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ABSTRACT
TITLE : FEASIBILITY STUDY OF INVESTMENT IN THE EMERGENCY ROADSIDE
ASSISTANCE SERVICE CENTER IN UBON RATCHATHANI PROVINCE
AUTHOR : KANOKON SUTHIWONG
DEGREE : MASTER OF BUSINESS ADMINISTRATION
ADVISOR : ASST. PROF. PORNPIPAT JUTA, Ph.D.
KEYWORDS : FEASIBILITY STUDY, EMERGENCY ROADSIDE ASSISTANCE SERVICE

This study titled the “Feasibility Study of Investing in an Emergency Roadside
Assistance Service Center in Ubon Ratchathani Province” aimed to study the technical,
marketing and financial feasibility. Data were collected by interviews of three
entrepreneurs and related persons. A questionnaire was also used as an instrument to
collect data from 200 samples of car users in Ubon Ratchathani Province. The collected
data were then processed by descriptive statistics including frequency, percentage and
mean. The results of the technical feasibility analysis indicated that the project was
located on an area of 400-square meters consisting of a 120-square meters of the office
space and a 280-square meters of a steel frame structure. The location was suitable
for repairing cars and preparing equipment and tools. Necessary equipment and tools
to provide services were mechanic tools that will be used to solve basic problems and
initial emergencies. Their sizes were portable and easy to move. The result of the
marketing feasibility analysis indicated that the samples were car users in Ubon
Ratchathani Province. Most of them were civil servants, private company employees
and private business owners. The most common problem found were car battery
problems, unavailable tires and running out of gas/fuel oil while traveling. Most of the
samples (84.50%) were interested in using the Emergency Roadside Assistance Service
Center. The results of the financial feasibility analysis indicated that: the payback period
of this project was 4.7 years, the net present value (NPV) was 4,386 baht, the internal
rate of return (IRR) was greater than 13.19 % and the benefit-to-cost ratio (B/C) was

1.0003. The results implied that this project was worth investing and financially feasible.
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ABSTRACT
TITLE : ATTITUDES AND GUIDELINES FOR THE DEVELOPMENT OF THAI
DESSERTS IN SINGAPORE
AUTHOR : KANYANAT JUNGPATTANA
DEGREE : MASTER OF BUSINESS ADMINISTRATION
ADVISOR : TAWAMIN KRUASOM, D.B.A.
KEYWORDS : ATTITUDE, GUIDELINE DEVELOPMENT, THAI DESSERTS,

SINGAPOREAN CONSUMERS.

The objective of this research are to study Singaporean consumers' attitudes
towards Thai desserts and to propose guidelines for the development and
improvement of Thai desserts for acceptance in Singapore. This research was based on
a qualitative research method, and the data were collected by in-depth interviews and
semi-structured interviews. This involved 15 Singaporean consumers who bought Thai
snacks in the Golden Mile Complex, Singapore. The participants were selected by
convenience sampling techniques and a content analysis was applied to examine the
data.

The results revealed three aspects: (1) A cognitive aspect: customers’ consumption
knowledge arises from their experiences from traveling to Thailand, and friends’
recommendations. (2) The aspect of feeling/sensation: it was found that most of the
consumers liked Thai desserts because of the taste, sweetness, and convenience. The
price is reasonable considering the quality of the materials used. In addition, there are
many distribution centers in Singapore and it is easy for customers to buy Thai desserts.
(3) The behavior aspect: most of the consumers buy Thai desserts on average 3-4 times
a week. Moreover, they also share their impressions via social media such as Facebook,
Instagram, etc. In the scope of the analysis of the development and improvement of
Thai desserts, the results showed that Thai dessert entrepreneurs should create
effective strategies for development and improvement. The guidelines can be

categorized into 4 approaches covering:
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(1) A proactive strategy: entrepreneurs should create social media platforms to
present their products to Facebook, YouTube, etc. Moreover, offline marketing
channels should be used to promote their products such as magazines, booths, events,
etc. (2) A “corrective” strategy: sweets and confectionery production should be
improved by making them less sweet and using more environmentally friendly
packaging. (3) A defensive marketing strategy: entrepreneurs should increase online
food delivery services. In addition, they should organize promotional marketing to
attract consumers. (4) A passive strategy: the production and materials should be
improved to conform to health trends. Material and ingredient selections should be
convenient and adjustable. Imported materials should be imported in large numbers

without difficulties (solving the shortage of raw materials).
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ABSTRACT

TITLE : THE IMPROVEMENT OF BUDGET DISBURSEMENT PROCESS AT THE
KOKJAN SUBDISTRICT ADMINISTRATIVE ORGANIZATION, TRAKAN
PHUET PHON DISTRICT, UBON RATCHATHANI PROVINCE

AUTHOR : KHWANRUETAI' RAWANG

DEGREE : MASTER OF BUSINESS ADMINISTRATION

ADVISOR : ASST. PROF. PORNPIPAT JUTA, Ph.D.

