M4n

GUEVY

NANGATUINITTINIUNU AN
= a ] a a v o o o e
nsAnwszuunsmuaungluidwadeUssansamnisiavin Uy nsdfnw
LsaSsuenvuluiminguasvsiil 1
98 NUAITIN AR
N53UIRTEUALALNITERANINNTIAATIdIHARDANUANG HonTIEUAT
Tursuntinnsdlesiesudennesdin1susnsandmin auasvsdl 5
vya o (Y v ¢ a A
ARde: InTRUS ViR
MINAUIFURUUNTINNSTINU0eEEat1e: NTAlANITINTIRN S1LNoaINITe1ed
JminguUas VeIl 8
ARde: gl 1Seyanansng
ANNMNTIIUSNNSNdmasianuasnanArena: nsdlAnw denuduie
swiAsndnsine Jainguasivsiil 11
ARde: dnsty Yuyiug

s Y] ' q' U aa e ° o o oA
ﬂaq%ﬁﬂqi"\]@ﬂqiﬁqﬂﬁu‘ﬂaﬂﬂﬂﬁ OTOP UIm3n: NIUANS 2ILNBYUNLY WMINFAIFCINY 13

N

e>°

Y WUOUY A0S

Uadeidanasieusegdlalunsiawresmiinnu dinuinis wueysnun 9

=

JUATIYEU 17

N

e Fasyd Usuuananed

e>°

Uadeniinasienisvensumalulagvesgldnuluuisuusindudminguasvsiil 20

o

Ade: aignen lsaulnAuevena

nagNsNIsasINIManwals uALLANeA YR INAUENgUN SR KUUAALFY 22

N

e Tuiuda waiAsuglan

e

NN5IAILTIRUTENaULTdIT1atad e dNananszulunNITenaulalsusn1sns

[

JndsomsHuneundiatuvesiusinalufminguassiil 24

ya v

B398 Ueyeun Smuunsy
drulszauniinisnaiausnisidnasonisanaulatoinTosu: nsafne
Flande Al snesudnsu dwmdnguasivenil 28

va

A38: Unuissas aneius



44

GUEVY

1
a a

ANUABINTVRIUSINANIBIdTldUS ST yBun Tusinawesdly Jwinguasivsidl 32

va v

B398 UTTA WANIN
yegnsiludanuvezindeguindduves neslu 21 Jwinguasiysnd;

ANSIRIUITEUUUSUNTIANTVLE 35

va v a

AR38: emelnvgasuTuns Ysaliasey

o

Uadendamasenuianelavesgnantumadnldusng: nsdifnw Suand ewweu

a & o IS [ (Y =
ANVNIUNTIIBT BUNBDEUDY WHINATASINY 39

ARe: S50l wadsiiiand

17
IS ¥

Uadendamasienisindulagednasituyeinisesulal vesjuilnalulssmelng 42

WUINNITINNNTAULFLIVDIENNTAL NFEUFNWY @NNTAUUNITNWATLAINTIS

Tudswmiansysel 45

va o £

Ade: Asdaas anmseSaian

ANINNITUINITVRIAITNUNI AT TATIUIRITEY 48

v
ya o aa °

B398 ASUAT ANAA
NANTENUYBINTTUEMsTUsonznalrlumsvhauvesninaungs lielstueg
uazlaluolstud Tuuddnuimsauninguimil Ineddmouunuduiudsify 52

ARde: aushd autu
nsfnwaussaurdiuyanalunsidszuumaluladansauna: nsiliny) yaainsdadia
wIngaemalulagsvanasany 54

Va LY

F398: 93251 UIvienl



1394 ;. MIfnwIsEUUNIAIUANNElundrana sy AN TIRvindyT

nsdifiny lssseuenyuludminguasusiil

ekl L NUAITIU N

Fousayan L UIIEINAUMN U

9191567 ¢ pssIRANe quiay

mdAey : szuunsmIvauegly, Usednsninnsdnvindngd, lsaseuenyu

= S X aw s A e Yo o o
n1sfnwluaseld d¥ngusvasd 1) wefnwiszuunisaivauaigluvesdvinUydly

q

e

159558ULONYU TUIRNUNTNINUATIYEIH 2) wieAnwiUuseanSainnisufuRauveeayin
2 LY

Unydlulsaseuenyu Tuwanundwminguasiusiil wag 3) iWefnwissuunisauauniglud

a

danasioUszansnmnisdavidad nsdlfnw lsalewenvuludminguasiustil ngusegns
a = o X a Y a v Y AYo o a & Ao )
ldlun1sfinwiasell fe Juinisuazidmihngviiadlulsaseuenyy luwanundwmin
guas1w51 91uau 210 au MIBNsduMegwuLde Wi sadlenldlunisiiusiuniudeya
=) Qadl a € v v 1 o b4 1 d' 1 d'
Ae wuvasunu adanldlunisiesizndeya lawd 91uiu Sevar Anade diuleauuy
1N ANdUUsTANSAndNTUsUR RN SAY LLazmﬁmeﬁamaawmm
= 1 ¥ 1 1 I~ a a 1 = a
HaN13ANYINUT raukuuasuaudIvg Wuwends dogsening 30-40 U wagdl

Uszaunsallunisiauannndt 15 U duld duseduanudfyvesssuunisaiuaunigly

Y o v =L a d’lj r.:l'q./ % = 1 v o U
vaaginUydlulsesowenyu Tuwanundwminguassillagninsiy wui Wauddnyed

