¥
. Y =3 ) v o a
technologies) Anvaizlitluns e lugiuunFegn uag idusanyulaemsdaduladena
o d’ o

gnivesuTEn edsanuazaIndondasusl Intuas fnuafianeduiusedng

(Sinclaire & Vogus, 2011)

Social Media

Organizational Consumer

— —
Power ~ w RN Power

AW 2.9 HANTENUYBITIANBEY laridopsAnIuaz S vBadLS Tnn

30 : Sinclaire & Vogus (2011)

1NN 2.9 ASAABIVDS Sinclaire & Vogus (2011) IdinausnsevuulInnufia
{ Y v W ] g | 2 ¥ o $
wnefunisseniudeaneaula (the adoption of social media) Fufiunatuduiusiiialy

g a 4 3 = v s A ag
AagndasANuRAa 198338 (dynamic relationship) 1un1seousudeavoou ladiwuay

Y ' & o 4 o Y a ) et v 44 X
vaIms IFnudmyana @etfunsiusnnsvesdus Ina) dewalwinissenfufimiviu
Aemsldnudenueoumivesesdnsiienisdrgasenitdnevesgndazesdng lae

Y "V w ) ¢ 9 ¢ ¥ a4 ¢ Yo L)
mslFauswiuvesdenueey ladiazmsiddse leminndoyatiesdns 18 unngndsy
o ) 9 A o o Y g A o J 3
denueaulawd emathma Tulagdenvesn lafuldiu Mosuasanuazaindegnd

=3 o 3 v da o by 'd [y v o d
uaztnun @Y luntsldnu fesehfinahiesdnssedu lanseusudenuoeu lav
(the adoption of social media) A UMAWINNAMURBIMITAETBITFBWALS MY

waluladdsnueoulmi (social media technology) ¥1ldmsdearsvesdusing

a Z [ &’ A Y a o) s 9 a &’ 1 @ o a o Y
U IRYT Inaludainuuifauaziilonia1e nadninnuulnuanneady
d é Q7 d” 4 (-] 1
msaumaniadoyn e s1u1e Fellegiuilldgninfeudissureeen lilnnesdns luig

@U?Inﬂ (Sinclaire & Vogus, 2011)
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o Y ¥ 1 A 1 9 A ] a A
danweoulan TaadnTemasisumimalumsdoussuazafransedretumiouq
o Yy a R E o ' = X
AsouRsq wazgnm SonlahdhuaSedienmsaaaadslmi s1na1sAnuIvee Schmidt &
1 @ I3 o L4 . .
Ralph (2011) auds deaueoulan dlu 4 Uszinn dsdl 1) Social Networks ¥3® Online
Communities 2) Blogs 3) MicroBlogs 482 4) RSS — Really Simple Syndication NATANEIATT
[ o {0 o g
Iemudwnueoulad it led 3 i msldanuiididy Aemsifusiuswdoya msaums
* Qs t t o Y awv a o Yor 9 ] d' o
19 Tuliisauah ldusnlianuamise lunmsieg 15 udeyasuauumiena Heady
a o ¢ ) & a e v o By Y et ' a o
Haadual N15USAS wazFoiftesveusiv uddssaudenislasudeyanliguaininussv
1 t a0y & o a = ) T o o L4 [y
quasdndls Femsautiugsne luadeing deavesuladawisadunldauldlufanssu
YaausHnuazana waaumunsa l9dewuosu lmildaumaranas gz aerivaianaty
=] oo [V-S o/ 9/ Qar ¢ o g’l a v oA
swdnasazsznnvesusn hildwdasnsdumsidaudiaueoulad dniuvSini
aiugsnodesiinlusziasedlumslFnudiavesuladl lufinssudregdlsany
Iz aunaziiylsednina (Schmidt & Ralph, 2011) Fenvesu lavidielduSinrsesing
Aunuiruavesgnaswdemsiuigaiivi lignduaaanadilefia (Schmidt & Ralph,
2011)
a o o o a b4
UsgnynunanazynlsznnamisalszauanudiuSaluninssumanain lag1d
4 ), , , - va
inTesiivesdinuoon lail (Social media tools) iiouilmaTesiioniesmsaaaasisiny
a o A w ey ¢ A v s Y do  aw Y o o
UidvmmeusEnlddnuseu laliwoweuseiadegnaninussnuag lddenueoulavlu
AFUBIN NN IMBNA8 (Birkner, 2011) :10MIANYI1UBY Birkner (2011) WUI1A1TAAIA
' [} A 9 5] k) o o 9 t aac
wuuthadeiinaunsauugiihyanatulinawindlugnawewisun s fsuaz1s ude1aiiis
d'l a kY [V < LY o ' ' 9/ = d'i P 1 s g’l !
dui Iuadws lugasiunna @ ldaulu Facebook lioumie 130 audoiyana Aetiu
ASUUINIY Facebook dnsannayananly e 130 au
Schmidt & Ralph (2011) Aa1231A15NLSENezinsaaiamedeanesy lail (Social
. a v A aw 9 9 [ - S P & o a [ 1
media) Tedhngusindeadilauazius Aodoyamuinusmuiuyesaudn oYM AT Y09
a a ¥ Aa d awv o d ¥ o ¥ EY A
N wazanudveInts g Tasaunsauiindidludesiuiuarsrusiudoyaiidios
[] & (] v g o 9/ v A ] (]
weaaude I lavanua srunudldauludiaueen ladlvinuisumimanas limiveu
9 9/ 9 A v gl o g/ A A v a Y a v
AlFnuenudnlfifisesnaidug wazinganis 1fau viellafydd1dus msru
[V o 1 L q 14 ar o g} o g A Y} VA
danuooutal Suaudldrumadielilsqsdny Sumdldimued laileded sy uade
A aw A 4 < 9 A o g/ ~Q Y v 3 A4 .
MisEnvSenniia landesmsfoduaugldnunidedeasiiios (Active users) Atumue
< 1 t 4 a J J g; 1 [ LA
yoed It Ifededaiiios efueldhdldnumaniudigms i ludnuesu ladeds
9 2’, [ - | aw o 14 ' o s P ¥ 3 & .
oy 159ApHOU 1INMINUNIUITUIEY 1ML Suaudldaunldediedeilos (Active
users) Tudenueonlad Afideuiailu suszinn 1aun Facebook Hisiuaugldauildedis

' 4 4 o ¥ a9 9 v 1 A 9 . o
ADIUDY 750 D1UAY MySpace 11%1‘14’)112?1‘1{\111471‘1‘11061\3616!.1«!6\1 50 A 1UAU Twitter WIUIU



37

Aldandildedudeiios 100 §1unu Linkedin S5nudldnuiilfeddeios 101 fuau
uazBebo fisaudlFonitidoseraies 117 duau agl Idh dauooulmiimaiylad
sFuaziufitougann wimewsniniedleatelmivesdenueeu vt lddte
ne Idifaaw lauBouTumsudeduld (Schmidt & Ralph, 2011)

denuoaulmine IdiAaaw IS e lumslfduius Taellunumsumsdos
Iﬂﬂnmjmmﬁmﬁ%ﬁﬁﬂdagﬂ_ﬁmdnﬁﬁaﬁﬁmﬁaﬁﬁuagjﬁ'umsﬁuﬁuamﬁmmzau
MAMIFATUIBY Web 2.0 danalins Tamandenduniidius wlumsdemsszning
peRnsfugnituIndetu unasmsdeomsii 13aele I nngluuunisasiathndetn
(word-of-mouth) 1uTaneeu la wag Iddunfiunumiiugeinenisaaiaadtelug
(Castronovo & Huang, 2012)

miﬁumﬂﬂ?mﬁaﬁ11‘%@%’@1116%’10%111146’&%8 o1 181] Moran and Gossieaux (2010)
nd1d nagnidenuesy o (social media strategy) aztlszauadid e ldhiiuegiunts

o £ é [ Y X Y a a ¥ v o
VI'Iﬂ’ﬂilL‘lJﬂ‘Bﬂ'li ﬂﬁTiLLﬁSﬁﬂHmzﬂlﬂﬂQﬂﬂ’l %GQ‘USIﬂﬂﬂJLLu'JIuiJ‘VIﬂzﬁﬂﬂﬁuﬂdﬁﬂﬂﬁQﬂﬁ

s/
o a

o ¢ & ~ ~ a o [V 4 9t A A
deaueaulafilowaninauisefivg il fdututuas Idrsmfeyanadu dad
anwmuselumsdasulvifaanudunuinisdeausendedus Ina uasuSn fe
parlszneufididgfiqrunsnagnidenueny lati Moran and Gossieaux (2010) ‘1803178
J = a o 9 o Y &' o . & . .5 & o
ao 1dna ‘unmfu:ﬂmsugsuaﬂﬂuﬂgmuaau%u (existing online communities) ¥4LNBINL
a  w '4 o e ? & o J o o <
HAANBIFILAZUTAIYBILTEN NouniszHanagnsdenueeu lavide 11U TasarudiSeues
o~ o z{g ‘3 Y A v Y oA [} A o o
asfiunudnuesu lmivuinegiuisinivio lidies lse laddauesmsaunun
b4
UU (Castronovo & Huang, 2012)
Castronovo & Huang (2012) na1nanIeeiianianisanavesdenuooulall (Social
: . 4 - o 4
Media Marketing Tools ) HtA3evilen1amsantafifinnuuainnate uazingilse aed
1 ar a = d & 9o o o g 9 o A
uAnARnNY USEMMTeRsAnsanusaien Il ldmmuanagnsdenueoularl 14 asduiiueu
& Q -4 Q'
lagnaunaunsssdiontemsaainvesdeanesulafididrody sra1u1samy

(N L

a R 1 ¢ ¢ p
q.lﬂﬂ'ﬂ?Jﬁ'liJTiﬂiuﬂWiLHN‘Uullﬂ Iﬂﬂﬂlu@Qﬂ‘]J'JﬂQ'llixfNﬂ“Uﬂﬂﬂﬁﬁj‘ﬂ‘ﬁlm&’ﬂﬁ']ﬂlﬂ'lﬁﬂ']ﬁl

2 a

Y A &2 W ¢
Castronovo & Huang (2012) llﬂﬂ?ﬂlﬂ‘iﬂ\iﬂﬂ‘ﬂ"Nﬂ']iﬂﬁ'lﬂ!.l.ﬁzEJﬁ’U'IfJﬂQ'MQ‘]J'iSﬂQﬂ‘UﬂQ

wseslenumsaminvesdnuooulal uandldnansie 2.11
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& o . . . o
A9 2.11 Lﬂimﬁﬁmdmiﬂmmmz'}ﬁqﬂizﬁdﬁ(Soc1a1 media tools and their objectives)

1A98493IBN19N15MA1A (Tools)

ﬁ'ﬂgﬂszmﬁ (Objectives)

Chat Rooms

Blogs

You Tube

Facebook

LinkedIn

Twitter

Google Ware

Four Square

Psuilgsmsusmsuazquagna (improve service)
a5199W3 ANUB YUY (Create sense of
community)

'i’J‘]Ji’Jllﬂ’J'lﬂJﬁﬂLﬁuﬂJa\iij,ﬂ% (Garner customer
feedback)
mmseaalugiuuumsuuziinhngoihn (Drive
WOM recommendations)

9 v o daa . .
AINANVTUNUTNUANINYINY (Build meaningful
relationship)

NUANUANAYBIGNAT (Increase loyalty)

o ads A & & < o
WA 9IR lasamumsdhaiiom iy ladou «
(Power of video to increase embedding of content in
other sites)

13 Iudnu (Advertising)
W"@lma;mu (Develop a community)

[ N Y o N
MUUANGUILMUENIRWIZIIZ 9 (Target specific
audiences)

A v oar BN:{ .
LFDUADNU YUY U IV IEY (Connect with
professional communities)

3 o o 9
NI WATUANHUNUYNAT (Customer engagement)
MIHYUHNTTTUNU (Conversation propagation)
INNATINT IMTBUDLATIWHANY (Increase
collaboration and engagement)
1185] 1%'wﬁ'adwumn Social Network (Crowdsourcing)

2 A v o @ M A
LWIJﬂ'liL‘ifE]iJﬁE]iuﬁﬂ'lu‘ﬂﬂ'l\i"]LLﬁZI‘VIiﬁW‘V]iJEJﬂﬂ
(Increase local and mobile connectivity)

2L o Ay A A A a
mumm@ﬂwu”lumimnamamumsmnﬂmm

qIUTW (Increase network engagement)

fl3n: Castronovo & Huang (2012)
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91NMIANY1UDS Castronovo & Huang (2012) nadensIFonudavesulatiamise
o r b2 a 3 ¢ g/ v 9 . A
i ldgmsussgdhminevesgste 1aun 1) a¥1ea135uf Build Awareness) 2) tiugaav1e

(Increase Sales) ¥39 3) @319AU9TAANA (Build Loyalty) §1ilmunevesuStnnioosding

J a

& 9/ Y o o a a o o kY a ¢
1D I NATIUT U ‘ﬂﬂﬁ’]u’]iﬂﬂizLl!uNﬁ\?’lu‘ﬂﬂsgﬁﬂﬂ?"mﬂui%“lﬂinﬂﬂ'li'JLﬂi’lgl"ﬁ ﬂ‘%mm

9

[~ a
msvudiy lad wagns8198989iy lad (Web traffic and web traffic referrals) wua 11ty
T PBemsdunidy led uagsmaugndfiaan1y (Search volume trends and volume of
2 & roR o ¢ ) ) = v
followers) mﬁzummaﬂ‘niﬂanm“lufmﬂuaau"lau (Social mentions) UREIFYIVINTAIAU
N =2 a ' [ Lo A N L= = L)
(Share of voice) HngasmsHsanNludinvesu lmifiyananionguyananadeuitnnse

o Y J o v
mﬂﬂwmﬂmmnuamm"lﬁu ﬂﬂllﬁﬂ\illﬂﬂﬂ"li"lﬁ 2.12

]
QU o =

9 o o ' a:%l P FY A .
1919 2.12 Lﬂ'lﬂiﬂﬂéll?JQﬂﬁQﬂﬁﬂﬂﬂﬂﬂﬂuqﬁulmgﬁ?%ﬁﬂﬂlﬂﬂ')ﬂ@@ (Social media strategy

goals and related metrics)

thyiane (Goals) MTInNINeIYo (Related Metriés)
k4 o a
a$remsivd o Sunamadudiyled waymssreeenedu lad (web traffic
(Build Awareness) and web traffic referrals)

o unlduBummssunninled uazsuaugamiiaaa

(search volume trends and volume of followers)
e msszydansemsnanieludenuesulat (social mentions)
® [@B99INFIAN (share of voice)
uBBAYTY o Sinmmsisaiuled uazneaflFenu (web taffic and time
(Increase Sales) spent on site)
° aﬁﬁ%ﬂ'ﬂammwmmﬁﬂw‘f wazSAsIMsEenTUiiom (bounce
rate and content acceptance rate)
® N3 LiT“l‘ifﬂJé1 Lmzﬁmauqnﬁﬁﬁaﬂmu (repeat visits and volume
of followers)

o msszydnienisnandsludenyeoulasl (social mentions)

® (T8991ndIAN (Share of voice)



M4 2.12 Ahmanevesn

L4 L
vV A aA

v

J as '
agnidenueou latinzfdiaiinedes (de)
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T
o k24

Fhvane (Goals) A3 IATIiNe U949 (Related Metrics)
9 o { I~ . .
319 NNANA e nailFeuudylyd (time spent on site)
- g . o g
(Build Loyalty) o MmN uazSuIugnAINARAI (repeat visits and volume

of followers)

L -7 g
®  PATINTYOUIUVLBON (content acceptance rate)

A v & ¥ o ¢ .
o mﬁzumamsﬂmmwﬂumﬂuaau"lau (repeated social

mentions)

® |{899InEIAY (share of voice)

o a = .
®  AFUUTUT LUAZLTAIANINAALHY (recommendations and

reviews)

4' ] Y Qs T Slcg
® m3enaanUFIAy lunguETe

fiu1: Castronovo & Huang (2012)

Yo

Castronovo & Huang (2012) Taviseiseq “Social media in an alternative marketing

communication model” LEANT ’IEJaZLaﬂﬂ"lﬁﬂwﬂ AN 2.10

Guerilla 3
Marketing

: Events-based :
Marketing

WOM to Generate Buzz

Sacial Media Platform

Inabie databdse build L. e
>

- o Facebook, Twitter

Blogs, YouTube,

Content Communication Conversation Conversion
A
1
|
|
1
]
{
.................... N \
M 1 Fecdback loop H
CRM H
T Toster fong term customer loyafty

N

] 3
.................... R
EY

Brand 3
:...Community @ I35
k4

g

: Program
: Objective i

1. Increase awarcness
2. increase sales
3. Increasc loyaity €=

) Qo 4
NN 2.10 HUUABINITAT mmuﬁanuuﬂmuaau"lau

117 : Castronovo & Huang (2012)
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1NN 2.10 Castronovo & Huang (2012) @AnmBamsfeaisniemsanianiaien
fudenuoou lad dulsluendselauns 1) mssamsgamduius (CRM) 2) guauvens
a 9 A ¢ ] 4 a a A A 9 ¢
FUAIMIBULTUA (Brand community) 3) MIANYseanIamnIoslioaunivuaaineou ladl
(Search Engine Optimization: SEO) 4) msaa1ailnaain (Viral Marketing) 5) N1sAQIALULIY
n94193 (Guerilla Marketing) 6) M3A1ANAIUAINTTY (Events-based Marketing) L4ag 7) F9AY

¥ . 1 ] [-7] v [-%4
poulal wannnmsdnyiaudsen M ldnsuimseaaadslmivudauesu laieaiuse
a51vlszansnmmssdiuanuimienn d dremsamauuuihndethnuudiauesu la
kY d 3" [ < Y] Y v @ ¢ A 2 aa a v

guaud IFuusustiunudiaueoulal n1ssanisgnaidunus uazdug delioninadens
MUMITUSADUUIUA AMIHiNgIAUBUAY MIALANUANG

9

9 o kg g v k4 & 1 o 4 a @
Fase laagumsldauas gayanuienis ldauuumssdediauoou lai Tasusim

UAZNGUYATINATIHNITRUKAZ MITUIATT IUTLAUUIUIIA waaela 1UA1519 2.13 uag

AN 2.14

M1 2.13 M3 Fnunsevwdnueonlai laoisinunz nqugasmnssuns Ruuazms

U9 (Social networking sites used by company and Financial and Banking industry)

U3Hn ATIHATIN psldanmudannesila

FB MS T L Y
American Financial v v v v v
Express services
AXA v v
Bank of v v v v
America
Citibank v v
Goldman v v v
Sachs
HSBC v v v v
JP Morgan v v v
Morgan v v v
Stanley
Visa v 4
Wells Fargo 4 v 4 v
dadau 90% 60% 20% 100% 50%

#a: Sinclaire & Vogus (2011)
#10L19): FB = Facebook, MS = MySpace, T = Twitter, L = LinkedIn, Y = YouTube
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M3 2.14 gasjamnems Idaues sdodennoou la TasuSnuas ngugasmnssumsitu

UASMITUIATT
13EN  gAmHnIIN ' mslinuuudnuseniadl
D BL P PI BE BI SC E
American Financial 4 v v v
Express services
AXA v v
Bank of v
America
Citibank v
Goldman v v
Sachs
" HSBC YA v
JP Morgan v
Morgan 4 v
Stanley
Visa v v v v
Wells insasesit v
Fargo
dagau 10% 30% 100% 0% 60% 0% 0%  20%

fi11: Sinclaire & Vogus (2011)

HuLe]: D = Defend brand or company against attacks, BL = Build brand loyalty, P = Promote
product or brand, PI = Product improvement, BE = Build external community, BI = Build internal
community, SC = Promote social cause I8 E = Educate
ﬁ%’maﬂgﬂmswummsimm‘iu’v’;L?;m%aﬁuﬁ'aﬂuaau‘laﬁﬂmtﬁmswazﬁﬂﬂ
vostlszindenueeulall Uszdninmniegsne duas Wadeamide uaznan1side uansld

Tu @1919 2.15 uaz @151 2.16 Tududaly
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M
= Y @ o

1319 2.15 i'l&lﬁ&’L?]ﬂﬂﬂ'lﬁ’l‘l.m'lu'liimﬂiiﬂﬁlﬂﬂ’w'ﬁ)\iﬂﬂﬁﬂﬂﬂﬂﬂuqﬁ‘lj(Overview of

previous studies related to Social media)

szanves szansam IGR ¥ide ity Han 15398
[¥3 d a
dwnueaularr  magahe
Social 1) a3 Sinclaire &  Adoption of AN IVONLI
a w - . . ¢ Ao b4
network: HARAMMYIE  Vogus social 9eAnI oA INTS 19
I) Facebook @18 UA (2011) networking uludanvesular
2) MySpace  2) A519TU sites: an waziy lsdnTede
. o 4 &
3) Linkedln  A1OURNBLANS exploratory Fenuoeau larluau
4) YouTube  3) @ WAY adaptive 10 Tasdnemems
o a 9 ) ¥ aw A Wy
uag AnAYeIgnM structuration 19914 Tinedl 1) 1'l4
5) Twitter 8 ani perspective for  1Funseuiunlylu
5) gaasuling global MIAUHUNIU 2) 139
Ay 6)?(%‘ N organizations ’] AN 1Aao L
A A
guaumelu 1o 3) gNEITHIena
¢ | e
D9ANg gng
7) n131l5ualge
HanS A
8) Hloanu
a Y d A
LGRS
UIENIINAT
AU UL
a 1 g . =3 ]
1) Blogs 1) MIARAB Palmer&  Anexperiential, 13U 'lwdtnSov1e
2) Social 9nAIA2Y Lewis social network-  danueenlatiose
: s W 3
network IAnIALLY (2009) based approach ﬁmmmﬂtymﬂw
¢ a . & g o 1
3) Content AN LD to direct FaJutledeins
communities,  2) MY marketing anudis ad sy
4) Forums AMIARIA AITADIANATS
boards @ gislniuu
5) Content Fenuooulay

aggregators
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1IN 2.15 ﬁ'lﬁlﬁ&’L%fJﬂﬂ']i‘i’l‘lJ‘VI’Ju'JiimﬂiﬁﬂJ‘ﬁLﬂEJ’J‘lTﬂﬂﬁ’ﬂﬁlﬂﬂuﬂﬂuqﬁﬁ(Overview of
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MIN 2.18 TeRzREAMINUNINITUNsTRRifeTestumMIfamsgnédrduiug (Overview

of previous studies related to Customer relationship management: CRM) (79)
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of previous studies related to Customer relationship management: CRM) (70)
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(Customer retention)

2.5.5 madnlon3idnvesfou (Empathy)
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Trust = BP Rec = n1sfiame oy

Trust = Ay 1inele
BP = Usz@ninmns

ANHUIIHYBIYINT
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M54 2.38 MINUMIUITUNITUNLNUMSHuiumsamadeduiusilnadetsednsam

NMFAVUUIIU

Relationship Marketing Orientation — Performance Effectiveness

Qs £ 2 § 5 _ E
g 2 2 g = 5 s %
g2EF g5 ¢ g 23 5=
T E 8 E 5 % g2 g e 5 8 5
B S :g 177 ~ = S S = & A C>>
Alrubaiee & v v v
Nazer (2010)
Chattananon &
Trimetsoontorn v v v v’ v v v v
(2009)
d l.
Codonetalf [ = DB e/ S e~ A\, v
(2008)
1
Oloty 2§ Pl A)) damigs Wo B
(2011)
Sinetal. Y AOWS Y S A oy v v
(2002)
i I,
Sineta \CEs AN o % v I v
(2005)
/.
Teeeta v NN 2 L (W o v v
(2004)
Yauetal v v v v v v v v

(2000)
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a d a
2.6 umﬂﬂsmzwqyﬁﬂaqnﬁmmiﬂﬂ (Business Strategies)

d /S Qs s
2.6.1 mﬁmﬂwmmmwuﬁmmmuﬂi

Banking

Business H5

performance

strategies

effectiveness

N 2,19 AUUAFIUNITIVG 5

VNMW 2.19 {8 IANUNINITTUNI TN ULIAA NOVE 18nanT wazaudsefiinedos
weanlFlunsdmsianugniesvesanuigumsise nageudninavesdautlsaunan
' I3 a < A 1 v W a A
1Aun nagniniegsie (Business Strategies) ilmannaulsurdinslu Ao Uszdniam

b4
AIANUUIIUYDIRARTNATINAITTUTANS (Banking performance effectiveness) 591%3 lafAnw1
] ¥ @ o o & St "o a - v oA ar
fenudusiuivesdaulsaunan Mwadedlsudsnelulufiana@ernunsonsedu
¥ b=} k4 k) o a Yo
114 LTASTIIAZIDIANITAUAIUALZANNYNIBYBINAYNTN TN IRAIA1519 2.39 uag

$10aL oA ‘ﬂ'lﬂﬂ']SVI‘IJVI'J‘L!’Ji'imﬂiﬁuiud’]‘uﬁiﬂi‘l‘

A5 2.39 ATIUNUIBYBINALNTN9FINY (Business Strategies)

E:glmh mmﬁmwmnaqnﬁmaqiﬁﬂ (Business Strategies)
Chen (1999) nagnsngsnedsawisenn laiiu 4 nagns Ae 1) madludidu