KEYWORDS : BUDGET DISBURSEMENT, THE EXPENSES FOR ADMINISTRATIVE
TRAVEL

This research aims to investigate problems arising from the budget disbursement
process of Kokjan Sub-district Administrative Organization, Trakan Phuet Phon District,
Ubon Ratchathani Province and to propose its solutions. The data was collected from
39 staff members of Kokjan Sub-district Administrative Organization. The research
instrument employed was a questionnaire. The descriptive statistics used were
comprised of the mean, standard deviation, and percentages. The research process had
six stages: (1) study problems of a budget disbursement process, (2) survey and prioritize
the problems, (3) conduct and create relevant activities or tools to solve the problems,
(4) implement the activities and the tools, (5) gather the participants’ opinion toward
the problem’s levels after the implementation and 6) propose solutions to the
problems.

The results showed that the problem concerning administrative travel expenses
was at a high level (u =4.23). The specific problems in this category were ranked from
the highest mean score to the lowest as follows. The first problem with the highest
mean score (U = 4.97) was an inaccurate budget calculation made by the requestor. As
a result, a request of the budget readjustment must be made after the travel. The
second problem with the highest level (u = 4.92) was unclear traveling details such as
date, time and transportation provided by the requestor resulting in a delayed budget
disbursement process. The third problem with a high level (u = 4.41) was the

reimbursement of petrol expenses for a personal car without submitting an official
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request letter before travelling. Another problem with a high level (u = 3.56) was an
overdue loan payment. The last problem with a moderate level (u = 3.20) involved
incomplete documents for reimbursement of travel expenses submitted by the
requestor such as an original official document of the travel, an invitation letter and a
requisition of travel expenses form. To solve the problems, a workshop and a tool such
as a flow chart were created. Additionally, a hands-on work trial for a period of 1 month
was instituted. The post-workshop survey showed that the mean score of the problem

regarding the travel expenses decreased from 4.23 (highest) to 2.67 (moderate).
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ABSTRACT

TITLE : THE STUDY OF RELATIONSHIP BETWEEN LIQUIDITY RATIOS AND
STOCK PRICE OF LISTED COMPANIES IN THE STOCK EXCHANGE OF
THAILAND IN SERVICE INDUSTRY, COMMERCE SECTOR.

AUTHOR : THAKORN JARUPAT

DEGREE : MASTER OF BUSINESS ADMINISTRATION
ADVISOR : ASST. PROF. PORNPIPAT JUTA, Ph.D.
KEYWORDS : CURRENT RATIO, QUICK RATIO, CASH RATIO

This study sought to investicate general information, liquidity ratios, and the
relationship between liquidity ratios and stock prices of the companies in the service
industry and commerce sector of the Stock Exchange of Thailand (SET). In this study,
three liquidity ratio analysis methodologies, Current Ration, Quick Ratio or Acid-test
Ration, and Cash Ratio, with the total stock prices of 17 companies collected every
quarter from 2014-2018 (277 units of analysis) were employed for data collection. In
addition, relational analysis among the service industry of all companies, specific
analysis of its business characteristics, analysis of three companies holding outstanding
liquidity ratios, and Correlation Analysis (the significance at 0.05) were applied for data
analysis.

The findings found in this study demonstrated that the samples were medium
enterprises (1 — 10 billion THB) and the liquidity ratio value, over 1, was found in most
companies and it tended to be consecutively increasing. Significantly, there was a low
relationship between the liquidity ratios and stock price; conversely, the relationship
between Quick Ratio found in supplementary food companies and the stock price was

indicated at a high level.
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ABSTRACT
TITLE : WARNING SIGNAL OF CREATIVE ACCOUNTING OF LISTED
COMPANIES IN THE STOCK EXCHANGE OF THAILAND
AUTHOR : NAPAPACH JARUPAT
DEGREE : MASTER OF BUSINESS ADMINISTRATION
ADVISOR : ASST. PROF. PORNPIPAT JUTA, Ph.D.
KEYWORDS : WARNING SIGNAL, CREATIVE ACCOUNTING, EARNING MANAGEMENT

This study focused on quantitative and qualitative analyses of warning signals in
creative accounting in newly listed companies in the Stock Exchange of Thailand. The
researcher selected samples from 6 registered companies in 2015. This research used
working papers to collect the data from the annual report (From 56-1), and from
financial statements during the year 2014-2017. The framework of this study was
developed from prior research related to quantitative warning signals: Days Sales in
Receivables Index (DSRI), Gross Profit Margin Index (GPMI), Asset Quality Index (AQI),
Sales Growth Index (SGI), and Total Accruals Ratio. Additionally, there are 20 items on
the checklist for qualitative warning signals.