Y v Y

Tuszdvanniagn Wefiarsadusediu wuin anwwedeunsaiuny lanuddgneiv
szuumsmuaunglugaandusuduusn lnglimnuddgedluseduuniign uasiesiign
Ae asauvAkarnisEeansiaudAgyegluseduinn dudszdnsamnisuianuves

AviUydlulsesewenyu luwanundminguanusiilaenmsin wud WaudAyeylu

=

szauNNiign Wenansundusiadmu wuin MsmuauaunInTIeunetyd TinnudAty

a

ANeatuusgdnsnmnisufiRnuasandududunsn lnglinnuddgegluseduann wag
degian Ao n1sUUanungvunsuazsvilouneanunmstydlianuddgyegluseauun

NSNAFBUANNATIU WU FEUUNIIATUANNETY ATUANINLIARBUNTITAIUAN ANTAULNA

a a

LagN1sHeAS uarn1sianuuarUseillunadwasieUseansamnisu dRnuvesdindylu

| a

lsasguenyululuniuniaminguasivsnll egrelidudrfynisadffnsedv 0.01 du

ToLauoRUEYDITEUUNIAIUANNIETY FefalasunisatuayuwasnisiasuaiusIuiiaan



42

nnrgluesing auvsuInsmsdalidseuuauaumaiidedonsujiRaulas g &
FoININIF0ATNYNABIALTINGT AITINUANTNTRETAIWTURATOUNTUJURIDE

Faau wavazsosinalssliuluuiuugmasinunnisaivaunislulssseunuseutad



43

ABSTRACT

TITLE : A STUDY OF THE INTERNAL CONTROL SYSTEM AFFECTING THE
PERFORMANCE OF ACCOUNTING OPERATING: A CASE STUDY OF
THE PRIVATE SCHOOL, UBON RATCHATHANI PROVINCE

AUTHOR : KAMONWAN PADEE

DEGREE : MASTER OF BUSINESS ADMINISTRATION

ADVISOR : THUMWIMON SUKSERM, Ph.D.

KEYWORDS : INTERNAL CONTROL SYSTEM, PERFORMANCE OF ACCOUNTING,

THE PRIVATE SCHOOL

This study’s objectives were 1) to study the internal control system of
bookkeepers in private schools in Ubon Ratchathani Province, 2) to study the
efficiency of the performance of bookkeepers in these private schools, and 3) to
study the internal control system that affects the efficiency of accounting
preparation, as a case study of private schools. The samples used in this study were
administrators and bookkeepers in private schools in the area of Ubon Ratchathani
Province, totaling 210 people using a simple random sampling method. The tools
used for data collection were questionnaires. Statistics used for data analysis were
number, percentage, mean, standard deviation, Pearson correlation coefficient, and
multiple regression analysis. The study found that most respondents were female,
aged between 30-40 years old who had more than 15 years work experience. As for
the importance of the internal control system of the bookkeepers in private schools
in the area of Ubon Ratchathani Province as a whole, it was found that they found
the importance was at the highest level. When considering each aspect, it was found
that they put the highest priority on the internal control system at the highest level
of importance, and the least important were information and communication. The
performance of bookkeepers in private schools in the area of Ubon Ratchathani
Province as a whole found that opinions were at the highest level. The accounting
report quality control made operational efficiency a top priority at a high level of

importance with the lowest level of importance being compliance with laws and
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regulations related to accounting, all of which was at a high level. Hypothesis testing
found that the internal control system affecting the efficiency of bookkeepers in
private schools in Ubon Ratchathani Province were a controlled environment,
information and communication, and monitoring and evaluation and was statistically
significant at the 0.01 level. The recommendations from this study of the internal
control system is that there must be support and cooperation from all parties in the
organization, including executives who should also participate in responsibility for
internal control activities. There should be a policy for executives at all levels to
proactively participate in internal control activities, including clearly specifying roles,

powers, duties, and responsibilities.
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ABSTRACT

TITLE : BRAND AWARENESS AND MARKETING COMMUNICATION AFFECTING
BRAND LOYALTY IN THE CONTEXT OF LOCAL POLITICIAN UNDER
THE UBON RATCHATHANI PROVINCIAL ADMINISTRATIVE

ORGANIZATION
AUTHOR . JAKKAPAN THAWEESRI
DEGREE : MASTER OF BUSINESS ADMINISTRATION
ADVISOR : TAWAMIN KRUASOM, Ph.D.
KEYWORDS : BRAND AWARENESS, MARKETING COMMUNICATION, BRAND

LOYALTY, LOCAL POLITICIAN

This research aimed to study the level of brand awareness and recognition,
marketing communication, and brand loyalty in the context of local politicians under
the Ubon Ratchathani Provincial Administrative Organization, and study the
awareness, brand recognition, and marketing communication affecting brand loyalty in
the context of local politicians under the Ubon Ratchathani Provincial Administrative
Organization. The sampling group used in this study was a population of voters for
Ubon Ratchathani Provincial Administrative Organization Council members in
constituency 1, Khueang Nai District, Ubon Ratchathani Province. The total number
was 42,082 people, determined the sample group according to the Krejcie and
Morgan table. The sample group was 380 voters. The researcher has conducted a
validation check. It was found that there were 4 sets of questionnaires with outliers,
therefore, 376 completed questionnaires were obtained. The research tool was a 5-
level estimation questionnaire with a confidence level of 0.94 for the entire research.
Statistics used in the research were frequency, percentage, mean, and standard
deviation. The inferential statistics used to test the hypothesis were Independent
Sample t-test, One-way ANOVA, and Multiple Regression Analysis. The results showed
that brand awareness and recognition and marketing communication in the context of
local politicians under the Ubon Ratchathani Provincial Administrative Organization in