AUYU (Cost leadership) 2) A5 8319ALANATN (Differentiation)
3) ﬂ’nm‘%maﬂm (Specialization) 4) Stuck in the middle
1 o A v o o t Q/ &
Meskendahl (2010)  AndanshusEn fedaduledmiunisudsdulunmadio
nfsumeuniugus
I'd a o a & a o o Yd as v a
Morgan & Strong  NAgNEN1E3N9 Vonmuzwredsuseminnlaiuitmsandule

(2003) Tumsuaiedu
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A1 2.39 ATUNBYDINAGVTN 193N (Business Strategies) ()

J a
A ANNHIYYBINAYNTNIGIND (Business Strategies)
d a a a a L - 1 d 2 o Y

Parnell & Hershey — nogninegsns Unagnidastudiusdlsgnou dailuaswann

-] o é’ o/ [-]
(2005) wagmath l19se Tenidundnmsiugudmsumsdmuanagns

. ¢ a a o o g: 3
Ritter & Gemunden NAgNNI9gsAe AewganssuvesuInluama sauismsimua
b4

(2004) uTle1ne MITUAY ez TuABUMsA LN
Sharma (2008) NAgNEN19F3N0 AoNagNFITIutadu (Generic Strategies)

Spencer et al.

o a 1+ g A ¥ a " W
ﬂaq‘ﬂ‘ﬁ‘n'\QESﬂ% g%tuulwaniiijﬂ’JTuulﬂLlﬁﬂuL‘*‘NLL‘\N%H

(2009)
a [~ { A Y] ) v L2 %
Varadarajan & nagnsmegsne Wudsmshiussninndafulelumsusedu 3
=] (<] [ 9 a LY
Clark (1994) snIMsuerRmanudiFe uaznssnmanuldnBFeuFweedy
o a A ad ~ ] A T oo
Walker & Ruekert  NagniN1egsne ADIEMsNNUeaTUNS oumIAR19 Y0915 TN
= ° ¥ A ¢ o
(1987) wemiwnldme nsudedulugaamnssy
d'd ¥ A ¥ o ' sq 9 o =
il tsuazdnimnisnareqninldldanunuisvesnagninisgsne

Qe

U o

(Business Strategies) AatiuiIstayil 1831nagnsn1953n9 (Business Strategies) Ain nagn iz

U9 (Generic Strategies) Hingseasioussgay IdnSsudwdedy

Contextual Factors

4

Technology !
Strategy and Business
Other Functional 1 Performance

Strategies T

Strategies

Business (Generic)

AN 2.20 WUIAATINGYE] (Theoretical Framework)

31 Sharma (2008: 23)
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10NN 2.20 Sharma (2008) 1dvi1n133%8i5 04 “Technology strategy, contextual factors

and business performance: an investigation of their relationship™ Taefnuaausihedoent

g’ldy 4 a

A53tuaTeilie NagnTn19gIne (Business strategies) 138 NAgNTIFIUAITU (Generic

q

strategies) Ua21l5zANTNIMN1955N9 (Business performance) 1UgaaIMNIsumsnan dszims

3 a J

pamIATIAY NguABE1eAD JUTMIBIRnT 11U 225 daede Taeldadamsimsizims

LY

Nutls (Analysis of variance: ANOVA) Namia’%’ﬂﬁ’é}ﬂaqwfﬂwﬁia% (Business strategies)

138 NAYNTITUUI9U (Generic strategies) HonTnanolszansnmnvgsne

Fﬁ%ﬂﬂlﬂlﬁﬂﬂﬁﬂﬂ% BIANNTNUNIUY

3

533 TN IUgAAIMATINEUIANT TUNI TS

a1elszine uazawiseaglefeduas nguA1ee1s sTezaInIsAny Az NSyl

wams19e 14 lua1319 2.40

A1914 2.40 5102 DeANAn13 98 TAeMIANYT (Detailed results of study-by-study review)

Ruela aOMNTI  nguiIBEee NaN133 98
zezM
Dos Santos & QATMNIIN 2,534 5 eRnsfiRunagns luassuiinay
Pfeffers (1995)  suints ilszma  1971-1979 fpuguad aslitlss@niamms
ansgonEMm sflunuuazdnualsmsaaind
mileni guisiinmaniings
Deephouse FUMTWINYE 159 FUIANS; WSEMannsonanAsInTu Ui
(1999) Uszine 1985-1992 juusslugamnnssuldlagans
ansgamIm AuMUIegATINAUAZ LAWY
auna Mnami3Sonu et Ty
gaemnssuinad lsnnfiga
Flier et al. QATINNT I 12135n;  msdenanwuindeun nanszny
(2003) 15U Tuglsyl 197241999  ondnTnIndenvesguleiitee

(Financial service

industry Europe)

&
aotfumstu uazanualeluns
V3o dudedodngias

a ] o [}
psueMIMMuanagns inuludn

WOANTTUYDITUIATT
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A1914 2.40 510aLIDEANAN13 398 1AEN1SANYT (Detailed results of study-by-study review) (48)

Rue aAMIMNTIN  NgueIBEaaY Wanms3dy
STEzIA
Greve (2000) QAN INATIY A @i andadulinenagnivesesdns
s Usemet Taife; 1894 1@5udnswawan anmadeon
ity 1936 mauvetulutlszme dnswaves
asAnsvuIning Useaumseims
AUIUIUYDIBIANT LAZYUTIAYDS
Wiy
Haveman & QAN INNI TR 321 158%;  Tassaduaaiamsudadiuuag
Nonnemaker rhnuasFrise 1977-1991  weuivAvesmsAndedemslunma
(2000) szme fidnInadenansuvivesUsEm uaz
Ansgonam AagnimMsAaA
(Savings and loan
industry US)
Makadok ANIAMIRUUDE 903 NBINY; mﬁnsﬁﬁuﬁmuﬂnaqmﬁ'ﬁauiu
(1998) DI UT 1987-1991  szinvesniadusiez lanfFou
(Money market nedfmuasIneeseeuly
mutual funds) szAugnaz lAufounieduday
wilsmsameeeagieuluszaum
AR WaANS 1a5UBnINaNININ
Tassadeadnuazan1z oy
QATINATTY
Pennings & gATINATIY 152 511813;  MIEBNTUUIANTIUYEY
Harianto (1992)  5u11A13 Y3z 1977-1987 Qﬁmﬂnsmﬁmms%uadﬁu
ansgenism Uszaunsaintinuma Tuladlud
fiRedeunzFeuloznin
1T
Roberts & QAN TNATIN 9 sAts;  nagniduianssuddianu
Amit (2003) sUIR75 Uszma 1981-1995  uAnAN iaudeaades uag

=]
20UIATINY

a o a & b4
AANATUAANTIANUUITU “INI‘H

HAABUUNUN NI RUNMTBNN
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M54 2.40 91002BEANANTISITE TAsMSANET (Detailed results of study-by-study review) (A1)

Qv
Han13IeeE

TN PAMINNIIN  NNAIBE A

szaz

Zajac et al. PATIMNITUNY 4000 A1y,

(2000) rhnunzduise 1980-1988

Uszina
Ao
Ziniga ef al. QAT INATIN 136 5UIA1S;
(2004) sUIA15 Useine 1983-1997

il

131 Neme wazaudiAyveana
4 ~ P 3 [
gt wilmsndeuuasTaotiuag
o g d‘
AuMIAmNsaaen1slasunag
Tuanmuindaunalilua
ANTNLIAROUNIIMT LYV UYD
USHN LAZNSHENIVBIBIANT AT
~ d' 's v dyd
nanfeannngnasitianiiil
wansnuENauaslszansnwag
ANUUIIU
msdeuudasmamaTuTaduag
~ Y @ o ] A o %
syilgudeiivavussalitadingy
danansgnube Iassadnusngy

gns mans (Strategic groups)

31 : Hutzschenreuter & Israel (2009)

Corporate/ Growth
Business Functional Area Strategies , L
. , Strategies
Strategies
. A uman
-Misuen AY [ark@(mg Finance ngsoll?l“ces -Penetranon
\izon -Product
-Core Value: -Sezment -Leverage -Interenal Development
-Core Competencies -Target -Leaze ‘Buy Maskeang - Market
-Differentiate -Empowerment Development
-Pounon -Re-ezgiceenng -Diveraficanon
Production Operations Logistics
-Out:ourcing -Supply Chain

] -~

-~

~ 1

| E-Statesy

HI Competitive Strategy H Global Stmteg}']

) o A aQ o
MW 2.21 nagminseataluuSunvesnagnisudugvesustm

1311: Ansary (2006: 271)
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1NN 2.21 Ansary (2006) 1A¥11n15790(509 “Marketing strategy: taxonomy and
o/ - A Y [ a o R‘, -:wﬁ 4 a .
frameworks” IasfAnuAusifeadesfiuauiseaseiifio nagniniegsns (Business
. & a v W R 1 o °
strategles) HAS NDYNBITIBIYU (Competltwe strategy) ﬁ'Jum‘s ﬁﬂyuﬁﬂ'mnms muuﬂ‘ﬂizm“n
o a o o o g/
YBINAYNENNFINY AAYNFN1IADIA BaznagninieluesAns Ansary (2006) ldnunau
ssunssyluuAaneaiunagninisaatn luunanuinmsdumsania (Marketing
4
Journals) A9UA UNTIAY 1990 DY B 2006 TABNANITISENUIINAENINIINITADIA
. . H o a | o & 9 s 9/ L4
(Marketing strategies) Tausnlflunsduiivaufivsdwield ssdnsdosysanmenaens

(] FA ’
asaaaswiunagniouqAnn feluransIseiidedse@nEnmnisduiiueu

TN5005U8' 14 lunw 2.22

Strategy Strategy
Formulation Implementation
. Marketing ' Marketing
¢ .Olpm 2fe F * Strategy F Management
Strategy
I F O
Mission I R TIE;KLU R =
Y re - —
Viston R .,g = Z 5 g 2
“are L M Z 2 + | & )
Core Value s AR ke NT Marketing
Core Competence o g | g = I R Program
R zU
Growth E Branding I T .E; 7T
Strategy N I CI) R -
i T = < E Marketing
2 g jaSl AT Mix
Functional Area 1 g ‘N E 2 £ L
Strategies o El& | % |85 7 -
olv |E|EEE =
I N sl &% |28
3|18 ~ S ¢3
Competitive 1% |z 4 %
: = .
Strategy z 1P
L Positive Customer Experience I
| Value =t sadsmaction | Loyalty |
Retum on Owner’s Investment || Retum on Investment [{ Market Share || Return on Sales
Strategic Marketing Planning Metrics

a [ o o Aa
NIN 2,22 ﬂ"l'i‘lgiﬂ!'lﬂ'l‘iﬂ'iﬂ‘lJlLu’Jﬂ'J'lllﬂﬂﬁ'lﬂi‘Llﬂﬁq‘i’lﬁﬂ'l'iﬁﬁ'lﬂ SagMIAUUUINU

1111 Ansary (2006, pp. 282)
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1NNTN 2.22 Ansary (2006) Tavimsituiaes “Marketing strategy: taxonomy and
v b v
frameworks”  Tao@nuiaulsiineadeesnuauisonssiifie nagniniagsne  (Business
. d a T W .. 4 =1

strategies) HOLNAYNTIBILYIVU (Competitive strategy) msanuHTunMInuMINITINNIIY
a H o L) g[ 1
TuwmAanenunagnimsaaaluunauImnmsdunsnain (Marketing Journals) AL
= aw ' o 4
UNTIAY 1990 D9 WHILU 2006 TALHANIIITEWLIINITYIVINTIVOINAYNTNITARIA NAYNT
a P o Aa a 0 ¢ a ) 9 g 1
NNEINT LAZNAgNTOU(AININ) BaNTHadelszaumsaiiFauInvesgna Tu 3 au ldun

' =] @ r.:w a 2 a a =1 4
1) AMA1 2) ANUNIND 19 uag 3) ANANA enIAHtIeTUIeD sz ANEnwNBIAns
2 185 U9INMsYTUINIAUNTBLMUIAMUAANIANY (Ansary, 2006) TAUA wampLUNLIN

M3aevuluaIuYe U198 (Return on owner’s investment) 2) HAABLLNUINMIAIYU (ROI)

3) AIUULIN MR (Market share) L48%4) HOABULNUINGDAYIY (Return on sales)

Marketing
Capabilitics

Hla

130

Market Linking
Capabilitics

IH3b

DIFFERENTIATION ) H1b PERFORMANCE

ie H2c
Technology
Capabilities

H2d
G P

Management

Capabilities
Hlc

AN 2.23 ATOUUUINIINAAIIUIIOYDS Parnell (2011)

fiu: Parnell (2011, pp. 136)
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AN 2.23 Pamell (2011) 18¥1n135390i509 “Strategic capabilities, competitive
strategy, and performance among retailers in Argentina, Peru and the United States” Tagdny
o A 4 g/ o awv b4 dy A Jda LY .. & 4
ﬁ’JLL‘LIT’v’ILﬂFJ’J‘ilENﬂ‘Uﬂ"li’J‘tlEJﬂNu A8 NAYNTLPILUIVU (Competitive strategy) 1139 nagns

a . . ¥ S o ¥_ 9 : ¢
N1N53N9 (Business strategies) 1Aun ﬂﬁQﬂﬁﬂWHNﬂQﬂmLﬂTﬂmﬂ (Focus strategy) NagNEN1I

kS Y

a$19AUUANAT (Differentiation strategy) nagNEMIT UG MAUU (Cost leadership

strategy) uae 152EN3AW (Performance) Tugadmassunstildn nquaisds As wilhau

Tugsnedfinfidsemaanigondmsiuau 277 dredn wilnaulugsnendnilszimaen
a s o Y ] o a g o o Y] a2 o

WUANT FuU 136 A uagwtinaulugsheddf@nnlssmaanigamsméuiu 163

methe Tasldadanisiinsein159Angu (Cluster analysis) a2 NITAATIZHT 99 (Factor

analysis) WAMUITEWUIN NAYNFNI9INY (Business  strategies) VANTWaIFIUINGD

U353 ANTAMYD999ANS (Organizational performance)

Lowcost ho ‘0.428

Strategy

Marketing Dif. p=========< R*=0.134

0.342%%*

Innovation Dif, < 0.753 0.45T+%x

Performance
R?=0.379

0.366***

Centralization | _ -0.386

0.156*

Structure
R’=0.186

Existence Formalization pfeaco__ <

0.43]%**

Enforcement Formalization | = ~0.139 .7

Complexity 0.800

Notes: * p <0.05; ** p <0.01; *** p <0.001
AN 2.24 HUIATWARIUIY

1: Pertusa-Ortega et al. (2010)

91NN 2.24 Pertusa-Ortega ef al. (2010) 1911133901504 “Competitive strategy,

structure and firm performance: A comparison of the resource-based view and the contingency
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[ 3 I
o [ a o Jd a [ Y]
approach” AutlsiiNedosiueiiTenssiife nagnfiFaussdu (Competitive strategy) 130

o a v 1
NAYNININGING (Business strategies) IALA ARYNTAITE319ANUANATS (Differentiation

o = o a o
strategy) NagnSmsudihduduny (Cost leadership strategy) uazalse AnZnmusnisas

o |

(Firm  performance) lugaemunssud1eq Taojuduiiesdnsvuialug nqudedia ae
Y a 4 ° o w Y aa o 9/ .
HUSH3ReANT S1U 164 13EW TaeldatAuuudiaesaunts Iasead1e (Structural equation
modeling: SEM) #38MATiA7T Partial least squares (PLS) Wa9 358 Wui1nssa Tassadag
o ta o ] 0o a o Taa a 9/ ] o

aeﬂﬂs"lunamwaIﬂamaﬂawamsmmmmmmaqﬂﬂmﬂuamwammanmunaqm
MIUYIUY (Competitive strategy)

3 o Y a = v ° a

A3e ldnumauuuafa ngug uazassunssunadrelsamd aunsatuneiuiely

] o o gn 9 o
uanzsdnmsigatelaviinisanm e s ledetlese HANIENUUDLBNTWAA19 VDS
Yo

nagnINIagIne uazdaudsdana 18 i 3 fauls Ao 1) nagnimsdudihdudunu
2) nagNS e AN 1Az 3) nagnimsyaiunguithvune Tnsnnnsnumiuuas

= o Aaw 9 o 2’; S Yo 1 2\,
UATIENINUITYA N AISYYBLTANAIINHNUIGYDING 3 NAYNT "lﬂmm”l'ﬂu

2.6.2 nognimsidudiidnidunu (Cost leadership strategy)

o = ° v
gatvvoudasanunuievesnagnimsdudihdrudunui 1dsinn1snuniy

235UNTU UM 2.41

4 o Yo ¥ b 4 .
11314 2.41 ﬂTIQJ‘HUTﬂﬂﬁq‘ﬂ’ﬁﬂ'liL’lJuQu'm']uﬁu‘V]u (Cost leadership strategy)

LR anumnenagnimsithudihdn@unu (Cost leadership strategy)
a o ow L) J ° J g
Alleneral. 2007;;  wuwe IMveIkaASNal LagLSasvasesdnsmnduile

Spencer et al. (2009)  wl3suRsUAULUUS

i o

Hahn & Powers (2010) fin m3il Inssardwaunuidndguisdulugaaimnssufieaiu

Parnell & Hershey o mamutszAninmlaonmsyaiudemsanaildsely
(2005) NIZUIUMITVOIUARLYATINATIY

] { Y] s a %} I's
Porter fAn gusfignm I3y uazansaaRsudien I8t undasuaiuss
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Porter (1980; 1985); Powers (2004) 8511871105 aNs A nmsantivaiuimilonda

e o a d a v . & Y
guasmnsadiso 18 TnenagniFeussdu (Generic Strategy) BINWIGDIN WA IS Y TUT

o ] v [ v
ms lagswludmmaitludihdmdungu msafreanuuandie sagmasantungudhmue

{ [4 o A a 1 [ a ) 1w
lugaamnssufiosnnsauiiugine ﬁnmﬁ'ﬂs‘lu"lﬁ'mﬁuﬂnaqmﬂm InARAEN STy

(Generic ~ Strategy) 9z Unaifene vennsazinanisauiuaiui w185 un1swaru uas

a b 4 A o

isganinmhdesniulieiBvueunuednsfihnagnfiFausedu (Generic Strategy) 1119

lumsdniiuau

¥ b4

Allen et al. (2007) 8T wIERnsausarhnagnimadiudiidudunuanldlums

o A P =Y I =% a a g °
mmuﬂu‘lﬂ AN EH VDI Porter (1980) K’Nﬂﬂii]%ll‘l]izfﬁ’lﬁﬂ'lWﬁJ'lﬂ‘UHiHiZﬂSﬂ’l’JIﬂﬂu'l

v & J 8

o a ' 4 ™ o A J
ANYNDHIYIUYIVY (Generic Strartegies) m'lﬁ’ﬂumsmmuﬂu muumﬂnsmmzmﬁumm
3 b4 o 9

as A At A ) = w o of 9 o 9 Y a Yo
ninens vselma Tulatnmilendt sanunagninsdlufihdudunusiligus Tna 145y

SIANYNNI

2.6.3 NAENTMIASIINIMUANFA (Differentiation strategy)

Yy ar

ludruvesanunuigvesnagninisadsaruuand19fidiseriinsnunau

FIUNTTUNINITTAITUTIA ﬁ'liJ'IiﬂLLﬁﬂ\ﬁ']ﬂ%’fJ Ej,’uﬁi\ﬁLbﬁzﬂ’l'liJﬁN'lﬂllﬁﬂUW’]‘iWQ 2.42

M 2.42 AVUNNTBNAENTMITHT1SATTUUANAI (Differentiation strategy)

Y 1 ¢ ¥ v g . e
RO ANUHINUNAYUNTN IAIWANUUANA (Differentiation strategy)

o [] 0 a (] a a :
Allen et al. (2007;  Pagnsnsers waNUIANAS Aopsauiiuauetiiidszininile
a 9 a Y] ¢ A v =1 (=] b 4 a  w st
2008) gineIManuliendneaiviegumnmilonifsgnm lnondasuaind
AUNTN ANBUSIAUUANA NI INGUIL HIDUIMINAINTVIY
o g/ ' 8 a Y A a '3 Yo
Aulakh et al. (2000) ARENTMITATNANUUANATN MUBDITUATHIBUIN 1 VBIBIANT IR
V=) s o
AsEBNTUNNBNANLN
. (4 9 4 A ar 9/ 3 a .
David et al. (2002)  ABENFMIATNANUUANAN ABMIATUAYUAIBMT IHLSMS Ty

szAugs Tanwiufareuluanudesmsvesgniuazanutangulu

NTLUIUNITHAA
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MTN 2.42 ANURBNDENTNITHS HANUUANAT (Differentiation strategy) (AD)

Z
Alp ANUHNILNAGNTN TTTNANMUANAIN (Differentiation strategy)

o 1 =
Hahn & Powers  nagninsaieanuuand1e Aenssuiumsvesms idusmsvie

(2010) wandmuat ldwaaludnunzfigndidntennuiiiendnyst
4 k) 4 = & [ aa a A
Homburgetal.  nAgNEMIasAmLAna1e Avnagnimssansiiidsedniam uay

(2005) afaruinfvesgam

o ' & a a v &
Pamell & Hershey ﬂﬁtg‘l’l’ﬁﬂ"liﬂ%"liﬂ?”lmmﬂmd ﬁ@ﬂ15!W3J1]5g»’ﬁ'ﬂ'ﬁﬂ’]WIﬂﬂﬂ'ﬁlql\?llu

v g a %) I'4 a 1 1 A a :2'!

(2005) PVUANUUANANYDINIHAANDUMN LT UINST %’\ﬂﬂll‘\lﬁﬁﬁ@ﬁﬁﬂ%ﬂu

Y o A =] P a eaa 1 Y v
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Spencer etal. ﬂﬁq‘i’lﬁﬂ']iffi'l\iﬂ?']ullﬂﬂﬂﬂ ADDIANITTIWNHNARAUNNIDUINITHIUDD
(2009) aashaegna lumuanuiienaneet

o «a

o v v Y A s o A A a e
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9 ' P A (- ] 4 [ aat a
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Performance Measurement System

*Use of Financial Measures
*Use of Non-Financial Measures

Differentiation Organizational
Strategy Performance

NN 2.25 NTOUANVAFINIUIBUDY Spencer ef al., (2009)

AN Spencer et al. (2009)

INATIN 2.25 Spencer et al. (2009) 1A%11n137 981509 Differentiation strategy,

performance measurement systems and organizational performance: evidence from Australia”
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Vella & Caruana (2012)
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91081574 3.2 FATsenursangilidiu 4 Audsudaioadreutns S uazwann
Yo dy [y Y v v o o L4
HUVABUNINIINNITNUNINITIUNT TN lAATl mIsdamsgadiduiusuudenueoulay

Q

it lAaL LYo U8 131N HBR analytic services (2010), Akroush ef al. (2011); Reimann ef
al. (2010); Vella & Caruana (2012) mssjanfumsaaimdeduius Fed3deldwaun
HUYADUNINNIINITUYBY Chattananon & Trimetsoontorn, (2009); Gordon ef al. (2008); Sin et
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Y
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Sorbom, 1984)
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MILNIN 0 —1.00 ,
Normal Fit Index ~ NFI swiaanamenndous > 0.90
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1 5¥1219 0 — 1.00

#i11: Wheaton ef al. (1977); Joreskog and Sérbom (1984); Byrne (1989); Bentler (1990), Browne

and Cudeck (1993); Hair et al. (1999); NaINs NAe15AY (2553): 110; 165 FAudu (2551): 28-30.
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MIN 4.1 AudasB ULz A n e lie Iduesdulsns tamsgndduiusun

denvoau lar! (Social CRM)

dusduns  esdsznouveg AUAAIOTUIIT WU Cronbach’s alpha
i1 AT (Corrected Item-Total Correlation)
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SM3 0.629
SM4 0.689
SM5 0.783
SM6 0.748
SM7 0.761
SM8 0.714
SM9 0.739
SM10 0.620
SM11 . 0.795
SM12 0.767
SM13 0.806
SM14 0.815
CRM CRM1 0.679 0.947
CRM2 0.754
CRM3 0.718
CRM4 0.716
CRMS5 0.775
CRM6 0.782
CRM7 0.736
CRMS3 0.758
CRM9 0.702
CRM10 0.753
CRM11 0.762
CRMI2 0.754

CRM13 0.706
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aulsdunald  esdilszneuwves AUAAITIUIT U Cronbach's alpha
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Bond2 0.849
Bond3 0.827

Communication ~ Commul 0.728 0.854
Commu2 0.705
Commu3 0.743

Empathy Eml 0.748 0.885
Em?2 0.799
Em3 0.785

Share value SV1 0.728 0.878
Sv2 0.829
Sv3 0.743

Reciprocity Recil 0.856 0.928
Reci2 0.877
Reci3 0.828

Trust T1 0.823 0916
T2 0.864

T3 0.807
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Cost leadership  CLS]1 0.503 0.832
strategy

CLS2 0.643

CLS3 0.621

CLS4 0.725

CLSS5 0.674
Differentiation =~ DS1 0.827 0.935
strategy

DS2 0.856

DS3 0.779

DS4 0.862

DS5 ' 0.805
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14 L9530 (Corrected Item-Total Correlation)
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FS2 0.889
FS3 0.892
FS4 0.827
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aalsuele perlsEnavYn] AMAAYSIUISWUN  Cronbach’s alpha
aolu WIATIA (Corrected Item-Total
Correlation)
BPE 0.895
Cost reduction 0.406 0.931
Customer retention 0.792 0.865
Market share 0.790 0.865
Return on investment 0.810 0.864
Sales growth 0.784 0.867