The analysis of the data showed that the most common quantitative warning
signals are found in the food and beverage industries: primarily in the Sales Growth
Index (SGI) and Days Sales in Receivables Index (DSRI). However, qualitative warning
signals were found in a relatively small proportion, less than 50% of the total number
of studied items. Therefore, it is not sufficient to conclude that qualitative warning signs
of sample companies have been largely discovered. In the scope of the audited items
in the food and beverage companies, it is clearly seen that the company's working
capital has been inadequate for several years. In addition, the increase of accrued
revenue is significantly different from the amount experienced in the past. The benefits
of this research are: 1) Investors or financial statements users use this to analyze the
accounting warning signs of the company and take into consideration the financial
statements of the company for trading stocks. 2) Businesses can be used to improve

and take it as a precautionary measure in the preparation of financial statements.
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ABSTRACT
TITLE : FACTORS AFFECTING CUSTOMER LOYALTY: A CASE STUDY OF
LAMETHONG SHOP, KANTHARALAK DISTRICT, SI SA KET PROVINCE
AUTHOR : NATTHAWUT AUSSAWANAT THAKUL
DEGREE : MASTER OF BUSINESS ADMINISTRATION
ADVISOR : THUMWIMON SUKSERM, Ph.D.
KEYWORDS : LOYALTY, CUSTOMER RELATIONSHIP MANAGEMENT, IMAGE
COMMUNICATION

The study aims to (1) study personal factors, customer relationship management,
image communication and customer loyalty, (2) compare personal factors affecting
customer loyalty, (3) study the relationship between customers and management,
image communication and customer loyalty and (4) to study the influence of customer
relationship management and image communication on customer loyalty. The
participants were 440 experienced customers who purchased products at Lamethong
shop, Kantharalak District, Si sa ket Province. They were selected by using convenience
sampling techniques. A questionnaire was used for data collection. Data analysis was
conducted through descriptive statistics including frequency, percentage, mean and
standard deviation and inferential statistics including independent two sample t — Test,
the Analysis of Variance (ANOVA), Pearson’s Correlation Analysis and Multiple
Regression Analysis.

The results reveal that 1) most of the respondents were male, less than or equal
to 40 years old, with a bachelor’s degree or higher, an average annual income between
100,001 - 200,000 baht, customer relationship management, image communication and
customer loyalty were at high level, 2) personal factors including age and average
annual income significantly affected the customers loyalty at the statistical level of
0.05 whereas gender and education did not affect customer loyalty, 3) the customer
relationship management and image communication were significantly related to

customer loyalty at the statistical level of 0.01, and 4) the customer relationship
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management and image communication significantly affected customer loyalty at the

statistical level of 0.01.
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ABSTRACT

TITLE : FACTORS AFFECTING CUSTOMER LOYALTY: A CASE STUDY OF
AKANE BEEF NOODLE SHOP MUEANG DISTRICT, UBON
RATCHATHANI PROVINCE

AUTHOR : THONGSUANG SRITANYARAT

DEGREE : MASTER OF BUSINESS ADMINISTRATION

ADVISOR : THUMWIMON SUKSERM, Ph.D.

KEYWORDS : LOYALTY, SERVICE QUALITY, BEEF NOODLE SHOP

The study aims to 1) study personal factors, customer behavior and the quality of
service for a restaurant and the brand loyalty of customers, 2) compare personal factors
and the brand loyalty of customers of Akane Noodle Restaurant, Mueang, Ubon
Ratchathani Province, 3) study the relationship between the service quality and brand
loyalty, 4) study the influence of service quality on brand loyalty. The participants
were 348 customers of Akane Noodle Restaurant. A questionnaire was used for data
collection. Frequency, percentage, mean, standard deviation, Independent 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 result
revealed that most of the participants were single females, under 30 years old, business
owners, with a bachelor’s degree or higher, an average monthly income of 15,000 Baht
or higher. The results of testing our hypotheses showed that: 1) marital status and
career significantly affected the brand loyalty of Akane Noodle Restaurant at the
statistical level of 0.05 whereas gender, age, education and average salary did not affect
the brand loyalty, 2) all aspects of the service quality including tangibles, reliability,
responsiveness, assurance and empathy significantly affected the brand loyalty at the
statistical level of 0.01, 3) service quality such as assurance, tangibles, empathy and
reliability significantly affected the brand loyalty at the statistical level of 0.05
meanwhile responsiveness did not affected the brand loyalty of Akane Noodle

Restaurant.
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ABSTRACT

TITLE : FACTORS AFFECTING THE EFFICIENCY OF ELECTRONIC SYSTEM
IMPLEMENTATION IN THAILAND 4.0 ERA: A CASE STUDY OF KTB
CORPORATE ONLINE

AUTHOR : TEERAPAT MASKHOW

DEGREE : MASTER OF BUSINESS ADMINISTRATION
ADVISOR : NARA HUTTASIN, Ph.D.