the constituencies was at a high level overall. Brand loyalty in the context of local
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politicians under the Ubon Ratchathani Provincial Administrative Organization: attitude
and behavior aspects, was at a high level overall. Multiple regression analysis found
that the factors of awareness and brand recognition, as well as marketing
communication, had a statistically significant effect on brand loyalty in the context of
local politicians under the Ubon Ratchathani Provincial Administrative Organization
(P < 0.01). Regression coefficients for marketing communication were (B 2 = .580), as
well as awareness and brand recognition was equal to (B 1 = .347), respectively. The
efficiency in predicting brand loyalty in the context of local politician under the Ubon

Ratchathani Provincial Administrative Organization was 76.90 percent (R 2 Adj = 0.769).
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ABSTRACT

TITLE : DEVELOPING A LIFE MANAGEMANT PATTERN OF THE ELDERLY:
A CASE STUDY OF BUE THOENG VILLAGE, SAWANG WIRAWONG
DISTRICT, UBON RATCHATHANI PROVINCE

AUTHOR : JUTHAMANEE CHAROENSAKULSAP

DEGREE : MASTER OF BUSINESS ADMINISTRATION

ADVISOR : ASST. PROF. NARA HUTTASIN, Ph.D.

KEYWORDS : PATTERN DEVELOPMENT, LIFE MANAGEMENT, ELDERLY

The purposes of this research were 1) to study general information related to the
financial, health, and social dimensions of the elderly at Ban Bua Thoeng, Village No.
4, Tha Chang Sub-district, Sawang Weerawong District, Ubon Ratchathani Province and
2) to develop a life management model for the elderly in Bua Thoeng Village. This
study used mixed method research together with participatory action research. Data
were collected through a documentary approach, participant observation, and in-
depth interviews with 12 key informants among the elderly living at Bue Thoeng
Village permanently or who resided there during the period of this research. Data
were analyzed by using content analysis and interpretation to create conclusions. The
study found that Bua Thoeng Village elderly people do not have a clear life
management style because the elderly live their lives aimlessly. In terms of finances,
the elderly are dependent on their children. In terms of health, they are not aware of
their own health care. In terms of social aspects, they have a sense of worthlessness
and loneliness. These problems led to the development of a life management model
for the elderly at Bua Thoeng Village by using the activities of producing and selling
herbal drinks and health education activities as a medium for the life management of
the elderly to improve their quality of life. Participatory action research demonstrated
that the elderly give priority to social life management, followed by health, and
finance respectively. Also, they follow four steps of life management including 1) goal
setting, 2) time allocation, 3) action, and 4) self-regulation. These steps lead them to

three-dimensional success. Concerning the financial dimension, it was found that the
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elderly earn more income from dividends, an average of 1,100 baht/person for selling
herbal drinks. In the health dimension, it was found that the elderly pay more
attention to their health by reducing their intake of salty, sweet, and oily foods,
resulting in lower blood pressure, and most of the elderly exercise more. Concerning
the social dimension, they realize their self-esteem through pride based on using their
experience, knowledge, and expertise employed in the production and distribution of

herbal beverages.
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ABSTRACT

TITLE : SERVICE QUALITY AFFECTING THE LOYALTY OF CUSTOMER:
A CASE STUDY OF CREDIT DEPARTMENT OF KASIKORN BANK IN
UBON RATCHATHANI PROVINCE

AUTHOR : CHATCHAI PINTHUPAN

DEGREE : MASTER OF BUSINESS ADMINISTRATION
ADVISOR : ASST. PROF. UTHAI UNPHIM, Ph.D.
KEYWORDS : SERVICE QUALITY, LOYALTY, KASIKORN BANK

The study objectives were 1) to study the level of service quality and customer
loyalty towards the credit department at Kasikorn Bank, Ubon Ratchathani Province,
2) to study the relationship between service quality and customer loyalty towards
the credit department at Kasikorn Bank, Ubon Ratchathani Province, 3) to study the
quality of service affecting customer loyalty to the credit department at Kasikorn
Bank, Ubon Ratchathani Province. The samples used in this study were 310 SMEs loan
customers of Kasikorn Bank in Ubon Ratchathani Province, selected through a simple
random sampling method. The tool used for data collection was a questionnaire.
Statistics used for data analysis were frequency, percentage, mean, standard
deviation, Pearson correlation coefficient and multiple regression analysis.