Overall performance 0.810 0.862
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SM3 5.27 1132 -0.526 0.462 fieudaann
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3/
TaefiswazDenveswamsanmauauyagiulundasdonatl
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4.3.1 TUNAFIUN 1

Y o w [

[ o a .
mdamsgnidunusuudeauesulal (Social CRM) = AagninegIne (Business
. 2 LY g o w < </ data o t o
strategies) 118049 m'sfuﬂmiqnmfmwu'ﬁ‘uufmﬂmau"1auuam'wamammaﬂaqmma
a ' < 1 ar g & w o Y] o raaa a 1
FINT UANANIANHIND N ﬂ'h“%ﬂﬂ'lEQﬂﬂ'lﬁll'wu‘ﬁUuﬁﬂﬂNi’)@ublﬂuvhJiJ’t’J‘ﬂﬁ‘Wﬁ‘Vl'NﬁiQﬂ?)

o ) a & 1 9/ [ o o
NYNFNWNFIND Gﬁdquﬁﬂﬂﬂﬁﬂdﬂﬁﬂuuﬁﬁ'm‘ﬂ 1
a P
4.3.2 TUUATIUN 2

astanisgniduiusuudenuoonla (Social CRM) = Usz@niainnis
AUHUSIUYBIYATINATINMI F1IATS (Banking performance effectiveness) ¥aeH4 A1T3ANTS
[ Y o as a A v a a o a

gnmiduiusyudinnooulailsninanwasdetse@nsammsduiiusiuves
J =2 J o 9 @ @ J ) I's [P

RAFIMNTIUMITUINT LARAMSANEINLD Msdamsgamduiuiuudenueoularl Ll
a a ' a a o a & 0 @

onInaneATeAoYsE NN MR i INYBATINATTNMITUINT B liaeandoeny

AVUAFIUN 2

4.3.3 aUNAZIUA 3

o

MIguiuMIaa mFIduR NS (RMO) = nagniniagIne (Business strategies)

a

mnetia maganuntemafeduiusioninamenssdenagnimegsne namsAnywu
o d

v kY a w a a . = é
MIYUHUMIAMNATITURUS UBNTHAN AT IRONgNTN1EFINT (p < 0.001) Teasandes

AuauuAgIuh 3
a4
4.3.4 AUNAGIUTN 4

asyudumIaaiaFaduius (RMo) > Uszansniwnisduiuaiuves
PATIMATIUNITTUINIT (Banking performance effectiveness) ‘Hmﬂﬁ\i miajuﬁumiﬁmm‘%q
Turius (RMO) I8ninanassdetlseAninmmsduiuauvesgaamassumssuiais
uAnaMsANE WY Msganiumsemadsduug luiidninanuassdedsz@niamns

o a 2 [] o a i
ATUUITUYBIRATINATTUNITEUING Wﬂquﬁﬂﬂﬂﬁﬂﬁﬂﬂﬁﬂﬂﬂﬂ'luﬁ 4
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4.3.5 AUNAGIUN 5

NAgNEN19g3N9 (Business strategies) = ‘IJiZaﬁ%ﬂTWﬂﬁﬁuﬁu\ﬂWIJENQﬁﬁ”Iﬁﬂi'iiJ
f35UIAY (Banking performance effectiveness) M85 NAGNIN19FINY HONTHANI9ATIAD
UszinTnmmIduliuOuYeIgamMasT UM SIS NamsAnE LD nagndniegsie 3
eninannssde sz @nEammsduliuauugamnAIIUMIIEIAIS (p < 0.001) 59

ABANROINUAUVATING 5
I
4.3.6 auuAgIUd 6

mssamsgaiduiusuudeaueswlor (Social CRM) = nagniniegsie (Business
strategies) = 158 ANTNNAIAUTUOIUYOIGATIMATIUAITFUIANT (Banking performance
. < [ 9y o [V 4 [ A a ) 3
effectiveness) MU0 N15IANIIZAMTUNUTUUTIANDDU 1Al B NTnan19doude
a o 0o a [] o a
Usziininmmsdufinanvesgaaimnssunissuins lagdunagninegsne sanisdnm
' w 9 o [V S [ o tela A 9/ J a o
WY nssamsgamidunusuudiauesulad Tulisninanedondolszdnianms
o a ' o/ & a & [
ANUUIIUYBIRAMINATSUMTEUIAS IngrmAmsAUNA1 Aenagniniagsie Fe'lyl

foAndoInUaNUATIUA 6
- ol
4.3.7 auudAgIun 7

mMsyatumIama@sduiug (RMO) = AngNIN19gIRe (Business strategies) =

Use@ninmnisduliuauyesgaaIMnIsuAI SRS (Banking performance effectiveness)

nu1ede msjuduniseaisdaduwus (RMo) Taninaniedoudelszaninmnts

AU TYRIRAMATINMI FLIAS TABHIUNAgNTNIag A MaMsANEINLD mMsyaiu
seia

nMsanaBduiusidnsnansdedalss@nammsduiiuauveseammnssums

' o & a 2 o a P
511013 lnerudaulsatnae Aenagniniegsia (p <0.001) Feereandestuauuigiui 7

AitsvonglnamsnamsuauuAgiy TaguaassisaziBoaauuAgiuvesudas

ANuduRusvesdlsaunsouLuIAINAAnIT ISy uazaNuTeaAndaIiutayad

szdndnueindgiu Tuase .10 mnsogsefuledwafanss 4.17)
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AUNAFIUNMIITY HONSNATDL ANUADANRDY
fUNAgIU
@ Y o a o @ 4 rala a [] 9/ @
L msvamsgamduiuivudiaueeulad  Lilidniwamanse Tigeaadeeiu
UonTHanwasIdonagniN1agIneg AUNAFIUMSIY
Qs Y o @ o/ < ta a t 9/ Y
2. mavamsgamduiusvudaweoulad  luiovEwanieass ligeaadasiy
NanFwanieaseneyseaniamnis AUUAFIUMIITY
AUHUNUYBIRATIMATTUMITUIATS
3. magaumsanadaduiug Tonsua VONTWON AT donAndony
NNATIABNAGNTNIIFIA LNV RLTTeN AUUAFIUNTTITY
Gl
(p <0.001)
1] kY a o w data A ida A ] 9 Y
4. MIYAUUMIANIATITURUTUIN TN lididnswaniansa Tiaeandosnu
NeATIe Uszansammsauinvanves AVUAFIUNITITY
QAT IMATIUNSFUINT
5. NOYNTNFINAIDNTHAN AT IAD UBNSWANIeAT doAnADINY
Uszdnsnmmsauliunuvesgaervnssy  ewdideddgms quudgumsise
AIFUIATT ana
(p<0.001)
[ Y v o Qs o tHa a 9 [} Y [Y]
6. M3vamIgamaNRUTUNdaueoulayll  luTionsnaniedou liaoandoeniy
ansnandourellse@nsamms AUUAFIUNITING
AulnOUYIgATIMATINMI FHIATS Tay
HIUNAGNEN1FINY
[} Y a o @ daa a aa o Y 9 o
7. MIIUMIaMAFITUNUS BN Fna Lonswanvou AOANNDINY
nedeuaelsyAniammasuiineuves LN CLALGITRE AUUAFIUMS I
RANTHATIVMITUIAT lAgFIUNAgNENIG aan
§309 (p <0.001)
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a < '3 a .Y
4.4 Nﬁﬂ153!ﬂ513ﬂ9\1ﬂﬂ53ﬂ9‘ﬂ!%\1§uﬂu

i

Aiteveriurienanisins s esrtszneuFduduvesiuslunseuuuiaufia

9
Tasuaasseazdon laati

a d = [¥) QU
4.4.1 NAINTIETRIRLTENBUBE Y (CFA) voeiauals

g

AIteiin1sIns e Hesddlsznoudsdudu d2elusunsu AMOS version 21 Tao

De

9
[ o ar

“a o o a ¥
’Jtﬂﬂz‘ﬁﬂ’mﬂﬂm‘\ﬂuﬂiEl‘lJLLu'Jﬂ’]"lﬁJﬂﬂ‘UENﬂ'liﬁﬂ‘hl'lﬂi\iu UIU 4 Atls "lmm 1) NS

9 Y o w ar 4 . v 1Y a o @ d¢
tansgamTuRusuudiaueonlal (Social CRM) 2) mssjadumsama@edunus (RMO)
3) NAYMEN14g3579 (Business strategies) 40 4) UszAnTawasduiivaiuvosgammnsy

AN55UIAS (Banking performance effectiveness) Tneavetiuausnanis Jinsiziaoaranan
uansianugnAee niseavSutazAIMIE auveen 1 IselusTAUY IR ﬁq&uﬁﬁ ie
varruen el lunsiarsenidonlvves Model fit TASeE Regression weights (Factor
loading), Chi-square, Degree of Freedom, CMIN/df, GFI, CFI, RMR, Lia*RMSEA Taeitaaq

i
TnzBen laasil

a.4.1.1 madamsgemduiutuudnaeonla (Social CRM)

.49
Social media 10

.30 74

Social media 11

.85

cial media 12
. .82

Social media 13

.20
CRM13 |

Chi-square = 2.151 ,df = 7, p=.951
CMIN/DF =.307, GFI = .997, CFl =1.000, RMR =.010, RMSEA = .000

o a o g { o v ar L4
MN 4.1 M5ART Ao neUBatuduTUT 1 YaINsInmsgnmdunusuudenesu o
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a o ) Q [ v o s
M3 4.1 MITnTEHewsznouFdudureimssamsgnddunusundsaueen o

QU N g /s
Al peftlsgnoy  Auimiin  Chi- df CMIN/f GFI CFI RMR RMSEA
wls  vesAnls  eeseney  square

(1M599) (Regression

weights)
Social SM10 0.70 2.151 7‘ 0.307 0997 1.00 0.010 0.000
CRM
SM11 0.86
SM1i2 0.92
SM13 0.90
CRM12 0.56
CRM13 044

&

4 U su‘ L4 s
NNIN 4.1 UBTATTN 4.11 ﬁﬁ]UWUQTﬂTuTﬁuﬂﬂdf{ﬂigﬂﬂ‘lJ"Uﬂﬁﬁ’JLL‘]_liﬂ'li

=Kl

Q Q U Qr \ & T U 4 )
fanmsgamduiuiuudeaveeulay HaA152n319 0.44 - 0.92 FeogluseAauimunzay e
WI5189A18A5 10 2uv94 lAaLAI3 1Y Desree of freedom (CMIN/AD) (1AL 0.307 Avasa
NATBY p-Value 1111 0.951 A1 GFI W11l 0.997 A1 CFI 1161 1.00 A1 RMR W14 0.010
] 1 ar Y @ o 1 aad 9/ a o g’/ dy
HazA1 RMSEA 11101 0.000 H39811A1e8 AT La01nn1s s 1z inaveamsanyinsefi To

neuisutunusilunmsfnsanluseduuIuei (Wheaton et al, 1977, Joreskog and

=\

. 2
Soérbom, 1984, Byrne, 1989, Bentler, 1990, Browne and Cudeck, 1993 and Hair et al., 1999) 3y

14
Porimuadsil ACMIN/dE dpsiidniaondt 2 feazdedumnzey sradanaaey p-value Ao4

1A o

[ o ar aa 1 v g 1
w31 0.05 (Lifldediyn1eada) a1 GFI wag CFL a1 0.9 44l A1 GFI wag CFI 16h
1nd 1 azeglusedufnin (Perfect fity A1 RMR Uaz RMSEA 108031 0.05 11 RMR 40

b4
A L Qs o A [y \ Qo W 3
RMSEA i lndgud munefeaglusedufunn (Perfect fit) dariudloRarsaneadasand s

=Y

o a [ 9 o 9t /@ Qs
mmﬂtucnmsﬂaxmu‘lusmuumww N’Jﬁ)ﬂﬁ'm'l'iﬂﬁ';ll”lﬂ’J'lIllLﬂail'lﬁ‘i’lﬂﬁ'm‘lJiﬂ'li NI

«

Y @ @ I 0 @

A 3/ o =t o Ao
gneay uwuaamaau‘lau Mﬂ?Tijﬁi’Jﬂﬂﬂﬂﬂﬂ‘UIiJLﬂﬁ‘VlN‘Vlt]BQiuiﬂfﬂU‘l’lmJ'lﬂ
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a o J
4.4.1.2 MINAtumInmAEiuUE (RMO)

a

Pteiimslinszdesdilszneudedudu daeTusunsy AMOS version 21

v
i

a ¢ ¥ ] a o o d¢
Tnelnszviausudsluveemsfineinsed e msyadunsamadedunug (Rmo) Tae

QU

Piduauenansiinidemadaiugasiennugndes nseuuuaza g ax

Qo o/ a o %’, P 1 d'l a d'
veIms g luszauumnna Aniudifvveiaienuie 1 $lumsRnsanton lvaes Model fit
14

1adati Regression weights (Factor loading), Chi-square, Degree of Freedom, CMIN/df, GFI,

CFI, RMR, Lia¥RMSEA uag ﬁ'llffuﬂ‘iwﬂ&%ﬂﬂllﬁlﬁﬁﬂ'lw 4.2

@ Bonding 2
Kl
@ - 74
Communication 1
9
Empathy 2 e
A RMO
Shared values 2 2
2
@_> Reciprocity 2
@__> Trust 2

Chi-square = 6.937 df = 8, p=.543
CMIN/DF =867, GFI = .990, CFI =1.000, RMR =.014, RMSEA = 000

a o 4 a M o g o ' Y a o o o
MN 4.2 ﬂ'li’JLﬂi'l&’ﬁﬂQﬂiJiSﬂﬂ‘iJL‘NEJuEJuiJu‘VI 1 YDINTITYUUUMTADRNTUNUT (RMO)
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a 4 '4 . a Q ] a v w
314 4,12 ﬂ"l'i’JLﬂﬁ'l&'ﬁfNﬂ‘]Ji&’ﬂi’J‘UL‘INg‘uEJ‘H"UBQﬂ'l'iig%ﬁhﬂﬁﬁﬁ'lﬂl%ﬂﬁﬂwuﬁ (RMO)

Q7 € g o/
#1  ewiszaey  ewhmin  Chi- df CMIN/ GFI  CFI RMR RMSEA
wls  wesdus B4F  square df

Wesia)  Useney

{Regression
weights)
RMO  Bonding2 0.74 6937 8 0867 099 1.00 0014 0.000
Commul 0.69
Empathy2 0.79
Share values2 0.69
Reciprocity2 0.82
Trust2 0.82

s o (4

T v %’ LY
MNATN 4.2 UAZATTN 4.12 FIdewuiathmiinesddsenovvasdautsns
[] Y a o @ e T é ] @ o 4'4 a Sf
PAUUMIANAUTITUNUT HA15TNTIN 0.69 - 0.82 reagluseauNmutsan WeRinsuiden
93181989 1AIAIS Y Degree of freedom (CMIN/AS) MY 0.867 AerdANATeL p-Value

WAL 0.543 A1 GFI 1111 0.99 A1 CELIVIINY 1.00 A7 RMR W1HY 0.014 14a2fA1 RMSEA

aa

"o Yz ar o T q' 9/ a 4 3’/ dy =t Y d
WA 0.000 FITENTIIAIADATN 1A9IANTIATIZHHAvEINM s AnEIAS I TS ouifeu Suineat
Tumsdsanluseduunnenad (Wheaton ef al., 1977, Joreskog and Sorbom, 1984, Byrne,

é =1 o ¥ liy 1
1989, Bentler, 1990, Browne and Cudeck, 1993 and Hair ef al., 1999) FaNTO AN UAAIT A1

CMIN/df Apsliaiosndt 2 feszfioduminzan Aradanadey p-Value Aosuina 0.05 (il

@ o

o aa [ 2’: ' ] )
upd Y NanA) A1 GFIuay CFIwnnd1 0.9 41l A1 GFTuaz CFIdnlnd 1 ozeglussey

AN (Perfect fit) A1 RMR uaz RMSEA 1108091 0.05 A1 RMR Lng RMSEA i$11ndeud

oy

[ a o &’, § a t aa e J 4 o
‘Hiﬂﬂﬁ\iﬂgiui$ﬂﬂﬂﬂ1ﬂ (Perfect fit) mumﬁawmsmmﬁnﬂmnanmmﬂmmmiﬂizmuiu

a 3 o [V 4

sEAUUINA Ptemuisaayd Idh TueauiasfadudsmsyatunsanaFadunut

9

= 3 Qs =) - dld
Nﬂ’J'liJfT@ﬂﬂﬁ'ENﬂ‘UIﬂlﬂﬁﬂ'l\?‘l’lq‘lal{]lluisﬂﬂﬂﬂu'lﬂ
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4.4.1.3 NOENTNIIG3A9 (Business strategies)
14
e Cost leadership strategy 3
35 .
28
@ Cost leadership strategy 5

70
. ifferentiation strategy 4

-84

.——»L Focus strategy 3
76
.—DL Focus strategy 4

Chi-square = 4.092 df = 4, p=.394
CMIN/DF =1.023, GFl = .993, CFl =1.000, RMR =.019, RMSEA = .010

Business
strategies

&

b 4 v
AW 4.3 M3TnTIERLTnouFBUTUTUA 1 YoInngNIN1gsAY (Business strategies)

AN 4.13 M TiTeesAdssnouiBduduuesanngninegsie (Business strategies)

aunls oefszaoy  Awhwin  chi- df CMIN  GFI . CFI RMR  RMSEA
yoerauls 8481 square /df
(nasin) sznou
(Regression
weights)
Business  Cost leadership 38 4092 4 1.029 993 1.00 .019 .010
strategies  strategy3
Cost Ieadership 53
strategy5
Differentiation 84
strategy4
Focus strategy3 92

Focus strategy4 87
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1 1 g o (74
INAM 4.3 UAZAITN 4.13 FIvenudaimiinesrlsenouvesdaudls
o a a ot 1 é (] Qs 4' A A 9 o
NAYNINEING VA1ITNI1Q 0.38-0.92 Fag luseavimugay (Tifiesdof1n1y  Cost
. Ad t 2,’ LY '3 B 1 A o =] Tt @ []

leadership strategy3 NUAUIHINBIAUTZABUAINIT 0.4) BRI UIDIAIDATIHIUYD S
Iaauna§ i1 Degree of freedom (CMIN/Af) 1AL 1.029 AIARANATOU p-Value 191184 0.394
1 GFI WA 0.993 A1 CFI (1191 1.00 A1 RMR 1163 0.019 1ta2A1 RMSEA ifY 0.010

¥ o

o caadyy a o gc dy = LY o
AAtehdraaan ldnmsdmszdnavesnsdnuinsell S eufevsunasilunis

3.

W15 TUIZAUUIUGIA (Wheaton ef al., 1977, Jéreskog and Sorbom, 1984, Byme, 1989,

. 2 o -
Bentler, 1990, Browne and Cudeck, 1993 and Hair et al., 1999) mﬁ%’amﬂuﬂmﬁ ATCMIN/df
9/ S 19 v = A v v aa 9 T v
ADIUATUDYNIT 2 NI NDIUNVITTY ATTOANATDL p-Value ADIUINNTT 0.05 A1 GFI Lo

v g 1 9/ 9 ] o 1 .
CFLu1nT1 0.9 ¥uly e GET g CRLn1ng 1 vgoglusedufann (Perfect fit) i1 RMR o
9 v 4 i Y 9y o =< 1 @

RMSEA 1981731 0.05 A1 RMR 8% RMSEA L‘Uﬂﬂaf’mﬂ 'ﬂﬂJ'lfJﬂ\?i‘)QGluigﬂ‘]JﬂﬂJ']ﬂ (Perfect fit)
o gl A A N an w N ¢ A g o a ga o 9
ﬂauumawmsmmﬁnﬁmﬂanmmﬂmmmiﬂixmu‘luisﬂ‘ummaﬂﬁ ”’J‘Dﬂﬁ'm'liﬂﬁ?ﬂvlﬂ

r o o o a 9 o = v AaA
'nhu.ﬂamm'mmuﬂiﬂaqwﬁma'qsm ZJﬂ’ﬂllﬁE)ﬂﬂ'ﬁENﬂ‘iJIiJLﬂﬁVlN‘VIi]EQIH‘SSﬂU‘VIﬂﬂJ'Iﬂ

4.4.1.4 UsZENBANMI TR UHIHOIHVRIRATIHNITUNIITHING

16

Costs reduction

75

22 Customer retention

65

Market share

Banking
performance
effectiveness

75
Return On Investment

?9?@

74

!

Sales growth

16
Overall performance

I

Chi-square = 5.861 ,df = 8, p=.663
CMIN/DF =733, GFl = .992, CFI =1.000, RMR =.013, RMSEA = .000

} 4 ]
MN 4.4 ﬂ'li’JLﬂ31$ﬁﬂﬁﬁﬂ58ﬂﬂﬂl‘iﬂ§uﬂuﬂu‘ﬁ 1 49952 ANTNINATANLUNIUYDS

PATIMNTTUNITTUINIT (Banking performance effectiveness)
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MIN 4.14 MITATIZHBAYUsT BT EUSUYB s ANTnmmsduiiuauvesgaaMATIY

N135UINT (Banking performance effectiveness)

Auls panlsy fwdmiin Chi- df CMIN/  GFI  CFI RMR RMSEA
ADLIYDIAT B9F square af
uils Uszneu

Wasia) (Regression

weights)
Banking Cost 39 5861 8 733 992 1.00 .013 000
performance  reduction
effectiveness
Customer 87
retention
Market share .81
Return on 86
investment
Sales growth .86
Overall 87
performance

Y

(R %,’, a Qs a a
TINNTN 4.4 LOTATT N 4.14 :’3 fJW‘lJ’J'Iﬂ']u'l'ﬁuﬂENﬁ{ﬂS&’ﬂﬂUﬁl@Q@?LLﬂiﬂigﬁ‘V]‘ﬁﬂTﬁ

(-] = U L é * Qs $
A1TANUINIUVDIYATIVATIUNITTUIAT 152N 0.39 - 0.87 maagiuizﬂuﬁmmxan (ﬁ

13

+ Y J

iivadof101y Cost reduction NuAMITHINIAUTENDUAINT 0.4) o a15A1B RS ATIEIY

909 1aeuA2I5A D Degree of freedom (CMIN/AS) WAL 0.733 AARANATOL p-Value S

0.663 1 GFI (M1 0.992 A1 CFI 11111 1.00 1 RMR 1119% 0.013 agA1 RMSEA Wifu

v v 9/

0.000 PISeirAadaT IdnnmsAnszdravesnsdnyiasell S sudeudunasiluns

W3 TUITAUUIUNA (Wheaton et al., 1977, Joreskog and Sérbom, 1984, Byrme, 1989,
‘é Q o d” L]

Bentler, 1990, Browne and Cudeck, 1993 and Hair ef al., 1999) Fadldaiuansil A1 CMIN/AE

£y S v ¥ J =S & v U aa Y . T

ABINATIUBENIT 2 DIRLRDIUNLIZ AN MADANATOU p-Value ABININAIN 0.05 A1 GFL LAY

v X L] 9 9 [] @ 1
CFI 1171 0.9 ¥ul1) /i1 GFI uag CFIn1nd 1 azeglusedufann (Perfect fit) A1 RMR Uag

RMSEA o801 0.05 A1 RMR uag RMSEA W 1adaud maneteeglusedufiunn (Perfect fit)

[ g’/ A a J an w T a Y] a Y 9
Aniulensanmadasenananasinsdseduluszduuund fsvamnsoayyld
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MNTueau1asiadudsUssansnwn 1A Ui UOIUYDIGATINATIUAITEUIATT HAIY

9/ s a [ d‘d
ﬁﬂﬂﬂﬁﬁ]\iﬂﬂiulﬂﬁﬂ'IQVIE]H;]Glu'iSﬂ‘]JVIﬂﬁJ'Iﬂ

a 4 [ o [%)
4.4.2 @palmsizviesndsznowTetiuduveslumaaunislnseade (CFA

Measurement Model)

v o U

g A A 'Y Y o & d o ' @

“') Elﬂ"Iu'JﬂWi']ﬂ'lﬂ’J'mt‘le]ﬂﬂllﬂilﬁ]\ﬂlﬂﬂ'm'm"lf\iL‘]Jull'lﬁi'lﬂluuﬁﬂ&’ﬁ?uﬂi Iﬂﬂllﬁﬂ\?
o Qs [ - v oA & =® 9 3
FIUIUUTATIA ALRGY ATNUSILUHNIATITIU LA Cronbach’s alpha LW@LLﬁﬂﬂﬂﬁﬂlﬂﬂgﬁ‘ﬂ'lﬂ‘UE]

° A TR~ 1 o 1 g’ g I 2 o Y] [ o v oA
mmu‘n"lﬂm‘u%1ﬂﬂqumamﬂumsﬁﬂymidu’numu’mmmm AURDY ANVEILVU

o
o

A A yy Y ' & v ¥ '
WINTFIU UDS ﬂ'J']ﬂJL‘if’l’]ﬂﬂnlﬂll'lﬂuﬂﬂWI'ﬂﬂ 1Uﬂ15ﬁﬂ‘ﬂ1ﬂ§\3HULﬂLﬂUTJUS’JiJﬂJE)i“Jﬁ INNQY

o

AI0E193 U 250 0818 Gt IR iaues wazBuafiniiie 4.15

A9 4.15 TUIUINAT I AR AullesiUuIATg U LAY Cronback’s alpha

aanuls Swanwesth  smae anflsaun  Cronbach’s alpha
WIATFIU
(SD.)
MITANITgARIRUNLT 4 5.595 1.01 0.838
vudenueey layl
{Social CRM)
AseiumsAn A 6 5.795 0.97 0.894
FuRUF (RMO)
AAENENI9EINY 6 5.747 1.03 0.869
(Business strategies)
sgansnnms 6 5.964 0.98 0.895
AUUUIUYDS
QATNNITUMIFUINTT
(Banking performance

effectiveness)
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ammslnnzdesndseneudadusuves lummaaunis Taseadis (CFA

Measurement Model) 1agn133As12H lumaauns Inseade (Structure Equation Modeling;

. ) o '
SEM) @18 11/51n51 AMOS version 21 Tneti uauenan1sIns e Haea e

a

4' <
ANLLAAIDINIU

DD

9 g

gRABY MIBONTUUAZANNMUITANYBINITINEIUTTAVUTUIING AaNUAITIUBA A1

)}

[ v
welFlumsnosau 1dqed Regression weights, Rz, Chi-square, Degree of Freedom,
b4
CMIN/df, p-value, GFI, CFI, RMR, 1% RMSEA ’S’J‘JJ'VN‘W%'15m’lﬂ’]'lilmij'lﬁ’,ﬂiliﬁ’,‘ri’l'lﬁ‘l?ﬂuuﬁ

@edlsz iy Tumaaums Inssadremunquimsitouasnaaeuaunfgumsisei 18

b 4
QI

v
mmua Blunsfnyiasedl

&
g 4

-4 a 4 7 a LY
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Social media 13
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CRM 12

65

CRM 13

60

Bonding 2

54

Communication 1

63

Empathy 2

5

Reciprocity 2

60

Trust 2

69

Differentiation strategy 4

34

Focus strategy 3

7

Focus strategy 4

73

Customer retention

65

Market share

76

Return On Investment

74

Sales growth

Chi-square = 83.865 ,df = 81, p=.392

80

17

92
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87

36

Social
CRM

Relationship
marketing
orientation

Business
strategies

Banking
performance
effectiveness

33

50

177

71

]

A

CMIN/DF =1.035, GFI = .957, CFl =.999, RMR =.024, RMSEA = .012
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3 ar a d 4 a A [ . aw ci’

INAN 4.5 FITBUAAINITUATIEHBIAUSZNBUFTUGU (CFA) 91nn153T8 Tunsell

mmm’;ﬁmmzwqyaﬂlm Wheaton ef al., (1977), Joreskog and Sérbom, (1984), Byrne, (1989),

. & .

