GUEIVY

NANGATUINITTINIUMU AN
AuianelavesinlduinisvesulusuginingAuuALvesdinIUAMENTIUNTS
Aan1snsEeides AaN1snsyiad wavAanisinsauuIALWAYA Wwe 2 (QUuas1ysiil)

v o

RI98 1997 ITTEUEAND

Javeninanan1sinaulaidanldusn1ssIumaunImesUaIUTesINs LA LN DLl

Jminguasvsdl

va o v oa

FAYE Fuiiun Hua

[
A a ¥

nsdnauladedumesulatiriu iegdn lad

e

a 4 3

AR38 I299 I3IUEANT

LYY = I~ Y] v a [y = ¢ a o [y [y} 1 P
Asdnduladaniumumnuyseiuduidiy: nsmany vSenuseiusuliania

lugnalles Jaminguasnvsdl

va o

NIY TR N8B

nsfnweuduldldvediasinmsamulussuundaliianndanuwasending:

nsaifnuanglsanuulssdllismaudawimidudmingiunaiasey

va o a

A3 LWugdl ASdreln

AMAINUINISVRIENENISTUAW WA NTAIANET U9l QuasIvenil -

NIVWNNUATUAT — Q‘Uai’]‘liﬁ’]ﬁ

P

4338 §1801  Andansso

54

AnuanInsalunsudfauvesdmthndydluddnanuamenssunisianisnseaedes
Aansinsviad wagfansinsauwIAuuried (@dneu nang.)
138 A58l NBIWas
o vee v 4 XA a ¢ o [N = ) ¢
nsfuiiernusesnstedetinfiuianiuvedusinaiudedinueouladl

AIR8 WT0 SuIA

nsanaulageiduanefvesesmaunasluundunelies Yminguasysiil

9

[V
v

A8 Sede dadlady
auisnalalunslduinsduievesgnan: nsdlfnw usun lansne fyadamns 91in
guneiyaitavns JwminguaTusil

PN

338 suIyIal WAnISUE

11

15

17

19

21

I



GUEIVY

maFeuifisuussansamlunmsufdinuasadeniglussdnsiifinadonuay
Tumsvhauserirmdnaunauiawaeninnuitvesanauiaiua ludminguasveiil
W38 Tunun aviey
nsfnwdadedauaiunisusenaugsfianismveuaussninlsemalng wasassusy
UsenSulneuseyauan nsdfnuusnudminuasnu waglnaimig

va o

A8 U13Sh nIsuTe

drulszaunanisnaniiiinanenisinduladeomsnzaudulesiusiaaludineides
JmInguasIvsdl

A8 Yeuy ysyieiusng

AsenaulaEanlTUSNISUSENLENUG BULNS wasid 31nn (Wivw) Tulnsneiiag

JmInguasIvsdl

va o

K398 Usghn Us1ans

v a

Uadeninasionsindulatedewniivotnunsng lulwndnen3udisu Jminguasiveil

va o

33y U153al 1591351y

ANUABINTTINAN ST 9asIAaIN Ty 1vesing

N

98 WYTINTAL LESUUANG

e

tateniinaronisdnaulazedusniudumesiin

N

[y

19y dansn auus

e

AnufanelalunisiuusnisvesfunlduinmsditdnauasasiginmaniuAnunguas sl

[y

I8 3193 Aviiu
Javenidnswaselanianisanauladsnlgusnisn1en1stusuIAsnIEYd e

Y9I UsENOUNS SMEs ludaminguasvsnil

va o

{398 Arond enenng

[

AN MUIMsNINasiensdnauladenliusmsiudgaluniungnenIugisu

wazeLneLiles Jminguasnvsnil

va o

E;IJ?J ¥ 2350 AINTULBY

sUwuunzgihninasianNynuYeIniineY : nsilfnw augsfagnves

[

USEN @ N van (Usewalneg) 91ne winww) Tuwaiiunnang S ussndesnienauais

va o

AR38 23103 Dgailuy

B

23

27

31

33

36

a0

42

aa

a6

50

53

I



GUEIVY

nsAnwANUABINITUTiaafiuLasluaiungnellies Jminguasysiil

va o

WY

Y

o

Asefng @i

o))}

[
A %

nsandulagesewtinSeuvesusinalulaiiundnneiiles Jminguaysiil

N

19y Andand Y1uRia

e

AdNTTUSIEnIIgAnssuUsInakasn1sAnduludentdusnissuetuane:
nsfifnwIuasuamgluaguudszuns dnnolies Jaminyssug

A3y astyyius uluing

U a dy U (3 1% = ¥ a o o A . % a
ﬂﬂiﬁ]@ﬁﬂif\]%aagiﬁaiﬂEJ‘LJG]“UENQﬂﬂ']: AIUANYITIULEIVY DULNBDLUBDY INUWINAIFSLNY

N

38 @daring Va5

e

SvdnanagndgsiauasaudnvveiUsznounsiidsrasonud3avesgsiavuInnans
wazUUInLaY

A338 @38 2adlyen
anmnsRdRLazLINIaIAleTesTuRun Smiaguarvsil

A338 gdtun lawm
nsdnaulatairdsdenaidrnnussmanmdldvegndlusunadies Sminguasiusii

va o a

A3 giiyY) A3

Ya3e7lnanoUszaNS N WN159I19U U AN INT N USUIANSINDNTLNEAT

LAZEMNIAINISINYAT JINTAgUATIYETT

N

[y

38 AN anan

e

AnuAnLiusenunmsIBunInsRwesdnUadlulsienuiadsindinau

UAANTENTIEAE1TUEY

N

Y v 6

198 BUTINU YTUENE

e

Y v
a 1 1

Ausdladegnduirumayddidnnsedindvestinfnwviumineduauasyonil

N

[ v ¢

198 8IUILINNG &4 UAS

e

A N

Uaduiiinasion1sandulaldusnisiulnsdnsidefowuufiosa luduneiiissguaysiil

JminguasIvsil

N

[y

1 a3ndu lwasnyinyg

e

AANssUANUSURNRYRUsRAIANTDIRIANT danaraTeAunITTuInTIAUAvRINTINN

druginie: nsdlfnwinguanantuiuin 8 guwy luguneniudisu fminguasysiil

N

LY (% 1

38 DUl BausAY

e

55

57

59

61

65

69

73

76

78

81

83

85

I



UNANED

1399 - anufisnelavesunldusnisvesulueygningauunanvesdina
AMLNITUNITNINITNTLANELABY NANTINTNAY kaZAINITINTANUIALWIAITRA

n 2 (auasenil)

AR : 1991 I3IUEND
FauTayay : UIMSgINANUMe

9191387U3n¥1 ¢ A9.5550Na guiasy

Adfgy - Jadunisliusnig, anudianela

£
a a o

n533elunsedl Tdnguszasiiie 1) iefnwiuieuiisudinvauediuynnandinananI Ui

walavesganlduinisvesulusuginingauuiauves d1inauAugnITINITRANITNIEABE

q o

Aamstnsvimt uazAanisinseuunANLisA (namv.) 1w 2 (guasvsnll) 2) ileAnwieuduius
Uadenisliusnisiuanuianelavesunliuinsvesulueugningauuiauves d§1nu nane.
e 2 (guas1vsnil) waz 3) LiteAnwdvEnavesiafemsliuinsidmwasionnudianelavesdfunld
U3n1svesuluoygnivgauwIANYes dtinay nany. we 2 (guasiasill) nqudiedns laun nau
Hurldusniseantuayginingauuial d1UNU nENY. WA 2 (QUas1vsil) 31l 320 AY

A4 A a 19 a4 aady v A a v ! a | q'
Lﬂi@ﬂu@ﬂiﬁuﬂqiijUi'ﬂﬂJ%@ﬂﬁla A LUUdADUNU aﬂ(ﬂVﬂfU AB AIUD TUAY ALRNY FIULVYILUU

aaa (3

UINTFIU ADATLATIZNAMUUANGIT (t-test) aTRTLATIENAINLYTUTIU (F-test) N15ILATIEN
anduitus (Correlation Analysis) uazn153ATILNNITONDBELTINY (Regression Analysis)

HANTITE WU EReuluudsunIuANsnelaveinlduInsvesuluauy mingaLun Ay

= 1 I

Y04 @119 nany. we 2 (Quaswsiil) dwlnaidneuwuuasuanuumaye lnedvieiyed

Y

= =

581319 31-40 U dn15AnuseaulSynens wasliondnysznaugsnadiudd nan1snaasy

[

aunRgu wuanuAgud 1) dnwazdiuyana liun e 01y szRUMSAnYT wazoiniuaneng
fiu nadernuiianelavedunldusnisvesulueuginingauuinuves 110U nany. Lua 2
(guaswsd) ldusnsneiu aunfgiud 2) Yadeveanisliuinns Uszneusie duidmiind
luins dunszurumsmsliuinig sudssuianuasan smuaauilifuing uazduns

Y a o

Iideyadnians dauduiusiuaiuiianelavesdunldusnisvesulueynningauuiauves

[

dinau nan. 1we 2 (Uas1vsill) NseautiedAynisainsedu 0.01 wazauuRgud 3) Jade
Y9IN15MUINIT Usenauig aud iy glauinis munszuiun1snsiiuinig anudediuie
ANNAEAIN AUADIUNLIUINT wagaunsiideyatians dnadennuisnalavedunlduinig

vaFuluaua M IneALWIANYRY FtNe NanY. Wwn 2 (Quaswentl) Nsedutuddameatiasyiu 0.01

I



ABSTRACT

TITLE : USER SATISFACTION OF RADIO LICENSING PROVISION FROM THE NATIONAL
BROADCASTING AND TELECOMMUNICATIONS COMMISSION (NBTC), SUB
REGION 2 (UBON RATCHATHANI)

AUTHOR : KIJA WANNASUTH

DEGREE : MASTER OF BUSINESS ADMINISTRATION
ADVISOR : THUMWIMOL SUKSERM, Ph.D.
KEYWORDS : SERVICE FACTOR, SATISFACTION

This study aimed to 1) compare the personal characteristics that affect client
satisfaction, 2) investigate the relationship between factors and client satisfaction, and
3) investigate the effect of factors on clients who wanted radio licensing provision from the
national broadcasting and telecommunications commission, sub region 2 ( Ubon
Ratchathani). The sample was made up of 320 clients who wanted radio licensing provision
from the national broadcasting and telecommunications commission, sub region 2.
Questionnaires were used to collect the data. The data was then analyzed by using
frequency, percentage, means, standard deviations, t-test, F-test, correlation analysis, and
regression analysis.