The study found that the service quality of the credit department at Kasikorn
Bank, Ubon Ratchathani Province, was overall at the highest level. In addition,
customer loyalty towards the credit department at Kasikorn Bank, Ubon Ratchathani
Province, found that loyalty was at a high level overall. Service quality credibility or
trustworthiness, confidence, compassion, and tactile aspects, affected the customer
loyalty to the credit department at Kasikorn Bank, Ubon Ratchathani Province
statistically significant at the 0.01 and 0.05 levels. Service quality compassion had the
highest coefficient of regression (B = 0.39), followed by tangible (B = 0.33), reliability
or trustworthiness (B =0.16), and confidence (B = -0.14), respectively, which can
together predict the customer loyalty to the credit department at Kasikorn Bank,

Ubon Ratchathani Province. The efficiency in forecasting was 50.00% (Adj R? = 0.50).
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ABSTRACT

TITLE : STRATEGIC MANAGEMENT FOR OTOP INNO-LIFE COMMUNITY-
BASED TOURISM: A CASE STUDY OF KHUNHAN DISTRICT, SI SA KET
PROVINCE

AUTHOR : CHOMPUNUCH DAWREANG

DEGREE : MASTER OF BUSINESS ADMINISTRATION

ADVISOR : ASST. PROF. UTHAI UNPHIM, Ph.D.

KEYWORDS : MANAGEMENT STRATEGY, MANAGEMENT OF OTOP INNO-LIFE

TOURISM-BASED COMMUNITIES, KHUNHAN DISTRICT

The objectives of this study were to gather comprehensive information on
strategy management, SWOT analysis, and the development of a suitable strategic
management framework. Qualitative research methods, including In-depth Interviews
and Focus Group discussions, were utilized to collect data from 23 key informants.
The data underwent meticulous analysis using the SWOT Analysis technique, and
strategic formulations were devised using the TOWS Matrix. The study yielded the
following outcomes:

Firstly, the study revealed that government agencies lack clarity regarding the
eligibility of certain communities in the OTOP Inno-Life tourism project. This ambiguity
arises due to the system's emphasis on quantity over quality and progress. A more
inclusive selection process is needed to recognize the quality and advancements of
participating communities.

Secondly, an in-depth analysis of the internal and external environment of the
OTOP Inno-Life Tourism Community in the Khun Han District, Si Sa Ket Province was
conducted. Four critical issues were identified. Management structures within each
community displayed a clear organizational framework, enabling effective
collaboration with government agencies. Marketing practices varied across
communities, including competitive pricing, attractive promotions, and robust online
public relations, actively supported by public agencies. Each community

demonstrated preparedness to provide high-quality services, believing in the unique



416

features of their tourist attractions. Communities had easy access to funding sources
through formal, semi-formal, and informal systems, with additional government
support.

Lastly, a strategic management style suitable for the OTOP Inno-Life tourism
community in the Khun Han District, Si Sa Ket Province was proposed. This approach
includes four key strategies: a proactive strategy to promote community tourism,
corrective strategies involving training programs and evaluation processes, preventive
strategies to enhance confidence among tourists through COVID-19 prevention
measures and travel insurance, and a defensive strategy enabling communities to
design additional activities beyond the original plan.

In conclusion, this study provides valuable insights into strategy management,
SWOT analysis, and the development of strategic management frameworks for the
OTOP Inno-Life tourism community. It highligshts the need for a more inclusive
selection process, reveals critical issues within the community's environment, and

proposes strategic approaches to enhance community tourism.
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ABSTRACT

TITLE : FACTORS AFFECTING WORK MOTIVATION OF EMPLOYEES OF
OFFICE OF PROTECTED AREAS REGIONAL OFFICE 9, UBON
RATCHATHANI

AUTHOR : TEEKARAT NIRAMANSAKULPHONG

DEGREE : MASTER OF BUSINESS ADMINISTRATION

ADVISOR : ASST. PROF. PICHYADA PHEUNPHA, Ph.D.

KEYWORDS : MOTIVATION

The objectives of this research were 1) to study the level of personnel
motivation in performance at the Protected Area Regional Office 9, 2) to study
personal, job, organizational, and relationship factors affecting the motivation of
personnel performance at the Protected Area Regional Office 9. The sample group
used in this research consisted of 4 types of personnel: 1) civil servants, 2)
government employees, 3) permanent employees, and 4) contract employees who
were the Protected Area Regional Office 9 personnel. The survey period started from
January to March 2023, with 314 people using questionnaires for data collection. The
statistics used to analyze the data were frequency, percentage, mean, standard
deviation, Pearson correlation coefficient and multiple regression.

The study found that most of the respondents were female, aged 21 - 30 years
old, holding a bachelor's degree, with work experience ranging from 1-10 years,
holding positions as contract employees with a monthly income range of 10,001-
20,000 baht, living in Ubon Ratchathani Province, with the majority being office
workers. Average opinion levels for performance expectations were X= 3.89, SD =
0.64) and fair compensation was least mean (X= 3.46, SD = 0.92) according to the
hypothesis testing results. It was found that a variety of jobs, performance
expectations, interaction with colleagues, performance characteristics, cooperation in
work, job position, and the province affected personnel's work motivation at the
Protected Area Regional Office 9, with statistical significance at the 0.01 level.

Gender, age, status, education level, years of work, monthly income, decision-making
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power, meaningful work, feedback, work balance, growth, procedural justice, and

interaction with supervisors did not affect the motivation.
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ABSTRACT
TITLE : FACTORS INFLUENCING THE ACCEPTANCE OF MOBILE BANKING
TECHNOLOGY BY USERS IN UBON RATCHATHANI PROVINCE
AUTHOR : NATTAKIT ROCHANAPOKINDECHAKUL
DEGREE : MASTER OF BUSINESS ADMINISTRATION
ADVISOR : THUMWIMON SUKSERM, Ph.D.
KEYWORDS : CASHLESS SOCIETY, MOBILE BANKING

The objectives of this research study were 1) to study the level of acceptance of
mobile banking technology by users in Ubon Ratchathani Province and 2) to study
the factors affecting the acceptance of the technology by users in Ubon Ratchathani
Province. The sample group used in this research were Thai nationals living in Ubon
Ratchathani Province and using the internet, for a total of 374,090 mobile phone
numbers. This group has the most opportunity to understand, access, and use
electronic payment systems. The survey period was from August 2021 to December
2022 with a total of 400 people using questionnaires as a data collection tool.
Statistics used for data analysis were frequency, percentage, mean, standard
deviation, and multiple regression.

