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Abstract

The purpose of this study is two fold. Firstly, the study aims at exploring marketing manage-
ment practices of grocery stores in Southern Thailand in terms of merchant relationship management,
product decision making, product management, pricing, promotion and customer relationship manage-
ment. Additionally, the  study aims at suggestion marketing campaigns that are appropriate for Thai
lifestyles. The sample for the population of this study was drawn from grocery stores with less than 30
employees. Such stores are located in Southern provinces existed multinational department stores. Such
provinces consist of Songkhla, Nakhon Si Thammarat, Suratthani and Phuket. Systematic sampling
technique is employed to select 240 samples. The statistical analyses are factor analysis, Chi-Square,
and ANOVA. Variables include store sizes and marketing management techniques.
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The results indicate that small stores are less successful in merchant relationship management
than large stores. Small stores have no promotion campaigns. However, their customer relationship
management is effective. The study suggests that small stores need to find out their location advan-
tages, provide variety of goods, maintain store cleanliness, provide fair pricing and focus on product
quality. Moreover, store owners and their sale representatives must realize the importance of customer
relationship management.

Additionally, the study suggests that success factors of slightly small stores are location, price,
customer acquaintance, product variety, customer relationship management and merchant relationship
management. In addition, success factors of slightly large stores consist of price, product quality,
product variety, promotion campaigns and community relationship management. Further more,
such stores should develop their product management strategies and systems and create friendly
environment in stores.

Moreover, success factors of large stores are merchant relationship management, marketing
management plans and systems, price and product quality. The study also reports limitations of large
grocery stores which include product variety, product procurement and inventory management. The
suggestions for such stores are improvements on product quality, pricing, trust, store image and
positioning

∫∑§—¥¬àÕ

°“√»÷°…“°“√∫√‘À“√°“√μ≈“¥√â“π¢“¬¢Õß™”„π¿“§„μâ ¡’«—μ∂ÿª√– ß§å‡æ◊ËÕ 1) »÷°…“°“√∫√‘À“√°“√μ≈“¥
√â“π¢“¬¢Õß™”„π∑âÕß∂‘Ëπ „π¥â“π°“√ √â“ß§«“¡ —¡æ—π∏å°—∫ºŸâ¢“¬ ‘π§â“ °“√μ—¥ ‘π„®¥â“πº≈‘μ¿—≥±å °“√®—¥°“√ ‘π§â“
°“√μ—¥ ‘π„®¥â“π√“§“ °“√ àß‡ √‘¡°“√¢“¬ ·≈–°“√ √â“ß§«“¡ —¡æ—π∏å°—∫≈Ÿ°§â“ 2) ·π–π”°“√æ—≤π“°‘®°√√¡°“√μ≈“¥
‡æ◊ËÕ°“√·¢àß¢—π„Àâ Õ¥§≈âÕß°—∫√Ÿª·∫∫°“√∫√‘À“√√â“π¢“¬¢Õß™”„π∑âÕß∂‘Ëπμ“¡·∫∫©∫—∫«‘∂’‰∑¬  ‡ªìπß“π«‘®—¬‡™‘ßª√‘¡“≥
ª√–™“°√ §◊Õ √â“π¢“¬¢Õß™”∑’Ë¡’≈Ÿ°®â“ß‰¡à‡°‘π 30 §π „πæ◊Èπ∑’Ë®—ßÀ«—¥¿“§„μâ ∑’Ë¡’Àâ“ß √√æ ‘π§â“¢â“¡™“μ‘‡ªî¥
¥”‡π‘π°“√ ‰¥â·°à ®—ßÀ«—¥ ß¢≈“ π§√»√’∏√√¡√“™  ÿ√“…Æ√å∏“π’ ·≈–¿Ÿ‡°Áμ „™â«‘∏’ Systematic Sampling
 ÿà¡μ—«Õ¬à“ß®”π«πª√–™“°√∑—Èß ‘Èπ 240 μ—«Õ¬à“ß  ∂‘μ‘∑’Ë„™â„π°“√«‘‡§√“–Àå ‰¥â·°à Factor Analysis Chi-Square ·≈–
ANOVA ®—¥°≈ÿà¡μ—«·ª√·≈–∑¥ Õ∫ ¡¡μ‘∞“π ¢π“¥¢Õß√â“π °—∫«‘∏’°“√∫√‘À“√°“√μ≈“¥√â“π¢“¬¢Õß™”

