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Abstract

The purposes of this study were (1) to evaluate the management of community
enterprise development in local spirit. (2) To explain correlations between management of
community enterprise development in Local spirit, and with factors affecting the management
of the development of local spirit community enterprises. (3) to forecast Management of
community enterprise development in local spirit.

This was quantitative research 300 residents of Manufacturers, distributors and communities were
sample. Questionaries were data collection tools. Analytical statistics were percentages
standard deviation mean Pearson correlation coefficient and Multiple Regression. Major findings
revealed that (1) managerial development of community enterprise; Local spirit Prachuap Khiri
Khan Province was high level, (2) correlations between Affecting factors with managerial

development of community enterprise; Local spirit was significant positive, and (3) Affecting
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factors could forecast managerial development of community enterprise; Local spirit 84.8 percent

consist of pricing, planning, product development, organization, and promotion.

Keywords: Community Enterprise Development; Production and Distribution of Local Spirit; Local
Spirit
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Abstract

The purposes of this research are to (1) to study consumer behavior and the marketing
mix of the sunflower seedling business; (2) to study the 4P marketing mix that affects the
selection of sunflower seedling product purchases; and (3) to prepare a business plan for
developing sunflower seedling products. young sunflower Pranburi District Prachuap Khiri Khan
Province A sample of 400 people was analyzed for descriptive statistics including frequency,
percentage, mean, and standard deviation. Most of the respondents were female, aged 26-45
years, single status, had a bachelor's degree or equivalent education. Occupation: Employee
of a private company and has an average monthly income of 10,001 - 20,000 baht per month.
Research results found that (1) consumer behavior in choosing to buy sunflower seedlings has
an expense per purchase of 100-500 baht. baht per time and (2) In terms of the marketing

mix (4P's), overall it was at the highest level. Ordered from highest to lowest average. The first
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is the distribution channel. Service process, price, product and the last step is the promotion
aspect, respectively. (3) Sunflower seedling business plan. It is a service provider for sunflower
seedling products near the economic center of Pranburi city, located in Wang Phong
Subdistrict, Pranburi District. Prachuap Khiri Khan Province Retail, wholesale and online services
in the area.

Keywords: Microgreen; Sunflower Sprout; Prachuap Khiri Khan
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Abstract

This study has the objectives (1) to study consumer behavior towards using tent
camping site services, (2) to study the marketing mix of selecting tent camping site services,
and (3) to prepare a tent camping site business plan. The conceptual framework used in this
research is consumer behavior and the 4Es marketing mix framework. This study is both
quantitative and qualitative research. The study was conducted on a target group of Thai
tourists aged 18 years and over who had stayed camping, totaling 400 people. The results of
the study found that (1) consumer behavior will travel to relax and meet new things. Get

information from social media. Often | travel with a group of friends by private car and (2) The
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marketing mix for creating a good experience for customers (Experience) is welcome and warm
service throughout their stay. Create value for products or services (Exchange) with a service
system and clearly defined rules along with unique storytelling. There is a channel for
awareness of target customers (Everyplace) on social media that is constantly moving, and
makes customers become regular customers (Evangelism) with its unique beauty for customer
review (3) The camping ground has a distinctive atmosphere that maintains its naturalness.
Surrounded by fruit orchards and a variety of activities that correspond with the way of life of
Phato agriculture. Responding to the needs of tourists, accommodations are a perfect
combination of comfort and traditional local culture. This research covers the analysis of
trends in the camping ground business. Design strategies and innovations in management,

marketing, and human management. Financial planning to analyze project feasibility.
Keyword: Camping ground, Camping, Agriculturist
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wunAinfudIuUsTaINMeNISAaTn 4Es (4E Marketing Mix)
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Brand Loyalty H1uNaevsen4 9 33n154 IuiTauinisvesnisdaasunisune LL@%EULLUU%UQW@Q
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Abstract

This research article aims to: (1) study the laundry customer’s behavior in Nawung
subdistrict, Mueang district, Phetchaburi province. (2) study the factors that effect to make a
decision using of laundry customer in Nawung subdistrict, Mueang district, Phetchaburi
province. (3) make a laundry’s business plan in Nawung subdistrict, Mueang district,
Phetchaburi province. Quantitative research was conducted using questionnaires to collect
data. This quantitative research are 337 people that is conducted by stratified sampling and

proportionate sampling. This is computed by Taro Yamane’s formula. The reliability statistics
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is specified 95 percentages and the error scale is specified 5 percentages that is analyzed the
data by descriptive statistic are as follows; frequency, percentage, average and standard
deviation. The results are as follows: (1) The behavior information that they use laundry service
24 hours, they think that comfortably and fast to use any kinds of washing machine. They use
laundry service twice a week, the time is 6.00 to 9.00 p.m. on Saturday. The service charge is
30 baths. They are known about laundry by themselves and they agree to have the application
to service. They almost iron by themselves and never use the iron clothes service. (2) The
analysis result information are about the service factors (4PS) in service, the customer focus
on the laundry quality. The service charge, customer focus on showing the price card. The
service factor, customer focus on service place nearly the dormitory or work place. The
marketing factor, customer need to promote by using social media such as Facebook and
Line. (3) The investment in this business starts at 2 million. The outcome pay back investments

in 1 years.
Keywords: Laundry; Customer’s Behavior; Decision of Service.
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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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