The results revealed that most of the respondents were female and ranged in
age from 31 to 40 years old, with a majority holding a bachelor’ s degree. For civil
servants/state enterprise employees, the average opinion levels indicated that
performance expectation was most important (X = 4.58, SD = 0.68) and feelings of
discomfort were least important (X= 2.43, SD = 0.98). As for the hypothesis testing
results, it was found that optimism, facilitating conditions, effort expectation, and
innovation significantly affected the acceptance of this mobile banking technology by
users in Ubon Ratchathani Province at a statistically significant level of 0.01, while
performance expectations, a sense of insecurity, habits, preference motives, and

social influence did not affect the acceptance of this technology.
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ABSTRACT
TITLE : VISUAL MERCHANDISING STRATEGY FOR POTENTIAL DEVELOPMENT
OF TRADITIONAL SPORTING GOODS RETAIL STORES
AUTHOR : NANNAPHAT PHONSETTHALERT
DEGREE : MASTER OF BUSINESS ADMINISTRATION
ADVISOR : ASST. PROF. COMTAS TASSAWA, Ph.D.
KEYWORDS : VISUAL MERCHANDISING, STORE BENEFIT, CONSUMER BEHAVIOR,

BUSINESS STRATEGY, SPORT STORE

The purpose of this research was to study a structural equation model for visual
merchandizing for a traditional retail sporting goods store and propose business
strategies to create competitive advantages. A quantitative research methodology was
employed to collect data from a sample of 657 people who had experience
shopping at a traditional sporting goods retailer. The research tool was an online
questionnaire.  The descriptive statistics used were comprised of frequency,
percentage, mean, and standard deviation. The analysis and conclusions of the
research involved exploratory factor analysis techniques and confirmatory factory
analysis. The research demonstrated:

(1) Factors for creating a store image include product display, store layout,
window display, point-of-purchase display, and store ambiance have a statistically
significant (p-value = 0.000) positive influence on the benefits for a store, i.e.
functional benefits, emotional benefits, and symbolic benefits.

(2) Functional benefits have a positive influence on consumer behavior. The
symbolic benefit had a positive influence on purchase intent, impulse purchases, and
spending time in-store and were statistically significant (p-value = 0.000).

The results of this research can be applied to the traditional retail business as a
guideline for strategic planning to meet the needs of consumers and increase the

competitiveness of the operators of traditional sports equipment retailers.
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ABSTRACT

TITLE : EXPLORATORY FACTOR ANALYSIS OF FACTORS AFFECTING THE
DECISION-MAKING PROCESS: A CASE STUDY OF FOOD DELIVERY
APPLICATION SERVICES IN UBON RATCHATHANI PROVINCE

AUTHOR : PATINYA  RATTANANUKROM

DEGREE : MASTER OF BUSINESS ADMINISTRATION

ADVISOR : THUMWIMON SUKSERM, Ph.D.

KEYWORDS : ENDOGENOUS FACTORS, EXOGENOUS FACTORS, DECISION

PROCESS, FOOD DELIVERY APPLICATION

The objectives of this research were to 1) analyze the exploratory factors
affecting the decision-making process of consumers using food delivery application
services in Ubon Ratchathani province, 2) study the influence of endogenous and
exogenous factors affecting the consumer decision-making process through consumer
applications for food delivery services in Ubon Ratchathani province. This quantitative
research selected the sample population from 400 people who have experience
using food delivery application services in Ubon Ratchathani province. The research
tools comprised a set of questionnaires with a reliability test of 0.94. Descriptive
statistics used for data analysis included percentage, mean, and standard deviation,
along with inferential statistics, including factor analysis and multiple regression
analysis. The results found that: 1) five psychological factors indicated consumers’
endogenous factors, meaning every question in all five aspects contained only one
influential factor, and all appeared in the same group. The variance of the variables
could be explained as follows: 54.45% motivation, 47.95% personality, 61.66%
perception, 55.22% learning, and 58.52% attitude. 2) The results of the analysis of
exogenous factors for consumers consisted of social factors with 3 variables:
reference group, family, and social class. At the same time, there were two
technological factors, namely the signal system and internet speed, and customer
data security. A total of 5 factors found that every question among all 5 variables had

only 1 dominant factor. All questions included in that factor are categorized into the
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same group. The variance of the variables can be explained as follows: 69.98%
reference group, 75.31% family, 60.57% social class, 72.64% signal system and
internet speed, and 60.94% customer data security. The result of multiple regression
analysis found that endogenous and exogenous factors had a statistically significant
and positive correlation with the decision-making process for food delivery services
through the application. The consumer’s endogenous factor ([3 =0.65, p-value < 0.05)

was more influential than the exogenous factor (3 =0.27, p-value < 0.05).
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ABSTRACT

TITLE : SERVICE MARKETING MIX AFFECTING BEVERAGE PURCHASING
DECISION: A CASE STUDY OF JAIKWANG CAFE WARINCHAMRAP
DISTRICT, UBON RATCHATHANI PROVINCE