º≈°“√»÷°…“¥â“π°“√∫√‘À“√°“√μ≈“¥ ·≈–°“√æ—≤π“°‘®°√√¡∑“ß°“√μ≈“¥ ‰¥â·°à √â“π¢π“¥‡≈Á°¡’§«“¡
 —¡æ—π∏å°—∫ºŸâ¢“¬ ‘π§â“„Àâ ·≈–°“√™à«¬‡À≈◊Õ°—π‰¡à¡“°‡∑à“√â“π¢π“¥„À≠à ‰¡à∑”°‘®°√√¡ àß‡ √‘¡°“√μ≈“¥ ®ÿ¥‡¥àπ¢Õß√â“π
§◊Õ §«“¡ π‘∑ π¡°—∫≈Ÿ°§â“ μâÕß¡ÿàßæ—≤π“®ÿ¥‡¥àπ¢Õß∑’Ëμ—Èß  ¡’ ‘π§â“„Àâ‡≈◊Õ°À≈“°À≈“¬ √â“π –Õ“¥ √“§“‡À¡“– ¡
 ‘π§â“¡’§ÿ≥¿“æ ·≈–„À¡à  ¥ ‡™◊ËÕ¡ —¡æ—π∏å°—∫≈Ÿ°§â“„πæ◊Èπ∑’Ë ‚¥¬æπ—°ß“π¢“¬ ·≈–‡®â“¢Õß√â“π

√â“π∑’Ë¡’¢π“¥§àÕπ¢â“ß‡≈Á°  ®ÿ¥‡¥àπÕ¬Ÿà∑’Ë§«“¡ “¡“√∂§√Õß„®≈Ÿ°§â“‰¥â¥â«¬∑”‡≈∑’Ëμ—Èß √“§“ ·≈–§«“¡ π‘∑
°—∫≈Ÿ°§â“  ¡’ ‘π§â“À≈“°À≈“¬  π„® ·≈–√—∫øíß≈Ÿ°§â“  §«√ª√—∫ª√ÿß¥â“π°“√®—¥°“√ ‘π§â“ ·≈–æ—≤π“§«“¡ —¡æ—π∏å
°—∫ºŸâ¢“¬  √â“π¢π“¥§àÕπ¢â“ß„À≠à ¡’®ÿ¥‡¥àπ §◊Õ √“§“ ‘π§â“ ·≈–§ÿ≥¿“æ ‘π§â“ ‡À¡“– ¡ ·≈–¡’ ‘π§â“À≈“°À≈“¬ ¡’
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°“√«“ß·ºπ°“√ àß‡ √‘¡°“√μ≈“¥  √â“ß§«“¡ —¡æ—π∏å°—∫™ÿ¡™π  §«√æ—≤π“¥â“π°“√∫√‘À“√ ‘π§â“ æ—≤π“√–∫∫°“√
®—¥°“√ ‘π§â“ ·≈– √â“ß∫√√¬“°“»¿“¬„π√â“π

√â“π¢π“¥„À≠à¡’®ÿ¥‡¥àπ §◊Õ §«“¡ —¡æ—π∏å∑’Ë¥’°—∫ºŸâ¢“¬ ¡’√–∫∫·≈–·ºπ„π°“√ àß‡ √‘¡°“√μ≈“¥ ≈Ÿ°§â“π‘¬¡
∑’Ë√“§“ ·≈–§ÿ≥¿“æ ‘π§â“ ®ÿ¥ÕàÕπ∑’Ë§«“¡À≈“°À≈“¬¢Õß ‘π§â“ °“√®—¥´◊ÈÕ ·≈–°“√∫√‘À“√ ‘π§â“§ß§≈—ß μâÕßæ—≤π“
§ÿ≥¿“æ·≈–√“§“„Àâ‚¥¥‡¥àπ  √â“ß§«“¡‡™◊ËÕ¡—Ëπ„π√â“π¥â«¬¿“æ≈—°…≥å·≈–μ”·Àπàß∑’Ë™—¥‡®π

∫∑π”