KEYWORDS : KTB CORPORATE ONLINE SYSTEM, EFFICIENCY

This research sought 1) to study demographic factors and the opinion level and/or
the performance level of government agencies that use money from Yasothon Province
Treasury concerning organizational, personal, and technological factors and efficient
performance through KTB Corporate Online financial disbursement system, and
2) to investigate the relationship between the organizational, personal, and
technological factors and the efficient performance of the government agencies, and
3) to investigate the relationship between demographic factors and the efficient
performance of government agencies through KTB Corporate Online. 176 officials,
working in Yasothon Province involved with the KTB Corporate Online system
application, served as samples. The research instruments were questionnaires and the
statistics used were descriptive, multiple regression analysis, and correlation analysis.

The results demonstrate that all these factors highly affect the efficient
performance of government agencies in the application of the KTB Corporate Online
system. These factors are ranked in descending order based on mean scores:
organizational, technological, and personal factors, respectively. The results indicated
that the samples considered the following factors, namely value, speed, and accuracy
as principal factors relating to efficient performance of government agencies through
KTB Corporate Online. Hypothesis testing found that technolosical, organizational, and
personal factors can predict government agencies’ efficient application of the KTB
Corporate Online system at approximately 71.60 percent, statistically significant with

levels at 0.001, 0.05, and 0.05, respectively. Furthermore, among the demographic
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factors, only the educational level was found to correlate with government agencies’

efficient performance, at a statistically significant level of 0.05.
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ABSTRACT
TITLE : ELDERLY ADOPTION OF FINANCIAL INNOVATION IN MUEANG
DISTRICT, UBON RATCHATHANI PROVINCE.
AUTHOR : NAMTHIP PROMMASUT
DEGREE : MASTER OF BUSINESS ADMINISTRATION
ADVISOR : ASST. PROF. PORNPIPAT JUTA, Ph.D.
KEYWORDS : ELDERLY, FINANCIAL INNOVATION, ADOPTION

This research studied the acceptance of financial innovation among the elderly in
Mueang District, Ubon Ratchathani Province, using experimental research methods.
There were 12 informants aged 60 and over who have never used the “Krungthai Next”
application. Arrangements were made for groups of informants to try the “Krungthai
Next” application for a period of 1 month. During that period, instructions on how to
use and troubleshoot problems were provided once a week after participant use of
the application. In-depth interviews were conducted with these tools used: a semi-
structured questionnaire about the acceptance of innovation and 1-2 hour interviews.
Data was collected from November 2018 - March 2020, totaling 16 months and the
content analysis was used for data analysis.

This study of the elderly’s acceptance of financial innovation found a number of
factors involved at each stage of acceptance, summarized as follows:

(1) The “awareness stage” consists of trust (perceived security), perceived
usefulness (subjective norm) and perceived ease of use (the perception of using the
application).

(2) The “interest stage” consists of trust (perceived security), perceived usefulness
(subjective norm and job relevance) and perceived ease of use (their abilities).

(3) The “evaluation stage” consists of trust (perceived security and perceived
privacy), perceived usefulness (subjective norm and job relevance) and perceived ease

of use (their ability and lack of anxiety).
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(4) The “trail stage” consists of trust (perceived security), perceived usefulness
(subjective norm results and output quality) and the perceived ease of use (their ability
and anxiety in use).

(5) The “acceptance stage” consists of trust (perceived security), perceived
usefulness (subjective norm and job relevance) and perceived ease of use (their ability).

The results revealed that building acceptance of financial innovation among the
elderly should consider the factors involved at each stage in order to set strategic

guidelines for further effective operations.
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ABSTRACT

TITLE : FACTORS AFFECTING DECISION MAKING ON SMALL BUSINESS LOAN
OF GOVERNMENT SAVINGS BANK, KANTHARAROM BRANCH,
KANTHARAROM DISTRICT, SI SA KET PROVINCE

AUTHOR : PAYUDA INGKASOMPHOB

DEGREE : MASTER OF BUSINESS ADMINISTRATION

ADVISOR : THUMWIMON SUKSERM, Ph.D.

KEYWORDS : DECISION MAKING, SERVICE MARKETING MIX FACTORS, SMALL

BUSINESS LOAN

The objectives of this research were: 1) to study the personal factors, the service
marketing mix and the decision-making process to use the Government Savings Bank’s
small business loan service, 2) to compare the decision-making process to use the
Government Savings Bank’s small business loan service according to various personal
factors and 3) to study the service marketing mix influencing the decision-making
process about whether to use the Government Savings Bank’s small business loan
service. The samples involved 310 people who have experience using the Government
Savings Bank's small business loan services at the Kanthararom Branch in Kanthararom
District, Sisaket Province. Questionnaires were used to collect data. Statistics consisted
of frequency, percentage, mean, standard deviation, t-Test, F-test, and multiple
regression analysis.