The results revealed that the respondents were mostly males, ages 31-40, with a
bachelor’s level education or lower, who worked in personal business. The research findings
were as follows: different personal factors, such as age, gender, and occupation, did not
affect client satisfaction. Factors of service, such as official service personnel, the service
process, facilitators, service places, and information provisions, were related significantly

and affected client satisfaction at the statistical level of 0.01.
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ABSTRACT

TITLE : THE FACTORS AFFECTING DECISIONS IN SELECTING A COMPUTER
SERVICE SHOP OF A POPULATION IN AMPHOR MUEANG DISTRICT,
UBON RATCHATHANI PROVINCE

AUTHOR : CHANTIMA KHEMSUK

DEGREE : MASTER OF BUSINESS ADMINISTRATION

ADVISOR : ASSOC. PROF. ROONGRASAMEE BOONDAO, Ph.D.
KEYWORDS : SERVICE MARKETING MIX

This study aimed to investigate perspectives affecting customer decision making
towards using computer service shops in Mueang district in Ubon Ratchathani, by applying
quantitative research methodology. Sample representatives of this study were a total of
400 customers who had used services of computer shops in the area. Survey questionnaires
were employed for data collection while statistics such as Percentage, Average, Standard
Deviation (SD), t-test, and Multiple Correlation Coefficientwere applied for data analysis.
The findings of this study are as follows:

1) The number of male samples were close to female samples. They were students,
under 20 years, studying diploma courses and their monthly incomes were lower than
10,000 baht.

2) The samples highly took an importance on the seven service marketing mix (7Ps)
consisting of product, price, place, promotion, people, processes, and physical evidence.

3) The samples focused on all factors, in the high level, affecting the decision making.
Most samples were likely to recommend the computer shop that they had used and were
satisfied with to their families, relatives, and friends. Secondly, the samples used the services
from the shop presenting lower service costs compared to other shops in the region. Thirdly,
the representatives used the services from a shop with regular public relations. Next, if the
samples were satisfied with the first services of a shop, they would use the service from
the same shop. Lastly, as the lowest average, they used the services from a computer shop

responding to customers’ inquiries and needs completely.
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ABSTRACT
TITLE : PURCHASING DECISION OF ONLINE PRODUCTS THROUGH FACEBOOK LIVE
AUTHOR : JIJRAPHONG WANNASUT
DEGREE : MASTER OF BUSINESS ADMINISTRATION
ADVISOR : PAWEENA KAMPUKKA, Ph.D.
KEYWORDS : PURCHASING DECISION ON ONLINE PRODUCTS THROUGH FACEBOOK LIVE,

ADOPTION OF TECHNOLOGICAL INNOVATIONS

The purposes of this research were (1) to study the purchasing decisions of individuals
divided by personal characteristics when buying online products through Facebook Live and
(2) to study the influence of technological innovations adoption on the decision-making of
purchasing online products through Facebook Live. The sample consisted of 415 people
who had experience of purchasing products through Facebook Live. The research
instrument was a questionnaire with a reliability of 0.92 - 0.94. The statistics used in data
analysis consisted of frequency, mean, standard deviation, t-test, One Way ANOVA, Least
Significant Difference and Simple Linear Regression Analysis.

The research results show that (1) the differences of gender, age, and educational level
do not significantly affect the purchasing decision of online products through Facebook Live
at the statistical level of 0.05. However, the difference of occupation, income and purchase
budget significantly affect the purchasing decision of online products through Facebook Live
at the statistical level of 0.01. (2) The adoption of technological innovations significantly
affects the purchasing decision of online products through Facebook Live at the statistical
level of 0.01. This can illustrate differentiation of the purchasing decision on online products

through Facebook Live by 71 percent.
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ABSTRACT

TITLE : DECISION MAKING OF BEING CASUALTY INSURANCE AGENTS:
A CASE STUDY OF CASUSLTY COMPANY IN MUEANG DISTRICT,
UBON RATCHATHANI PROVINCE

AUTHOR : CHAYACHOL MALAHOM

DEGREE : MASTER OF BUSINESS ADMINISTRATION

ADVISOR : THUMWIMON SUKSERM, Ph.D.

KEYWORDS : INTERNAL FACTORS, DECISION-MAKING, CASUALTY INSURANCE

The study aimed 1) to compare personal factors affecting decision-making of being
casualty insurance agents, 2) to study the relationship between internal factors and
decision-making of being casualty insurance agents, and 3) to study internal factors
affecting decision-making of being casualty insurance agents. The participants consisted
of 120 casualty insurance agents from 4 following channels in Ubon Ratchathani province;
1) 20 managers of casualty insurance agents, 2) 40 car dealers, 3) 50 managers of Smog
Emission Check Stations, and 4) 10 local financial brokers. A questionnaire was an instrument
for data collection. Percentage, mean, standard deviation, independence two sample t-test,
the Analysis of Variance (ANOVA) - F-test, Pearson's Product Moment Correlation Coefficient,
and Multiple Regression Analysis were used for data analysis.

The results revealed that most of the participants were single 31-40-year-old female
who held bachelor degrees, were employees, received average monthly income of 10,001-
20,000 Baht and had non-life insurance representative experience. The results of hypothesis
test showed that all personal factors did not affect decision-making of being casualty
insurance agents. All internal factors significantly related to decision-making of being
casualty insurance agents at 0.01. Moreover, internal factors; products, valued brand, sales
promotion and team reliability significantly affected decision-making of casualty insurance
agents at 0.05, but casualty insurance prices did not affect decision-making of being casualty

insurance agents.
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ABSTRACT

TITLE : A PROJECT FEASIBILITY STUDY OF THE INVESTMENT ON A SOLAR
ELECTRIFICATION SYSTEM: A CASE STUDY OF A EUCALYPTUS WOOD
CHIPPING FACTORY IN AMNATCHAROEN PROVINCE

AUTHOR : CHETTAWUT SRISAARD

DEGREE : MASTER OF BUSINESS ADMINISTRATION
ADVISOR : PORNPIPAT KAEOKLA, Ph.D.

KEYWORDS : SOLAR ENERGY, FEASIBILITY, COST REDUCTION

The objective of this paper was to study the investment feasibility of installing solar
electrification. The framework used in this study was developed from previous research
relating to the maximum capacity of the system and financial indexes, Net Present Values
(NPV), Internal Rate of Return (IRR) and payback period. A Eucalyptus Wood Chipping Factory
located in Amnatcharoen province was a case study. The data were collected from
accounting information and in-depth interview.

The results found that the maximum capacity options of the system are either 170
kilowatts peak or 120 kilowatts peak. The 170 kilowatts peak system requires 7,648,300 baht
of investment cost. This system shows 5,247,763.18 baht of NPV, a payback period of 5.35
years, and 12.86% of IRR. As for the 120 kilowatts peak system, it requires 5,398,800 baht
of investment cost, and the system was shown 6,770,436.11 baht of NPV, a payback period
of 4.07 years, and 16.85% of IRR. According to the analysis result, the 120 kilowatts peak

system is more feasible.
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ABSTRACT
TITLE : SERVICE QUALITY IN LOW COST-AIRLINES: A CASE STUDY OF
UBON RATCHATHANI — BANGKOK -UBON RATCHATHANI ROUTE
AUTHOR : THAYIKA TIPSUWAN
DEGREE : MASTER OF BUSINESS ADMINISTRATION
ADVISOR : NARA HUTTASIN, Ph.D.
KEYWORDS : SERVICE QUALITY, LOW COST AIRLINES, CRITICAL INCIDENT

The research aimed to study ground staff’s service quality of low-cost airlines routing
from Ubon Ratchathani to Bangkok and return. The data were collected through observation
and interview of 19 ground staff working at Nok Air and Thai Air Asia Airline at Ubon
Ratchathani Airport from March 2015 to April 2015. Qualitative research and the SERVQUAL
dimensions (responsiveness, assurance, tangibles, empathy, and reliability) were employed
in this study.

