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ABSTRACT

This paper represents the literature review that conducts the study of the model of
creating the customer relationship based on trust which helps to increase and sustain the
value for the customers and suppliers along the operations covered upstream, midstream,
and downstream within a supply chain that connected to the others related supply chains.
The objectives of this paper include 1) study the form of creating the customer relationship
based on trust, 2) investigate the factors that influence the trust based customer relationship
that can improve and sustain the value for customers and suppliers, 3) formulate the
framework for further research. The method of collecting data for study relies on the purpo-
sive sampling technique that focus especially on the documents such as research reports,
dissertations, and available books in online database which offer the topic of document
relating to the supply chain as well as the integration and cooperation in chain managing. The
collected data are then analyzed by conducting content analysis. From the result of analysis,
it is found that the trust based customer relationship management (TCRM) can encourage the
brand loyalty, create the good business relationship, support the efficiency in business
operation, incur optimal operation cost, facilitate the operation flexibility, promote the
cooperation all along the supply chain, allocate benefit equally, and sustainably improve the
value added to the customers and suppliers.

Keywords : Trust based customer relationship management (TCRM), Trust, Sustainability
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