AUTHOR : PATTAMAWAN SAIPAN

DEGREE : MASTER OF BUSINESS ADMINISTRATION
ADVISOR : ASST. PROF. UTHAI UNPHIM, Ph.D.
KEYWORDS : MARKETING MIX, PURCHASING DECISION

The purposes of this research were (1) to study the level of the service marketing
mix and purchasing decisions: a case study of Jai - Kwang Café at Warinchamrab
District, Ubon Ratchathani Province, (2) to compare customers' purchasing decisions at
Jai - Kwang café, Warin Chamrap District, Ubon Ratchathani Province, classified by
personal factors, and (3) to study the service marketing mix affecting beverage
purchasing decisions at Jai - Kwang Café, Warin Chamrap District, Ubon Ratchathani
Province._A quantitative research method was employed. The participants were 269
people who used to use the service at Jai-Kwang Cafe, Warin Chamrap District, Ubon
Ratchathani Province. The research tool was an online questionnaire (Google Form)
with a reliability of 0.92. Statistics used in data analysis were frequency, percentage,
mean, standard deviation, inference statistics to test the hypothesis, Independent
Sample t-test, One-way ANOVA and Multiple Regression Analysis.

The results showed that the majority of respondents were single females under
30 years of age. Their highest level of education was a bachelor's degree. They were
employees at a company, department store, or shop, and their average monthly
income was more than 15,000 baht. In terms of the overall level of the service
marketing mix, it was found that the overall opinion level was at the highest level,
products and services were at the highest mean and marketing promotion was at the
lowest mean. For the purchasing decision, it was found that the overall level of
opinion was at a high level, the aspect of purchasing decisions was at highest mean

and behavior post-purchase was at the lowest mean. The hypothesis testing results
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revealed that personal characteristics such as gender, age, status, highest level of
education, and occupation, affecting purchasing decisions at Jai-Kwang Cafe were not
statistically different, while different average monthly incomes affecting purchasing
decisions at Jai-Kwang Cafe were significantly different at the 0.01 level. Moreover, it
was found that the service marketing mix such as distribution channels and marketing
promotion factors affected purchasing decisions at Jai-Kwang Café, Warin Chamrap
District, Ubon Ratchathani Province, statistically significant at 0.01 and 0.05, while
products and services, prices, personnel, processes, and physical appearance aspects
did not affect purchasing decisions at Jai-Kwang Café, Warin Chamrap District, Ubon

Ratchathani Province.
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ABSTRACT

TITLE : PROSPECTIVE CUSTOMER REQUIREMENTS ON SERVICES OF SHABU
INDY RESTAURANT IN KHUEANG NAIDISTRICT, UBON RATCHATHANI
PROVINCE

AUTHOR : MATUROT PONPUAK

DEGREE : MASTER OF BUSINESS ADMINISTRATION
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RESTAURANT

This study aimed 1) to study personal characteristics, values, service marketing
mix factors and prospective consumer requirements for services at the Shabu Indy
restaurant, 2) to compare different prospective consumer requirements according to
different personal characteristics, 3) to study influence of values affecting prospective
consumer requirements for services at the Shabu Indy restaurant, and 4) to study the
effect of service marketing mix factors on prospective consumer requirements for
services at the Shabu Indy restaurant. The sample involved 400 prospective
consumers currently living in the Khueang Nai district, Ubon Ratchathani province.
Questionnaires were used to collect data. Statistics consisted of frequency,
percentage, mean, standard deviation, t-test, F-test and Multiple Regression. The
results of the study found that the respondents in this survey are mostly males, aged
21-25 years old, educated at the level of high school/vocational diploma, occupied
as general contractors with a monthly income under 10,001 baht. The average
opinion levels regarding values had modernization as the most important and
socialization as least important. The average opinion levels regarding the service
marketing mix were the environment as the most important and price was the least
important. The average of the opinion levels for consumers' requirements to use the
services at the Shabu Indy restaurant in Khueang Nai District Ubon Ratchathani
Province were at a high level overall. The hypothesis testing results revealed that

personal characteristics consisting of gender, age, current education level, occupation
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and monthly income significantly affected the consumer's requirements to frequent
Shabu Indy restaurant with a statistical significance at a 0.01 level. The three values
consisting of socialization, modernity, and reputation, affect consumer requirements
for Shabu Indy restaurant at a statistically significant level of 0.01. As for the service
marketing mix, it was found that prices and service locations affected the
requirements of consumers who would like to come to the Shabu Indy restaurant at
the statistically significant levels of 0.01 and 0.05 while the product marketing
promotion, personnel, service process and physical appearance does not affect

consumer requirements for the Shabu Indy restaurant.
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The purposes of this research were 1) to study the current state of waste
management at the 21st Airborne Division (“Wing 21”) in Ubon Ratchathani Province
and 2) to develop a waste management system based on the concept of a
sustainable zero-waste society for the Wing 21 Division in Ubon Ratchathani Province.
The study applied mixed methods together with Participatory Action Research (PAR).
The main informants were divided into 3 groups: 1) 17 waste management policy
makers, 2) 2 garbage collectors, and 3) 20 households including personnel and their
families in the residential area, totaling 43 people from the Wing 21 residential area.
The first two groups were selected by purposive sampling and the third group
voluntarily participated in the project. Data was collected in terms of documentary
research, in-depth interviews, and non-participatory observations. Subsequently,
content analysis was conducted.