The results revealed that the participants were mostly female ranging in age from
36 to 45 years old, either married or co-habitating, the highest education obtained was
high school, with occupations as a food sellers with an average income over 30,001
baht. The average opinion levels regarding the service marketing mix placed location
as most important and promotion as least important. When averaging opinion levels
viz. the decision-making process the maximal level was to “recommend other
customers use this service at the Kantharom branch” and the minimal level was to
“use this bank service for emergency loans”. The results of the hypothesis testing

revealed that gender, age, marital status and the level of education significantly
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influenced decision-making about the small business loan service at a statistical level
of 0.05. Different occupations and average monthly incomes did not influence decision-
making about small business loan services. Products and services, location, service
personnel, service processes, and physical presentation positively influenced the
decision-making for using the small business loan service at a statistically significant
level of 0.05. Conversely, price and promotion negatively influenced the decision-

making viz. small business loan service at the statistically significant level of 0.05.



1584 L NNYAUTUUTANTTUNGN AU IMTANTATUNIU NTAANY: NAUNEIUIa

A Tulsameuaassnaniuseasd daminguasivsiil

Akl : Ugedon @339
Bouseya : UIMSgINANUn
siUSnw ¢ Asue Winodu

AdnAy : NNAUTUUTANTTU BIMNTGATATUNIY, NAUNEIUIIVITN

nMATeliingUszasdiile Anviaudnvazvesuinnssuiidsmanenissouiuuinnssy
WARATD1MNIgNIATUAIL waLilefnvInTEUINAITERNFULIANTSUHANS T8 13RS
ATUAIY VBINFUNETUIAITIN Tulsaneuaassnansuseasd JaminguaTvs1il auwwifn
LAV BANTEUIUNITHRUTULINNTTUYDY Roger & Shoemaker (1971) Tngldssileuitide
AN (Qualitative Research) wagdsn15dun1ualidadn (In-depth Interview) 31nngu
weruadndn Tulsmeruiaassndnsuszasd Jaminguasiusiil 91uau 12 Ay usIusiy
Foyaludraitou ngedniou - Suinau 2563 MHuvuduawaluuuislassaiisuasiinggs
foyademdinneidaiom

nanFifenudn aadnvazvesutanssui 5 audnvue WA 1) audnvusdselon]
FaUSeuiioy (Relative Advantage) Mifitaduges fie anUselovivesnanimai wazaiu
Aurvanansnsi 2) aadnwasfidiuld (Compatibility) #ilidadugos Ao mnuasandos
fuAflsuuazsuwuunsidain 3) AuanvaeaugeIngdudou (Complexity) 7 fiitadudon
fie AnuazadInsenisldnuuaziuinu 6) audnvazannsanaasdddld (Trialability) 7
Uadudosfo YouansduAuazuelundndue fieg1uu1anaass wag 5) ANaNYMEaIN1Ta
dunalél (Observability) Afitladegos fo MsusnauUszlemivuusaius Tuulidwasie
nsvonsuuianTIuvesngunenutaindn ludulasnsowieussiiuauiniian wasdwuin
Andnwazannsannasdddld (Trialability) Afitadeden fo ynuansdumuasysdundndus

AIRENVLIANAGDY AuANENBMEaIIsadunals (Observability) 7 fifitaseugen Ao nsuen

v 2
&

AuUseloyiuuussdu duuildudwadoniseausuuinnssuns 5 Gﬁumauquwaﬁum
Roger & Shoemaker AoiSuduain 1) %Jumii‘Ui (Awareness stage) 2) Tuaula (Interest
stage) B)muimmawaaﬂwmuma (Evaluation stage) 4)6uuv1®aaq (Trial stage)

5) Funiseansutazudnluly (Adoption stage) muaIAU



M4(-34-

ABSTRACT

TITLE : INNOVATION ADOPTION OF COMPLETE NUTRITION PRODUCT:
A CASE STUDY OF REGISTERED NURSES IN SANPASITHIPRASONG
HOSPITAL, UBON RATCHATHANI PROVINCE
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DEGREE : MASTER OF BUSINESS ADMINISTRATION

ADVISOR : NARA HUTTASIN, PH.D.

KEYWORDS : INNOVATION ADOPTION, COMPLETE NUTRITION, REGISTERED
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This research aims to study the innovation characteristics that prompt registered
nurses’ adoption of innovative complete nutritional food products. It also seeks to
investicate the process of adopting such innovative products among nurses at
Sanpasithiprasong Hospital, Ubon Ratchathani Province. The qualitative research was
undertaken by applying Roger & Shoemaker’s Innovation Adoption Theory (1971) as
the conceptual framework. Data was collected through in-depth interviews with 12
registered nurses during November - December 2020 using a semi-structured interview
form as the research instrument, and examined by content analysis.