Bentler, (1990), Browne and Cudeck, (1993) and Hair ef al. (1999) H3¥0MMuALAZIAMN 1
) 3/
nsfsanitoulvues Model fit uaz e laosune 3 ludiuvesnounthii

o o s v ¥ LY . . T o
HsouaassauNIag i Andmiinesdlsenou (Regression weights) LAZAIOATIATT
d . . A4 2 ~ I'd o a A o
wuLls (Squared Multiple Correlations 1138 R") Taansnsizioenilse nenyeaudgu (CFA)

o/

a o g} ndy +4
%mmm%aiumau‘l@ JA19N 4.16

J g ar . . T o
AN 4.16 Animinesrisznoy (Regression weights) LLaeaORI1NIHULULYT (Squared

Multiple Correlations %30 R

Amls INTIA Animin ABATINISAULALS

aenlsznay (R

Social CRM SM13 0.56 0.32

CRM12 0.88 0.77

CRM13 0.81 0.65

RMO Bonding? 0.78 0.60

Commul 0.73 0.54

Empathy?2 0.80 0.63

Reciprocity?2 0.77 0.59

Trust2 0.77 0.60

Business strategies Differ4 0.83 0.69

Focus3 092 0.84

Focus4 0.88 - 077

Banking performance CR 0.86 0.73
effectiveness

MS 0.81 0.65

ROI 0.87 0.76

SG 0.86 0.74
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Q/ 1

1 %,’ Y] . . s
NNASTN 4.16 FI3TewUI1A NI M0 9A15YNOY (Regression weights) vosdauilsns

Y o o o Qs

o . oy N 2 1 o A
Iamsgamiduiusuudeaneen ol (Social CRM) Tis15e 1119 0.56 - 0.88 Faaglusedud

u

' g o/ Y 1] a o LY ~ J
gy anihmtinesddsneuvesdautsmsyaiumsamadeduius (RMO) fiasznang
& 1 o a v ".! o o o 4 a
0.73 - 0.80 “ﬁﬂﬂgil&‘ia‘iﬂﬂ%’ﬂﬁﬁﬂ%ﬁﬂ ﬂ"llﬂﬂuﬂﬂﬁﬂﬂ‘izﬂ@Uﬂlﬂ\iﬂ’JLLﬂiﬂﬂQﬂ‘ﬁﬂNﬁiﬂ%
. . a ot ' 2 ] o A v ¥ &Y
(Business strategies) ¥A115¥+319 0.83 — 0.92 cﬂmg‘luizﬂ‘umﬂm:ﬁu BASATUINUN
I’ a a o a ' ' -
aaﬂﬂszﬂammﬂszﬁmm‘wmimmmm%mqmﬁmﬂssumi‘ﬁmmi ‘flﬂ'l‘igﬂ')'ﬁ 0.81 -

é L] o/ {
0.87 FaogluszauAm Y

e

¥
[ [ 1

naMaliaseHodilss noudediudu (CEA) veemsitonsall fivvveiauedsas
& - . -] 2 ' o o 9
AsAuls (Squared Multiple Correlations 138 R") yoeurazaulsdauna'ld Taoueaas

a 3o qy o 'd o al 1 2 v g Y
S'IEJﬁZLE)EJﬂ‘lﬂﬂQ‘u 1) mﬂuaau"lau WINIIAN 13 (SM13) ATR INMND I88AT 32 2) ATIIANIS

gnfdusius s dadl 12 (CRM12) A R iy fevag 0.77 3) mssansgnardurius
waTdai 13 (CRM13) A1 R® wirr $ouag 0.65 4) Anupny aasdafl 2 (Bonding2) A1 R
v g/ A v A [l 2 T o 9 9
NN SOUAL 0.60 5) MITOMT NIATIAT 1 (Commul) A1 R* WAL $0602 0.54 6) N34T0
YL Wt!'{ Y c; ] 2 LY Y é o a
ANUIANVDIADU ¥IN3TIATN 2 (Bmpathy2) A1 R® 11101 50802 0.63 7) MTNINI0IAYAU UIAT
o A . ] 1 2 ! W 9 9/ o 1:’ N 2
A% 2 (Reciprocity2) A1 R’ mnu $ewaz 0.59 8) anuinele niasiafl 2 (Trust2) A1 R
" vy o ] ' @ o = ’ 2 1w g
AL TOUAE 0.60 9) NAENTAITHI NATWUANAI WIATIAT 4 (Differs) A1 R’ AU Soone
o ] 9 ] 9 v A t 2 v o
0.69 10) nagniasyardunguilmuiy u1asdaf 3 (Focus3) A1 R*winny $ovas 0.84
11) nagnsnmsyaniunguidhnane masiad 4 (Focus) A1 R widy Soeag 0.77 12) m3snwn
§11gNA1 (CR) /1 R* Wiy $oemz 0.73 13) dauutiananmsamia (MS) /1 R widy Seeas
0.65 LAY 14) HAABLUNUIINATTAIYU (ROD A1 R’ 17D Foeaz 0.76 14) a15iAn Taves
oAt (SG) A1 R’ vinu Feens 0.74
A a a d a a 4 o [ Y o @ o
WBNTUIWANTAATILHDIAYTZNDUIFITUEU (CFA) ¥8INTIANISYNATTURUS

v o

vudenveoulad nmsgudunsearnd@eduius nagniniegsie uazdsz@nsamms
AUTUNUYBIRATIMNTTUNITTUIAS §IT6NLIIAISATIHIUYOS lAAUAIT A Degree of
freedom (CMIN/df) 11101 1.035 AMADANATOU p-Value 111171 0.392 A1 GFI V0L 0.957 1
CFI (1171 0.999 #1RMR 141111 0.024 Lage1 RMSEA 1Ay 0.012 iewfsufivuay

UHIRAALAENYYUOS Wheaton et al., (1977), Joreskog and Sorbom, (1984), Bymne, (1989),
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Bentler, (1990), Browne and Cudeck, (1993) and Hair ef al., (1999) °1N Famuruauaznnl Iy _
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#1314 4.17 Regression Weights: (Group number 1 - Default model)
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Variables Estimate S.E. C.R. P
Business strategies <--- RMO 821 136 6.012  ¥¥¥
Business strategies <--- Social CRM 79 118 1517 129
Banking performance
<---  Social CRM 167 100 1.667 .095
effectiveness -
Banking performance
<--- Business strategies 696 098 7.089  ***
effectiveness
Differentiation 4 <--- Business strategies 1.167 .067 17361  *¥*
Focus_4 <--- Business strategies 1.000
Focus_3 <--- Business stx;ategies 1.086 052 20.890  H**
CRM_13 <--- Social CRM 1.000
CRM_12 <--- Social CRM 1.096 062 17.551  ***
SM_13 <--- Social CRM J72 099 7.831 ¥x*
Trust_2 <--- RMO 1.000
Reciprocity 2 <--- RMO 1.087 .073 14895  ***
Empathy 2 <--- RMO 1.179 .091 13.019  ***
Communication_1 <--- RMO 1.103 094 11764  ***
Bonding_2 <--- RMO 1.056  .084 12.591  ***
Banking performance
Customer retention < 1.041 060 17.397  ***
effectiveness
Banking performance
Market share <--- 958 061 15.700  ¥**
effectiveness
Banking performance
ROI <--- 975 .054 18.000  x**
effectiveness
Banking performance
Sales growth <= 1.000
effectiveness

HUBNY: ***p < 0.001



M1514 4.18 Standardized Regression Weights: (Group number 1 - Default model)
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Variables Estimate
Business strategies <--- RMO 719
Business strategies <me- Social CRM 175
Banking performance effectiveness <--- Social CRM 158
Banking performance effectiveness — <--- Business strategies 675
Differentiation 4 < Business strategies .833
Focus_4 <= Business strategies 877
Focus 3 <--- Business strategies 919
CRM_13 o Social CRM .808
CRM_12 <-e- Social CRM 875
SM_13 <--- Social CRM 563
Trust_2 Esee RMO 774
Reciprocity 2 <--- RMO 766
Empathy 2 <o RMO 796
Communication_1 <--- RMO 734
Bonding_2 <--- RMO a7
Banking performance
Customer retention <--- 857
effectiveness
Banking performance
Market share <emn .806
effectiveness
Banking performance
ROI <-- 874
effectiveness
Banking performance
Sales growth < .859
effectiveness

Qs

%o nausA19AIIN5AUMLT (Squared multiple correlations) ¥84ads Tneuans

s1enzPen lanas e 4.19 lunihoa 1y
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1914 4.19 Squared Multiple Correlations: (Group number 1 - Default model)

Variables Estimate
Business strategies 756
Banking performance effectiveness 646
Sales growth 739
ROI _ - 765
Market share .649
Customer retention 735
Bonding 2 603
Communication 1 538
Empathy 2 633
Reciprocity 2 587
Trust 2 .599
SM_13 317
CRM_12 .766
CRM_13 652
Focus_4 .769
Focus 3 845
Differentiation 4 694
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) Y
wruaaune lFlunsRnsau lddsed Regression weights (Factor loading), Chi-square, Degree
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Social media 13
77
(e3) CRM 12 g
34 65 81
(ed) CRM 13
60 33
@ Bonding 2
20 &4 78
@ Communication 1 N
3 80
Empathy 2
sy 77
@ Reciprocity 2 7
28 60
@ Trust 2

Relationship
marketing
orientation

Banking
performance
effectiveness

76 33

Business 92
strategies 83

(e=D

Chi-square = 83.865 ,df = 82, p=.422

25

73

Customer retention
65

¢

[}
-
m

Market share
37 76
Return On Investment
74

Sales growth

26

77

Focus strategy 4

24

Focus strategy 3

69

566 oo

Differentiation strategy 4

CMIN/DF =1.023, GFIl = .957, CFl =.999, RMR =.024, RMSEA = .010
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g

91000 4.6 Fase lawan1siins 1z lumaaunis Tnseadie (SEM) da81dsunsy

LY

- o
AMOS version 21 §I38veuaasTIenzBoarpInanisdiaiied lumaauns lassadelag
9
BTUIIHANNATAMIITE IuudazAsMUNIBLLLIA AR Al
9 o v % ar o . . Qs o k4
HIRIWUNANIIMINBIAYIENBY (Regression weights) ¥B3AMsNIsTANISYNAT
@ @ d [ v o . a 1 a o (Y s 3/,
uRUTUUFIANeDY Loyl (Social CRM) RA1521319 0.56 - 0.88 Tuasia (Fuilsdana 1)
3 s ldun
o v 4 o ¥ @ 4 . .
1) dennoou lad wasdaf 13 (SM13) Andmiinesdilsznoy (Regression weights
138 Factor loading) 111111 0.56
o W o 4 vy o .
2) M3TAMIgRRMENRLS WA IAfl 12 (CRM12) Al miineedilseney (Regression
weights 130 Factor loading) AU 0.88
Y [V -] v 3 g o J .
3) mi%ﬂmsqnﬁmuwuf 93399 13 (CRM13) Al niinesdilszne (Regression
weights %30 Factor loading) 1AV 0.81

4 1 ¥ o g s . . \g
F9ANIIND IR 152N (Regression weights 138 Factor loading) vBAa11)3As

Iamsgnaduiusuudeaneou law (Social CRM) g luszaufimung oy

Ed o , .
Anhminesdisznoy (Regression weights W38 Factor loading) ¥Baaatialsmajaniy
a [V 4 o ’ = Qs Q LY 9. Qs
MIAMATITFUNUS (RMO) UA15ENI19 0.73 — 0.80 Huasia (@wdsdunald) s dauls
18un
@ v A . /&1 o g . .
1) AVIUHANY W1ATIAT 2 (Bonding2) AimiinesALlsenay (Regression weights
13® Factor loading) N1 0.78
" v N g o . .
2) M3doas wasiaf 1 (Commul) ANimiinosdlsenou (Regression weights 130
Factor loading) WAL 0.73
. T ' g o
3) msdrlennuidneesddu uvastali 2 (Bmpathy2) AniminesAlsznou
(Regression weights 138 Factor loading) (V1AY 0.80
& v @ o . . ¢ ¥ Y .
4) MR IAAU 1A5IAN 2 (Reciprocity2) ATHIMIIABIAYTZNOU (Regression
weights #3® Factor loading) W¥I1A1U 0.77

| S SR . .
5) A 1ele wasiaf 2 (Trust2) Animiinesdlsenoy (Regression weights 1138

Factor loading) WAL 0.77
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F9A1M1IN04AU52NBY (Regression weights 38 Factor loading) voadas .

JadumsaaaFduius RMO) aglusziufimangey

t ’.! o d . . . &
Anhmunealsenou (Regression weights ‘H?a Factor loading) ﬁJENGI’JLL‘lJSﬂaEmﬁ"ﬂN
53119 (Business strategies) 1A152 1319 0.83 — 0.92 Tanasia (Audsdanald) 3 dauls ldun
o 9/ v o - . a g 4 4
1) ARYNIAITAINNRNUUANA UIATIAN 4 (Differ4) yadmnesaYsenow
(Regression weights) N10.83
o [] ¥ 1 LY v A =t g -y d
2) ﬂﬁq“(lﬁﬂiiiﬂl,uuﬂf]ﬁlﬂ"l'ﬁiﬂﬂ UM IIAN 3 (Focus3) T nunoaldsenoy
(Regression weights) (1111111092
o 0] LY 1 [y v a a g Y 4
3) ﬂaqmmsmmuﬂqmﬂmmﬂ 113999 4 (Focus4) uanimunosadsenoy
(Regression weights) W1 0.88
& o ¥ LY 4 (Y I3 a . b v o
GINﬂ'Iu'lHuﬂE]\iﬂlligﬂB‘iJ‘U'E)\iﬂ'JLL‘]JSﬂﬁm’lﬁ‘l’nﬂ‘ijiﬂ‘ﬂ (Business strategies) ag‘luszﬂu

vz ay wag

ﬂ'ﬁmﬁﬂaaﬁﬂszﬂammﬂszaw%mwmiﬁ'uﬁumummqmmﬂﬂﬁumsﬁmms
(Banking performance effectiveness) U151 0.81 — 0.87 Un1asa 4 Aauals Taun

1) M3¥nEgIugnd1 (CR) animiinesdszneuniiy 0.86

2) il anentsante (MS) Animiinesdilse nounidy 0.81

3) HRABLLNUIINATTAIYU (ROT) Animinesdsz ety 0.87

4) msdvTavsswanue (SG) AntminesAdseneumiiiy 0.86

G%ﬂﬁ’ll?’lﬁﬁﬂmﬁ’ﬂi:’,ﬂE]‘U‘UENﬁ”lLL‘lJS‘]JS%?T‘i’l%ﬂ’l‘l"iﬂ’liﬁuﬁuﬂuﬁlmfgﬂﬂ’l‘ﬂﬂiillmi

$UIA15 (Banking performance effectiveness) 8¢ 1UszAUNMINE oY

A a 3 LY . . &,
WeRs M1 AnMIinoeAlsene (Regression weights) vesdusudslunson
a 5 @ [V} ar 9 o v o Qs d .
wuInNuAang 4 aautls 1dun nisdamsgamiduiusvudeaueeulai (Social CRM)
aEatumsanRdduius (RMO) nagnivn1agine (Business strategies) uaztlsz@ninm

msﬁuﬁuﬂummﬁmmﬂ NTIUNTITTUIATT (Banking performance effectiveness) ;ﬁ%’wmmm
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AUFURUTUAZAT Standardized regression coefficient #3® Path coefficient 93dul st Iy

8§
neazaauls 1daeti

1) mytamsgamduiuiuudeaueoulas idninanieassdonagniniegsie Tag
A Standardized regression coefficient ¥3® Path coefficient WAL 0.17 (”lﬁﬁﬁaﬁﬁmuma
a0a)

[ FI Y v o [ A a ] a a

2) Mssanmsgnmidunuivudinuoou ladl Honinanteassdedsz@nsamms
ﬁ‘llﬁuxﬂu‘um’e}ﬂﬁ1ﬁﬂ'iﬁJﬂ’li‘E‘LlM‘li Taelien Standardized regression coefficient 130 Path
coefficient N 0.16 (Ulﬂflﬂ'ﬂﬁﬁ'mumﬁﬁﬁa)

@ Y o o o g o @ Jdo v 9 a

3) myvanmsgniduiusuudeaneau lad Tarwduiusrumsaiunmsaainds
v o d t 4 - . o, A
fuwus Iaeiia Estimates of correlations among exogenous variables (N1 0.83 (p < 0.001)

4) nsgalumsamaFaduiug DauduiRusiunisiamsgamdunusuudeny

< ' » . | Tl
pou latl TaedifA Estimates of correlations among exogenous variables 1101 0.83 (p < 0.001)

[} 9 a o o daaa a v o a a v

5) MIYUUUMIANAITUHUT VINTHANNATIABNAGNTNINFINY Taslian
Standardized regression coefficient 3@ Path coefficient 1111 0.72 (p<0.001)

6) nagninegsne Poniwanienssdetlsz@nsamasduiiuauvesgamvngsy
MssUIAs Taelan Standardized regression coefficient 130 Path coefficient tM1AY 0.68 (p<
0.001)

7) msgaiunseaIaFdunus JoninamdeydelseAntammssuiiuauves
RARINNSTNAISFUIATS InrUNAgNEN19557 0 Taefin1 Standardized regression coefficient
WAL 0.49 (Lﬁﬂ mnwaﬁmﬂlaaﬁw Standardized regression coefficient; 0.72 x 0.68)

a o 4 3’, d” 3 os
1INANTN 4.19 HANIAATIEH Luaacrunis 1as9ad1e (SEM) vasmsinuiasail §ide

YRITUBAIBAITINITHULS (Squared multiple correlations 1158 R®) wauaazdudsdunald

Qlcv:gl’

Taeguanesivazden laaeil

4 o A

1) denueoou layl wiasian 13 (SM13) A1 R Wiy Sewas 32

Y v @ ¢

2) M39ANIPNATUNUS W1as AR 12 (CRM12) A1 R Wi1A Seoaz 77

3) M3sANIgNMANRUS WasIafl 13 (CRM13) A1 R® sy Sosas 65
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4) ANVHANU W195307 2 (Bonding2) A1 R WAy Seeag 60
d' ar d' € 2 [ 9/
5) M3ABA1T WIA3IAT 1 (Commul) A1 R* WINL Soeny 54
6) ms1lannuidnvesdon masiad 2 (Empathy2) o1 R® vy Seens 63
4 o o o A B . 1 7Y W
7) MININBIFEAU WIATIAT 2 (Reciprocity2) AR’ W11AY Feeng 59
Y o A v 2 1 w9
8) a1 13919le wmsdah 2 (Trust2) A1 R” iy Sovas 60
9) nagnsmMsai1enNuLARA1e W1AT AN 4 (Differs) A1 R’ Wiy Sosag 69
4 ] 9 1 9 v A 1 2 9w g
10) nagnsMsyarunguihmung 1asIan 3 (Focuss) /1 R’ AL Sooas 84
L4 (] 9o ] Y Qs :{ v 2 [ " ¥
11) nagmimsyadunguiihvuig inasiad 4 (Focus4) A1 R A Sosaz 77
12) M33NYI3IUYART (CR) A1 R” iy Sevaz 73
13) uuLnMIAaIn (MS) 1 R i Soeag 65
14) HARABUUNUINNTIAYU (ROD A1 R’ iy Fovas 76
15) Maay Tnyeseanue (SG) A1 R Wiy $euag 74
o a 5 % 1 2 1w
16) NAENTNINFIND (Business strategies) A1 R’ WAL Sooaz 76
17) YsZANTamMAIsA Ll NOILUBIgATINATIUATEUIATS (Banking performance

effectiveness) AR Wnu Seeaz 65

VINNN 4.6 WONNITUINANITNATIZH Lunaannis Ins9a319 (SEM) 49915 8A015
Y Qs @ d Qs d (] C)) a o Qs o o o a

gnarduiusyudenueeulad msyudunisamimFeaduius nagniniagsna uag

sz anFammsAniuOUYBIgAa AT NNITTUIATT FasonLa1saTdiuves laauadd

i1t Degree of freedom (CMIN/Af) 1911111 1.023 AIadANATeU p-Value (AL 0.422 A1 GFI

AU 0.957 A1 CFI (1AL 0.999 A1 RMR (W1AU 0.024 wagd1 RMSEA 9161 0.010 il

nfisufsuauuuIfauazngufues Wheaton ef al., (1977), Joreskog and Sorbom, (1984),

. 2

Bymne, (1989), Bentler, (1990), Browne and Cudeck, (1993) and Hair ef al., (1999) ®4u
) a & o a [l g
Fofuaunzinm e IuMIAITIN Model fit Hagive Idosune13neumiil

Qs gl & =Y J aa o 1 I'd a Qr = gk ar

AsdU Weannsamadafenaanumsdszulussauuiuina gade

annsoagyiai lumaaunis Tnssads (SEM) veans samsgniduiusuudenuosu laal

] a Y Y o a a o o a
miyuﬁummmmmﬂuwuﬁ ﬂﬁq%fi"ﬂNijiﬂ% uaziszansaiwnisautiuaIuueg

RATIMNIIUNITUIATS hiTianmuand iy Tumantnguiediidednynieada vie
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o ] Y [

I
syl Idinsinsedaumslnseadesmsinuil anuaeandesdtu luaa

L= [ d'd
mangug useaunaun

o = d o
4.5.2 Bﬁﬂ1ﬂﬂﬁﬂ1§')!ﬂi]%'ﬂiu!ﬂaﬁuﬂ1iiﬂ54’57%1&‘1!63613!!‘1]5

Y] a oY I'd LY
fidvauisasiutonanisinsz lumaaums Taseadevesdudslunsou

ot

a g‘/ &' Y dy
LLu’Jﬂ']'lllﬂﬂilﬂ»iﬂ"liﬁﬂ‘kﬂﬂi’\iuvlﬂ U
[ LYK Y LY <
4.5.2.1 msﬁmmsgnﬁ’muwuﬁnummaau"lmu (Secial CRM)

nssamsgnatduiusuudnueeulaw (Social CRM) finnuduiusiuns
yadunsaaiaBsduius (RMO) #¥peny 83 sdeltlodAgnieadaf p < 0.001 wazAs
v Yy o o o 4 . 1d4a a taa a
tansgaddunusvudenyesula (Socal crRM) litisniwanieasauas lididnina
NNOOUADYTZANTAINATAUTUNIUYBIGATIMNITNATTEUIATT (Banking  performance

effectiveness) (A3 4.17 UL AN 4.6) pj’dmmmmgmﬁmswﬁ saiuAy IaAmMaRLIN 9

a o w d
4.5.2.2 nmjatﬂumsﬂmmmauwuﬁ (RMO)

o do Y o o o

msyaunsaniadaduius fanuduiusiunmsdamsgamduiusuu

a

o . 4 r v o W a { &
deanooulal (Social CRM) Wiowaz 83 athslivadAamaatian p < 0.001 Haudluasduny

i luv19391n1s waznisyudunsaatadedudus RMo) liulisninanisnss
ApYszAnEA MR IHIHYB QAR IMATTNMI UG (Banking performance effectiveness)
Lwiﬂ'e‘iﬂ%waﬂwé'andaﬂsx’E?‘ﬂ%m'wmiﬁuﬁmmﬂjaaqmmﬁﬁﬁumiﬁmmsvhmaqwﬁ’ma
g3ne atlinfodiignieada (p < 0.001) FamsAuulsvesssninrmnsdufiuaues