It was found that there were 5 main service functions provided by the low-cost airlines
at Ubon Ratchathani Airport including: 1) ticket reservations, 2) check-in counters,
3) boarding service, 4) outside terminal service, and 5) ground staff supervision. However,
there were only three service functions that allowed ground staff to have direct interactions
with passengers. The first function was ticket reservations which involved flight booking. The
second one was check-in counters that involved check-in and baggage services. The last
one was the boarding service that involved passengers’ ID and boarding pass checking.
Regarding these, each service function consisted of 3 sequential working processes including
pre-, in-process, and post- service. By applying SERVQUAL, the analytical findings indicated
that the ticket reservation counters needed to be improvement regarding assurance
dimension by improving the staff’s English skill. In terms of tangibility dimension, the airlines
should provide sufficient space and facilities to their passengers. In addition, at the check-
in service counters, empathy and assurance dimensions needed to be improved. In terms
of empathy dimension, the ground staff should provide a good service of a seat selection
to their passengers. Also, passengers’ expectation and benefits should be concerned. In
terms of assurance dimension, it was found that the staff lacked knowledge related to Child-

ID holders. Finally, at the boarding gate service, the ground staff needed to improve the
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responsiveness dimension by organizing passengers’ queue properly. As for the tangibility
dimension, barrier lines and queuing space were insufficient. In conclusion, the result
showed that the service qualities of the low-cost airlines were high in terms of reliability,
empathy, and responsiveness. However, their service qualities in assurance and tangibility

dimensions were low.
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ABSTRACT

SUBJECT : COMPETENCIES OF ACCOUNTANTS IN OFFICE OF THE NATIONAL
BROADCASTING AND TELECOMMUNICATIONS COMMISSION (NBTC)
RESEARCHER  : DARUNEE KONGTONG

DEGREE : MASTER OF BUSINESS ADMINISTRATION
ADVISOR : PORNPIPAT KAEOKLA, Ph.D.
KEYWORDS : COMPETENCY, AN INDEPENDENT ORGANIZATION, ACCOUNTANT

This research aims to study (1) competencies of accountants in Office of the National
Broadcasting and Telecommunications Commission (NBTC), (2) personal factors affecting the
accountants’ competencies working at NBTC, and (3) the relationship between motivation
and their competencies. The conceptual framework used in this research was developed
from previous related research studies on competencies of accountants. The competencies
are divided into three areas: technical knowledge, professional skills, and professional values,
ethics and attitudes.

The competencies of 62 accountants working at NBTC in 2017 were investigated. The data
were collected from NBTC’s human resource database. The collected data were analyzed
by frequencies, percentages, means, standard deviations, a t-test, and Pearson’s correlation.

The results show that the highest-ranked competency for accountants is professional
values, ethics and attitudes, followed professional skills and technical knowledge, respectively.
However, their overall competencies are at high level. It was found that different ages,
education levels and a frequency in attending staff training significantly affected their
competency level. On the other hand, differences of job positions and experiences did not
affect competency levels. The research also found a positive relationship between

accountant’s motivation and their competencies.
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ABSTRACT
TITLE : NEED RECOGNITION OF CONSUMERS’ SCREEN PRINTING T-SHIRTS
THROUGH THE SOCIAL MEDIA
AUTHOR : TACHIT THANAKHUN
DEGREE : MASTER OF BUSINESS ADMINISTRATION
ADVISOR : THUMWIMON SUKSERM, Ph.D.
KEYWORDS : NEED RECOGNITION, CUSTOMER OF MARKETTING MIX,

SCREEN PRINTING T-SHIRTS

The purposes of this research were (1) to study personal factors that affected the need
recognition of consumers’ screen printing T-shirts through the social media, (2) to study the
relationship between marketing mix in customers’ views and the recognition of consumers’
screen printing T-shirts through the social media and (3) to study the influence of marketing
mix in customers’ views to the need recognition of consumers’ screen printing T-shirts
through the social media. The participants were 406 random consumers who followed the
Tachit shirt screen Facebook fan page. The instrument was a questionnaire. The data were
analyzed by frequency, percentage, mean, standard deviation, t-Test, F-Test, Pearson’s
Product Moment Correlation and Multiple Linear Regression Analysis.

The results showed that (1)different personal factors (gender, age, status, education
level, occupation and average income per month) did not affect the need recognition of
consumers’ screen printing T-shirts through the social media, (2) the marketing mix in
customer’s views, such as customer needs, cost of customers, the convenience of customer
purchase and communication, significantly related to the need recognition of consumers’
screen printing T-shirts through the social media at 0.01, and (3) the marketing mix in
customer’ s views, such as customer needs, cost of customers, and communication,
significantly affected the need recognition of consumers’ screen printing T-shirts through

the social media at 0.01 and 0.05.
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ABSTRACT
TITLE : PURCHASING DECISION MAKING OF SUKIYAKI SAUCE OF THE INTERMEDIARY
IN MUEANG DISTRICT, UBON RATCHATHANI PROVINCE AREA
AUTHOR : THONGCHAI TANGMINGCHAI
DEGREE : MASTER OF BUSINESS ADMINISTRATION
ADVISOR : THUMWIMON SUKSERM, Ph.D.
KEYWORDS : DECISION, SUKIYAKI, MIDDLEMEN, MARKETING MIX

This study aimed to study 1) personal factors that affected purchasing decision making
of Sukiyaki sauce product of the intermediary in Mueang district, Ubon Ratchathani,
2) marketing mix factors that related purchasing decision making of Sukiyaki sauce products
of the intermediary in Mueang district, Ubon Ratchathani and 3) marketing mix factors that
affected purchasing decision making of Sukiyaki sauce products of the intermediary in
Mueang district, Ubon Ratchathani. Participants were 405 middlemen of Mueang district,
Ubon Ratchathani. The research instrument was questionnaire. The used statistic were
frequency, percentage, mean, standard deviation, t-test, F-test, Pearson’s correlation, and
multiple regression analysis.

Results revealed that the participants were mostly female, at least 45 years old,
graduated diploma of vocation, and received business monthly income 20,000 - 50,000
baht. The hypothesis test showed that 1) gender and age did not affect on purchasing
decision marking, but education and monthly income significantly affected on purchasing
decision making at 0.05, 2) the marketing mix factors including product, price, place and
promotion significantly related purchasing decision making at 0.01, 3) the personal factor
indicated that gender significantly affected purchasing decision making at 0.01. In terms of
the marking mix factors of product, price and promotion significantly affected purchasing

decision making at 0.01.
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ABSTRACT

TITLE : CUSTOMER SATISFACTION ON CREDIT SERVICES: A CASE STUDY OF
TOSUB PHIBOONMANGSAHARN COMPANY LIMITED IN
PHIBUNMANGSAHAN DISTRICT, UBON RATCHATHANI PROVINCE

AUTHOR : THANARBOON KEHAROM

DEGREE : MASTER OF BUSINESS ADMINISTRATION

ADVISOR : THUMWIMON SUKSERM, Ph.D.

KEYWORDS : CUSTOMER SATISFACTION, CREDIT SERVICES, TOSUB

PHIBOONMANGSAHAN COMPANY LIMITED

The purpose of this research was to examine personal and service factors affecting
customer satisfaction on the credit services of Tosub Phiboonmangsahan Company limited
in Phibun Mangsahan District, Ubon Rachathani Province. The sample consisted of 320
customers selected by convenience sampling method who used the credit services of
Tosub Phiboonmangsahan Company limited. The research instrument was a
questionnaire. The statistics used in analysis were frequency, percentage, mean,
standard deviation, t-test, One Way ANOVA, Pearson’s correlation analysis, and Multiple
Regression Analysis.

The findings indicate that there is a statistically significant difference of customer
satisfaction on credit services of Tosub Phiboonmangsahan Company limited in terms of
personal factors and educational level at 0.05. However, factors such as gender, age,
occupation, income and marital status do not significantly affect customer satisfaction on
credit services of this company. Service factors including products, functionaries, process
and service places are also significantly associated with customer satisfaction on credit
services of Tosub Phiboonmangsahan Company limited at the statistical level of 0.01.
Additionally, influences of service factors sorted by the most influential to the least are as
follow: process, functionaries, and service places all significantly influenced customer
satisfaction on credit services of Tosub Phiboonmangsahan Company limited at the
statistical level of 0.01. Whereas, products have no influence on customer satisfaction of

such credit services.
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ABSTRACT

TITLE : THE COMPARISON OF WORK EFFICIENCY AND INTERNAL ORGANIZATION
FACTORS INFLUENCING MUNICIPAL EMPLOYEES AND HIRING EMPLOYEES
HAPPINESS IN WORK OF A SUBDISTRICT MUNICIPALITY IN UBON
RATCHATHANI PROVINCE

AUTHOR : NANTHANA LAMOM

DEGREE : MASTER OF BUSINESS ADMINISTRATION

ADVISOR : PICHYADA PHEUNPHA, Ph.D.

KEYWORDS : JOB EFFICACY, INTERNAL ORGANIZATION, HAPPINESS AT WORK

The purposes of this research were. 1) To compare happiness at work between
municipal and hiring employees of sub- district municipality by different demographic
factors. 2) To study the relationship between internal organization, job efficacy, and
happiness at work among municipal and hiring employees. 3) To examine employee
demographics, internal organization, and job efficacy affecting happiness at work of
municipal and hiring employees.