Õ“™’æ¢“¬¢Õß™” ‡ªìπÕ“™’æÕ‘ √–æ◊Èπ∞“π¢Õß
ª√–™“™π‰∑¬ „πªí®®ÿ∫—π√â“π¢“¬¢Õß™”μâÕß‡º™‘≠ªí≠À“
°“√·¢àß¢—π°—∫√â“π§â“ª≈’°¢â“¡™“μ‘ ∑—Èß√â“π –¥«° ◊́ÈÕμ≈Õ¥
24 ™—Ë«‚¡ß (Convenience Store) √â“π¢“¬ ‘π§â“≈¥√“§“
¢π“¥„À≠à (Discount Store) √â“π¢“¬ ‘π§â“‡©æ“–Õ¬à“ß
(Specialty Store) √â“π¢“¬ª≈’°‰∑¬®÷ßμâÕßª√—∫μ—«
„Àâ∑—π°—∫§«“¡‰¥â‡ª√’¬∫¢Õß√â“π¥—ß°≈à“« ´÷Ëß¡’‡§√◊Õ¢à“¬
∑—Ë«‚≈° ‡ß‘π≈ß∑ÿπ Ÿß μâπ∑ÿπμË”°«à“ ·≈–∫√‘À“√ß“π¥â«¬
«‘∑¬“°“√∑’Ë∑—π ¡—¬ „™â√–∫∫‡∑§‚π‚≈¬’ “√ π‡∑»
πÕ°®“°π’È¬—ßμâÕßμÕ∫ πÕßμàÕ§«“¡μâÕß°“√¢Õß≈Ÿ°§â“
∑’Ë‡√’¬°√âÕß¡“°¢÷Èπ μâÕß°“√„Àâ¡’ ‘π§â“‡≈◊Õ°À≈“°À≈“¬
√“§“∂Ÿ°  ‘π§â“¡’¡“μ√∞“π¥’ ∫√‘°“√√«¥‡√Á« ∫√√¬“°“»
„π√â“π‡¬Áπ ∫“¬ ´÷Ëß‡ªìπ°“√∑â“∑“¬«à“ √â“π¢“¬¢Õß™”®–
∑”Õ¬à“ß‰√®÷ß “¡“√∂¥”√ßÕ¬Ÿà ·≈–‡μ‘∫‚μ  √â“ß‡»√…∞°‘®
„Àâ§√Õ∫§√—«·≈–∑âÕß∂‘Ëπ¿“¬„μâ°“√·¢àß¢—π®“°ºŸâ∑’Ë¡’æ≈—ß
¡“°°«à“·≈–ºŸâ∫√‘‚¿§∑’Ëæ√âÕ¡®–μÕ∫√—∫ ‘Ëß∑’Ë¥’°«à“ ‡æ◊ËÕ
μÕ∫ πÕß§«“¡æÕ„®‰¥âÕ¬à“ß‡μÁ¡∑’Ë

Kunathip Sangchay (2001) ‰¥â°≈à“«∂÷ß
«‘°ƒμ‘‡»√…∞°‘® ªï 2540 ∑’ËºŸâª√–°Õ∫°“√‰∑¬μâÕß¢“¬∏ÿ√°‘®
„Àâ∫√‘…—∑μà“ß™“μ‘ ‡π◊ËÕß®“°¡’ªí≠À“Àπ’È ‘πμà“ßª√–‡∑»
®“°°“√ Ÿ≠‡ ’¬Õ—μ√“·≈°‡ª≈’Ë¬π‡ß‘πμ√“√–À«à“ßª√–‡∑»
·≈–„πªï 2542 √—∞∫“≈‰∑¬‰¥âÕÕ°æ√–√“™∫—≠≠—μ‘°“√∑”
∏ÿ√°‘®¢Õß™“«μà“ßª√–‡∑» À≈—ß®“°π—Èπ°Á¡’¥‘ ‡§“πå ‚μ√å
®“°μà“ßª√–‡∑»‡¢â“¡“‡¡◊Õß‰∑¬  Àâ“ß √√æ ‘π§â“∑âÕß∂‘Ëπ
·≈–√â“π¢Õß™”μà“ß°Á‡√’¬°√âÕß„Àâ√—∞∫“≈‡¢â“¡“¥Ÿ·≈·≈–ÕÕ°
°ÆÀ¡“¬§«∫§ÿ¡√â“π§â“ª≈’°¢â“¡™“μ‘ ®“°°“√»÷°…“π’È™’È«à“