The findings indicate the five following product innovation characteristics:
1) relative advantage with benefits and worth of the product as sub-factors;
2) compatibility with values and lifestyles as sub-factors; 3) complexity with
convenience and storage as sub-factors; 4) trialability with exhibition booths and
sample products as sub-factors; and 5) observability with information about the
benefits is shown on the packaging as a sub-factor. All of these characteristics are most
likely to influence the adoption of innovation at the evaluation stage. Furthermore, the
sub-factors of trialability and observability likely affect the adoption of innovation in
accordance with Roger & Shoemaker’s 5 - stages of the diffusion of innovation:

1) knowledge, 2) persuasion, 3) evaluation, 4) implementation, and 5) confirmation.
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ABSTRACT

TITLE : SERVICE MARKETING MIX STRATEGIES THAT INFLUENCE THE FACIAL
SURGERY BUSINESS: A CASE STUDY OF SERVICE USERS IN
UBON RATCHATHANI
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KEYWORDS : SERVICE MARKETING MIX, FACIAL COSMETIC SURGERY BUSINESS
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The aim of this research is to study service marketing mixes influencing facial
beauty businesses, and involves a case study of users in Ubon Ratchathani in
accordance with the framework of the “7 Service Marketing Mix”: product, price, place,
promotion, people, physical environment, and procedures. In this study, semi-
structured interviews were used as a tool for data collection from 24 users and had
previously undergone facial cosmetic surgery in Ubon Ratchathani, from April to May
2019, and content analysis was employed for the data analysis. The results found that
the service marketing mix influenced the operation of the facial cosmetic surgery
business.

The findings found that as for the staff, people primarily valued the experience,
knowledge, and expertise of the surgeon. The product aspect was mostly concerned
with the safety standard of surgical materials, medical equipment, and medical
appliances. The marketing promotion aspect largely focused on celebrity marketing.
The price aspect primarily emphasized suitable prices commensurate with the quality
of service. For the distribution channel, a convenient location for the cosmetic surgery
center was considered the most important. Consumer views on the physical
environment emphasized the need for cleanliness and order in the facility, along with
clear directions to the service point. For the process of service, the users gave priority

to efficiency.



UNANED
Foq © M59NTUNTITUTNITLOUNALATUNINITRUN I UANN SR LY
AeRld ;¥ AARsysning
Fousoyan L UIMNSEINUMUR
1S ¢ asUlan dmnng
Adfiey L ANHANNNTIVRIRULEY, N1TTUINITIEILE, MsTuitselevy,

ns¥uIANUEeS, N1sTuINaans, nseeusunisidusnig

[V
v Aav

M5398AS9UNTRUsEaen (1) WafnwIn158ausUNISIIUSNISLaUNAATUNIINITRUNIY

q

aunselaly (2) WisUSauigun1s8auSUNIT MUSNNTWaUNBLATUNIINISRUNIUELSA Lol

| [

seninegingldiuglineldusnisueunfindunianisiuriuaunsalnu wag (3) Wefinw

54

Uadeninadenisvensunisldusnisueundindunianisiudiuainsaliy nqusiegs fe

v v Yaly 1 Y a a o a 3 ° |
EﬂVILﬂ?‘JﬂLGULLagﬁ&V]IMLﬂUI%UiﬂqiLL@UWfﬂL?]GUUV]'Nﬂ'15L\'1umquauq3V}IWUIUU§3LWﬁ1VlEJ"iﬂu’Ju PREANGH

I =

215 AU 2ub0U 430 AU LASe9LaNlTluN19348 Ao wuUABUAIY UATAIIULTBIY

ASOUUTIALDAN 0.870-0.900 @dANLTIUNISIASIERVaUALAKA ADALTINTTUU @DANIS

kY

\W3guilgu Man-Whitney U Test anduiusuuuiiisdu wasnsinsgiannasidany
HaT33ENUI (1) Msgausunisidusmsuaundndunianistudiuaun sl danade

Wiy 3.70 szAuauAnviveglussauuin (2) ngungldusnisueundinduninisturiy
s a1 U a v a ! 4 Y aa

aunsali dandsegiureniseeniukeundinduniinisuriiuaunsalny lngldada Mann-

Whitney U Test 11nniingur bdiaglduinisuaundiatunianisiusiuauisaliy agiedl

v o W a

WodAgneadifnszau 0.001 wag (3) n1sfuinmsldanudie nmsfuitadseleond n1ssuiai

= v Y v & a 1

W89 LaTNISSUSNAANS JNanon158aNsUNISITUSNITLaUNAATUNIINISRUH AN SR LY

U

'
1 = aaa

281918 d 1A UNIE@DANTEAU 0.001 TAga1u1505U18NSIUAsURUAIUBINITEBUSUNNS Y

o

USNsuaUnALAtunIanNIsRuEuansalny lassuay 51.8



M¢(-38-

ABSTRACT
TITLE : FINANCIAL APPLICATION ADOPTION THROUGH SMARTPHONES
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PERCEIVED RISK, PERCEIVED BENEFIT, FINANCIAL APPLICATION

ADOPTION

The purposes of this study were to: (1) explore an adoption of a financial
application on smartphones, (2) compare the adoption between the application
users and non-users, and (3) identify factors that influence the financial application
adoption. A total sample size of 430 was used consisting of 215 users and 215 non-users
of the financial application via smartphone in Thailand. The research instrument
consisted of a questionnaire with the reliability of 0.870-0.900. The data were analyzed by
frequencies, a percentage, means, standard deviations, Man-Whitney U Test, Pearson’s
correlation and a multiple linear regression.