Samples were 390 municipal and hiring employees of the sub-district municipality in
Ubon Ratchathani province. In this research, a stratified random sampling technique was
used along with a questionnaire with a 0.94 reliability coefficient. The data was analyzed
by descriptive statistics, t-test, F-test, correlation, and multiple linear regression analysis.

The research results were as follows: 1) the comparison results showed that there was
a statistically significant difference in the mean of happiness at work based on age, marital
status, and experience. 2) Pearson correlation results showed that quantity of work,
interpersonal relationship, time, cost of living, and quality of work all had highly positive
correlations with happiness at work (r = 0.697, 0.673, 0.654, 0.635, and 0.624 respectively)
at significant 0.01 level. The associations between work type, outcome expectation, and
environment had a moderate relationship with happiness at work (r = 0.568, 0.563, and
0.558 respectively) at significant 0.01 level. While marital status and age had a slight positive
association with happiness at work (r = 0.149 and 0. 119 respectively) at significant 0.01
level. The last pair was gender, and it had a slight negative relationship with happiness at

work (r = 0.10) at significant 0.05 level.3) Multiple linear regression results found that
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multiple R = 0.80. This means that the correlation coefficient between 15 predictors strongly
correlate with happiness at work. The coefficient of explanation of multiple regression
model was R2 = 0.63 which means the predictors can explain happiness at work
approximately 63%. Factors affecting happiness at work at statistically significant levels
include personal relationship (b= 0.27), quantity of work (b = 0.19), time (b = 0.18), outcome
expectation (b = 0.15), cost of living (b = 0.14), status (b = 0.10), employee’s type (b =

0.11), and environment (b = 0.09) respectively.
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ABSTRACT

TITLE : FACTORS PROMOTING BORDER TRADE BETWEEN THAILAND AND THE
LAO PEOPLE’S DEMOCRATIC REPUBLIC A CASE STUDY OF NAKHON
PHANOM PROVINCE AND MUKDAHAN PROVINCE AREA

AUTHOR : NAREERAT PANNARAI

DEGREE : MASTER OF BUSINESS ADMINISTRATION
ADVISOR : SUMALEE NGEOYWUIT, Ph.D.

KEYWORDS : BORDER TRADE, BUSINESS FACTORS PROMOTING

The study was aimed at exploring business factors affecting border trade between
Thailand and the Lao People's Democratic Republic (Lao PDR) in Nakhon Phanom and
Mukdahan Province. The population used in the survey was comprised of the retail
operators; both Thai and Lao PDR operate in the relieved areas of That Phanom, Nakhon
Phanom, and the second Thai-Lao Friendship Bridge, Mukdahan Province, accounting for a
total population of 48. The data was analyzed using median, percentage, and standard
deviation, and then combined with structured interviews. The survey found that economic,
regulatory, legal, political, social and cultural conditions affected the operation of border
trade between Thailand and Lao PDR in terms of promoting trade and barriers to doing
business.

The survey showed that the economic condition does not directly affect the border
trade but a change in the government's policy to support the border trade. However, the
political situation between Thailand and Lao PDR is not at a serious level. This might be a
political problem that creates a problem in Bangkok only, the administrative center of
Thailand. An important factor to promote border trade between Thailand and the Lao PDR
is a slow change moving toward political policies that encourage small businesses to adjust
and improve themselves. At the same time, it is a constraint for business growth if those
businesses are not in the business area where the government sets a supporting policy.
Social and cultural considerations, as well as intimacy between Thailand and Laos, have
created advantages for both operators in terms of understanding and reducing mistakes in
the business. Besides, regulations and taxation more conveniently facilitate the Lao people

to engage in border trade activities. The major barrier for entrepreneurs is the lack of
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understanding of some different cultural practices between Thai and Lao PDR. At the same
time, the Lao government has no policy to encourage Thai entrepreneurs to travel across
the border to trade in Laos.

The research suggests that the government or related agencies should promote the
knowledge concerning different cultures between the two countries, together with setting
up a policy to promote integrative cross-border cooperation in order to exchange business
guidelines. These may result in Lao PDR’s improvement of its border trade policy, which

can facilitate the Thai entrepreneurs in a more concrete way.
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ABSTRACT
TITLE : MARKETING MIX AFFECTING CUSTOMERS’ PURCHASING DECISIONS FOR
FROZEN SEAFOOD IN MUEANG DISTRICT UBON RATCHATHANI PROVINCE
AUTHOR : BOONYANUCH BOONCHALERMRUT
DEGREE : MASTER OF BUSINESS ADMINISTRATION
ADVISOR : ASSOC. PROF. ROONGRASAMEE BOONDAOQO, Ph.D
KEYWORDS : MARKETING MIX, BUYING DECISION, FROZEN

The purposes of this research were to study customers’ decisions in buying frozen
seafood in Mueang district, Ubon Ratchathani province, investigate customers’ different
personal factors that influenced the purchases, and examine the influence of marketing mix
on the decisions. The participants were 400 consumers selected by convenient sampling.
Data were collected by completion of a questionnaire and analyzed by the use of
frequencies, percentages, means, standard deviations, t-test, one-Way Analysis of Variance
(ANOVA), and multiple regressions analysis (MRA). Findings showed that most respondents
were female, aged between 18 and 30 years old, had an educational level at bachelor
degree, worked in self-employed businesses, and had average incomes of over 30,001 baht
per month. Hypothesis testing showed that differences of gender, occupation, and income
did not significantly affect consumers’ purchasing decisions. However, age and education
level differences did affect these decisions at a statistically significant level of 0.05. Results
also indicated that the marketing mix (4P'S) influenced consumers’ decisions at a significant

level of 0.05.
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ABSTRACT

TITLE : DECISION MAKING IN USING ADVANCED INFO SERVICE PUBLIC COMPANY
LIMITED IN MUEANG DISTRICT UBON RATCHATHANI PROVINCE

AUTHOR : PRATIK PRASARN

DEGREE : MASTER OF BUSINESS ADMINISTRATION

ADVISOR : THUMWIMON SUKSERM, Ph.D.

KEYWORDS : SERVICE PROVIDERS, SUBSCRIBERS, PERSONAL FACTORS, DECISION
MAKING

The objectives of this research were 1) to compare the personal factors that influence
decision making in using Advanced Info Services Public Company Limited (AIS) in Mueang
district, Ubon Ratchathani province, 2) to study the relationship between marketing mix and
decision making in using AIS in Mueang district, Ubon Ratchathani Province, and 3) to study
the influence marketing mix has on decision making in using AlS in Mueang district, Ubon
Ratchathani province. This quantitative research used questionnaire responses from a
sample of 400 subjects who had experience using AlS in Mueang district, Ubon Ratchathani
province. Statistical components from this study include frequency, percentage, t-test, F-
test, and multiple regression analysis.

The research results revealed that the majority of respondents were female, ages 25
or younger, with a bachelor's Degree or higher, who worked as governmental and state
enterprise officers with a monthly income of 10,000 baht or less. When comparing the
subjects, personal factors such as age, education level, occupation, and income significantly
affected decision making in using AIS at the statistical level (0.05). On the other hand, sex
and status did not affect the decision making process. Finally, all marketing mix
components-product, price, place, and promotion-had a statistically significant relationship
(0.01) with decision making. Price, place, and promotion were also found to significantly
influence the decision making process in using AlIS at the statistical level (0.05). However,

product did not affect this decision making process.
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ABSTRACT

TITLE : FACTORS AFFECTING FARMERS’S PURCHASING DECISIONS OF CHEMICAL
FERTILIZERS IN  WARIN CHAMRAB DISTRICT, UBON RATCHATHANI
PROVINCE

AUTHOR : PARAWEE ROTCHANAWITHAN

DEGREE : MASTER OF BUSINESS ADMINISTATION

ADVISOR : CHAKARIN VAJIRAMEDHIN, Ph.D.

KEYWORDS : CHEMICAL FERTILIZERS, PURCHASING DECISIONS, STORE’S IMAGE

The objectives of this research were 1) to study farmers’ decision to purchase chemical
fertilizers in Warin Chamrab district, Ubon Ratchathani province, classified by personal
factors including gender, age, education and average income per year and 2) to study how
the image of the store affected the decision of farmers to purchase chemical fertilizers. The
sample consisted of 400 farmers who have bought fertilizer at stores in Warin Chamrab
district, Ubon Ratchathani province. Data was collected using simple sampling and a
questionnaire. The statistics used for data analysis were frequency, percentage, mean,
standard deviation, independent sample t-Test, one-way ANOVA or F-Test, pearson's
correlation, and multiple regression.

Respondents were mostly female, ages 51+ with an elementary education and making
between 30,000 - 60,000 Baht per year. The results indicated that the gender, age, education
and average income per year did not make any difference in making a decision to buy the
chemical fertilizer. However, when considering the opinions on the image of the store,
which influenced the decision in purchasing chemical fertilizer, the findings pointed to
convenience and facilities of the store, followed by marketing promotion, brand of the store
and the atmosphere of the store respectively.