√â“π –¥«°´◊ÈÕ ¡—¬„À¡à®–¡’º≈μàÕ√â“π¢“¬¢Õß™”„πæ◊Èπ∑’Ë
‚¥¬√Õ∫ ª√–¡“≥ 200 ‡¡μ√ ·≈–®”π«π≈Ÿ°§â“‡¢â“√â“π
≈¥≈ß ·μà ”À√—∫¥‘ ‡§“πå ‚μ√å√â“π¢“¬¢Õß™”„πæ◊Èπ∑’Ë∑’Ë
√â“πμ—ÈßÕ¬Ÿà‚¥¬√«¡¿“¬„μâ√—»¡’ 200 ‡¡μ√ ¡’º≈°√–∑∫
πâÕ¬°«à“√â“π –¥«°´◊ÈÕ

«‘∑«—  √ÿàß‡√◊Õßº≈ (2546) ‰¥â»÷°…“ªí≠À“
√â“π‚™«åÀà«¬ ·≈– –¥«°´◊ÈÕ√“¬¬àÕ¬°—∫·π«∑“ß·°â‰¢
°≈à“«∂÷ß ªí≠À“∏ÿ√°‘®§â“ª≈’°‰∑¬ ´÷Ëß¡’¡Ÿ≈§à“μ≈“¥
√«¡°—πªï≈– 535,550 ≈â“π∫“∑ ¡’ºŸâª√–°Õ∫°“√√«¡°—π
∑—Ë«ª√–‡∑» 340,800 √“¬  à«π„À≠à‡ªìπºŸâª√–°Õ∫°“√
§â“¢π“¥‡≈Á° ªí®®ÿ∫—π‰¥â¡’®”π«π≈¥≈ßÕ¬à“ßμàÕ‡π◊ËÕß ®“°
º≈°√–∑∫¢Õß°“√¢¬“¬μ—«√â“π§â“ª≈’°¢π“¥„À≠à ·≈–
√â“π –¥«° ◊́ÈÕ·∫∫„À¡à∑’Ë¡’‡§√◊Õ¢à“¬ ª√–°Õ∫°—∫√â“π§â“
ª≈’°¢π“¥‡≈Á°‰¡à¡’°“√ª√—∫μ—«‡æ◊ËÕ‡º™‘≠°—∫°“√·¢àß¢—π

«—μ∂ÿª√– ß§å¢Õß°“√«‘®—¬

1. »÷°…“°“√∫√‘À“√°“√μ≈“¥√â“π¢“¬¢Õß™”
¢ÕßºŸâª√–°Õ∫°“√„π∑âÕß∂‘Ëπ „π¥â“π 1) °“√ √â“ß§«“¡
 —¡æ—π∏å°—∫ºŸâ¢“¬ ‘π§â“ 2) °“√μ—¥ ‘π„®¥â“πº≈‘μ¿—≥±å
3) °“√®—¥°“√ ‘π§â“ 4) °“√μ—¥ ‘π„®¥â“π√“§“ 5) °“√
 àß‡ √‘¡°“√μ≈“¥ ·≈– 6) °“√ √â“ß§«“¡ —¡æ—π∏å°—∫≈Ÿ°§â“

2. ·π–π”°‘®°√√¡ à«πª√– ¡∑“ß°“√μ≈“¥
(Marketing Mix) ‡æ◊ËÕ°“√·¢àß¢—π·≈–„Àâ Õ¥§≈âÕß°—∫
√Ÿª·∫∫°“√∫√‘À“√√â“π¢“¬¢Õß™”„π∑âÕß∂‘Ëπ ÷́Ëß‡ªìπ
·π«∑“ß°“√∫√‘À“√°“√μ≈“¥√â“π¢“¬¢Õß™”„π·∫∫©∫—∫
¢Õß«‘∂’™’«‘μ§π‰∑¬
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¢Õ∫‡¢μ¢Õß°“√«‘®—¬

»÷°…“√â“π¢“¬¢Õß™”∑’Ë¡’≈Ÿ°®â“ß‰¡à‡°‘π 30 §π
À√◊Õ ‘π∑√—æ¬å∂“«√‰¡à‡°‘π 60 ≈â“π∫“∑ „π‡¢μ®—ßÀ«—¥
¿“§„μâ∑’Ë¡’Àâ“ß √√æ ‘π§â“¢â“¡™“μ‘‡ªî¥¥”‡π‘π°“√ ‰¥â·°à
®—ßÀ«—¥ ß¢≈“  ÿ√“…Æ√å∏“π’ π§√»√’∏√√¡√“™ ·≈–¿Ÿ‡°Áμ

