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Abstract

This article is proposing the applying the concept of relationship marketing as a
method for relieving the level of problems of small grocery stores in Thailand. The small
grocery store’s problem is the declining of sales volumes and profits highly. The decline
of sales volume and profits is also inducing that a lot of small grocery stores are closed.
With considering of consumer behavior analysis, that consumers want to get the more
customized products as well as services and the more personalized marketing
information are gained. These consumer behaviors are considered as an opportunity for
the small grocery stores doing the business among high current competition. Thus,
basing on these consumer behaviors, this paper proposes the commitment-trust theory
by Morgan and Hunt (1994) as a concept of relationship marketing for relieving the

mentioned problems and improving the-long‘term performance for the smialkgrocery stores.

Keywords: Relationship marketing, Trust, Commitment, SmallGroecery Stores, Long-term
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WATgNAIIT mmﬁuﬁuﬁﬁﬁiaLﬁm‘a‘wdwﬁ"wﬂuﬁqﬁﬂﬁtﬁﬁ’mmr:]’mwmmumm%mﬁ@::
swly siteenaaznanluiniauilein Wuprudesnisatiefigavdensnugniuetinsiign
ﬁ%%’ﬂmmwﬁuﬁuﬁﬁﬁ@mzﬁha‘mdmgﬂﬁﬂL,Lﬂ::u??tfr’m (Moorman, Deshpande & Zaltman,
1992: Morgan & Hunt, 1994)

Fwsudaudsnnaanala (Trust) gnilonadn Wuntsiidhavibfiannuindede
(Reliability) uazilansdedntl (Integrity) lusmnosasdndaamiid idugriu tufegné)
aziianulinnslalAEmiinaonuindeteuaziandednd (Morgan & Hunt, 1994)

AauLlsery

fususulsfuidananssnisesal siusdtuouazsaudsasinlinglasunan
Renauazlmnumangladi] AutlasiunuaedmINdnius (Relationship Termination
Costs) gnliAaINmHAgdn Lﬂumm@jmL%ﬂﬁwum‘ﬁ%tﬁm?ﬁumﬂma‘ﬁ@nﬁﬂtaﬂmmﬁuﬁuﬁ
AULBE saninanugoydefiisemldasnsniniauarssleniignAae ldfuurignanls
LLazmm@;rgL%ﬂﬁi‘%‘lum?ﬁﬂmwuﬁuﬁ’uﬁua:ﬁunumﬂumﬂﬂ?{ﬂuﬁﬂ’w & nFusiouls
nalslefrenauduiug (Relationship Benefits) Aannsignénldunaysslamand
AINLFEN 11 AuAsnalanedgnAn (Customer Satisfaction) ﬁuﬁﬂﬁﬁmzﬁ@mqu&
@mﬂ?zimﬁmﬁuﬁﬁﬁﬁ dlwsu fautlsmnudndan (Shared Values) gnilenudn iilusssiy
panuidedoniussINIEuazgnAdmgAnssy munesteuleingeslsreanFEma
ANANATUTa lIANATY nnzanvEeldimunzan wazgnyizeia frviusaulsnisdeans
(Communication) gniiensan Lﬂi\Lﬂ’]?LLﬂ\‘lﬁwﬁ'ﬂﬂﬂﬂﬁﬁﬂ’)’m‘mﬂﬂLL@:Qﬂﬁﬂ@lﬂ’mL‘)@W‘imﬂ’j’m
gﬂﬁ’lLLazu?ﬁ’w%ﬂugﬂLmuﬁLﬂumqmmﬁﬂﬂLﬂumami guiusaulsfiy Fiagavinelus
wuitAe WAn?INN1R%elanTa (Opportunism Behavior) Tmaﬁfmﬂﬁ*ﬁgﬂﬁﬂmduﬂuma‘
FumnAsiinuesaulavielfun udsinuesaulagaanismaenatsvianising
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(Morgan & Hunt, 1994)

Relationship Termination Cost Acquiescence

(FuvuLaIAUdNTL) (msuaniy)

Relationship Benefits
(naUselamiiassnnudniug)

Relationship Propensity to Leave

Commitment (Wl nanuduiug)

(adiN)

Cooperation
(P usaniie)

N Functional Conflict
B

(A udauiadauing)

Shared Values
(AOIATN)

Trust

Communication

nadlas) (Anwldanala)
nsdeans)

Opportunistic Behavior Decision-Making Uncertaint

(wgpinssunisasslenia) (raliuilalumsindula

=2 =
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sewinadEniugnnfiasnszduligndiinanuaulauazasmesniesnnifiuiea iy
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A liudlalunisdndula (Decision-Making Uncertainty) gnilenudn Lﬂwammmﬁ@uﬂﬁw
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2001)
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