Initially, the analysis of the relationship between the image of the store and the
purchase decision of chemical fertilizers showed that all aspects of the store's image were
related to the decision in purchasing chemical fertilizers with the level of statistical
significance of 0.01. However, when testing the hypothesis, it was found that only service,

atmosphere and brand of the store affected the decision to buy chemical fertilizers with a
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level of statistical significance of 0.01 while product, marketing promotion, and convenience

and facilities did not.
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TITLE : CUSTOMER’S PURCHASING REQUIREMENTS OF CREATIVE PRODUCTS
FROM THAI WISDOM
AUTHOR : PHATCHARAPHAN SANGIAMSAK
DEGREE : MASTER OF BUSINESS ADMINISTRATION
ADVISOR : THUMWIMON SUKSERM, Ph.D.
KEYWORDS : PURCHASING REQUIREMENTS, CREATIVE PRODUCTS, THAI WISDOM

The objectives of this study were (1) to compare the personal factors affecting the
demand for creative products from Thai wisdom, (2) to study the social factors affecting the
demand for creative products from Thai wisdom, (3) to study the psychological factors
affecting the demand for creative products from Thai wisdom and (4) to study the cultural
factors affecting the demand for creative products from Thai wisdom. There were 406
participants. This research was quantitative. A questionnaire was used to collect the data.
To analyze the questionnaire data, the researcher used percentages, mean and standard
deviation.

The results revealed that the most respondents were single Buddhist females over 41
years old with a bachelor’s degree and an average monthly income of 10,000-30,000 THB.
In terms of the opinion levels of the three factors, it was found that the social factor was
the first priority and then the psychological factor and cultural factor respectively. Firstly,
the level of opinion about social factors was the highest that consumers needed for
products to incorporate modern technology. Secondly, consumers needed a psychological
factor to make products from natural materials that were free of chemicals. Finally, it was
the cultural factor that consumers needed for products to be colorful with clearly

communicable original patterns.
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ABSTRACT
TITLE : FACTORS INFLUENCING ONLINE PURCHASING DECISIONS
AUTHOR : MILTRA SOMBUT
DEGREE : MASTER OF BUSINESS ADMINISTRATION
ADVISOR : ASST. PROF. PAWEENA KAMPUKKA, Ph, D.
KEYWORDS : PURCHASING DECISIONS, WEBSITE ELEMENTS, SOCIAL NETWORKING
BEHAVIOR

The purposes of this research were (1) to compare internet shopping decisions of
respondents classified by personal characteristics, and (2) to compare respondents’
behaviors in using social networks, as well as (3) to study the influence of seven website
elements on internet shopping decisions. The research was quantitative research, and a
questionnaire was used to collect data with the Cronbach’s Alpha reliability between
0.82 — 0.90. The sample consisted of 434 people who shopped online. Statistics used for
data analysis were frequency, percentage, mean, standard deviation, independent - sample
t — Test, one — way ANOVA, least significant different test, Pearson correlation and multiple
regression analysis.

The findings reveal that (1) different gender, age, education level, career and average
income per month do not have an effect on internet shopping decisions, (2) the number of
online purchases through social networks affects the purchase decision with statistical
significance at the 0.01 level, and (3) seven elements of websites affect internet shopping
decisions with the statistical significance at the 0.01 level. The change of internet shopping

decision describes 41 percent (R* = 0.41).
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ABSTRACT
TITLE : CUSTOMER SATISFACTION CONCERNING SERVICES BY THE WAR VETERANS
ORGANIZATION OF THAILAND IN UBON RATCHATHANI PROVINCE
AUTHOR : RATREE KHAPIM
DEGREE : MASTER OF BUSINESS ADMINISTRATION
ADVISOR : ANIRUT SUEBSING, Ph.D.
KEYWORDS : SATISFACTION, SERVICES, SERVICE QUALITY, VETERANS

This study aimed to study 1) individual factors affecting customer satisfaction on
services by the War Veterans Organization of Thailand, Ubon Ratchathani Office,
2) a relationship between perspectives of receiving services and customer satisfaction, and
3) influences of service receiving factors affecting customer satisfaction. The sample for this
study consisted of 400 people. Survey questionnaires were employed for data collection
while statistics such as Frequency, Percentage, Average, Standard Deviation (SD), Correlation
Analysis, and Regression Analysis were applied for data analysis.

The findings found in this study demonstrate that the majority of respondents were
46-65 years old with a high school degree, and they were agriculturists. Regarding service
receiving factors, most respondents focused on officers, service processes, and location,
respectively. For customer satisfaction, most of them were satisfied with giving reliability
and confidence to the customers, serving of customers’ needs, and carefulness,
respectively. According to the hypothesis testing, it was indicated that (1) different individual
factors such as ages, educational levels, and occupations did not affect the customer
satisfaction. (2) Perspectives of receiving services consisting of officers, service processes,
and location positively correlated with the customer satisfaction of the organization, the
statistical significance at 0.01. (3) Factors of receiving services comprising of officers, service
processes, and location directly influenced customer satisfaction, the statistical significance

at 0.01.
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ABSTRACT
TITLE : FACTORS INFLUENCING THE SELECTION OF THAI COMMERCIAL BANKS BY
SMEs ENTREPRENEURS IN UBON RATCHATHANI PROVINCE
AUTHOR : LA-AONG MUNGTAKAN
DEGREE : MASTER OF BUSINESS ADMINISTRATION
ADVISOR : PICHYADA PHEUNPHA, Ph.D.
KEYWORDS : DECISION MAKING, THAI COMMERCIAL BANKS, SMEs ENTREPRENEURS

The purposes of this research were to 1) study the level of service marketing mix
factors, corporate image factors, customer relationship management factors and a decision
making of SMEs entrepreneurs in Ubon Ratchathani Province to choose Thai commercial
banks, 2) examine the relationships among personal factors, service marketing mix factors,
corporate image factors, customer relationship management factors on their decision
making, and 3) find out the logistic regression equation for predicting the decision making.
The samples of this research were 382 SMEs entrepreneurs from 3 districts in Ubon
Ratchathani Province selected by a cluster sampling technique. A questionnaire with a
reliability coefficient of 0.97 was used. Data were analyzed by descriptive statistics, Phi and
Cramer's V, Eta coefficient, Pearson correlations, and logistic regression.

The research results showed that the levels of the customer relationship management,
corporate image, and service marketing mix were generally high and ranked from the highest
to the lowest level, respectively. The correlation results showed the personal factors such
as age, operation periods, income, had a moderate positive association with the selection
of financial services with Eta coefficients of 0.646**, 0.631**, and 0.514** sequentially.
Meanwhile business types and marital status had low associated significance to the
decision-making with Eta Coefficient of 0.244* and Phi and Cramer's V of 0.128*. The service
marketing mix, corporate image, and customer relationship management had a moderate
positive correlation with the selection with Eta coefficient of 0.702**, 0.664**, and 0.645*%,
respectively.

The overall correlations among service marketing mix, corporate image, and customer
relationship management were high positive relation at statistically significant level of 0.01.

The logistic regression analysis showed that the assessment score of the model had the

I



49

relation to the empirical data with Cox & Snell R = 0.472 (47.2%) and Nagelkerke R?= 0.672
(67.2%). The overall validity of the prediction of 7 variables by the logistic regression analysis
was 89.8%. The significant predictors were customer retention, physical evidence, operation

periods, promotion, income, price and people, respectively.
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ABSTRACT

TITLE : SERVICE QUALITY AFFECTING DECISION MAKING AT COSTUME RENTAL
SHOPS IN WARIN CHAMRAP DISTRICT AND MUEANG DISTRICT,
UBON RATCHATHANI PROVINCE AREA

AUTHOR : WANLADA SRISRONGMUANG

DEGREE : MASTER OF BUSINESS ADMINISTRATION

ADVISOR : THUMWIMON SUKSERM, Ph.D.

KEYWORDS : SERVICE QUALITY, COSTUME RENTAL SHOPS, DECISION MAKING

The purposes of this research were 1) to compare the demographic characteristics that
affect the decision making at costume rental shops in Warin Chamrap district and Mueang
district, Ubon Ratchathani province area and 2) to examine the influence of service quality
affecting decision making at costume rental shops in Warin Chamrap district and Mueang
district, Ubon Ratchathani province area. This research was quantitative research and used
purposive sampling. The sample consisted of 350 customers who had experience using
costume rental shops in Warin Chamrap district and Mueang district, Ubon Ratchathani
province area. The research instrument was a questionnaire. In addition, the statistics
consisted of percentage, frequency, mean, standard deviation, t-test, F-test and multiple
regression analysis.

The research findings indicate that most respondents are female, aged between 21-30
years old, diploma or high vocational certificate level of education or higher, private
company employees, and have less than 5,000 baht income. The findings illustrate that
the customers’ sentiments towards service quality in overall and individual are at the high
level and sentiments towards decision making at costume rental shops in overall and
individual are at high level as well. Furthermore, when comparing the demographic
characteristics and the decision making on using service, divided by demographic
characteristics in terms of gender, age, occupation, income and educational level, the
results also reveal that the difference of demographic characteristics does not significantly
affect the decision making at costume rental shops. For the influence of service quality and

the decision making at costume rental shops, the finding illustrated that tangibility,
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reliability, responsiveness, assurance and empathy significantly affected decision making at

costume rental shops at the statistical level of 0.01.
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ABSTRACT

TITLE : LEADERSHIP AFFECTING AN EMPLOYEE ENGAGEMENT: A CASE STUDY OF
THE SWINE BUSINESS OF CPF (THAILAND) PUBLIC COMPANY LIMITED IN
LOWER NORTH-EAST THAILAND

AUTHOR : WARAKORN TEESUNGNOEN

DEGREE : MASTER OF BUSINESS ADMINISTRATION

ADVISOR : THUMWIMON SUKSERM, Ph.D.