∑ƒ…Æ’·≈–°√Õ∫·π«§‘¥°“√«‘®—¬

»÷°…“μ“¡°√Õ∫·π«§‘¥¢ÕßÀ≈—°°“√μ≈“¥ §◊Õ
æ‘®“√≥“ à«πª√– ¡∑“ß°“√μ≈“¥ ·≈–§«“¡æÕ„®¢Õß
ºŸâ∫√‘‚¿§ (Customer Need and Satisfaction) ·π«∑“ß
¡“®“°∑ƒ…Æ’°“√∫√‘À“√√â“π§â“ª≈’°¢Õß Lucas, George
H.: Bush, Robert P. ·≈– Gresham, Larry G. (1994)
°“√∫√‘À“√°“√μ≈“¥‡ªìπ à«πÀπ÷Ëß¢Õß§«“¡ ”‡√Á®„π°“√
∫√‘À“√√â“π§â“ª≈’° (Managing the Retail Mix for
Success) ª√–°Õ∫¥â«¬ °“√ √â“ß§«“¡ —¡æ—π∏å°—∫ºŸâ¢“¬
 ‘π§â“ °“√μ—¥ ‘π„®¥â“πº≈‘μ¿—≥±å °“√μ—¥ ‘π„®¥â“π√“§“
°“√ àß‡ √‘¡°“√¢“¬ °“√®—¥°“√ ‘π§â“ °“√ √â“ß§«“¡
 —¡æ—π∏å°—∫≈Ÿ°§â“¢Õß√â“π§â“ª≈’°„π∑âÕß∂‘Ëπ

‚¥¬∑’Ë°“√»÷°…“®–æ‘®“√≥“¢π“¥¢Õß√â“π§â“
‡ªìπªí®®—¬°”Àπ¥æƒμ‘°√√¡ °“√∫√‘À“√°“√μ≈“¥√â“π§â“
¥—ßπ’È

μ—«·ª√Õ‘ √– μ—«·ª√μ“¡

*¢π“¥¢Õß√â“π 1. °“√ √â“ß§«“¡ —¡æ—π∏å°—∫
ºŸâ¢“¬ ‘π§â“

-  1-5 §π 2. °“√μ—¥ ‘π„®¥â“πº≈‘μ¿—≥±å
-  6-12 §π 3. °“√μ—¥ ‘π„®¥â“π√“§“
-  13-20 §π 4. °“√ àß‡ √‘¡°“√μ≈“¥
-  21-30 §π 5. °“√®—¥°“√ ‘π§â“

6. °“√ √â“ß§«“¡ —¡æ—π∏å°—∫≈Ÿ°§â“

 ¡¡μ‘∞“π°“√«‘®—¬

¢π“¥¢Õß√â“πμà“ß°—π °“√∫√‘À“√°“√μ≈“¥‰¡à
·μ°μà“ß°—π

«‘∏’°“√«‘®—¬

°“√«‘®—¬§√—Èßπ’È‡ªìπ°“√«‘®—¬‡™‘ßª√‘¡“≥ (Quanti-
tative Research) Õ∏‘∫“¬≈—°…≥–°“√∫√‘À“√°“√μ≈“¥
√â“π¢“¬¢Õß™”¿“§„μâ¢Õß‰∑¬

ª√–™“°√·≈–°≈ÿà¡μ—«Õ¬à“ß ª√–™“°√ ‰¥â·°à
√â“π¢“¬¢Õß™”∑’Ë¡’≈Ÿ°®â“ß‰¡à‡°‘π 30 §π À√◊Õ¡’ ‘π∑√—æ¬å
∂“«√‰¡à‡°‘π 60 ≈â“π∫“∑ (°√¡ àß‡ √‘¡Õÿμ “À°√√¡,
2543: 53) „πæ◊Èπ∑’Ë®—ßÀ«—¥¿“§„μâ ‡πâπæ◊Èπ∑’Ë¡’Àâ“ß
 √√æ ‘π§â“¢â“¡™“μ‘¢π“¥„À≠à ‡™àπ ‡∑ ‚°‚≈μ—  ∫‘Í°´’
§“√åøŸ√å À√◊Õ·¡Á§‚§√ ‡¢â“‰ª¥”‡π‘π°‘®°“√ ‰¥â·°à ®—ßÀ«—¥
 ß¢≈“ π§√»√’∏√√¡√“™  ÿ√“…Æ√å∏“π’ ·≈–¿Ÿ‡°Áμ