It was found that (1) the average adoption value of the financial application
through smartphones was at the high level (3.70), (2) the application users’ median
adoption value were higher that of non-users by using the Mann-Whitney U Test at a
statistically significant level of 0.001, and (3) Self-efficacy, perceived ease of use, perceived
usefulness, perceived risk and perceived benefit effected the adoption of mobile banking
users at a statistically significant level of 0.001. The results can explain the changes for the

adoption of the financial application on a smart phone at 51.8 percent.
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TITLE : A STUDY OF INTERNAL FACTORS AFFECTING QUALITY OF WORK
LIFE OF COLLATERAL VALUATION DEPARTMENT STAFF AT BANK
OF AYUDHYA PUBLIC COMPANY LIMITED

AUTHOR : WONRAT JATUCHAI
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ADVISOR : TAWAMIN KRUASOM, Ph.D.
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CLIMATE, LEADERSHIP, TRAINING AND DEVELOPMENT

The purposes of this research are to 1) study the internal factors of the staff in the
Bank of Ayudhya PLC’s Collateral Valuation Department, 2) study the level of the
quality of staff work life in the Bank of Ayudhya PLC’s Collateral Valuation Department
and 3) examine factors affecting the quality of staff work life in the Bank of Ayudhya
PLC’s Collateral Valuation Department. A quantitative analysis was employed to collect
data from 163 staff in the Collateral Valuation Department at the Bank of Ayudhya,
PLC. The research tool was a questionnaire which revealed O = 0.986. The statistics
used were comprised of frequency, percentages, the mean, standard deviation, and
multiple regression analysis.

The findings were as follows.

(1) The attitude of staff at the Collateral Valuation Department, Bank of Ayudhya
PLC regarding internal factors was at a high level (u =3.89, SD=0.46). When considering
each aspect, it was found that their attitude towards organizational policy was at the
highest level followed by leadership, training and development and organizational
climate, respectively.

(2) Overall, the staff’s work life quality level in the Bank of Ayudhya PLC’s
Collateral Valuation Department was at a high of (u =3.63, SD=0.47. When considering
each item, it was found that safe and healthy working conditions, social integration in
the work organization, constitutionalism in the work organization, the immediate

opportunity to use and develop human capacities, the social relevance of work life
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and the future opportunity for continued growth and security were at a high level.
However, fair compensation for work and overall life status were at a moderate level.

(3) Results of multiple regression analyses found that internal factors had
statistically significant positive affects upon the quality of work life ranked from the

highest to lowest as organization climate ([3=0.403, P<0.001), leadership (B=0.275,

P<0.001) and training and development (B=0.198,P<0.001), respectively. However, the
organizational policy did not statistically significantly affect the quality of work life

(B=0.093,P>0.05).
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This study aimed to (1) assess levels of employee engagement, personal factors
and motivation of employees, (2) compare personal factors affecting employee
engagement, (3) study the relationship between motivation and employee engagement
and (4) study the influence of motivation on employee engagement. The sample
consisted of 288 employees in an ice manufacturing corporate group in Ubon
Ratchathani Province using probability sampling techniques including stratified sampling
and simple random sampling. A questionnaire was the instrument for collecting data.
Data analysis was conducted through two methods including descriptive statistics such
as frequency, percentage, mean and standard deviation, and inferential statistics
consisting of independent two sample t - Test, the Analysis of Variance (ANOVA),
Pearson’s Correlation Analysis and Multiple Regression Analysis.

The results revealed that: (1) most of the respondents are male, 30 - 40 years old,
diploma or higher, married, average monthly income between 10,001 - 13,000 Baht,
duration of employment between 1-3 years and management position. The
motivational factors were at the high level. The employee engagement was at the high
level, (2) personal factors including education, average monthly income, duration of
employment and position significantly affected the employee engagement whereas
gender, age and marital status did not affect the employee engagement, (3) motivating
factors including leadership, benefits, work environment, career opportunities, and
learning and development were significantly related to the employee engagement and

(4) motivating factors including work environment and career opportunities significantly
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affected the employee engagement whereas leadership, benefits and learning and

development did not affect the employee engagement.
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The purposes of this study were to 1) study the internal and external factors
involved in preparing for financial security in retirement. 2) study information concerned
with preparing for financial security in retirement. 3) to compare factors such as sex,
age, family status, occupation, income, expenditures, the perception of financial and
social information and/or intimate friends and family that affect preparing for financial
security in retirement. 4) study factors such as knowledge, welfare, culture, economic
conditions and government policies affecting the preparation for financial security in
retirement. Questionnaires were used for collecting primary data from samples who
were officers in government agencies and state-owned enterprises of the Buntharik
District, Ubon Ratchathani Province. 324 people were involved as samples.