KEYWORD : EMPLOYEE ENGAGEMENT, DIRECTIVE LEADERSHIP, SUPPORTIVE

LEADERSHIP, PARTICIPATIVE LEADERSHIP, ACHIEVEMENT-ORIENTED

This research aimed to study leadership styles that affected employee engagement in
a case study of swine business of CPF Thailand Public Company Limited in lower North-East
Thailand. The participants in the research were 203 employees of the company selected
by quota sampling. Data were collected by a questionnaire and analyzed by the use of
frequencies, percentages, means, standard deviations, t-test, one way ANOVA or F-test,
correlation analysis, and regression analysis. Results revealed that most of respondents
were male, were aged between 34 and 41 years old, had worked for less than three years,
and their hometown was Nakhon Ratchasima. Results showed that different durations of
employment significantly influenced employee engagement at the statistical level of 0.05.
Gender, age, and hometown did not influence employee engagement. It was also found
that leadership styles significantly related to employee engagement at the statistical level
of 0.01, and achievement- oriented and participative leadership significantly influenced
employee engagement at the statistical levels of 0.01 and 0.05 respectively. In contrast,

directive leadership and supportive leadership did not influence employee engagement.
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ABSTRACT
TITLE : CONSUMING REQUIREMENTS OF CRAYFISH IN MUEANG DISTRICT,
UBON RATCHATHANI PROVINCE
AUTHOR : VEERASAK SINGKUM
DEGREE : MASTER OF BUSINESS ADMINISTRATION
ADVISOR : THUMWIMON SUKSERM, Ph.D.
KEYWORDS : CONSUMING REQUIREMENTS, MARKETING MIX, CRAYFISH

This study aimed to investigate the consuming requirements of crayfish in Mueang
District, Ubon Ratchathani Province. Data were collected from questionnaires completed
by 400 participants, and analyzed by the use of frequencies, percentages, means, standard,
deviations, t-test, F-test, correlation analysis, and regression analysis. Results showed that
the participants were mostly male, aged 25 to 30 years, educated to bachelor degree level,
and were students with monthly incomes of less than 9,000 baht. The study found that
different personal factors, such as age, gender, occupation, and monthly income
significantly affected the consuming requirements at the statistical levels of 0.05, 0.01, 0.01,
and 0.01 respectively. However, differences in education did not affect the consuming
requirements. It was also found that marketing mix factors significantly correlated with the
consuming requirements at the statistical level of 0.01. Price and promotion significantly
affected the consuming requirements of crayfish at the statistical levels of 0.01 and 0.01

respectively, but product and place did not contribute.
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ABSTRACT
TITLE : CUSTOMERS’ DECISIONS IN THE PURCHASING OF SCHOOL PUPILS’
SHOES IN MUEANG DISTRICT OF UBON RATCHATHANI PROVINCE
AUTHOR : SUPAWAT CHANNETIKIT
DEGREE : MASTER OF BUSINESS ADMINISTRATION
ADVISOR : THUMWIMON SUKSERM, Ph.D.
KEYWORDS : PURCHASING DECISION, SCHOOL PUPILS” SHOES, SOCIAL FACTORS,

CULTURAL FACTORS, PSYCHOLOGICAL FACTORS

This study investigated factors affecting people’s purchasing decisions of pupils’ shoes
in Mueang district, Ubon Ratchathani, These factors involved gender, age, education, marital
status, monthly income, and career. The participants were chosen by purposive sampling
in schools, pupils’ shoes shops, and shopping complexes in the district. A questionnaire was
used to collect data from 400 participants about their experiences in buying pupils’ shoes.
The data was then analyzed by the use of frequencies, percentages, means, standard
deviations, t-test, F-test, correlation analysis, and regression analysis. Results revealed that
most of the participants were 16-20 year old students studying in middle school or high
school who had a monthly income lower than 10,000 baht. Results showed that 1) different
personal factors significantly affected the decisions to buy pupils’ shoes differently. The
significant differences were age, gender, marital status, and monthly income, and these
contributed to the purchasing decisions at the statistical levels of 0.01 and 0.05. On the
other hand, differences in education and career did not contribute to the purchasing
decisions, 2) cultural, social, and psychological factors significantly affected the decisions to

buy pupils’ shoes at the statistical level 0.01.
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ABSTRACT

TITLE : RELATIONSHIP BETWEEN CONSUMER BEHAVIOR AND DECISION-MAKING IN
BEAUTY SALONS: A CASE STUDY OF BEAUTY SALONS IN JIRANAKORN
COMMUNITY, MUEANG DISTRICT, BURIRAM PROVINCE

AUTHOR : SARANYAPHAT PANKET

DEGREE : MASTER OF BUSINESS ADMINISTRATION

ADVISOR : THUMWIMON SUKSERM, Ph.D.

KEYWORDS : DECISION-MAKING, PERSONAL FACTORS, BEAUTY SALON

This quantitative study conducted a comparison analysis of customers’ personal
factors which affected decision-making and the relationship between consumer behavior
and decision-making related to services of beauty salons in Jiranakorn Community, Mueang
District, Buriram Province. The participants were 408 customers who used the beauty salons’
services in the area. Data were collected by a questionnaire hand-out and statistically
analyzed by the use of an SPSS program involving percentages, means, standard deviations,
and Chi-Square. Findings indicated that different education levels were the personal factor
that affected decision-making with a .05 statistical significance in correlation. On the other
hand, gender, age, occupation, and average monthly income were insignificant factors and
not correlated with decision-making. In addition, the study found that most service use
behavior, the number of times in using services each month, and those who influenced
choices of salons had a statistically significant relationship with decisions to use salons’
services at .05, .01, and .01 respectively. No relationships of decision-making regarding
salons’ services were found in relation to behavior and salon location, service time, length

of service time, and the average cost of service.
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ABSTRACT
TITLE : PURCHASING DECISION-MAKING OF AUTOMOBILE PARTS: A CASE STUDY
OF SEREECHAI SHOP, MUEANG DISTRICT, SI' SA KET PROVINCE
AUTHOR : SALILTIP KHAJORN-NGERN
DEGREE : MASTER OF BUSINESS ADMINISTRATION
ADVISOR : THUMWIMON SUKSERM, Ph.D.
KEYWORDS : SOCIAL FACTORS, CULTURAL FACTORS, ECONOMIC FACTORS,

DECISION-MAKING

The purposes of this research were 1) to compare personal factors including gender,
age, education level, occupation and average monthly income as to their effects on
customer decision-making when purchasing automobile parts in Sereechai shop, Mueang
District, Si Sa Ket Province 2) to determine a correlation between social, cultural, and
economic factors and customer decision- making when purchasing automobile parts in
Sereechai shop, Mueang District, Si Sa Ket Province and 3) to determine the influence of
social, cultural, and economic factors on customer decision- making when purchasing
automobile parts in Sereechai shop, Mueang District, Si Sa Ket Province. This research was
a quantitative research study. The sample consisted of garage customers of Sereechai shop
including 8 garage customers and 230 general customers. They were selected by using a
systematic random sampling method. The research instrument was a questionnaire. The
statistics were frequency, percentage, means, standard deviation, Mann-Whitney U test,
Kruskal-Wallis test, Spearman rank correlation coefficient, and Multiple Regression Analysis.

Concerning the garage customers, the results of this research reveal that most of the
questionnaire respondents were male aged 41-45 years old, education level in upper
secondary school, occupation of business owner, and an average monthly income ranging
from 30,001 to 50,000 baht. The opinion levels of social factors and economic factors were
at a high level; however, the cultural factors were a moderate level. The overall opinion
levels of decision-making to buy automobile parts were high. As categorized into individual
aspects, evaluation of alternatives was at a highest level, problem recognition, purchase
decision, and postpurchase behavior were at a high level. Information search was at a

moderate level. The comparison between personal factors and customer purchasing
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decision-making found that the difference in gender, age, level of education, occupation and
average monthly income had no effect on decision-making when purchasing automobile parts.
In addition, the social, cultural and economic factors correlated with customer purchasing
decision. However, there were not influences among social, cultural, and economic factors
and purchasing decisions.

Concerning the general customers, the results of this research revealed that most of
the questionnaire respondents were male, aged 45 years and older, education level in
bachelor degree or higher, occupation of business owner, and an average monthly income
ranging from 10,001 to 30,000 baht. The opinion levels of social factors and economic
factors were at a high level; however, the cultural factors were a moderate level. The
overall opinion levels of decision-making to buy automobile parts were high. As categorized
into individual aspects, problem recognition, evaluation of alternatives, purchase decision,
and postpurchase behavior were at a high level. Information search was at a moderate
level. The comparison between personal factors and customer purchasing decision-making
found that the difference in age and level of education had significantly affected the
purchasing decision- making level. However, the differences in gender, occupation and
average monthly income had no effects on decision-making when purchasing automobile
parts.