RAMHNIINMISUIATS 8510 1AS0eAz 65 (p < 0.001) AzMIRUITYBINAgNINIEFINY

a vy
23118 lAs0EaL 76 (p<0.001) (A1 4.17 — A5 4.19 BAZ NN 4.6)

Z a
4.5.2.3 NAYNHNINGIND (Business strategies)

¢ a . LA g o & A ¢
NOYNTNIIFIND (Business strategies) "INLTJU@'I'JLtﬂiﬂuﬂﬁ'l\ﬂuﬂ"liaﬂﬁ'lﬂi\iu

b

Atewu nagniviegsne Jonsnanaseedsz@niammssuinauvesgasmnssy
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v

. . L o o aa é L4
N135UA15 (Banking performance effectiveness) og19Ted YNNANA (p <0.001) FINITNY
w1l sue el sz AN TANIUNIHTBIATINATINATTFUIATT 81w lAToeAs 65 (p <

0.001) (1919 4.17 - 4.19)

4.5.3 szautamnyneaaaveweazaulslunseumnufa

a d o @ s
NANIARTITH LS Inseadie (SEM) Guaqmi%ﬁmsgﬂﬁﬁﬁuwuﬁuummaau‘hﬁ

& v o a

msyudumsaaindeduius nagniniegsne uazdszdniamaisdufineiuves

Q L]

PATIVNTIUMITTUIATS RIsewuwamsAnsuaaslinswtszanisdngniataveua
Y a -9 é’, 9 o/ Qo L s Aan ] QU
azduls lunssuuwIanuan AsugISeveaylnaszautisdiAgneatAvetuaaz dauals
g 1 o/ =} 1
KaLBIAYITNDDYDILAA AU THAS (139 4.17 UDZATN 4.6) TABLAAITILRZIDEAYDILADS

ganuduiufypsdaulsmunsaunuinuaanisdse Tuaisie 4.20

¥
TN 4.20 szAUTvd Ry msatavesAamsuraasdwlsdana laTumsdamil

PIIRAON alsdunala gAUUITAYNN

ana

Y] Y o YR Y]
1. MIANTYAATUNUTUUIAY

20U 101l (Social CRM)

danuoaulad p <0.001
AssanIsgRRITNLT p <0.001
2. Msganiumsamadaduiug p <0.001
(RMO)
AN p < 0.001
msfeds p < 0.001
malaanuddnvosdou p <0.001
ATHENI I Tifisfodagmedata
MR iei p <0.001

au'linals p <0.001
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} 4
@194 4.20 seavtisdgyneanavesdulsuduagAudsdauna ldTunsfnuil (de)

Aualsuns aulsdanald szautiodngnie
a4
3. NOENEN19E3 N0 (Business p <0.001
strategies)
o o = o o aa
nagnsnmsEludiidu lifiddAgnada
. .
Aunu
ARYNS ATESAMUUANATS p <0.001
[ v
aagns Ty p <0.001
' 9
naua Mg
4. sz ANTAMNMIANUUITUYD p <0.001

PATIMNITUMITUIMT (Banking

performance effectiveness)

MIARUNY TithfedAgmeada
M33NYIFIYNM p <0.001

\ dautismemsaaa p < 0.001
HOABLUNUINAIT AN p <0.001
ML Taveseonie p < 0.001
sz dnsnmlags lithisdhagmeata

4.5.4 eFIENASTAUTIE RN INaaRve waaza ualslunseuuIA IR

a rd g ¥ Qs

MIAATTN 4.20 LagNaMsAATIEATNNs Tnseeiie (SEM) vasmsfnmnseil §ide
Y
1a

o o Qo

Auseesuedulsuduazesrlsenouvedaz aausudetsszauttednaniead

o

=3h.

o J a 9 o g
INNITUATICH Iﬂ gIerANIuaTiogn "lﬂﬂ\iu

' Qs v w o
1) kamsfnewud mssamsgamduiusuudsnueeulad dsznevudae
dulsdunald 2 dilsdie 1.1) dwaweeula uaz 1.2) mssamsgadiduus Ssedu.
WA YNNADA p <0.001
[ 9 a v w 9 o @ ' 4 o o 4
2) magaiumsamadedunus dsensudedudsdanald 6 Aaudlsdail

s 4 4 o 1 é
2.1) ATINRNWY 2.2) Msfeas 2.3) madleaanuidnueadou 2.4) Arilousay 2.5) Mswen

LYY s/ 1 Y A ¥ b4
oo waz 2.6) AN 1319ls wamsfammud anugaiu msieas msdilaanuddn
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Slﬁ' xé @ 9 aa A [ 1 a oA o o
YDIHOU NMTWIWIDIAYNU LD ﬂ’J”IiJnl'l’J’Ncl‘il uamwamaaaumaﬂizﬂmmwmimmuam

a

YOIRATIMNTIVATEUIAS InsrIudu)saunais Aonagniniegsne Assauilvd iy
Yy ¥
a8d p <0.001 Taslumsfnyniedl dulsartiousau lifhfoddameada
4 a ¥ o (Y 1 LY o & o
3) NAENEN19E3N9 Usznaualeaulsdunald 3 daulsasll 3.1) nagns
=] 9o 9 9 o g * 4 v [V
MY UFHIATHAUYU 3.2) NAgNTNITTIINATIVLANATS UDE 3.3) NagNsAIsyuiy
' 9 ' 3 Y ' 4 t Y
nguilmang wamsfayimud nagninisadisanuuandis waz nagniassariy
nguidhmine Tansnannasededse@niamasduiiuauvesgaamassunissuintg
P v v o aa Ao o I Yo 9 g
frgauredagmea@n p < 0.001 Taslumsfinviaiedl daulsnagninsdludihdudunu
luiiledagyneada
4) Uszaniawmsd utiudIuueIgaaImnIsunissuins dsznsufae
[y} o/ llal - [ n:‘l’ 9 Y] 9 ] ]
Mudsdunala 6 Audsaeil 4.1) Msaadunu 4.2) M55AEIFIUGNAT 4.3) TIULLIINI
N1IANIA 4.4) NAABUUNUIINAIANY 4.5) N3IAD TAvBIBOAYI8 DS 4.6) UseANTAN
Tagsau HANSANYINUIIMISIYIFTUENAT FIUILNNMIARIA HARBLILNUIIANITAINY
¥y

= Py w o Y an n:”
waz sy Invosgonyie Nizﬂﬂuﬂﬁ']ﬂfgﬂ'l\iﬁﬂﬂ p <0.001 Iﬂﬂiuﬂ’liﬁﬂ‘ﬂ'lﬂiﬂu Aaudsns

andunu uazilszaniamlassa lilidedwamnada

4.6 a3l

E A Yy 9
o Y

a d Y P { 3 o v A o
114ﬂ15’3£ﬂ51$ﬁ1]8131,a‘1]‘0\3ﬂ'liﬁﬂ}_«l'lﬂ‘i\iu AL ﬂ"lﬂiULL‘iJ‘iJﬁ’é]‘Uﬂ'lﬂJﬂﬁ‘UﬂuiJ'l‘VNﬁ‘u 250
o 1 a =1 9 x& o s v At
fA78879 (TIVITUINTT) AnluIBsas 49.02 910 510 e191 Fulusniaaseg 1Nl
a s ¥ ¥ a 9
L‘Hil'lgﬁll(luﬂ'li’JLﬂi'lZﬁﬁiJﬂ']'iIﬂiQﬁ'i'N HASATIVABDUANUYNADY ANUINYIVDIVDYA
Q 1 & & Y o o & ' ° ° '
TIUIMANTUELBOUUIDIVOYAD Iﬂﬂuﬁﬂ\ﬁ'lﬂﬁ&i’]ﬂﬂ‘lﬂﬂﬂu 1) AAAIB U1V ULUNLAS A
d'i A kY ] v as 9 e J an g Y
anurene lAveuraznguaauls Taelda1 Cronbach’s Alpha 2) AIEAANUFIUUAAIS ALY
& -9 ' Qag 3 9/ LI ] :; ' d'
Mmldvessinmswmdizdne 3) madanuguvesduys 18un Aunde aAudsauuniasgu
' 9 1 1 ] Qs ' o @ 3 o/ ar 3
AU uazﬂm’nuiﬂwaumazmuﬂs 4) ﬂ”lﬂ’J'lilﬂil‘W‘uﬁiz‘H’J'Nﬁ'JLHJifNLﬂﬁvlﬂ 5) WA
a a I'4 o a A o g - .
MINATDUVANUATIU AL 6) ATUATIZNOIAUTLNDUFIWUTUIUN 1 (First-order CFA)
P 2 A Ao 3 3/ a g d . &
‘i’JiJfNﬂ'l?‘i’lﬂ’ﬁﬁ)‘lj&ﬂiﬂ\?ﬂ'ﬂ‘ﬂu'mﬂ%ﬁﬂ'ﬂ'lﬂ’JﬂﬂTi’JLﬂiT%ﬁ@\iﬂﬂixﬂEl‘IJ (Factor analysis) iW®

9
Y

o o 1 J g o ' 1 o n g
idanlsitianimdnunndt 0.5 191g9uAsU Factor model Tagtinausran1sinszinag
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aad < +Y os gf ¥ o
madafuansinugndes duiudisuauenuiolFlunmsRinsaun 149l Regression
weights (Factor loading), Squared multiple correlations 130 Rl, Chi-square, Degree of Freedom,
CMIN/df, GFI, CFI, RMR, Liaig RMSEA
g 9 o a Q J o aa o & 4 .
miﬁnmu m%waaﬁmﬂmmmi1:14@%11]53nammauauww 1 (First-order CFA)

TuTilsunsu AMOs dierhdoyainszuauni1sdms ey First-order CFA Houdoouda 30

..
=

. b
doatlSudaudsluTumn Wolvivld Model it Tae33asanlil 1) A3seRarsondn
. . . . & 9 1 as @ o 1 s Qs 9
Modification indices (MI) 1111 5itns3 AMOS Fedmanudunusseredualsdana'ld 2
Qs =t 1 L% ar 3/ 2‘, = Qo LY o o 9/ 9/
Audsla Ml w10 uaasiigasulsduna lanuiianudunuiiu desloudugnds
anuduRusiulasioisanal MI geganau (Arbuckle, 2012; Brown, 2006; Joreskog and
" [ v T 9 A a U o
Sorbom, 1984) unzlSund laTuan sundnlilsunsu AMOS a2 liudsdsilgmlandn 2) §3de
I@W91994171 Standardized residual covariances 11 Tilsunsy AMOS SAfenaIOgHUENTS -2
A7 L% Qs Q7 é =Y
84 2 asanaaulsirladmiisennainnis T ey (Brown, 2006; Joreskog and Sérbom,
% s ¥ A Y dyw 3’, =1 1 9
1984) mszdwlsduna lanon3ianu Adamiaeninsinvesluaaaunis laseadne
Hag 3) No1IA7 Regression weights 1l52 nBVAVIT MI tiag Standardized residual covariances
T Tsun51 AMOS version 21 (Brown, 2006)
v (] Y o @ g’; 9 a 4 o - Qs
AAUABNIAIVNNIA S NINUAINTZUIUM AT LY DAL N LT UG (CFA
Measurement Model) 011682801 4.5 A28 11/51AT1 AMOS version 21 e 1# ldtaTesile
aw a4
n133defignaes lasuniseonsuluszauniuina dmfuien 1119552 aunts
Tnsea$s Structure Equation Modeling: SEM) 758071 Structural Model AW 4.6 uaz
HAMSANEINLT 1) seaudlszansnmmsauiiunnuegaaIHATINAITEUIANT T
Yszmet Insagluseauge (Maaduyuildimie = 5.51 mssnyggndiliaaie = 6.18
AIUUUININMIADIANAURDY = 5.93 HAABLUNUIINNIAINUTAURTY 6.02 A51AY Tav03
a0 a a A ot a [ 9 o o d
goav1elANRAY 6.09 tazdszansnw lagsauiinnie 6.06) 2) mmﬂmmﬂmﬁuwuﬁuu
deaveonlad tanuduiusiFwindemayadumaaadeduiusidovas 83 (p<o0.001)
HAZWLIIAMITYUMIAA AR UT IO NTNAN19ATIABNAENTN19FINT (p < 0.001) UAZ
AAENINeFINTIONENANIATIABLTEANEAMIAUIUNUYDIRATIMATIUMITEUIAT (p
daa

< 0.001) uazmsgaiumIaaaFsduRusioninandoudetszdninmnsdutiuau

(] o a é a
‘UENQﬂfT'lﬁﬂi’ii!ﬂ'lS‘ﬁu'lﬂ'liIﬂﬂN'luﬂ'GQ‘Vl‘ﬁ‘VlNﬁiﬂ‘ﬂ (p < 0.001) %Qiulﬂﬁﬁnﬂiﬂ’ﬂﬁﬁ"lﬂ
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UszANTNMNMIANHUNUYDQATINATTUNISTUIATT LIRS BBAZ 65 (p < 0.001) Uaz 3) luiAa

o (Y =~ by @ =3 o [ v v ¥ LY 4 !

mydavesiulsinnuaeandesnungu Taeduwlsduna ldianininesdisznoung

THI 0.56 - 0.92 UA1DATIMSAUNTBETI NI 032 - 0.84 uazliaanuibeie lAupedn

udsurleagszndne 0.838 - 0.895 uazmsimsizHaun1sInsead1e (Chi-square = 83.865,

df = 82, CMIN/df = 1.023, GFI = 0.957, CFI = 0.999, RMR = 0.024, RMSEA = 0.010) #az#11¢
14

= 2 = { Q. T g o/ Qa A
mmﬁuamsamﬂsﬁwammmu ‘ﬁNﬂﬁW{WUTW]'JLLﬂSﬂ'IEJHEJﬂVN 2 AU UNBNINAN19ATS

ias mqa”au‘lumﬂ AUIN
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S5.1.1 AMOTIUNTIIIVB VD 1

seavlseaniammsantiuaIuYeIgadImnssun1ssuIATs ludsenalne
[~ ]
Wluseels

HANTIANKINNATIN 4.9 WU 32AVSEANEAMWAIIATILAILYBIQARIMASTTUAT

F4
Y

sy uysema lneegluszauun Taedaseiuauedaudsins s daudsiudiumasfaves

¥
Yo a

m‘sﬁﬂmu"lﬂmu mmmunuummaﬂ 5.51 ﬂ"ﬁiﬂ'ﬂ'li']u’dﬂﬂWNﬂ'lmﬂﬂ 6.18 TIULLNI
IS d IS d a = 1 a
NIAQTANAURAY 5.93 HAADULUNUIINAIIINNUUAURAY 6.02 ﬂ?ilﬁﬂiﬂﬂlﬁﬂﬂﬂﬂ‘iﬂﬂhﬂ'ﬂﬂﬁﬂ

a a 1 1 é [{ H
6.09 unzUszansnmlagswmiliaunde 6.06 Foglunaainun

5.1.2 AIDINNMSIOBYD 2

s Y daa a a a Y a a 3 a a
auts la N NEnaN19ATe NTNAN D BY wazdnswa lagsauasdseansninns
ANHUIHYBIgAT NI TUNTS FUIMT Ul Teme ne

Nﬁﬂ'liﬁﬂ‘ﬂﬂuﬂ'ﬂu DINNIN 4.6 LUAZATTIN 4.17 WU 1) ﬂ"li%ﬂﬂ'liﬁﬂﬂ'lf'm ”u FUU

mﬂuaﬂu'lau (Social CRM) iJﬂ’J'lﬁJfTSJ‘W‘Llﬁﬂ‘Uﬂ']'iy\uuuﬂ'liﬁa'lm%iﬁﬂwuﬁ (RMO) ﬁ IR
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=y

T st oo Y aad 2 o Y t a ~
83 solUBdAYN1anan p < 0.001 FuTlunisauwulviluniddanms mekuina 0

. . ' a 'd
119719 A.15 Correlations AL A1519 A.14 Covariances) Llﬁzfﬁ,ﬂ'luﬁ'lu'liﬂﬂﬂ'ﬁ'lmi'wﬁWﬁ

MR AHEIN < 2) MIYUTUNTAMARRTURUT (RMO) UBNFHANNATIRDNALNTNIG
1300 (p < 0.001) uazNENTWaMSouRellss FnEammsduliunuvsgRaMAIINMS
T11A13 lAgUNAENENINESA (p < 0.001) UAZ 3) NAGNINEINT TONTHAMIeATIAD
sz AnTMmumMIduHUOUIDRATIUATTUMITUIATS (p < 0.001) uaz Tuaaminsaasineg

a a o a Iy
Nal’igfﬁ’l'ﬁﬂ‘lwﬂ’ﬁﬂ“uu\ﬂum@\jqﬁﬁqﬂﬂiiuﬂ'ﬁﬁu']ﬂ'ﬁulﬂﬁaﬂag 65 (p <0.001)

5.1.3 FI0UNITI08D 3

sduuuaunislaseadwvesaulsftinadedse@nsatnnisdiiueiuves
gatImassunIssuIa1s Iudseme lne ﬁﬁﬂymzaéwﬂmazﬁmmﬁaﬂﬂﬁ'mﬁu%ga
@atlszdnevse'ly

3’; dy * o %] = 9 LY
nan1sany luasel 910w 4.6 wu Tumanistaueenaulsiayaeandoeny
r=} Q -7 et 1 ’1.’ LY o ) U U= W - Y
norg lasdulsduna ladanhminesddsz notegieniig 0.56 - 0.92 HA1eas1n1s Al
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Measuring the social media return on investment in a library™; Sarner et al. (2011) 181539y
ﬁ'm “Magic quadrant for social CRM™; Woodcock et al. (2011) lavias "iﬁlﬂé{m “Social CRM
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Ansary (2006) ”lﬁ'ﬁ1mﬁi‘1"m§"m “Marketing strategy: taxonomy and frameworks”; Chan &
Wong (1999) "lﬁ'ﬁwmﬁ%’m"%m“Bmk generic strategies: does Porter’s theory apply in an
international banking center””; Hahn & Powers (2010) 1asins 3%&1[%8\1 “Strategic plan quality,
implementation capability, and firmn performance”; Makadok (1998)1ﬁ'ﬁ1ﬂ13 "3‘518133?)\1 “Can first-
mover and early-mover advantages be sustained in an industry with low barriers to
entry/imitation?””; Parnell (2011) "lﬁﬁmﬁ%*ﬁ'ﬂlém “Strategic capabilities, competitive strategy,
and performance among retailers in Argentina, Peru and the United States™; Parnell & Hershey
(2005) Tavihnng Sﬁ’aém “The strategy-performance relationship revisited: the blessing and curse
of the combination strategy”; Pertusa-Ortega et al. (2010) Hlﬁ'ﬁ‘lmi %%“m‘%"m “Competitive
strategy, structure and firm performance: A comparison of the resource-based view and the

contingency approach”; Porter (1980; 1985; 1996)‘1ﬁﬁ1ﬂ15"3§8§m “Competitive strategy:
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techniques for analyzing industries and competitors™ “Competitive Advantage: Creation and
Sustaining Superior Performance”; “What is strategy?”; Powers & Hahn (2004) Taviinsdee
L?;FJ\?“Critical competitive methods, generic strategies, and firm performance™ Roberts & Amit
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Strategic Factors Associated with the Profitability and Growth of SME in Portugal™ Sharma
(2008) laviinms ’:J“ﬁ'ﬂléad “Technology strategy, contextual factors and business performance: an
investigation of their relationship”; Spencer et al., (2009) vlﬁlﬁmﬁ%ﬁ'ﬂém“Differentiation
strategy, performance measurement systems and organizational performance: evidence from

Australia”
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oo Items | Mean SD. Skewness | Kurtosis uilawna
L s dondsnueeulailussdnsvosiud | smi | s.s8 | 1.100 -0.560 -0.028 nn
sarmsifulnedudeiiie
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gnE nugsRNeBnTIY
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Far1u Items | Mean | SD. | Skewness | Kurtosis | uilana
ownsiualdanradiSefifinemssans 3
gnidaiug
18. osfnsvoeiuldnsdanisgndidiud | crRM | s.40 | 1.053 | -0.191 -0.502 | fsudun
smfufnueoular 4
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dafau ftems | Mean SD. Skewness | Kurtosis wilawna
34. arnsvesiuzid lennuysisownn Empl | 554 | Lo018 -0.281 -0.509 wn
JUUDIVBIRNAITND
35. perinsvoaiu v wdnyiunnddn Emp2 | 5.88 | 1.020 | -0.641 -0.395 nn
v9egnA
36. g avessAns NIl Emp3 | 5.89 | 0.961 | -0.548 -0.276 un
Hovegad
37. evfinsvasdutugndriiyuuea@endu SVI | 520 | 1044 | -0.193 0.493 | soudnn
38. pafnsvestuRugndTinTRadiu g sv2 | 557 | 0972 -0.312 -0.460 uin
mﬁauﬁ'w’r’;mﬁ'ummﬂsﬁnmqqf;m
39. anudiSavesesdnsinvinaaueiy sv3 | 571 | 0988 | -0.402 -0.524 1n
A9 Y
40. a«ﬁnsmaﬁuuau?ﬂ‘éq“lﬁﬁuqnfﬁng: Recl | 6.00 | 0988 -0.739 -0.160 un
1o
a1. oefinsvesiuinudduandegndriunn | Rec2 | 592 | 0.977 -0.629 -0.240 wIn
dorumsel
42. anudiisvpsainsgnadiedrons Rec3 | 5.96 | 0.941 -0.598 -0.409 nn
Hewafunasi
43. pernsveiudugnfiinaultaieled Tl 591 | 0.903 | -0.346 -0.784 N
funazfiu
a4, perinsvesiuldanudwamomsad ™ 6.01 | 0.889 | -0.438 0772 1n
ahnledugndvesesdns
45. Anmdiruosesdnsmmnanylfiale T3 6.18 | 0888 | -0.735 -0.462 N
YoagNM
26, peRns UM UTNIUTIT U W T CLSl | 563 | 1.003 -0.765 1.424 wn
47. oefnsyoiuiimsaasrl ey CLS2 | 578 | 0971 -0.607 0.224 nn
48. ovAnsvostudinmlsendaninvuia CLS3 | 546 | 1102 -0.508 20.184 | floudamn
49. parinsvosduinuamulumaTuladile | cLsa s.58 | 1.194 20636 0.193 nn
aadidi
s0. peAnsvestuiinaadunulufenssy CLS5 | s.48 | 1109 | -0.500 0.312 | feuthann
Weitulszangamasduiiua
51. pannsvaiuad wnanSuFnNMITIRY DSI | 578 | 1.065 | -0.444 -0.490 nn
vinfimilenitguds
52. pafnTveeuNaL W aS v eAs DS2 578 | 1.046 -0.386 -0.543 un
winshugdusuiiuandunnguss
53. pefnsvoitjatumsafanusud DS3 | 602 | 1.0a0 | -0.722 -0.653 wn
panns ¥ TaaAy
54. IANTYOITUTS HANIANA NI INGU DS4 590 | 1.101 -0.646 -0.443 nn
Wotulsz@ngamarduiiuan
ss.oennsvestuilutanssuluntsnaia DS5 577 | 1.080 -0.433 -0.787 wn
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Fafny Items | Mean SD. Skewness | Kurtosis uilama
s6. pannsvestudmuanguilvineldedrs | gs1 | 597 | 0979 | -0.564 -0.535 nn
Fau
57. peAnTvoUTIMI T uaUONAAT U FS2 5.94 | 0.982 -0.597 -0.336 N
mngaudmiundudl muneidoenmge
58. peRnIvBIS I ITHORAAS MR FS3 5.95 | 0.928 -0.474 -0.571 un
mufiungugni
59. aerinsvesiuifSnsdongugnd FS4 | s90 | 0.896 | -0.317 -0.802 nn
Bmne Wofnssindnmmsduiiuan
60. Msaaduny Cost | 551 | 1.138 | -0.366 -0.452 un

Re
61. TG CR | 6.18 | 0984 | -1.032 0.623 un
62. duuuﬁmnmmam MS 5.93 0.963 -0.645 0.088 uin
63. RARBLUNUNDMTAINU RO1 6.02 0.903 -0.601 -0.464 wmn
64. M3IAL AV EDANIG SG | 6.09 | 0.942 | -0.825 0.029 nn
65. Usz@ntnmIausy OP | 6.06 | 0.959 | -0.773 -0.126 nn
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- d d o [ d
1. NﬁﬂTi'J!ﬂi'wﬁﬂ\iﬂ‘ljﬁ%ﬂ?]‘ﬂﬂ@ﬁﬂ?!!ﬂiﬁﬂﬂuﬂﬂ‘iﬂﬂu (Social media)

Show o a o 4 . Qs [ '
Q')ﬂﬂu'ﬂ,ﬂu'&)Nﬁﬂ']‘i'llﬂi']gﬁﬂﬁﬂﬂigﬂ'ﬂﬂ (Factor analysis) ﬂlmmuﬂimﬂuaauqau

. L& ay o & o E 4, )
(Social media) “INNm@ﬂ”lﬂ']ﬂ'ﬁi@lﬂﬁ'i'Jﬂ“Ui’J\iﬂ'ﬁﬁﬂB']ﬂi\‘lu 1UIU 14 98 Iﬂﬂllﬁ?’NWﬁﬂ'ﬁ

Tnszrasdilszanou a1 v.2 - 0.7

.. . . g @ .. J
13N 4.2 Descriptive Statistics maamuﬂimﬂuaau‘lau

Descriptive Statistics
Mean Std. Deviation | Analysis N
Social media 1 5.57 1.101 250
Social media 2 5.69 1.003 250
Social media 3 5.29 1.101 250
Social media 4 4.95 1.373 250
Social media 5 5.40 1.221 250
Social media 6 5.60 1.089 250
Social media 7 5.67 1.050 250
Social media 8 5.74 1.040 250
Saocial media 9 524 1.146 250
Social media 10 5.10 1.370 250
Social media 11 527 1.058 250
Social media 12 5.49 1.032 250
Social media 13 5.51 1.055 250
Social media 14 5.56 1.034 250

A1519 9.3 KMO and Bartlett's Test un3autlsdsavoaulay

KMO and Bartlett's Test
Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 933
Approx. Chi-Square 2744.408
Bartlett's Test of Sphericity df 91
Sig. .000




M54 9.4 Total Variance Explained ¥03Autlsdanuesula]

Total Variance Explained

253

Factor Initial Eigenvalues Extraction Sums of Squared Loadings Rotation Sums
of Squared
Loadings’
Total % of Variance Cumulative % Total % of Cumulative % Total
Vanance
1 8.270 59.069 59.069 7921 56.581 56.581 7.066
2 1.290 9.211 68.281 934 6.671 63.253 6.945
3 833 5.951 74.231
4 .639 4.561 78.793
5 514 3.672 82.465
6 457 3.263 85.728
7 .388 2,773 88.500
8 355 2.539 91.039
9 323 2.309 93.348
10 244 1.741 95.090
11 203 1448 96.538
12 .180 1.289 97.827
13 .166 1.186 99.013
14 138 .987 100.000
Extraction Method: Principal Axis Factoring.
@1979 9.5 Pattern Matrix ve3aau/sdeauooularl
Pattern Matrix"
Factor
1 2
Social media 2 815
Social media 7 812
Social media 6 .806
Social media 1 798
Social media 8 .702
Social media 5
Social media 4
Social media 3
Social media 10 912
Social media 1.2 881
Social media 11 875
Social media 13 .828
Social media 14
Social media 9
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Extraction Method: Principal Axis Factoring.

