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Abstract

The objectives of this research are (1) to study the training needs of employees of
companies in industrial estates in Bangkok, (2) to analyze factors affecting the training needs
of employees of companies in industrial estates in Bangkok, and (3) to organize Make a
business plan on the website to search for employee training courses for companies in
industrial estates in Bangkok. Conducting research by surveying the population of companies

in industrial estates in Bangkok, totaling 454 companies, the sample group was sampled using
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the split sampling method. Stratified Sampling and Proportionate Sampling of 213 companies.
Data were analyzed using the Taro Yamane formula by using Google Form to collect data,
setting a confidence value of 95 percent and an error level of 5 percent. Data were analyzed
using descriptive statistics including frequency, percentage, mean, and standard deviation. The
results of the research found that there are 4 areas of training needs for employees of
companies in industrial estates as follows: (1) The standard system side is the ISO/IEC/IATF
quality system course. (2) The area according to work needs is the resource work skills course.
Personnel and Administration (3) Management is a leadership course. (4) Information
Technology is a course on using Microsoft office. The researcher has prepared a business plan
using an investment of 3 million baht. Strategies used in operating a service business that
quality Providing training courses in various areas and create awareness by using Mass Media,

resulting in a business payback period of 4 years.

Keywords: Training Needs Survey; Training Course Collection Website; Training Course
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