Moreover, the social, cultural and economic factors significantly correlated with
customer purchasing decision (P<0.01). There was also influence among social, cultural,
economic and purchasing decisions. It indicated that social and economic factors significantly
affected purchasing decisions (P<0.01), and cultural factors significantly affected purchasing
decisions (P<0.05). A regression equation of Unstandardized Coefficients was Purchasing
decision- making = 1. 52* * constant + 0. 33* * social factor + 0.07* cultural facto r+
0. 19% * economic factor and a Regression equation of Standardized Coefficients was
Purchasing decision-making = 0.43** social factor+0.12* cultural factor+0.31** economic

factor.
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ABSTRACT

TITLE : THE INFLUENCE OF BUSINESS STRATEGIES AND ENTREPRENEUR
CHARACTERISTICS ON THE BUSINESS SUCCESS OF SMALL AND MEDIUM
ENTERPRISES (SMEs)

AUTHOR : SAWALEE WONGCHAIYA

DEGREE : MASTER BUSINESS ADMINISTRATION

ADVISOR : PICHYADA PHEUNPHA, Ph.D.

KEYWORDS : ENTREPRENEUR CHARACTERISTICS, BUSINESS STRATEGIES, BUSINESS

SUCCESS, SMALL AND MEDIUM ENTERPRISES (SMEs)

The objectives of this research were 1) to compare the business success of Small and
Medium Enterprises (SMEs) by different entrepreneur demographics, 2) to study the
relationship between personal factors, entrepreneur characteristics, business strategy
factors, and the business success of SMEs, and 3) to examine personal factors, entrepreneur
demographics, and business strategies affecting the business success of SMEs. Samples were
418 SMEs entrepreneurs in Ubon Ratchathani province. The research instrument was
questionnaire with a coefficient of reliability of 0.919. The statistics used in analysis were
frequency, percentage, mean, standard deviation, t-test, One-way ANOVA (F-test),
Correlation analysis, and Multiple Linear Regression Analysis.

The results were as follows: 1) According to the t-test, there is a statistically significant
difference between the business success of entrepreneurs in terms of gender at a 0.01 level.
The ANOVA results showed that there is a statistically significant difference in business
success in terms of age, position, job experience, duration of business, and income at a 0.01
level. 2) The Pearson correlation results showed that there are 7 factors associated with the
business success of SMEs at the statistical level 0.01. Self-confidence, the demand for
success, knowledge and introspection, and innovative thinking have moderate correlations
with business success. Meanwhile, risk acceptance, tolerance, and investment have low
correlations with business success. 3) Multiple linear regression results revealed that
multiple R = 0.82, meaning that the correlation coefficient between 18 predictors strongly
correlate with business success. The coefficient of explanation of the multiple regression

models is R? = 0.65, illustrating that the predictors can explain business success at 65.80%
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accuracy. There are 18 variables affecting the business success of SMEs in Ubon Ratchathani
province at a statistical significance level of 0.01, including self-confidence (B:O.37),
corporate strategy (B:O.32), endurance (Bz -0.30), average monthly income (Bz— 0.18), age
(Bz— 0.18), operating time (B=— 0.16), innovative thinking (B=0.15), gender (B=0.15),
business strategy (5:0.14), the demand for success (B:O.13), business size (B:O.12), and

position (B: - 0.07) respectively.
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ABSTRACT
TITLE : THE PRODUCTION AND MARKETING DIRECTION OF POTTERY IN UBON
RATCHATHANI PROVINCE
AUTHOR : SUINAN JAIKAEW
DEGREE : MASTER OF BUSINESS ADMINSTRATION
ADVISOR : UTHAI UNPHIM, Ph.D.
KEYWORDS : THE PRODUCTION AND MARKETING DIRECTION

This research uses Mixed Method Research comprised of Qualitative Research and
Quantitative Research. This study investigates pottery production patterns, pottery type and
quantity, personal factors and marketing mix which influence decision makers to buy
pottery products in Ubon Ratchathani. 300 samples were collected from the population in
Ubon Ratchathani by convenience sampling. A questionnaire was used to collect data, and
the data was analyzed by utilizing percentage mean and standard deviation. Moreover, in-
depth interviews, observations and a focus group were used. The data was analyzed by
utilizing content analysis. This research was conducted from January 2015 to January 2017.

According to the results, there are two pottery production patterns: own the kiln or
rent the kiln. Most entrepreneurs have their own kiln, and household producers rent the
kiln. Most entrepreneurs have over 10 years of experience. The pottery processes in both
patterns have 11 similar processes. The main product is mortar which includes 4 sizes: tiny,
small, medium and large. Potted plants, vases and others are produced following the
mortar. There are different cycles of production each month. The producers produce 1-2
times a month and earn 30,000-40,000 THB each time. The producers who own the kiln
can earn more income than those who rent the kiln.

According to survey results, it is found that the majority of respondents are female,
aged 21 - 30 years old, single, undergraduate, with an average income of 5,000 THB a month.
They make their decision to buy a product based on its reasonable price. Vases are the
best-selling product followed by potted plants, mortar and others respectively. As for the
marketing mix, most respondents believe that marketing mix factor affects customers’
decisions as follow; product has the highest mean by 3.86 and it the most affect to customer

decision.

I



72

The pottery production in Ubon Ratchathani has been inherited by new generations
by reasons of occupation, and quality of life of household. In addition, products in this
study are used in every family; entrepreneurs have to produce to meet customer needs

and decrease production costs to get more profit by following sufficiency economy.
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TITLE : THE IMPORTED SOUTH KOREA COSMETICS” DECISION - MAKING OF
CUSTOMER IN MUEANG DISTRICT, UBON RATCHATHANI PROVINCE
AUTHOR : SUPITCHA SRIPHA
DEGREE : MASTER OF BUSINESS ADMINISTRATION
ADVISOR : THUMWIMON SUKSERM, Ph.D.
KEYWORDS : DECISION-MAKING, IMPORTED COSMETICS, SOUTH KOREAN

The objectives of this research were 1) to study the influence of personal factors to
the decision to purchase the imported Korean cosmetics, 2) to examine the influence of
mixed factors in marketing on purchasing decision, and 3) to investigate the psychological
factors influencing the purchasing decision. This study was a quantitative research.
Participants were 400 customers, Mueang district, Ubon Ratchathani who had experienced
using the imported Korean cosmetics. The participants were selected by the purposive
sampling method. The research instrument was questionnaire. The statistics used for data
analysis were percentage, frequency, mean, standard deviation, t-test, F-test and Multiple
Regression Analysis.

The result of data analysis revealed that most of the respondents were single female,
26 - 35 years old, graduated bachelor degree, being company employees, received salary
10,000 — 20,000 baht per month. The findings indicated that the overall sentiments of
customers towards mixed factors in marketing were at high level, whereas the sentiments
on psycholosgical factors in overall were at moderate level and the overall decision — making
on purchasing were at moderate level as well. Furthermore, comparison of personal factors
and the decision — making divided by personal factors in terms of gender, age, marital status,
educational level, occupation, and income indicated that the difference of gender and
income significantly affected the decision at 0.05. However, the difference of age, marital
status, educational level and occupation did not significantly affect the purchasing decision.
For mixed factors of marketing including products, distribution channel and promotions, the
analytical finding was significantly affected the purchasing decision at 0.05. Nevertheless,

price did not affect the decision. Additionally, psychological factors in term of motivation,
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perception, learning, attitude and personality significantly affected purchasing decision at

0.05.
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ABSTRACT

TITLE : FACTORS AFFECTING THE TEAMWORK EFFICIENCY OF EMPLOYEES OF
THE BANK FOR AGRICULTURE AND AGRICULTURAL COOPERATIVES IN
UBON RATCHATHANI PROVINCE

AUTHOR : HIRUNYIKA LASA

MAJOR : MASTER OF BUSINESS ADMINISTRATION
ADVISOR : CHAKARIN VAJIRAMEDHIN, Ph.D.
KEYWORDS : EFFICIENCY, TEAM WORK

The research aimed to study teamwork efficiency of employees of the Bank for
Agriculture and Agricultural Cooperatives in Ubon Ratchathani province divided by personal
characteristics including gender, age, education level, position and duration of employment.
In addition, the research focused on occupational environments that affect teamwork
efficiency of employees of the bank. The research instrument was a questionnaire. The
sample was 240 employees of the Bank for Agriculture and Agricultural Cooperatives in
Ubon Ratchathani province, selected by cluster random sampling. The descriptive statistics
used in analysis consisted of mean, percentage, standard deviation, t-test, one way ANOVA
(f-test) and Multiple Regression Analysis.

The findings illustrate that gender, age, educational level, position and duration of
employment do not significantly affect teamwork efficiency. However, the difference of age
significantly affects teamwork efficiency, particularly in communications at the statistical
level of 0.05. Moreover, occupational environmental factors and correlation between
colleagues and supervisors significantly affect teamwork efficiency of employees at the
statistical level of 0.05, which is able to predict the team efficiency with an adjusted R -

squared of 0.73.
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ABSTRACT

TITLE : ACCOUNTANTS” SENTIMENTS TOWARDS THE QUALITY OF FINANCIAL
REPORTING OF HOSPITALS UNDER THE OFFICE OF THE PERMANENT
SECRETARY, MINISTRY OF PUBLIC HEALTH

AUTHOR : AMONRAT BURANAPON

DEGREE : MASTER OF BUSINESS ADMINISTRATION

ADVISOR : ASST. PROF. PAWEENA KAMPUKKA, Ph.D.