Rotation Method: Promax with Kaiser Normalization.

a. Rotation converged in 3 iterations.

191 U6 Structure Matrix Useiulsdanuooulay

Structure Matrix
Factor
1 2

Social media 7 .839
Social media 6 .824
Social media § .806
Social media 8 769
Social media 2 760
Social media 4
Social media 1
Social media 3
Social media 13 887
Social media 11 887
Social media 12 373
Social media 14 .741 .833
Social media 10 763
Social media 9 739

Extraction Method: Principal Axis Factoring.
Rotation Method: Promax with Kaiser

Normalization.



M1519 .7 Correlation Matrix Y8915 89 ﬂi.lilﬂullﬁﬁ

Correlation Matrix”

Social Social Social Social Social Social Social Social Social Social Social Social Social Social
media  media media  media  media media media media media media media media media media
1 2 3 4 5 6 7 8 9 10 11 12 13 14

Social media 1 1.000 609 486 432 499 523 504 515 427 233 426 367 412 420
Social media 2 609 1.000 537 S13 610 .582 597 544 413 327 446 502 .508 579
Social media 3 486 537 1.000 .556 Sl1l 456 452 414 469 431 473 459 .524 531
Social media 4 432 513 556 1.000 .709 532 504 457 556 470 556 483 512 581
Social media 5 499 610 S11 709 1.000 716 .635 547 .596 483 .605 545 .605 663
Social media 6 523 582 456 532 716 1.000 .765 .662 560 391 561 351 585 592

'g Social media 7 504 597 452 504 655 .765  1.000 .788 .600 .381 576 582 .600 619
§ Social media 8 515 544 414 457 547 662 788 1.000 .585 .391 567 528 566 613
Social media 9 427 413 469 556 596 .560 .600 585 1.000 576 .654 .589 666 651
Social media 10 233 327 431 470 483 391 381 .391 576 1.000 11 .648 .624 576
Social media 11 426 446 473 556 605 561 576 567 .654 711 1.000 .790 772 707
Social media 12 367 502 459 483 545 551 582 528 .589 .648 790 1.000 .832 752
Social media 13 412 508 524 512 605 .585 .600 566 .666 .624 772 .832  1.000 787
Social media 14 420 579 531 581 663 .592 619 613 651 576 707 752 787 1.000
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d J Qs w s e &
2. vam i Nztiowniszneuvesiinlsmsdamsgamduiug (CRM)

[y

S o a o o . Qs o kY
{Isednauenan1s AN 12 1eeA 52 NOY (Factor analysis) veeduilsnmsdanisgnad
o @ o . . % o o Qs ) L 4
FUAWUT (Customer relationship management: CRM) daifldasaaviouasavesmsanuinsel

a 9 a 's o el
IUIU 13 98 Iﬂﬂuﬁﬁ\iNﬁﬂ15?&ﬂ51$ﬁﬂ\3ﬂﬂ5$ﬂ@ﬂ‘lq'ﬂﬁ'ﬁ']\i U.8-9.13

.. . L. & @ Y o o &
318 V.8 Descriptive Statistics ‘U'E)Qﬁ?“‘llﬁﬂ'l?%ﬂﬂ’]igﬂﬂ']ﬁuwuﬁ

Descriptive Statistics
Mean Std. Deviation | Analysis N
CRM 1 5.83 1.005 250
CRM 2 5.60 1.060 250
CRM 3 5.53 1.038 250
CRM 4 5.40 1.053 250
CRM 5 5.78 1.000 250
CRM 6 5.59 1.050 250
CRM 7 5.96 - .939 250
CRM 8 5.84 1.001 250
CRM 9 5.62 1.016 250
CRM 10 5.78 933 250
CRM 11 6.01 .931 250
CRM 12 5.80 962 250
CRM 13 5.80 951 250

M1919 .9 KMO and Bartlett's Test Y@sa il snisdanisgamdusiug

KMO and Bartlett's Test
Kaiser-Meyer-Olkin Mcasure of Sampling Adequacy. 933
Approx. Chi-Square 2418.187
Bartlett's Test of Sphericity df 78
Sig. .000




M350 9.10 Total Variance Explained 4848211/ sm1ssanisgnaidurius

Tetal Variance Explained

257

Factor Initial Eigenvalues Extraction Sums of Squared Loadings Rotation Sums of
Squared Loadings’
Total } % of Variance | Cumulative % Total % of Cumulative % Total
Variance
1 7.945 61.115 61.115 7.576 58.280 58.280 6.989
2 916 7.044 68.159 578 4.446 62.727 6.597
3 718 5.501 73.660
4 659 5.066 78.725
5 .509 3.915 82.640
6 412 3.170 85.810
7 362 2.787 88.598
8 .321 2471 91.069
9 .300 2310 93.378
10 275 2.112 95.490
11 234 1.798 97.287
12 198 1.525 98.812
13 154 1.188 100.000
Extraction Method: Principal Axis Factoring.
@151 V.11 Pattern Matrix Y8380l 5n1s9amsgamidusiug
Pattern Matrix"
Factor
1 2
CRM 5 831
CRM 3 821
CRM 6 787
CRM 2 739
CRM 1
CRM 4
CRM 8
CRM 12 960
CRM I3 818
CRM il 130
CRM 9
CRM 10
CRM7




. 1Y LY 9 o o o
19N 9.12 Structure Matrix i]@\‘iﬁ')“ﬂ'iﬂ'lﬁﬂﬂﬂ'li@ﬂﬂ'lffﬂwuﬁ

Structure Matrix
Factor
CRM 5 836
CRM 6 .832
CRM 2 795
CRM 3 .782
CRM § 752 18
CRM 4 .740
CRM 1 719
CRM 12 882
CRM 11 825
CRM 13 .801
CRM 10 J12 55
CRM 7 713 17
CRM 9 716
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M194 U.13 Correlation Matrix ‘1]ENW]LHJ?ﬂ'liﬂﬂﬂ'ﬁgﬂﬁ"lﬂll‘wuﬁ

Correlation Matrix®

CRM1 CRM2 CRM3 CRM4 CRM5 CRM6 CRM7 CRM8 CRM9 CRM10 CRM11 CRM12 CRM 13

CRM 1 1.000 659 .576 483 .578 .587 533 555 .458 460 .546 470 498

CRM 2 659 1.000 638 637 640 634 .548 583 494 .536 .564 .589 535

CRM 3 .576 638 1.000 644 650 620 483 511 570  .589 469 498 487

CRM 4 483 .637 .644  1.000 607 636 .516 507 .505 .576 496 .596 524

CRM 5 578 640 .650 .607 1.000 732 .585 687 502 611 .584 .550 512

:g: CRM 6 .587 .634 .620 .636 732 1.000 635 651 .562 .567 .595 .544 542
é CRM 7 533 .548 483 516 585 635  1.000 702 .556 613 680 582 490
38 CRM 8 .555 .583 511 .507 687 651 .702  1.000 571 590 647 562 .557
CRM 9 458 494 570 .505 502 562 .556 571 1.000 .702 .576 .593 553

CRM 10 460 536 .589 576 611 .567 613 590 702 1.000 681 616 .530

CRM 11 .546 .564 .469 496 584 595 .680 647 576 681 1.000 692 641

CRM 12 470 .589 498 .596 550 544 582 562 593 616 692 1.000 .803

CRM 13 498 .535 487 524 512 542 490 557 .553 .530 641 .803 1.000
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J 4 [ v o
3. mamsIneviesnilszneuvesdanisnisiaiumsnmaiBsduiug (RMO)

]

ar a ' ar T LY a o o d
gﬁwmmuaNam:nm‘s1:1’79&mJ‘izﬂa‘wuammﬂ5msamuumwmﬂwmuwuﬁ

a o s

o 3’1 :sll 9 s Q2 P=] o ar ] 9 Jé o
(RMO) 1uﬂ'l‘i?i]ﬂﬂ§\3u Fj?%ﬂulﬂﬂﬂ‘ﬂ'lﬂ\iiﬂﬂS'Jﬂ‘Ui’JQﬁ'JLHJiﬂ'ISiJQLuuﬂTiﬁﬁ'IﬂHN MWN‘E“K\?L‘I"H
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o I3 a4y

9
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34919 2) NTADEAT FINVDAIDILAIUIU 3 9D 3) ﬂ'liL“U'li%ﬂ’ﬂiJgﬁﬂ‘ﬂﬁNﬂﬂu FIWUDATDTUITUIU
9 t A [ 2 MY o o 3 = - ° 9/

399 4) AUBUITIN FIUYBAIDIWATUIU 3 UD 5) MIWIWIDIFIAU FIUUDAIDINIIUIU 3 UD LAY
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6) ﬂ’J'liJll'J'J'N‘I‘i] FIUUDATNINITIUIU 3 UB FIVUUDATIDTUITIUIU 18 UD Iﬂﬂu’dﬂ&ﬂﬁﬂ’liilﬂﬁ'lzﬁ
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o e s . =4 ¢ a o @ &
119 V.14 Descriptive Statistics ‘llEWI’JLL‘LI'iﬂ'lii,,NLﬁuﬂ'liﬁﬁ'lm%ﬂﬁiquﬁ

Mean | Std. Deviation | Analysis N
Bonding | 5.73 1.012 250
Bonding 2 5.80 936 250
Bonding 3 5.92 960 250
Communication 1 5.59 1.035 250
Communication 2 5.55 1.014 250
Communication 3 581 967 250
Empathy 1 5.54 1.018 250
Empathy 2 5.88 1.020 250
Empathy 3 5.89 961 250
Shared values 1 5.29 1.044 250
Shared values 2 5.57 972 250
Shared values 3 5.71 988 250
Reciprocity 1 6.00 988 250
Reciprocity 2 5.92 977 250
Reciprocity 3 5.96 941 250
Trust 1 5.91 903 250
Trust 2 6.01 .889 250
Trust 3 6.18 888 |- 250




M9 9.15 KMO and Bartlett's Test ¥83dulsmsysniumsnmadeduiusg

KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy.

Bartlett's Test of Sphericity

Approx. Chi-Square

df

Sig.

945
4317.625

153
.000

M9 ¥.16 Total Variance Explained ¥83aaulsmssjaiumsnaiadaduiug

Total Variance Explained

261

Factor Initial Eigenvalues Extraction Sums of Squared Loadings | Rotation Sums of

Squared Loadings™
Total % of Cumulative % Total % of Cumulative
Variance Variance %

1 11.268 62.598 62.598 11.048 61.379 61.379 8.775

2 1.268 7.042 69.640 1.032 5.736 67.115 8.196

3 .994 5.522 75.163 782 4346 71.460 7.625

4 .698 3.879 79.042 481 2.673 74.133 8.457

5 .576 3.198 82.240 .337 1.872 76.005 7.932

6 494 2.746 84.986 .299 1.661 77.666 7.914

7 459 2.549 87.536

8 .34 1.914 89.449

9 .303 1.682 91.131

10 240 1.332 92.464

11 228 1.269 93.733

12 221 1.230 94.963

13 190 1.054 96.017

14 .165 919 96.935

15 156 .866 97.802

16 .149 .826 98.628

17 133 737 99.365

18 .114 635 100.000

Extraction Method: Principal Axis Factoring.
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1914 9.17 Pattern Matrix GU'E’]\Wl'JLL‘ll5ﬂ153§\1lﬁuﬂ15ﬂﬁ1ﬂﬁﬁﬁuwuﬁ

Pattern Matrix

Factor

Trust 2

Trust 3

Trust 1
Communication 2
Communication 1
Communication 3
Shared values 2
Shared values 1
Shared values 3
Bonding 2
Bonding 3
Bonding 1
Empathy 2
Empathy 3
Empathy 1
Reciprocity 2
Reciprocity 1

Reciprocity 3

924
.885

876
710
705

924
720

963
785

768

775

Extraction Method: Principal Axis Factoring.

Rotation Method: Promax with Kaiser Normalization.

a. Rotation converged in 7 iterations.
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1919 9.18 Structure Matrix ‘U‘ENﬁ’Juﬂiﬂ’liigﬂtMﬂﬂ‘liﬁﬁTﬂLNﬁiJWim

Structure Matrix

Factor

Trust 2

Trust 3

Trust 1
Communication 1
Communication 3
Communication 2
Shared values 2
Shared values 1
Shared values 3
Bonding 2
Bonding 3
Bonding 1
Empathy 2
Empathy 3
Empathy 1
Reciprocity 2
Reciprocity 1

Reciprocity 3

915
.881
.850

778
798
814

836

816

796

721

17

717

745

916
.830
815

701

129

929
.368
.852

.882
.858
758

763

J25

702

923
891
818

Extraction Method: Principal Axis Factoring.

Rotation Method: Promax with Kaiser Normalization.
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A1972 %.19 Correlation Matrix ¥83@utlsmssjaiumsaniadadusiug

Correlation Matrix’

Bondl Bond2 Bond3 Commu Commu Commu  Empl Emp2 Emp3 SVl 8v2 SV3 Recl Rec2 Recl Tl vl T3

1 2 3
Bond 1 1.000 787 .760 673 513 633 .610 .613 532 579523 533 676 670 681 597 637 .589
Bond2 787 1.000 .806 .657 532 .597 671 .609 556 .631 523 502 587 .607 621 620 596 .560
Bond 3 .760 .806 1.000 .643 .510 607 .622 .642 .565 527 . .507 502 589 .623 650 627 636 581
Commul .673 .657 643 1.000 639 .687 .648 .560 553 627 493 473 563 537 574 578 .568 486
Commu2 513 532 510 639 1.000 .658 615 533 465 551 471 424 407 448 467 446 416 369
Commu3 .633 597 .607 .687 .658 1.000 .604 .619 626 576 514 618 .560 550 628 513 554 .540
Enipl .610 671 .622 .648 .615 .604 1.000 711 .692 612 648 611 553 587 670 632 574 471
Emp2 613 .609 .642 .560 .533 619 711 1.000 760 452 .561 550 614 635 710 629 630 .614
Emp3 532 556 .565 553 465 626 692 .760 1000 523 .668 .681 .635 .603 679 609 598 625
Sv1 .579'. .631 527 .627 551 .576 612 452 523 1.000 737 630 540 542 521 527 498 443
Sv2 523 523 .507 493 471 514 .648 .561 .668 737 1.060 760 579 557 584 563 554 S12
Sv3 533 .502 .502 473 424 618 611 550 .681 630 760 1000 573 530 632 569 598 .593
Recl .676 587 .589 .563 407 .560 553 614 635 540 579 573 1.000 845 782 753 695 .709
Rec2 .670 .607 623 537 448 .550 .587 .635 .603 542 557 530 845 1.000 809 725 708 .687
Rec3 .681 .621 .650 .574 467 628 670 710 679 521 S84 632 782 809 1.000 .738 744 .704
Tl 597 .620 627 578 446 513 .632 .629 609 527 563 569 753 725 738 1000 817 742
T2 .637 .596 .636 568 416 554 574 .630 598 498 554 598 695 .708 744 817 1.000 .796
T3 .589 .560 581 486 369 .540 471 .614 625 443 S12 593 .709 687 J04 742 796 1.000

MN84: Bond = A7WKNWU(Bonding), Commu = M3 {013 (Communication), Emp = 591 19a2105 Anveafd (Empathy), SV = friiensu

(Shared values), Rec = MINIWIB AU (Reciprocity), T = anuinels (Trust)
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4, Namﬂmﬂmmﬂﬂiznammmuﬂinaqﬂﬁmegim (Business strategies)

@ o a

9 a 4 4 . ar 4
I UAUBHANIIUAT LD IALTENOY (Factor analysis) Y8Ausnagniniagsne
. . aaa ) dy 9k o 92 = o o o a & g %
(Business strategies) N13390A33H {388 laAnydaasinvesdudsnagninisgsieguiiug
) Y o Y Y o & s & Yo ¥ ¥ & =y
wlsaunae dszneudedlsdunald 3 daulsdsii 1) nagnsmadudihdudunu Fadide
o e L4 t % o 3
fowuan s 9o 2) nagnsmsadeanuuanais Fdidesarudiuau s 4o uaz 3) nagnsns
i ¥ ¢ 2L MY . ° 9 a9 o o s
yauunguiihmueg Fadiveoiudiuiu 4 9o suidedioiudiuau 14 4o Tasuaanams

a 'S d Yt
'Jlﬂﬁ'lgﬁf‘)\iﬂﬂizﬂaﬂ‘l')‘ﬂﬂ'ﬁ']ﬂ Y.20 -9.25

) . . o o a
MIN V.20 Descriptive Statistics yoaduly NAYNBTNINGIND

Descriptive Statistics

Mean Std. Deviation | AnalysisN
Cost leadership strategy 1 5.63 1.003 250
Cost leadership strategy 2 5.78 971 250
Cost leadership strategy 3 5.46 1.102 250
Cost leadership strategy 4 5.58 1.194 250
Cost leadership strategy 5 5.48 1.109 250
Differentiation strategy 1 5.78 1.065 250
Differentiation strategy 2 5.78 1.046 250
Differentiation strategy 3 6.02 1.049 250
Differentiation strategy 4 5.90 1.101 250
Differentiation strategy 5 5.77 1.080 250
Focus strategy 1 5.97 979 250
Focus strategy 2 5.94 .982 250
Focus strategy 3 5.95 928 250
Focus strategy 4 5.90 .896 250




A1 ¥.21 KMO and Bartlett's Test 4838211/ snagniniagsne

KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy.

Approx. Chi-Square

Bartlett's Test of Sphericity df

Sig.

925
3000.141

91
.000

o 4 =
@15 9.22 Total Variance Explained ¥R 5nagniniagsne

266

Total Variance Explained
Factor Initial Eigenvalues Extraction Sums of Squared Loadings | Rotation Sums
of Squared
Loadings®
Total | % of Variance | Cumulative % Total % of Cumulative Total
Variance %

i 8.219 58.706 58.706 7.950 56.783 56.783 7.232
2 1.601 11.439 70.145 1.195 8.538 65.321 5.257
3 .740 5.284 75.429 439 3.137 68.459 6.402
4 .681 4.863 80.292

5 629 4.494 84.787

6 414 2.957 87.744

7 357 2.550 90.294

8 315 2.249 92.543

9 .238 1.703 94.245

10 .208 1.486 95.731

1 178 1.270 97.001

12 174 1.240 98.241

13 136 968 99.209

14 111 191 100.000

Extraction Method: Principal Axis Factoring.

a, When factors are correlated, sums of squared loadings cannot be added to obtain a total variance.
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A13N 9.23 Pattern Matrix %@Qﬁjllﬂiﬂﬁﬂﬂﬁﬂ’ﬁﬁiﬂﬂ

Pattern Matrix"
Factor
1 2 3
Focus strategy 2 996
Focus strategy 3 993
Focus strategy 4 814
Focus strategy 1 782
Differentiation strategy 5 527
Differentiation strategy 3
Cost leadership strategy 4 .802
Cost leadership strategy 3 737
Cost leadership strategy 5 719
Cost leadership strategy 2 697
Cost leadership strategy 1
Differentiation strategy 1 816
Differentiation strategy 2 811
DifYerentiation strategy 4 504
11914 .24 Structure Matrix %ﬂﬁﬁ?tlﬂiﬂﬁﬂﬂg‘i’nﬁﬁﬁﬁ%
Structure Matrix
Factor
1 )2 3
Focus strategy 3 934
Focus strategy 2 929
Focus strategy 4 861
Focus strategy 1 846
Differentiation strategy 5 815 773
Differentiation strategy 3 779 .766
Cost leadership strategy 4 819
Cost leadership strategy 5 54
Cost leadership strategy 2 715
Cost leadership strategy 3
Cost leadership strategy 1
Differentiation strategy 2 752 .904
Differentiation strategy 1 723 895
Differentiation strategy 4 839 .846
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M1574 2.25 Correlation Matrix Y83 u/snagnin1agsne

Correlation Matrix"

CLS1 CLS2 CLS3 CLs4 CLS5 DSi DS2 DS3 DS4 DS5 FSI FS2 FS3 Fs4
CLS1 1.000 402 368 467 402 391 310 387 342 435 353 291 359 403
CLS2 402 1.000 633 520 467 424 420 .399 386 426 411 424 424 419
CLS3 368 633 1.000 502 476 .339 401 282 .368 371 358 367 334 310
CLS4 467 520 502 1.000 733 523 452 496 456 433 430 404 448 428
CLS5 402 467 476 733 1.000 472 428 .366 465 431 467 432 473 467
DSt . 391 424 339 523 472 1.000 831 692 753 .693 622 652 .655 652
Ds2 310 420 401 452 428 831 1.000 704 795 723 676 .683 667 642
Ds3 387 399 282 496 366 692 .704  1.000 733 .696 .705 719 691 670
Ds4 .342 386 368 456 465 753 795 733 1.000 .788 709 .760 770 724
DSs5 435 426 371 433 431 .693 723 .696 788 1.000 647 736 765 720
FSI 353 411 358 430 467 622 676 .705 709 647 1.000 796 .785 734
FS2 291 424 367 404 432 652 .683 719 .760 736 .796 1.000 874 .788
FS3 .359 424 334 448 473 655 .667 .691 770 765 785 874 1.000 .806
FS4 403 419 310 428 467 652 .642 670 724 720 734 788 .806 1.000

winuimeg: CLS = aagnimaifuduirdiudunu (Cost leadership strategy), DS = AagMEn1sa319nuLanes (Differentiation strategy), FS = nagns

msyadunguidlmine (Focus strategy)
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5. iamadmaiziteandszaevvewhnlslssanBammsduiiuauvssanmna s M IEHIMS

(Banking performance effectiveness)
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M3 .26 Descriptive Statistics ¥83a 51l sz@nsmmmsdniiuesuyssgamvnssums

FUIAT
Descriptive Statistics

Mean | Std. Deviation | Analysis N
Costs reduction 5.51 1.138 250
Customer retention 6.18 984 250
Market share 593 963 250
Return On Investment 6.02 903 250
Sales growth 6.09 942 250
Overall performance 6.06 .959 250




M9 .27 Correlation Matrix 49961115155 FNEN NI AUTUOTUVD SRAAMATTUMT FUIAS

Correlation Matrix”

Costs reduction Customer Market share Return On Sales growth Overall
retention Investment performance
Costs reduction 1.000 316 437 373 312 .360
Customer retention 316 1.000 705 733 745 768
Market share 437 705 1.000 .704 690 .700
Return On Investment 373 733 704 1.000 754 755
Sales growth 312 .745 .690 754 1.000 741
Overall performance 360 768 .700 755 741 1.000