The research results showed that 1) the waste management system of the Wing
21 in Ubon Ratchathani has no clear prevention of waste generation, especially in
residential areas of Wing 21 which has affected the waste management process,
which is the cause of the problem of overflowing waste in the area. 2) The
development of the waste management system should involve stakeholder
participation, the commander's policy and command system, and waste management
according to the 3Rs principle (Reduce-Reuse-Recycle). Four categories of waste

including organic waste, recyclable solid waste, hazardous waste, and general waste
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must be managed differently. The organic waste will be sorted at the source before
being put into the “Green Cone”, which helps digest food waste. Recyclable waste is
sold at a community waste recycling shop called " Green Eagle (Recycle)". The
hazardous waste and the general waste must be sorted and kept in bags before being
placed in front of each household to be removed by garbage collectors. This waste
management approach can lead to the goal of sustainable development to a certain
extent. That is to say, in the economic dimension, it was found that the income of
Wing 21 and households increased from sorting recycled waste to sell at the Green
Fagle (Recycle) shop. In the social dimension, it was found that households gain
knowledge and skills concerning waste management and change their waste sorting
behavior according to the 3Rs principle. Moreover, at the policy level, it was found
that the commander supports the implementation of environmental projects,
resulting in a reduction of 1,155 kilograms of waste per month, representing 5.6% of
all waste in the area of Wing 21. This led to the environmental preferences of key
informants, including supervisors, the waste management committee, garbage

collectors, and 20 households.
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TITLE : FACTORS AFFECTING CUSTOMER SATISFACTION ON SERVICES:
A CASE STUDY OF CAFE AMAZON WIN POWER BRANCH, MUEANG
DISTRICT, SI SA KET PROVINCE
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DEGREE : MASTER OF BUSINESS ADMINISTRATION

ADVISOR : THUMWIMON SUKSERM, Ph.D.
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The purpose of this study was to study customer satisfaction in using the service
of Cafe Amazon, Win Power Branch, Mueang District, Si Sa Ket Province based on
demographic characteristics and the service marketing mix (7Ps). It analyzed customer
satisfaction for creating a competitive advantage efficiently and appropriately. This
was a quantitative study with a sample of 400 people who used to shop at the Win
Power Branch of Café Amazon. The statistics used in the analysis included frequency,
percentage, mean, standard deviation, t-test, one-way ANOVA (F-test), and multiple
regression analysis.

The results of the study revealed that most of the respondents were female,
aged between 28-32 years old, working in government service or were state
enterprise employees with an average monthly income of less than 10,000 baht. As
for the opinion level of the service marketing mix, it was found that personal factors
had the highest mean, while the physical property had the lowest mean. In terms of
satisfaction, it found that word of mouth was at the highest mean, but repeat
purchases had the lowest mean. Hypothesis testing showed that different genders,
ages, occupations and average monthly incomes affected customer satisfaction in
using the service of the Win Power Branch of Café Amazon, were significantly different
with a statistical significance at the 0.05 level. In addition, the service marketing mix
variables such as the product, physical appearance, and services affected customer

satisfaction in shopping at the Win Power Branch of Café Amazon, statistically
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significant at 0.05. Price, place, marketing promotion, and people did not affect

customer satisfaction for shopping at the Win Power Branch of Café Amazon.
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TITLE : FACTORS AFFECTING PURCHASE DECISION ON RICE VIA ONLINE
CHANNELS OF CONSUMERS IN THAILAND
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DEGREE : MASTER OF BUSINESS ADMINISTRATION
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Currently, Thailand has experienced a continuous growth rate for e-commerce
business from the e-commerce market value in the country through which one is
able to access the internet conveniently and quickly, along with having consumer
statistics. The purpose of this research is to study consumers’ decision to purchase
rice through online channels in Thailand by studying the relationship between
demography, the adoption of mobile technology, social media marketing, and
consumers’ decision to buy rice through online channels in Thailand. This research is
beneficial to entrepreneurs, farmers, and those involved in using the research data for
the management of rice distribution through online channels. Consumer behavior and
goal-oriented marketing strategies were analyzed to meet the target group's needs in
order to create a competitive advantage, effectively and appropriately. This was
quantitative research using a sample of 403 people who had experience buying rice
online in Thailand. The statistics used in the quantitative analysis consisted of
percentage, frequency, mean, standard deviation, t-test, One Way ANOVA (F-test), and
regression analysis.

The results showed gender had no influence on consumers' decision to buy rice
through online channels, while age, education level, and different monthly income,
affected consumer decisions to buy rice through online channels. In addition, the
research results showed that factors affecting consumers’ decision to buy rice
through online channels in Thailand was at a statistical significance of 0.05. Three

aspects of mobile phone technology acceptance consisted of a perception of the
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benefits, convenience, and trust. Four aspects of marketing through online media