The results of the study revealed that the majority were more female than male,
aged between 24 to 35 years, both married and in domestic partnerships. Most of them
are officers in government agencies and have an income of 15,001-25,000 baht/month
and average total expenses of 10,001-20,000 baht/month. Financial planning
knowledge operated at a high level and there was a high average of savings monthly
as part of financial planning. Savings and investment planning models included both
bank deposits and life insurance. The amount of savings and investments was less than
5,000 baht/month. The results of the data analysis revealed that the sample group’s

opinions about organizational culture and economic conditions were at a high level.
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There was modest awareness about corporate welfare and supportive government
policies. Additionally, it was also found the information on preparing for financial
stability for retirement age was at a high level. The results of the hypothesis testing
revealed diverse factors such as age, occupation, income, perception, information,
financial planning, especially books, brochures, and financial journals, and society
and/or people who they are close to, especially “friends, head of departments, and
staff of financial institution”, all affect different financial preparedness for retirement.
There were no differences with regard to other factors. Additionally, it was found that
knowledge about financial planning, organizational culture, welfare, economic,
conditions and government policies that support saving had an impact on financial

security in retirement. (P < 0.05)
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This research aims to (1) study the data concerning female consumers residing in
Ubon Ratchathani and using both Asian and European cosmetics (2) investigate
consumers’ perspectives of the cosmetics brand images, based on Keller’s “brand
association” concept (2003). Qualitative research was applied. Data was collected,
during April-May 2019, through in-depth interviews with 15 key informants who were
working women using high-end Asian and European cosmetics for more than 3 months.
Content analysis was utilized.

The findings indicated that most of the informants were single, aged 24-35, and
are entrepreneurs and company employees, using Asian and European cosmetics in a
similar proportion. From their perspective, brand images between these cosmetics
show either similarities or differences concerning 4 categories: attributes, benefits,
attitudes and word of mouth. (1) Attributes: Asian cosmetics consumers tend to like
the light texture and the colors that will blend with their skin, causing them to look
natural when making up. In addition, Asian cosmetics have natural ingredients such as
ginseng and green tea, alluring as well as luxurious packaging, and their quality is well
worth the price. However, European cosmetics consumers are likely to prefer the safety
production standards, various color shades and long-lasting, beautiful and unique
packages, and the quality is well worth the price. (2) Benefits: Asian cosmetics
consumers have a tendency to opt for the relaxing aroma while alleviating skin

problems such as acne and “oily face” with appealing imagery. European cosmetics
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consumers desire the advantages of wrinkle prevention and reflecting their self image
in accordance with the powerful brands. (3) Attitudes: Asian cosmetics consumers have
positive attitudes towards products that meet their needs and have negative attitudes
towards those that cause allergic reactions. European cosmetics consumers in contrast,
have very positive attitudes about products that are unique, reliable, and worthy. (4)
Word of mouth: both Asian and European cosmetics consumers look at product reviews
on the internet before purchasing and will recommend them to others, and this results

in either a positive or negative image of the brand.
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This research aims to investigate (1) general information about sample
representatives in Kantharalak district, Si sa ket province, (2) the opinions of pig farmers
towards the mixed marketing strategy put in service for ready-made pig food,
(3) a SWOT analysis of the business, and (4) to create strategies for mixed marketing. In
this study, samples involved a total of 12 pig farmers with at least one year of
experience, occupying a small farm holding between 50-500 pigs and who were
registered legally in Kantharalak district, Si sa ket province. Additionally, in-depth
interviews with individual participants were recorded for data collection and were
applied to data analysis. The study found that the core respondents were males aged
41-50, earning more than 60,000 THB monthly, holding bachelor’s degrees, who paid
cash for pig feed at 50-100 sacks per time, with an average purchase frequency of two
times per month. Opinions of pig farmers and the service for mixed marketing factors
involved the product aspect that was product quality, the price aspect that was
affordability, distribution channels that was convenient locations, marketing promotion
that was discounts, exchanges, and free samples, the personnel aspect that was having
knowledgeable employees, the physical aspect that was the cleanliness of the shop
and the organizational aspect that was punctual delivery service.

According to SWOT Analysis, (1) the strength was that the pig food businesses
could manage food inventories during the periods required by pig farmers. (2) A
weakness involved the lack of safety management concerning delivery truck operation,

considered a significant risk for transmitting bacterial infection. (3) Opportunity involved
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the suppression of businesses not registered and certified with the government, thus
enhancing the operations of legal entrepreneurs and (4) for threat, epidemics and
communicable diseases spreading from other areas of Thailand directly affected the
pig-farming and animal feed industries. Strategies related to the service marketing mix
are the main strategies and sub-strategies: 1) a low-cost strategy involves inventory
management during the time period required by pig farmers and a strategy to generate
profit from large volume sales and 2) differentiation strategies, including employee

training and service quality improvement.