#1914 .28 Pearson Correlations U¥99¢44)5 144 Structural Model

Correlations
SM13 CRM CRM Bonding Commu Empa2 Reeci Trmst DS4  FS3 FS4 CR MS ROI SG
12 13 2 1 2 2
SM13 15147 408" 3727 381 3200 280" 328" 3827 4177 456 3037 3777 3407 365
CRM12 5147 I 8037 606" 548" 5597 547 542”7 5397 609" 5647 480" 448" 523" 490
CRMI3 408" 803" 1 5697 5217 5047 541”4877 5467 5897 5537 480" 436" 5247 495"
Bonding2 317 606" 5697 1 6577 6097 6077 596 547 5997 5677 454 412" 490" 4317
Commul 3817 548" 521" 6577 15607 5377 5687 5547 588" 5817 472" 430" 486" 476"
Empathy? 3200 5597 5047 6097 560" 1635 630 5627 6597 6207 5117 404 4617 4347
Reciprocity2 2807 5477 5417 607" 537" 635 1 708" 3427 5857 566" 5247 447 489" 475"
Trust2 3287 5427 487" 5067 568 6307 708 15300 6197 5967 525 456" 5107 507
DS4 3827 5397 546 - 5477 5547 562" 542" s30T 17707 7247 5727 5737 6007 5597
FS3 4177 6097 5897 5997 588" 6597 585 619" 770" 1 806 618" 544" 668 608"
FS4 456 5647 5537 567 5817 6200 566 596 724 806 1 603" 5567 638 596"
CR 3037 4897 480" 4s4”  4m”  s1T 54T 5257 527 618 603" 1 705" 7337 745”
MS 377 448" 436" 412" 430" 404 447" 4560 5737 5447 5560 705 17047 690"
ROl 3407 5237 5247 490" 486" 461”489 5107 600" 668" 638" 733 704" 1 754"
SG 3657 4907 4957 4317 476" 434 475" 507" 559" 608" 596" 745" 690" 754 1

**_Correlation is significant at the 0.01 level (2-tailed).
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Han15AA5 wﬂmﬂaa uM3 IAseas 1 (Structure Equation Modeling: SEM)
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wamsimnesilnaaunslnssada (Structure Equation Modeling: SEM)

Faasluauekamsiinsied lmeaaunis lassadis (SEM) veedulslunsen
WuIANAR Beulsnoudaedaurlsuseneuen (Exogenous latent variables) 3 2 fauls 1A
(1) !9 ?n"ﬂmiqﬂﬁﬁﬁuﬁuﬁuuﬁ’muaau‘laﬁ (Social Customer Relationship Management:
Social CRM) 152 neudleaqudsdye na/aaudsdfana'ld (Manifest variables) 2 ﬁ'mﬂsﬁ_a 1)
deaneoula (Social media) uag 2) MITanIIgASIFURUS (Customer Relationship
Management: CRM) uag (2) n1syuiunisaatm3adunius (Relationship Marketing
Orientation: RMO) 1lsgneudaedautlsuszsni/aulsiidunald 6 daudsaadl 1) ANURANRY
(Bonding) 2) M3f0a13 (Communication) 3) n1sihlenrmiFnvesdiu (Empathy) 4) ariloy
5% (Shared values) 5) MIAIN1BIFURY (Reciprocity) Laz6) A 13110 (Trust)

#2111 5AUNA19 (Mediator/Intervening  variables) 71® NAYNIN19FInY (Business
strategies) Uszneudaedaudsdss Snlfautsduna’ld s faulsdail 1) nagnimsdiudii
ATUAUNU (Cost leadership strategy) 2) NAgNENTAFINA1UUANATS (Differentiation stratogy)
way 3) nagnimsyudungudhving (Focus strategy)

aaalsudeniely (Bndogenous latent variable) AB1lsEaNTANAITAUTUIIUYBS

AN IMNTIUNIIFUIAS (Banking performance effectiveness) 152 noualeduilsilse n/aa
o 9 Y o ‘g 9 f r b4

usdaunald 6 Aaualsasii 1) msaadunu (Costs reduction) 2) NM135AHIF YA (Customer

retention) 3) AIUUUINNMIADIA (Market share) 4) HAABULUNUIIAAITAYU (Return On

Investment: ROI) 5) M3iA0 Tauesoaaune (Sales growth) wag 6) Uszansawlagsau (Overall

performance)

AidbuonaneIIenzidoavswan1sin sy luaaaunis Iasead e (Structure

y 9
- . od é Al \ L
Equation Modeling: SEM) ¥84n135AN#1A3 331 ua1319 1.1 — 41319 1.27 Feagludiuda



M3 A.1 Assessment of normality (Group number 1)

274

Variable min max skew C.I. kurtosis CI.
SG 3.000  7.000 -.820 -5.290 .005 015
ROI 4.000  7.000 -.597 -3.855 -478 -1.544
MS 2.000  7.000 -.641 -4.138 .062 200
CRE 2.000  7.000 -1.026 -6.621 586 1.893
Bonding_2 3.000  7.000 -.536 -3.463 -.012 -.040
Communication_1 3.000  7.000 -.204 -1.314 -.854 -2.756
Empathy 2 3.000  7.000 -.637 -4.113 -411 -1.325
Reciprocity 2 3.000  7.000 -.625 -4.034 -.259 -.835
Trust_2 4.000  7.000 -435 -2.809 -.780 -2.518
SM_13 3.000  7.000 -.073 -469 -1.119 -3.611
CRM_12 3.000  7.000 -.396 -2.558 -.671 -2.166
CRM_13 3.000  7.000 -.386 -2.491 -.648 -2.092
Focus_4 4.000  7.000 -315 -2.035 -810 -2.614
Focus_3 3.000 7.000 -471 -3.042 -.583 -1.882
Differentiation 4 2.000  7.000 -.642 -4.146 -458 -1.478
Multivariate 71.461 25.016
Model Fit Summary
19749 A2 CMIN

Model NPAR CMIN DF P CMIN/DF

Default model 38 83865 82 422 1.023

Saturated model 120 .000 0

Independence model 15 2857.966 105 .000 27.219
131 A.3 RMR, GFI

Model RMR  GFI AGFI PGFI
Default model 024 957 937 654




|

Model RMR  GFI AGFI PGFI
Saturated model .000 1.000
Independence modet | .479 191 075 167
1194 .4 Baseline Comparisons
NFI  RFI’ IFI  TLI
Model CFI
Deltal rhol Delta2 rho2
Default model 971 962 999 999 999
Saturated model 1.000 1.000 1.000
Independence model .000 .000 .000  .000 .000
ATIN A.5 Parsimony-Adjusted Measures
Model PRATIO PNFI PCFI
Default model J81 758 .780
Saturated model 000 .000  .000
Independence model 1.000  .000  .000
194 A.6 NCP
Model NCP LO 90 HI 90
Default model 1.865 .000 27.699
Saturated model .000 .000 000
Independence model | 2752.966 2582.324  2930.936
AN A.7 FMIN
Model FMIN FO LO9% HI9
Default model 337 .007 000 111
Saturated model .000 .000 .000 .000
Independence model | 11.478 11.056 10371 11.771
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A1914 1.8 RMSEA

MIN A9 AIC

AIN A.10 ECVI

1914 A.11 HOELTER

Model RMSEA LO9 HIS PCLOSE
Default model .010 000 037 .998
Independence model 324 314 335 .000
Model AlIC BCC BIC CAIC
Default model 159.865  165.084  293.681  331.681
Saturated model 240.000  256.481 662.575  782.575
Independence model | 2887.966 2890.026 2940.788 2955.788
Model ECVI LO9 HI9% MECVI
Default model 642 635 746 .663
Saturated modetl 964 964 964 1.030
Independence model | 11.598 10913 12313 11.607
HOELTER HOELTER
Model
.05 .01
Default model 310 341
Independence model 12 13
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A3 A.12 Regression Weights: (Group number 1 - Default model)

277

effectiveness

Estimate S.E. CR. P
Business strategies <--- RMO 821 136 6.012  xxx
Business strategies <--- Social CRM 179 (118 1.517 129
Banking performance
<--- Social CRM 167 100 1.667 .095
~ effectiveness
Banking performance
<--- Business strategies 696 .098 7.089  *¥%¥
effectiveness
Differentiation 4 <--- Business strategies 1.167 .067 17.361  ***
Focus_4 <--- Business strategies 1.000
Focus 3 <--- Business strategies 1.086 052 20.890  **%
CRM_13 < Social CRM 1.000
CRM_12 <--- Social CRM 1.096 .062 17.551  **x
SM_13 <--- Social CRM 72099 7.831 ke
Trust_2 <--- RMO 1.000
Reciprocity 2 <--- RMO 1.087 073  14.895  ***
Empathy 2 <--- RMO L179 .091 13.019  ***
Communication_1 <--- RMO 1.103 094 11.764  *%*x
Bonding 2 <--- RMO 1.056 084 12.591  **+
Banking performance
CRE <--- 1.041 060 17.397  ***
effectiveness
Banking performance
MS <--- 958 061 15700  *=
effectiveness
Banking performance
ROI <--- 975 054 18.000  ***
effectiveness
Banking performance
SG <--- 1.000




#1134 A.13 Standardized Regression Weights: (Group number 1 - Default model)

278

Estimate

Business strategies <eem RMO 719
Business strategies <--- Social CRM 175
Banking performance effectiveness <--- Social CRM .158
Banking performance effectiveness  <--- Business strategies 675
Differentiation_4 <--- Business strategies 833
Focus 4 <eme Business strategies 877
Focus_3 <= Business strategies 919
CRM_13 <--- Social CRM .808
CRM_12 <--- Social CRM 875
SM_13 <--- Social CRM .563
Trust 2 <= RMO 774
Reciprocity 2 <--- RMO .766
Empathy 2 <--- RMO 796
Communication 1 <= RMO 734
Bonding_2 <--- RMO 777

Banking performance
CRE <vh 857

effectiveness

Banking performance
MS <--- .806

effectiveness

Banking performance
ROI < .874

effectiveness

Banking performance
SG <--- effectiveness 859




#1314 .14 Covariances: (Group number 1 - Default model)

Estimate S.E. C.R. P Label
Social CRM <--> RMO 436 056 7.775 *** par 19
ell <> ¢l0 084 033 2535 .0l1 opar 16
e4 <> e3 087 058 1.514 .130 par_17
el$ <--> el4 00 029 3386  ***  par 18
M3 A.15 Correlations: (Group number 1 - Default model)
Estimate
Social CRM <--> RMO .827
ell <--> el0 204
o4 <> ¢3 336
els <-> el4 283
13 .16 Variances: (Group number 1 - Default model)
Estimate S.E. C.R. P
Social CRM .588 094 6.245 '
RMO 472 .068 6.977 ok
res] 150 .025 5.896 ok
res2 231 033 7.003 ok
e7 370 .040 9.310 ok
e8 133 020 6.669 ok
9 184 022 8.381 ok
e4 314 .063 5.013 ok
e3 216 064 3.364 ok
€2 755 074 10.203 ok
els 316 035 9.131 ok
el4 392 .043 9.217 ek
el2 .380 042 9.015 i
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Estimate S.E. C.R. P
ell 492 052 9.532 R
el 346 038 9.110 ok
el? 256 030 8.550 %
el8 324 034 9.430 £k
el9 191 024 8.090 ek
€20 231 027 8.493 -

A1914 .17 Squared Multiple Correlations: (Group number 1 - Default model)

Estimate
Business strategies 756
Banking performance effectiveness 646
SG .739
ROI 765
MS 649
CRE _ 735
Bonding 2 .603
Communication_1 538
Empathy 2 .633
Reciprocity 2 587
Trust 2 599
SM_13 ' 317
CRM_12 .766
CRM_13 652
Focus 4 769
Focus_3 .845
Differentiation 4 .694




1194 A.18 Direct Effects (Group number 1 - Default model)
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Social Business  Banking performance
RMO
CRM strategies effectiveness
Business strategies 8321 179 000 000
Banking performance
.000 167 696 .000
effectiveness
SG .000 .000 .000 1.000
ROI .000 .000 .000 975
MS .000 .000 .000 958
CRE .000 .000 .000 1.041
Bonding 2 1.056 .000 000 .000
Communication_1 1.103 .000 .000 .000
Empathy 2 1.179 .000 .000 .000
Reciprocity 2 1.087 .000 .000 .000
Trust_2 1.000 .000 .000 .000
SM_13 .000 A2 .000 .000
CRM 12 .000 1.096 .000 -000
CRM_13 .000 1.000 .000 .000
Focus_4 .000 .000 1.000 .000
Focus 3 .000 .000 1.086 .000
Differentiation_4 .000 .000 1.167 .000




282

#1914 .19 Standardized Direct Effects (Group number 1 - Default model)

Social Business Banking performance
RMO '
CRM strategies effectiveness
Business strategies 19 175 .000 000
Banking performance
.000 158 675 .000
effectiveness
SG ‘ .000 .000 .000 859
ROI _ .000 .000 .000 874
MS .000 .000 .000 .806
CRE .000 .000 .000 857
Bonding 2 77 .000 .000 .000
Communication_1 734 .000 .000 .000
Empathy 2 796 .000 .000 .000
Reciprocity 2 .766 .000 .000 .000
Trust_2 774 .000 .000 .000
SM_13 .000 .563 .000 .000
CRM_12 .000 875 .000 .000
CRM_1I3 000 808 .000 000
Focus 4 .000 .000 877 .000
Focus_3 .000 .000 919 .000
Differentiation 4 .000 .000 .833 .000




M99 A.20 Indirect Effects (Group number 1 - Default model)
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Social Business  Banking performance
RMO
CRM strategies effectiveness
Business strategies 000 000 000 .000
Banking performance effectiveness 571 124 .000 .000
SG 571 291 696 .000
ROI 557 284 679 .000
MS 547 279 667 .000
CRE 595 303 725 .000
Bonding 2 .000 000 .000 .000
Communication 1 000 000 .000 000 |
Empathy 2 .000 .000 .000 000
Reciprocity 2 .000 .000 000 .000
Trust_2 .000 .000 .000 .000
SM_13 .000 .000 .000 .000
CRM_12 .000 .000 .000 .000
CRM_13 .000 .000 .000 .000
Focus_4 821 179 .000 .000
- Focus_3 .891 194 .000 .000
Differentiation_4 958 208 .000 .000
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13N .21 Standardized Indirect Effects (Group number 1 - Default model)

Social  Business Banking performance
RMO

CRM  strategies effectiveness
Business strategies 000 000 000 000
Banking performance effectiveness 486 118 .000 .000
SG 418 238 .580 .000
ROL 425 242 591 .000
MS 391 223 544 .000
CRE 416 237 579 .000
Bonding_2 .000 .000 .000 .000
Communication 1 2000 000 .000 000
Empathy_2 .000 .000 .000 .000
Reciprocity 2 .000 .000 .000 .000
Trust_2 .000 .000 .000 .000
SM_13 .000 .000 .000 .000
CRM_12 .000 .000 .000 .000
CRM_13 .000 .000 .000 .000
Focus_4 631 153 000 000
Focus_3 661 161 .000 .000
Differentiation_4 .599 .146 .000 .000
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A3 .22 Total Effects (Group number 1 - Default model)

Social Business  Banking performance
RMO

CRM strategies effectiveness
Business strategies 821 179 .000 000
Banking performance effectiveness 571 291 .696 .000
SG ' 571 291 696 . 1.000
ROIL 557 284 679 975
MS 547 279 667 958
CRE 595 .303 725 1.041
Bonding 2 1.056 .000 .000 .000
Communication_1 1.103 000 .000 000
Empathy 2 1.179 .000 .000 .000
Reciprocity 2 1.087 .000 .000 .000
Trust_2 1.000 .000 .000 .000
SM_13 .000 172 .000 .000
CRM_12 .000 1.096 .000 .000
CRM_13 .000 1.000 .000 .000
Focus_4 321 179 1.000 000
Focus_3 891 194 1.086 .000
Differentiation 4 958 208 1.167 .000




19714 A.23 Standardized Total Effects (Group number 1 - Default model)
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Social Business  Banking performance
RMO

CRM strategies effectiveness
Business strategies 719 175 000 .000
Banking performance effectiveness 486 276 675 .000
SG 418 238 -.580 .859
ROI 425 242 591 374
MS 391 223 544 .806
CRE 416 237 579 857
Bonding 2 777 .000 000 .000
Communication_1 734 2000 000 .000
Empathy 2 .796 .000 .000 .000
Reciprocity 2 .766 .000 .000 .000
Trust 2 774000 000 000
SM_13 .000 563 .000 .000
CRM_12 .000 875 .000 .000
CRM_13 .000 .808 .000 .000
Focus_4 631 153 377 000
Focus_3 661 .16l 919 .000
Differentiation_4 599 146 .833 .000
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Y LYY /s d
1.1 m5ﬂﬂmignﬁ'nmwuﬁuumamau‘lau (Social CRM)
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a o w - ' s w g w aad & g LY
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effectiveness) (A1972 4.17 LDY $11578 A.12 Regression Weights)
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Doe
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1914 4.1 Regression Weights: (Group number 1 - Default model)

Variables Estimate S.E. C.R. P
RMO <--- Social CRM 741 .089 8.295 *k
Business strategies ~ <-— RMO .821 136 6.012 *XE
Business strategies ~ <--- Social CRM 179 118 1.517 129
Banking
performance <--- Business strategies .696 .098 7.089 *xE
effectiveness
Banking
performance <--- Social CRM 167 .100 1.667 .095
effectiveness
Differentiation_4 <= Business strategies 1.167 .067 17.361 X
Focus_4 <—- Business strategies 1.000
Focus_3 <--- Business strategies 1.086 .052 20.890 ik
CRM_13 <--- Social CRM 1.000
CRM_12 < Social CRM 1.096 .062 17.551 i
SM_13 <= Social CRM 172 099 7.831 sl
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Variables Estimate S.E. C.R. P
Trust 2 <—- RMO 1.000
Reciprocity 2 <--- RMO 1.087 073 14.895 FAE
Empathy 2 <--- RMO 1.179 .091 13.019 *E¥
Communication_1  <--- RMO 1.103 .094 11.764 bl
Bonding 2 <--- RMO 1.056 .084 12.591 k¥
Banking performance
CRE <— 1.041 .060 17.397 *xx
effectiveness
Banking performance
MS <--- .958 .061 15.700 Rk
effectiveness
Banking performance
ROI <--- 975 054 18.000 *rx
effectiveness
Banking performance
SG < 1.000
effectiveness

UG ***p <0.001

1374 4.2 Standardized Regression Weights: (Group number 1 - Default model)

Variables Estimate
RMO <--- Social CRM 827
Business strategies <-- RMO 719
Business strategies <—-  Social CRM 175
Banking performance effectiveness <-—  Business strategies .675
Banking performance effectiveness <~ Social CRM 158
Differentiation_4 <-— Business strategies .833
Focus_4 <—- DBusiness strategies 877
Focus_3 <--- Business strategics 919
CRM_13 <-—  Social CRM .808
CRM_12 <-- Social CRM 875
SM_13 <--- Social CRM .563
Trust_2 <--- RMO 774
Reciprocity 2 <-- RMO 766
Empathy 2 <--- RMO 796
Communication_1 <-- RMO 734
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Variables Estimate

Bonding_2 <--- RMO a77

CRE <--- Banking performance effectiveness 857

MS <--— Banking performance effectiveness .806

ROI <-—- Banking performance effectiveness 874

SG <-— Banking performance effectiveness 859
Bsveesiodiuduie e Ididrlonnin Fersudumevesdaulsms

fansgnidunusuudeaneon laiflisninansdoudodszAnsammsauiiuauves

gATIMNITNATEINAS Tnsrunsfudumsaniadsduius uaznagninegsns luam

.2 L6S 13N 4.3-4.4
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2
<,

7c

5 6 orientation
Reciprocity 2
(=)

@
3

Customer retention
86
8 Market share

65

87 76
& Return On Investment
7

4

Sales growth

6%

Banking
performance
effectiveness

H®E®®

80

78 8 Focus strategy 4

84
i g
Busme_ss 2 Focus strategy 3
77 strategies 0
as 69

Differentiation strategy 4

Chi-square = 89.705 df = 84, p=.315
CMIN/DF =1.068, GF] = .954, CFi =.998, RMR =.031, RMSEA = .017

AN 2.2 ueraudun1eBniwantedonvesdaulsmssamsgadduiusuudenvesulal

Tneaadunieh lifiiedwameadaeen
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Variables Estimate S.E. CR. P
RMO ‘ < Social CRM 741 .090 8.195  H##
Business strategies <—- RMO 1.014 080 12.739  ***
Banking performance
<eme Business strategies 829 .062 13378 #*
effectiveness
Differentiation_4 < Business strategies 1.167 067 17.335  #%=
Focus_4 <--- Business strategies 1.000
Focus_3 <Lomm Business strategies 1.083 .052 20.823  *¥xx
CRM_13 <--- Social CRM 1.000
CRM_12 < Social CRM 1.107 .063 17.450  ***
SM_13 < Social CRM .762 100 7.619  **¥x
Trust 2 <--- RMO 1.000
Reciprocity 2 <--— RMO 1.087 073 14.844 Ak
Empathy 2 <-- RMO 1.182 .092 12874 ¥
Communication_1 <— RMO L.111 .095 11.737  #x
Bonding_2 < RMO 1.061 .085 12.514
Banking performance '
CRE <ene 1.043 .060 17.391 ¥
effectiveness
Banking performance
MS <een .959 .061 15.684  ***
effectiveness
Banking performance
ROI <= 976 054 17.971  #*+
cffectiveness
Banking performance
SG <--- 1.000
effectiveness

HUYINE: ***p <0.001

1319 4.4 Standardized Regression Weights: (Group number 1 - Default model)

Variables Estimate
RMO <-- Social CRM .839
Business strategics <— RMO .882
Banking performance effectiveness <-— Business strategies .804
Differentiation_4 <--—- Business strategies .832
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Variables Estimate
Focus 4 <—- Business strategies .876
Focus_3 <—- Business strategies 917
CRM_13 <-—- Social CRM 812
CRM_12 <---  Social CRM .888
SM_13 <---  Social CRM .558
Trust_2 <-- RMO 767
Reciprocity 2 <--- RMO 759
Empathy 2 <-— RMO 790
Communication_1 <--- RMO 733
Bonding_2 <~- RMO 774
CRE <-—  Banking performance effectiveness .858
MS <-—  Banking performance effectiveness .806
RO1L <--- Banking performance effectiveness 874
SG <---  Banking performance effectiveness .859

- é a Y] o e v <
1.2 ﬂ]i')lﬂi1$ﬂﬂﬂiﬂ€lllﬂﬂﬂ'ijiﬂ'Ii‘ﬂﬂfl'ligﬂi’%"lﬁﬂwuﬁﬂuﬁﬂﬂﬂﬂﬂuqau!lﬁ$ﬂ1’i

satiunsamaidaduiutesnoniy

toa

nawansfnufinuda 1) nisdanisgafifunusuudiauesulaillisisnina

A5 eAetlse ANTA AT ITUNIUYEIRATIMAT TUAMTTUIAT 2) MITANITARITURUS

vudsnvoaulaibifininanisdendedss Insamnisdufiuauvesgaannssy
ATEUIANS Uaz 3) msyaiumsaniaFeduwus Lulisninanuaseaelszdnsamw
AMIANHUNUVBIGATNATTUMI FUIAS

uazfaedausia 2 fau pgluuIunanude nMsdanisgamduRusuudny

veulatfuTunlusuasesula wormajudumsramideduiusiivSunlusuans

b4
%4

197 ALY

@

Y o a o A a g a o Y
fJulﬂ ']ﬂ'li'llﬂi'lzﬁNﬁlwulﬂﬂﬂjﬂﬂ'ﬁ'uﬂi']gﬁIulﬂﬂﬁuﬂ'ﬁiﬂﬁqﬁi'm (SEM)

)

Ao 1dsunsN AMOS version 21 Sudaualslunsevuuianuda laevnsuendnyluuaas

¥ o o

A3 iHesmanamsine (am 4.6) wui masamsgamduiusuudeueeular (Social

9/ ]

. o o [ 1 a @ @ d P o 9 o
CRM) ummauwu‘ﬁﬂumsmLﬁummmﬂmauwuﬁ (RMO) n5uay 83 ﬂﬂ?ﬂﬁuﬂﬁ'lﬂﬂg‘ﬂw
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33‘&:& o & ¢ w

TBAT p < 0.001 FuudiSeSeuendanls msdamsgniduiusuudnueoularl (Social

CRM) uazmsyaiunisamadadunius (RMO) sannnfuuasyiin1sdnss ¥ lumaauns

Tassad Lﬁaﬁq%ﬁﬁw%wawNm\wiaﬂs:?m%’nwwmsﬁuﬁmmmamﬂmﬂnsmmsﬁmms

uazdnswamedeundeilssAnsnmnsduiiuauvegaamassymasuias lasiunagns
NNFINe

subumnnniasediadiuudiensins e Tunacums Tseadas (SEM) {390

o

‘Uf’Ju'lLﬁuE]Wﬁﬂ'ﬁ’)Lﬂi'l‘”‘HLWE]u'lil'lﬂ@‘]Jﬂlﬂﬁ\iﬁ'ﬂ LﬂfJ’}]ﬂ‘]JLﬁuﬂNf)‘ﬂ‘ﬁWﬂ‘i!ﬂQﬂ’JLLﬂ‘iﬁVL vy

a a 9 o/ o a ¢ A a Yo ¢ &
BVNTNA Iﬂﬂﬂ?%ﬂﬂ]ﬂu'ﬂﬁuaWaﬂ’ﬁ'ﬂﬂi’lgﬁlwumuulﬂﬂ\‘lﬁﬁ]vl'ﬂu

(% w e LY
1.2.1 mi%ﬂmigﬂﬁmuwuﬁuumﬂuaau‘laﬁ naqwﬁnﬁa%'nmmuﬂﬂdn

uarlsgAnEmmmsautiuaure saAmnNN I TUMIEIAT

Social media 13
71

CRM 12

.89 -

£

CRM 13

.80
Differentiation strategy 4
67
Differentiation strategy 3

39

.70

7Y

Differentiation
strategy

Banking
performance
effectiveness

71
Differentiation strategy 1

;

75
Overall performance

74
Return On Investment

66

Market share
74

:

???