KEYWORDS : QUALITY OF FINANCIAL REPORTS, ACCOUNTANTS’ ETHICS, ACCOUNTANT
TRAINING

The purposes of this research were to (1) study accountants’ sentiments on the
financial reporting of the quality of hospitals under the office of the Permanent Secretary,
Ministry of Public Health, (2) study these sentiments according to the categorization of the
accountants by demographic characteristics, (3) study a correlation between accountants’
ethics, training experiences, and their sentiment on the financial reporting quality,
(4) explore influences of accountants’ ethics and training experiences on their sentiments.
The samples were 306 accountants working at hospitals under the office of the Permanent
Secretary, Ministry of Public Health. The research instrument used to collect data was a
questionnaire with accountants’ ethics, training experiences and the sentiments at the
Cronbach’s alpha of 0.925, 0.837 and 0.912, respectively. The statistics used for the
quantitative analysis consisted of percentage, frequency, mean, standard deviation, t-test,
One Way ANOVA, Pearson’s correlation analysis, and multiple regression analysis.

The findings reveal that (1) The accountants’ sentiments towards overall quality of
financial report in hospitals are at the highest level. (2) In terms of demographic
characteristics, age is the only factor that significantly affects the accountants’ sentiments
at the statistical level of 0.05. (3) The accountants’ ethic, training experiences, and
sentiments towards quality of financial reporting in hospitals are positively correlated at the
moderate level. (4) Personal performances, responsibilities, and training experiences
significantly influence their sentiments on the quality of financial reporting at the statistical

level of 0.05.

I



81

UNANED
304 . pwdsladethaudWiumdvdsidnnsedinduesinAnuuming de
guUasI¥el
ekl : 95UseIWS ol uAS
JouTqyan L UIMNSEINAUMUNA
0191567 ¢ AssTIANA ULy
AR . udslated, MndlvsaEnnseiing, WNINIRLQUATIVEH

[
[

Y P
JMUIYYATIU

[

¢ - = 1y ¢ ' o & T
npUszasAiaIeuisuanwenaUsErInsaans Ndwwasrennunslatiod
Audumndvddidnnselindvesin@nwiuvninendeauasnusil Suunany e A seauTul

= KR L = a a Iy A o & a ¢ ' o9 &
nsAnw Aldanesdelneu uay AnwBnsnanderundvddiannsetind Ndmadonunslate

a b4 1 1 £ 1

drAurundvdaidnnseiindvesinAnyaminedeguansd nduiegilliluniside de
ﬁﬂﬁﬂmﬁfﬁ’wé’ﬂﬁﬂwﬂusw"fu%uﬂ'%zyapm%‘suaawﬁmmé’aquaswmﬁ famndouseulunia
msfnwn 1 Un1sfnen 2560 eilszaunsainsdeduianmdedsidnmsedng s1uau 407 au
Junsguiiegiauuulanzas fe nsasuaudsraumsnilunstodudannm dusdidnnseding
roumsifiudeya lnoguiegisanauesiis q Milaaeunisluuminerdoguasvsiil 1w
10 Az 1 ey adddildie Yovay mud Aade wazgdiudsuuuuInigIu adavaaey
(t-test) AATILNANMULUTUTIUNILALT (One Way ANOVA 38 F-test) Wagn1siAsI1enn1sanaas
(Regression Analysis)

Nan15Ane wud reuuuuasuaudiulvig dunands ﬁﬂmasﬂmsé’u%uﬂﬂﬁﬁﬂmﬁ 3

(%

fanlda1emaLAau 5,000 — 7,000 UM AIUSNBUENI9USEBINTANEAAT WU WA SEAUTUY

| A

n3finw uazaldiesedon Auandetu fnaderuidlates dudrumnduddidnnsoind
vostindnuuvinedeguasiesiildunnersiy duemefiunnsisiu fuasoaudilaios
AuidunnduddianvsedindvesindnwiuvninerdeguasiasiunnsneiuegaiidedAgni
adAfisEdy 0.05 namsAnwIFuAVENasd AL dvddidnnsetind Usenaushy anulingda
Jolauouwuzazn158198uanee NszAIuYIkarTuvUeaulall uarn1sTRsuduLasAIUANIL

(%
1 (%

NUszaun1sal Anaronuadlag et duAItIuNItYgBIanNNIeund ¥vaIinAnwIunIIne1a

Y [y aa

= I a ° A
Eg‘ua’i’léljﬁ’]u YWUUYA RN INEDNN 0.05

o

I



82

ABSTRACT
TITLE : THE REPURCHASE INTENTION OF UBON RATCHATHANI UNIVERSITY
STUDENTS TOWARD ELECTRONIC COMMERCE
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DEGREE : MASTER OF BUSINESS ADMINISTATION
ADVISOR : THUMWIMON SUKSERM, Ph.D.
KEYWORDS : REPURCHASE INTENTION, ELECTRONIC COMMERCE, UBON RATCHATHANI

UNIVERSITY

This research aimed to compare demographic characteristics affecting the repurchase
intention of Ubon Ratchathani University students toward electronic commerce categorized
by gender, faculty, year of study and monthly expenditure. Additionally, the research
focused on the study of electronic commerce’s social influence that affected the students’
repurchase intention toward electronic commerce. The sample consisted of 407
undergraduate Ubon Ratchathani University students enrolled in semester one of the 2017
academic year. All of the subjects had experience in purchasing products through electronic
commerce. This research used purposive sampling from students in 10 faculties and one
college by asking their experiences in purchasing through electronic commerce prior to data
collection. The statistics used for the quantitative analysis consisted of percentage,
frequency, mean, standard deviation, t-test, One Way ANOVA or F-test and regression
analysis.

The results show that most of the respondents are female, third year students, who
spend between 5000-7000 baht per month. The findings illustrate that gender, year of study
and monthly expenditure do not significantly affect the repurchase intention. However, the
difference of faculty significantly affects the repurchase intention at the statistical level of
0.05. In addition, trust, suggestions and references, forums and online communities, ranking
and experimental comments significantly affect the repurchase intention at the statistical

level of 0.05.
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AUTHOR : ONPARIN  NAKAMANURAK
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The purposes of this research were to compare the personal factors affecting service decision
making of a mobile kiosk in Mueang Ubon Ratchathani district, Ubon Ratchathani province and to
study customers’ trust factors affecting service decision making of the mobile kiosk in Mueang
Ubon Ratchathani district, Ubon Ratchathani province. The research was quantitative research.
The sample consisted of 400 customers who made service decisions at the mobile kiosk in
Mueang Ubon Ratchathani District, Ubon Ratchathani Province. The instrument in the research
was a questionnaire. The statistical analysis consisted of frequency, mean, percentage, standard
deviation, t-test, F-Test and multiple regression analysis.

The results reveal that the majority of the participants are female, aged 21-30 years
old with a bachelor’ s degree in education, a pupil/ student in career and average income
between 10,001-20,000 baht per month. In terms of trust and making decision opinions, the
service is the highest mean with strongly agree, meanwhile, making decision in evaluation
of alternatives is the highest mean with strongly agree. The comparison of personal factors
reveal that different gender, age, highest educational level, career and average monthly
income do not affect service decision making at the mobile kiosk in Mueang Ubon
Ratchathani district, Ubon Ratchathani province. The influence of trust analysis reveals that
trust significantly affects service decision making at the mobile kiosk in Mueang Ubon

Ratchathani district, Ubon Ratchathani province with statistical level at 0.01.
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The objectives of this research are to: (1) identify personal factors which affect the
customers’ perception levels of the brand awareness of the Provincial Electricity Authority
(PEA) (2) investigate the relationship between corporate social responsibility (CSR) activities
and the customers’ perception levels on PEA’s brand awareness and (3) identify PEA’s CSR
activities that affect their customers’ perception levels on PEA’s brand awareness. The
subjects of this study were 120 local people participated in CRS activities organized by PEA
in eight communities, Warin Chamrap District, Ubon Ratchathani Province. The research
instrument used to collect the data was a questionnaire. The statistics employed for data
analysis were percentage, frequency, means, standard deviation, t-test, F-test, correlation
coefficient analysis and multiple regression analysis.

The findings found that a majority of the respondents were female, aged 36-50 years
old, with the education level below bachelor’s degree and worked private. Most of the
respondents had the highest level of satisfaction on the CSR activities about safety and
trust of electricity usage in flood zones in Wanrin Champrap, and their perception level on
PEA’ s brand awareness was at the high level. The results also showed that (1) different
personal factors, i.e. gender and age, did not affect the perception levels of brand
awareness, in contrast differences in education levels and occupations affected the

perception levels at significant level of 0.05, (2) There was the relationship between the
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CSR activities by PEA, i.e. safety usage of electricity in communities, care and community-
friendly activities and safety and trust of electricity usage in flood zones in Warin Chamrap
District, and the customers’ perception levels of PEA’s brand awareness at the significant
level of 0.01, and (3) The CSR activity which affect the perception levels of PEA’ s brand
awareness at the significant level of 0.01 was safety and trust of electricity usage in flood

zones in Warin Chamrap District.
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