consisted of interaction, popularity, specificity, and word-of-mouth marketing.
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The objectives of this research were 1) to study general information about
agricultural cooperative business functions, 2) to study the risk level of agricultural
cooperatives, and 3) to make recommendations concerning guidelines for risk
management of agricultural cooperatives by combining qualitative and quantitative
research methods. There were key informants and tools used in the research. The
first group of key informants consisted of 13 working committees, 24 managers and
cooperative officers, totaling 37 people. The research tool was an in-depth interview
using a risk assessment form and the data were analyzed quantitatively and in terms
of content. The second group of key informants included 40 former members of the
cooperative. The research tool was a focus group. The obtained data were analyzed
for weaknesses and obstacles through SWOT Analysis to find approaches to manage
the cooperative’s risks. To analyze the data, a statistical package was used. Data
analysis, a statistical package was used. The statistics used in data analysis were
number, percentage, mean, and standard deviation. The study results found that the
agricultural cooperative’s level of risk in the view of the first group of key informants,
the operating committee, the cooperative managers and staff are indicated as
follows. It was discovered that the highest level of risk was the operation, followed
by credit and liquidity, respectively. Most of them recommended transfer methods
for risk management. In addition, among former members of the cooperative as key
informants for the second group, most recommended risk management guidelines as

follows: 1) operations should have an internal and external audit system to monitor
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operations and report risks. 2) In terms of credit, loan collateral should be thoroughly
examined, and 3) in terms of liquidity, there should be a linkage among cooperative

financial networks.
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ABSTRACT
TITLE : SERVICE QUALITY OF OFFICE OF PROVINCIAL COMMERCIAL
AFFAIRS OF AMNAT CHAROEN
AUTHOR : SIRINAPHA LAMLERT
DEGREE : MASTER OF BUSINESS ADMINISTRATION
ADVISOR : ASST. PROF. UTHAI UNPHIM, Ph.D.
KEYWORDS : SERVICE QUALITY, EXPECTATIONS, PERCEPTIONS

The purposes of this research were 1) to study the level of service user
expectations and perceptions of service quality at the Office of Provincial Commercial
Affairs, Amnat Charoen; 2) to study demographic factors affecting expectations and
perceptions regarding service quality at the Office of Provincial Commercial Affairs,
Amnat Charoen, and 3) to compare the level of expectations and perceptions of
service quality at the Office of Provincial Commercial Affairs, Amnat Charoen.
Quantitative research methods were used to collect data from the entire population
group comprised of the 212 members of the Amnat Charoen Business Club network.
The research tool was a questionnaire with a reliability of 0.91. Statistics used in data
analysis were frequency, percentage, mean, standard deviation, inference statistics to
test the hypothesis, Independent Sample t-test, One-way ANOVA and a Paired-
Samples t-test at the statistical significance level of 0.05.

The results of the study demonstrated that overall, customer expectations were
at a high level (u =3.77, 0 =0.29). In general, the users have considered their
demands as the top priority, while practical aspects of services ranked lowest in the
list. 2) Perceptions about the level of service quality at the Office of Provincial
Commercial Affairs, Amnat Charoen was at the highest level (u=4.56, 0 =0.24). In
general, users have considered the reliability of services and the response to their
demands as their top priority, followed by the trustworthiness and practical aspects
of services which ranked lowest in the list. 3) Different demographic factors such as
occupation and average monthly income influenced differing expectations concerning

service quality at the Office of Provincial Commercial Affairs, Amnat Charoen.
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4) Different demographic factors such as occupation and average monthly income,
along with service utilization, can lead to varying perceptions regarding service quality
at the Office of Provincial Commercial Affairs, Amnat Charoen. 5) The mean between
expectations of service quality and perceptions of service quality at the Office of
Provincial Commercial Affairs, Amnat Charoen was significantly different at a 0.01
level. In all aspects, perceptions were found to be higher than expectations regarding

service quality at the Office of Provincial Commercial Affairs, Amnat Charoen.
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The research aimed to study the effect of perceived workload on job burnout
and compensation as a moderating effect. Data was collected from 312 generation Y
and Z employees at an asset management company. The instrument used in this
research was a questionnaire. Data were analyzed by employing Hierarchical multiple
regression analysis.

The results showed that 1) perceived workload was at a high mean level; 2)
satisfaction with remuneration was at a low mean level; 3) job burnout was at a
moderate mean level; 4) perceived workload had a positive influence on burnout at
work; 5) compensation was the variable governing the relationship between perceived

workload and burnout at work.
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The purpose of this research is to study general information related to personnel
use of information technology systems. This was a comparative study of personal
competency for personnel using information technology systems and was based on
personal characteristics, and it studied the promotion of the use of information
technology systems that affect personal competence for personnel use of
information technology systems. The sample used in this study was 400 personnel
from Rajamangala University of Technology, Isan. Questionnaires were used to collect
data. The statistics used were frequency, percentage, mean, standard deviation, t-test,
F-test, and multiple regression.

The results showed that most of them were female, aged 35 years and over,
with a master's degree being the highest level of education. They have served more
than 10 years as support staff with agencies at the Nakhon Ratchasima Campus. The
highest average level of opinions promoting the use of information technology
systems was the perceived benefits of use, while the least was the facility of use.
Overall, we found a high mean opinion level regarding personal competency for
personnel using information technology systems. The results of testing the hypothesis
found that personal characteristics consisting of gender, age, highest education level,
and varying positions, affected personal competence for personnel using information
technology systems differently, and was statistically significant at the 0.05 level. There

was no difference regarding the different working ages and departments that affected
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personal competency for personnel using information technology systems. For
promoting the use of information technology systems, it was found that receiving
support from supervisors, the perceived benefits of use, attitudes towards use, and
facilities, affected personal competency for personnel using the information
technology system, statistically significant at the 0.05 level. However, the perceived

usefulness did not affect personal competency of personnel using the information

technology system.