Customer retention

Chi-square = 39.503 ,df = 31, p=.141
CMIN/DF =1.274, GFIl = .969, CFI| = 995 RMR = .023, RMSEA = .033

MN 4.3 MITinszresdlszneviFadudu (CFA) voemstamsgnirduiniuudeay
soulard nagnimsadunuuandis uagtlseAnsmwmssuiinauvesgaamassums

FUHINS
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A a = ' I4 a A o 7
INNIN 4.3 WBWNTUINAMIAATIEHOIAYTLNBUITITUGYU (CFA) ¥DIA15TANTT
¥ o v o o/ « o 9 1 a A 0o A
gneduRutuudeauoau lad nagnimsadiennuuande uazdss@nsammsautivau
YBIQATINATTUMTFUING FIVONUIIA109AT UV IATUAIT AL Degree of freedom
(CMIN/AD) 1A 1.274 AAOANATOU p-Value MIAU 0.141 A1 GFT WA 0.969 f1 CFI
1A 0.995 A1 RMR 191101 0.023 uazA1 RMSEA 111191 0.033 disnfSsumisuaiuuuafia
LLﬁ:',‘Vli]}Jg]‘UEN Wheaton et al. (1977), Joreskog and Sérbom, (1984), Byme, (1989), Bentler,
2 o v & .

(1990), Browne and Cudeck, (1993) and Hair et al. (1999) Helidomuuansil A1 Chi-Square/
Degree of Freedom (CMIN/df) apsfindiosnd 2 Asaefiodununzay aradanadou p-Value
AB91IANT1 0.05 A1 Goodness of Fit Index (GFI) 4ag Comparative Fit Index (CFI) 11AA1 0.9
3 11 ] £ 9 L] [V 1 .
Yull A1 GFI uag CFLN1nd 1 9zogluseaufiun (Perfect fit) A1 Root Mean Square Residual
(RMR) uag Root Mean Square Error of Approximation (RMSEA) 1188071 0.05 1 RMR LA
RMSEA hlndgud nunoflseglusequfunn (Perfect fit)

-9 3’; d' a (] an @ ] I'd a Qs a YA w

AU WaNTHIMADAR AR NAuansin s dsslivluseduurnma §ade
aunsaaqy ldih Tumamasdadusveanissamsgadrduiusuudenuesnlay nagnd
MsadinIand1s sazdsgnsawarsduiiusiiussgainnssunis suints 1

anuuand 1L Tumamangefededveddynieada uie Pivawsoagy 1ddims

a g 4 s o o
Ansrzvdeuns Inssedrevesnstnuil Tnawreandesiu Tumameangqui luszdudiaun
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Differentiation
strategy

Banking
performance
effectiveness

78
I Overall performance ’4—‘
Chi-square = 39.503 ,df = 31, p=.141

CMIN/DF =1.274, GFl = 969, CFI =.995, RMR =.023, RMSEA = .033
M 9.4 BRI lueoaunis Inssadeesmstanisgamduiusvudnueou layd

nagnimIadinuiAndIs uazlss AnEamMnI A uiuILYBIgATIMASTUNMIFUNAG

NI 4.4 WuTmsAnseinauiAn ludail Tumafanurenndetuszning
TuaaiFanqug fudeynidelaz sna St Chi-Square= 39.503, df = 31, CMIN/Af (Chi-
Square/ Degree of Freedom) = 1.274, p = 0.141, GFI = 0.969, CFI = 0.995, RMR = 0.023,
RMSEA = 0.033 Gfiaﬂ'ﬁﬂﬁnuwhummcvfmsEJEJu%’uiuizﬁumuwﬁuamgﬂuizﬁuﬁﬁmﬂ
(Wheaton et al. 1977, Joreskog and Sorbom, 1984, Byrne, 1989, Bentler, 1990, Browne and
Cudeck, 1993 and Hair ef al. 1999) wamsfnywuimssamsgnfduwusuudenvooularl
(Social CRM) anseeiineauulsdsmuveslsz@ninmasduiinauvesaamivnssy
MIFUIRIT IRTB8RE 62 (R: = 0.62) wazesueaLlssIuvesnagninisadiendiy

UANA (Differentiation strategy) 13088 56 (R = 0.56)
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ar ¥ o o @ o 9
914 4.5 Regression Weights ﬂli)\iﬂ'l‘i‘i]ﬂﬂ'liQﬂﬁ'"lffiquﬁUuﬁﬁﬂﬂJﬂﬂuulﬁu NAENIMITIN

ATUANAI LAz YIEANTAMNTIAUHUIIUYDIQATIUATTUNTIFUIATS

Variables Estimate  S.E. CR. P
Difterentiation strategy <-—  Social CRM 1.079 .142 7610  ***
Banking performance
<--—~  Social CRM 374 130 2.884 .004
effectiveness
Banking performance
<--— Differentiation strategy 469 087 5412 k%
effectiveness
Differentiation_1 <--- Differentiation strategy 1.000
SM_13 <--- Social CRM 1.000
Banking performance
CRE <—- 1.088  .062 17.549  **x
effectiveness
Banking performance
MS <o 1.003  .063 15870  ***
effectiveness
Banking performance
RO1L <--- 1.000
effectiveness
CRM_12 <---  Social CRM 1.310  .168 7.807 ¥+
CRM_13 <--- Social CRM 1.185  .159 7.429  ***
Differentiation_3 <--- Differentiation strategy 960 .063 15348 ek
Differentiation_4 <--- Differentiation strategy 1.098 .064 17.203 *E¥

: Banking performance
0}y <oes 1L.O§9 059 18331  #***
effectiveness

Notes: ***p < 0.001

NN 9.3-9.4 LAZAITI 9.5 NITIRTIEHRad20 luragynis Iasead1eny I

v w d o

mssamsgamdunusuudeaneou larl (Social CRM) HdnFwannassdonagnimsadig

[l
a o/ o ] b \

1 ar v @ [ 4
AuUANAN Nagautaddg p < 0.001 uazwudimsdanmsgamauiuiuudeaueenlarl
(Social CRM) HBnEwanenseaollsz@ninmmssuiiuanuyesgaamassumssuins a

rautiohdyy p < 0.01 unslidnsnandendsilsz@ninmnsduiiususssgaemnng sy

[]
o w

MITUIAS Ingrnunagninsaianuuanaiiszauisddey p < 0.001

S o °

k4 ] ¥ o A w
muumnmawﬁwmwmﬂn‘lumuﬁ %Ummmuﬂﬂﬂau%ﬁmammnmﬁ'u

a a slé - o Yo 3 ~t Y] [ a F4
E]‘VI‘TJ‘Wﬁ"lﬂ %Qw’dﬂ'ﬁﬁﬂ‘HWIIlﬂi‘uﬁ'liﬂiﬂLﬂuﬂﬂﬂﬂiﬂ‘lu’lﬁﬁﬁﬁgﬂ‘l_lu'lu"l‘lﬂﬂ uasaoanaod
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AU Sarner ef al. (2011); Woodcock ef al. (2011) fiwui msiansgamTuRuTIY
denuooulaw (Social CRM) Tanuduwusiunagniniegsne (Business strategies) 4az
AenndnINUNIUIBYDY Ayanso (2012); Baird and Parasnis (2011); Castronovo and Huang
(2012); Edosomwan et al. (2011); HBR analytic services (2010); Orlikowski and Thompson
(2010); Romero (2011); Sarner et al. (2011); Woodcock et al. (2011) 31AN15IVLAINTT WU
matamsgamduiusuudenveoula (Social CRM) Tisnswaneuanaslss@ninm
A15AUHUIUYDIFI A (Business performance effectiveness) IABIRNIZNAENI NI

A58 3T ANTAMMUAUYL LaZHEABLIUNLIIANMT ALY

(Y] v o d o d d
1.2.2 madamsgnmduiiusuudanueenlaii nagnimsadiungunihming

uazilsEAnEamsA v HYB IRAMNN I IUM TN

.34
Social media 13

72

CRM 12

@@g

CRM 13

e28 Focus strategy 1

865
Focus
Focus strategy 2 strategy
89
Focus strategy 3
74

Sales growth

.68

.65

Banking
performance
effectiveness

Market share

76
Customer retention

Y

Chi-square = 29.030 ,df = 23, p=.179
CMIN/DF =1.262, GFl = .976, CFl =.996, RMR =.020, RMSEA = .032

a ' a o’ @ VY] Q
MW 4.5 M5UNT12HDeAY T2 NoUIFIEUEU (CFA) YBIN1ITANISgNATFNRNUF U ALY
d o [ 9 [ Y, a a o a
aau"lau naqmm'suuuuﬂqmﬂmma Lm&’ﬂi&'ﬂ‘l’l‘ﬁﬂ'lwﬂ'liﬂ'll‘uu\ﬂuilﬂ\iQﬁﬁ’]‘l”iﬂiiilﬂ'l‘i

FUIATT

§ a o ¢ a o s
NN 4.5 WeRNNIMHANTT AT IZ o5 nouTadudu (CFA) vesnmissanis

Y o @ o [ L4 o [ 9 ' 9 a a o =n
grmduiutuudeaueeu ladl nagnimsysniunquihmine sazdse@nsmwmsaufiuom
YDIGATIMAITNNITTUIAT 98N UIR 1885 182U 1AaUAIS A Degree of freedom

(CMIN/df) WNY 1.262 AIADANAEDLY p-Value IAD 0.179 A1 GFI Wiy 0.976 f1 CFI
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T [-73 1 1 (-7 1 L} Qs é =\ =
MmN 0.996 a1 RMR 10U 0.020 4aga1 RMSEA 1104 0.032 LN@L‘LE‘(’JUWIFJ‘UWHJLLH’JFI@
Lmzwqyﬁ%a Wheaton ef al. (1977), Joreskog and Sorbom, (1984), Byrne, (1989), Bentler,

2 = a
(1990), Browne and Cudeck, (1993) and Hair ef al. (1999) FeTNMANIINIIIN Model fit lag

ey ¥ o Yy ¥ y &

de laesune Ludneunihil
Y 3‘/ d' a ' an v ' o a Y a ga w
AU eI IsadAdenaannainsYszduluseauuiund 3se

g @ - v Y o v ¢ Qs 4 o
ﬁ'm']iﬂﬂ?ﬂ‘lﬂ'niﬂlﬂﬁﬂJ']ﬁi'Jﬂﬁ’JLLllﬁ‘Ui’Nﬂ'lﬁ%ﬂﬂ'l‘i@‘ﬂﬂ']ﬁllwuﬁﬂuﬁﬂﬂilﬂ@ullﬁu NAgNs

majadunguidhvue uazilszdnsamnsduiiunusesgamnnssunissuinis 1

F2

4 % a 1 o o o an A U o/
ﬂ’J'lﬂJLLﬁﬂﬁ"l\iﬂ‘lJIﬂJLﬂﬁ‘Vﬂ\‘mt]E;]ﬂEJ'NUUEJ’L’?']ﬂtyVINﬂﬂﬁ Niv Q’J%ﬂﬂ'm’l’iﬂfﬁﬂwlﬂ’ﬂﬂﬁ

o

a ¢ 9 dy -~ ¥ a =) Aa
’JLﬂi'I%ﬂﬁ'iJﬂ'ﬁIﬂi\‘iﬁi’N‘U@\iﬂ']iﬁﬂ‘ﬂ']u Nﬂ?TiJﬁﬂﬂﬂﬂﬂ\?ﬂ‘UIillﬂﬁﬂN‘Vlf]‘ialQiﬂiSﬂ‘Uﬂﬂ?J']ﬂ

76
65
14

Banking
performance

effectiveness %

Focus strategy 1
36
Focus
Focus strategy 2 strategy
89
Focus strategy 3

Chi-square = 29.030 ,df = 23, p=.179
CMIN/DF =1.262, GFI = 976, CFI =.996, RMR =.020, RMSEA = 032

MW 4.6 NIMIAAT I Taadums Tassadaveanisiamsgniiduiufuudeaueoular

o [] ' a o o a
ﬂﬁq‘l’lﬁﬂﬁu\ilﬁuﬂf‘wlﬂ?ﬂﬂ]ﬂ LLﬂZ‘l]'iSﬁ'ﬂﬁﬂ']‘wﬂ']'iﬂ'l!.uu\ﬂuﬂlﬁ]\iﬁmfﬁﬁﬂiﬁuﬂﬁTiu'lﬂ'li

NNAM 9.6 NuNMT IR EHRaRAL Tud 13 S Chi-Square = 29.030, df = 23,
CMIN/df (Chi-Square/ Degree of Freedom) = 1.262, p = 0.179, GFI = 0.976, CFI = 0.996, RMR

é J 1 3 1 Qo Q/ < L a’
=0.020, RMSEA = 0.032 mmﬁﬂanmmummﬁmsﬂausuiuszﬂummmmLmzaq‘luimu
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AauIn (Wheaton et al. 1977, Joreskog and Sérbom, 1984, Byrne, 1989, Bentler, 1990, Browne
and Cudeck, 1993 and Hair ef al. 1999) WamsfAnymMyIINMTIamsgniduiufuudeny
poulall (Social CRM) awsnasuieanulsdsiuvestseaniammsduiiuauees
yy 2 a o
QANIMATIUMITUING AT BEAL 59 (R® = 0.59) uagaseanuulsdsivuesnagnsnlg

Jurdunguidhvane (Focus strategy) 1d3oeng 55 (R =0.55)

. . Y Y v o Qs Y « 4 [ 9
ATIN 1.6 Regression Weights VDINTTIANTITYAATTUNUTUUTIAVDDU lau NAENTNTTYUHY

nquithnine wazdszinsnmmsdifiuavesgaamnssumssuins

Variables Estimate S.E. CR. p
Focus strategy <---  Social CRM 791 096 8.231 wkE
Banking performance
<---  Social CRM A13 114 2.754 006
effectiveness
Banking performance
<-—- Focus strategy .508 .095 5.364 kk

effectiveness
Focus_1 <---  Focus strategy 947 .046 20.574 rx
Focus_3 <—  Focus strategy 1.000
Focus_2 <—-  Focus strategy 1.039 .040 26.051 *kk
SM_13 <-—  Social CRM 752 097 7.741 *xk

Banking performance
CRE <-- 1.000

effectivencss

Banking performance
MS <— .903 .059 15.201 ok

effectiveness

Banking performance
SG <--- 945 057 16.692 ok

effectiveness
CRM_I12 <---  Social CRM 1.000
CRM_13 <---  Social CRM .907 .056 16.194 *E¥

Notes: ***p < 0.001

b 4

FINNIN 3.5-2.6 LAEHAITN 3.6 ﬂ'li’qltﬂi'lé",ﬁﬂaﬂ’lﬂimﬂﬁﬁuﬂﬁIﬂi\‘]ﬁ%’]ﬁ‘wn'j'] A3
14 ¥ @ d [ 4 . aa a v o [} ¥
‘l]ﬂﬂ'l‘igﬂﬁ'lﬂﬂ‘wuﬁﬂuﬂﬂﬂuﬁlﬂuhlﬁu (Social CRM) HBNTWAVNATIABNAYNTNITYIUU

nquilwing sgdudedidy p < 0.001 uagnuiimssamsgndduiuiuudnueoulayd
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(Social CRM) HBNFNaN19AT9001 58 ANTNINIIA UHUOIUYBIRATIMAITUATSUIANG 71
seAuedAg p<0.01 uazﬁSw%wa‘ﬂNé'awiaﬂis?m%mwmiﬁuﬁumuﬂmaqmmﬂsm
MIFUIMIS Nazauiled ey p < 0.001

-7} &’l o I's A a 1 dy o s

astuMsInseraiuan Iudull gissensni ldreudeasdeld Fawahi 143y
ausadiuieonsy uazaenand oIS seuss Sarmer of i, (2011); Woodcock ef al. (2011)
oA 1 [ Y v o o o . ~ o v L o

WU mssansgnaTRiTuudaueenlaw (Social CRM) fnawduiusfunagning

P ng (Business strategies) LLﬁSﬁﬂﬂﬂéjﬂdﬁUﬁuaﬁJﬂﬂlm Ayanso (2012); Baird and Parasnis
(2011); Castronovo and Huang (2012); Edosomwan ef al. (2011); HBR analytic services (2010);
Orlikowski and Thompson (2010); Romero (2011); Sarner ef al. (2011); Woodcock ef al. (2011)
1AM ITEAInd 1 W msdamsgnamduiusuudennoau lail (Social CRM) $dnsna

nendetszansamnsduiunuYesgse

a o o d J
1.2.3 ﬂ1‘§3~j~‘l!ﬁﬂﬂ1§ﬂﬁ1ﬂﬂﬂﬁ&lwuﬁ (RMO) naqﬂﬁmia%'wmmuﬂndn

uazilsEAnT M sd Ui UYe AMKATIUATTIAS

@ Bonding 2 ﬂ

22 53
@ Communication 1

63
Empathy 2
@ Reciprocity 2

26 61

@ Trust 2

75

Customer retention

65

Market share
75

Retun On Investment
73

Sales growth

78

Overall performance

Banking
performance
effectiveness

Dlﬁerentlatlon
strategy

Chi-square = 75.980 ,df = 60, p=.080
CMIN/DF =1.266, GFI = .955, CFl =.994, RMR =.029, RMSEA = .033

MW 47 mamsiRs ey lumaauns Tassadevesmsyantumsamaidaduniug nagnsms

adeanuuand i wazdssanTamansduiuauregaa AT TUAMS SRS
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S 1

] 14
VMNNTN .7 wmmﬁamswﬁwmwmﬂuiumuuum Chi-Square = 75.980, df = 60,

CMIN/df (Chi-Square/ Degree of Freedom) = 1.266, p = 0.080, GFI = 0.955, CFI = 0.994, RMR

& oA v L] [y Y a ] Y]
0.029, RMSEA =0.033 dsainarinduinadimssousyluseduuunmnauageglusedu
MAUIN (Wheaton ef al. 1977, Joreskog and Sorborn, 1984, Byrne, 1989, Bentler, 1990, Browne
and Cudeck, 1993 and Hair et al. 1999) wanmisAnuiwudimsyaiumsaaaFedunus
(RMO) @w1sneF11en1muulssuvesdseiniammssuiiuauvesgammnssuns
yy 2 ) 4 kY 1
5u1A13 183000 60 (R” = 0.60) unzeTureanuudlsUsauvesnagnsnisadeanuuandig

(Differentiation strategy) 1913088% 70 (R” = 0.70)

A1 4.7 Regression Weights ¥83ms3janiuntsaaiaideduiug nagnsmsadreniuanaig

HazsE NN NMIAUTUITUYBIRAT VAT TUNITFUIATT

Estimate  S.E. C.R. P

Differentiation strategy <-- RMO 1.051  .093 11.356  ***
Banking performance
<-=- RMO 447 128 3.485 e
effectiveness
Banking performance
<--- Differentiation strategy 371 100 3,726 kHx
effectiveness
Trust 2 <— RMO 1.000
Reciprocity 2 <--- RMO 1.097  .074 14.8380  ***
Empathy 2 <— RMO L173 091 12876  *xxx*
Communication_{ <-- RMO 1.OS1T  .094 11.568  ***
Bonding_2 <--- RMO 1.039 085 12294  **x
Differentiation_3 <---_Differentiation strategy 1.000
Banking performance
SG < 1.029 058 17.743  **x
effectiveness
Banking performance
ROI <--- 1.000
effectiveness

Banking performance
MS <--- 995 062 16.084  **x
effectiveness

Banking performance
CRE < 1.091 .060 18.240  **x
effectiveness

Differentiation_4 <-— Differentiation strategy 1.128  .066 17.219  **x
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Estimate  S.E. C.R. P

Differentiation_3 <--- Differentiation strategy 1.067 .065 16.371 %
Banking performance

op <o 1.084 057 18.893 ¥«
cffectiveness

Notes: ¥**p < 0.001

VNN 9.7 UDTANT N 9.7 MIARsNaRe Tueamuns Tnssadanui msgeniu
m3aaaFduiug (RMO) idnTwannasenagnimsadunnuuand fissfuloding
p < 0.001 wazWuN MyduiumsaniaFduniug (RMO) TonFnanieaswazmesoude
UszdnSnmmsdrfiunuvesgammnssunasuins fssauiudsey p <0.001
Yutuns S iraduduludad svansaiildneudeasde’ld Fama
MsfinyIaeandesiueIuISoues Chattananon and Trimetsoontorn (2009); Gordon ef al.
(2008); Olotu (2011); Sin er al. (2002; 2005b); Tse ef al. (2004); Yau et al. (2000) 31AN1TITE

Aena WU Mmayadumsanadsdusiug (RMO) Tensnanieasdailsz@ninmwms

AIUTIUYDIBIANS

a o W J
1.2.4 MAAHUNIAMNAEITURUS (RMO) nagnsmasjautiunguimvane

(Focus strategy) uazﬂiz?m‘fimwmiﬁuﬁmmmmqmmﬂniiumiﬁmmi

.58
@ Bonding 2 L
.24 82
@ Communication 1

Empathy 2 7
Customer retention
(e5) Reciprocity 2 ”
® Market share
@ Trust 2 Banking &
performance Return On Investment
effectiveness 73
73 Sales growth
Focus strategy 1 8
85 Overall performance
Focus strategy 2
P Focus
strategy
Focus strategy 3
7%
M Focus strategy 4

Chi-square = 87.007 ,df = 72, p=.110 i
CMIN/DF =1.208, GFI = .952, CFi =.995, RMR =.026, RMSEA = .029

AW 4.8 M3 UATIH lunaeuns Tassadrevesmeganiumsamaeduing nagngnis

Yantunguihnine uazilss@ntamasdufiunuvesgamnnssunmssuins
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V1NN 1.8 WU zinaiudyugui S Chi-Square = 87.007, df = 72,
CMIN/df (Chi-Square/ Degree of Freedom) = 1.208, p = 0.110, GFI = 0.952, CFI = 0.995, RMR
=0.026, RMSEA = 0.029 %ﬂﬁwﬁﬂdnmphummcvfmsﬂau%'uiuisﬁuumﬂnauazE)gﬂuszé'u
"ﬁamﬂ (Wheaton et al. 1977, Joreskog and Sorbom, 1984, Byme, 1989, Bentler, 1990, Browne
and Cudeck, 1993 and Hair ef al. 1999) Namsﬁnﬁwuiwmm’qLﬁumwmm%aﬁ'uﬁ'uﬁ'
(RMO) ewsaetuisanuulstyinvestss@nimwmsduiiueiuyesgaannssu

mssuasldfosas 64 R = 0.64) uazeiuieanuulsisiuvesnagnimsyardy

nguithwine (Focus strategy) 183ovag 72 (R’ =0.72)

f1514 4.8 Regression Weights: ¥89mszaniunisaaiafeduniug nagnimasjaniy

nquidhnue uezilszniamnsduiivauvessamvnssunssuints

Estimate  S.E. C.R. P

Focus strategy <--- RMO 1.060 081 13.114  #*xx
Banking performance
<-— Focus strategy 509 .096 5.333 *xx
effectiveness
Banking performance
<--—- RMO 294 122 2418 016

effectiveness
Trust 2 <--- RMO 1.000
Reciprocity 2 <--- RMO 1.084 073 14,922  *¥x
Empathy 2 <-- RMO 1.177 089 13,187  **+
Communication_1 <-— RMO 1.071 093  11.548  **x
Bonding 2 <~- RMO 1.025 083 12.358  **#
Focus_1 <---  Focus strategy 960 046 21.059  *xx

Banking performance
SG <--- 1026 .057 17.859  ¥*¢

cffectiveness

Banking performance
ROI <--- 1.000

effectiveness

Banking performance
MS <—- 984 062 15972  *¥x

cffectiveness

Banking performance
CRE <mmm 1.085 .059 18.295 ¥

effectiveness

Focus_2 <-— Focus strategy 1.044 039 26.644 ok




305

Estimate  S.E. C.R. P

Focus_3 <--- Focus strategy 1.000
Banking performance '

op <—-- 1.085 .057 19.183  *=x
effectiveness

Focus_4 <--- Focus strategy 891 .041  21.891 *xk

Notes: ***p < 0.001

MNNIN 4.8 HOTATIN 1.8 MITIRTIHNad0 Tumaduns Taseadranndn msyady

Y4

MIAAUTITUAUT (RMO) NenTwanisnssaonagninisyeiunguihnuie (Focus

o 9

strategy) NsgAUHBdAY p <0.001 LazwL Meyaiumsamadaduiug (RMO) 1iBn3na

o

e

nuassszAuisdIfg p < 0.05 nagnwoudodssdniammsduiiunuvesgamvnssuy

MIFUIAS Nsyatisding p <0.001

b4
o/ e/

Fuiu wanisdnei IaSuansadiufivensulunsmssesuuimisald uae
#ANABINUIIUITEUDY Chattananon and Trimetsoontorn (2009); Gordon et al. (2008); Olotu
(2011); Sin et al. (2002; 2005b); Tse ef al. (2004); Yau et al. (2000) 91NN152LAINA1I WU
nsgaduniseaimBsdunus (RMO) Tninaninssaetseansammsdifivauses

d
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