μ—«Õ¬à“ß·≈–¢π“¥μ—«Õ¬à“ß ®“°ª√–™“°√¢â“ßμâπ
„™âμ—«Õ¬à“ß®”π«π 240 μ—«Õ¬à“ß ·≈–„™â·π«§‘¥¢âÕ¡Ÿ≈„π
Õ¥’μ°”Àπ¥¢π“¥μ—«Õ¬à“ß §◊Õ ∂â“®”π«π°≈ÿà¡μ—«Õ¬à“ß¡’
∫â“ß ·μà‰¡à¡“° ‡ªìπ°“√»÷°…“√–¥—∫∑âÕß∂‘Ëπ ¢π“¥¢Õß
°≈ÿà¡μ—«Õ¬à“ßÕ¬Ÿà∑’Ë 200-500 (°ÿ≥±≈’  ‡«™ “√, 2540:
169 Õâ“ß∂÷ß Seymour Sudman, Applied Sampling,
New York: Academic Press, 1976: 87)

«‘∏’°“√ ÿà¡μ—«Õ¬à“ß

«‘∏’°“√ ÿà¡μ—«Õ¬à“ß ‚¥¬§”π÷ß∂÷ß§«“¡πà“®–‡ªìπ
(Probability Sampling)  ÿà¡Õ¬à“ß¡’√–∫∫ (Systematic
Sampling) §◊Õ ®“°æ◊Èπ∑’Ë‡≈◊Õ° ‰¥â·°à Õ”‡¿ÕÀ“¥„À≠à
®—ßÀ«—¥ ß¢≈“ Õ”‡¿Õ‡¡◊Õß ®—ßÀ«—¥π§√»√’∏√√¡√“™
 ÿ√“…Æ√å∏“π’ ·≈–¿Ÿ‡°Áμ ‰¥â®—¥∑”∫—≠™’√“¬™◊ËÕºŸâª√–°Õ∫°“√
‚¥¬¢Õ√“¬™◊ËÕ®“°æ“≥‘™¬å®—ßÀ«—¥ ·≈–∑”°“√ ÿà¡„Àâ‰¥â 50
√“¬ „π·μà≈–æ◊Èπ∑’Ë‡ªìπÕ¬à“ßπâÕ¬ √«¡°≈ÿà¡μ—«Õ¬à“ß‰¡à
πâÕ¬°«à“ 200 √“¬ „ÀâºŸâ‡°Á∫·∫∫ Õ∫∂“¡‡ªìπºŸâ°”Àπ¥
Sampling Interval ·≈–π—∫μ“¡™à«ß Interval ∑’Ë°”Àπ¥
π—Èπ‰ª‡√◊ËÕ¬Ê Õ¬à“ß¡’√–∫∫ ®π‰¥â¢π“¥μ—«Õ¬à“ßμ“¡μâÕß°“√
∂â“μ—«Õ¬à“ß„¥À“∑’Ëμ—Èß‰¡àæ∫ „Àâπ—∫™à«ß„À¡àμàÕ‰ª

‡§√◊ËÕß¡◊Õ°“√»÷°…“

·∫∫ Õ∫∂“¡ ”À√—∫ºŸâª√–°Õ∫°“√¢“¬¢Õß™”
‡ªìπ·∫∫ Õ∫∂“¡∑—Èß·∫∫‡ªî¥ (Open-ended Questions)
·≈–·∫∫ªî¥ (Closed-ended Questions) ‚¥¬°àÕπ
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‡°Á∫¢âÕ¡Ÿ≈‰¥â∑¥ Õ∫·∫∫ Õ∫∂“¡„π°≈ÿà¡ºŸâª√–°Õ∫°“√
√â“π¢“¬¢Õß™” ®”π«π 16 ™ÿ¥ „π∑ÿ°æ◊Èπ∑’Ë∑’Ë»÷°…“

 ∂‘μ‘∑’Ë„™â„π°“√«‘‡§√“–Àå

1.  ∂‘μ‘æ√√≥π“ (Descriptive Statistics)
‰¥â·°à √âÕ¬≈– §à“‡©≈’Ë¬

2. °“√«‘‡§√“–ÀåÕß§åª√–°Õ∫‡™‘ß ”√«® (Ex-
ploratory Factor Analysis) „™â®—¥°≈ÿà¡μ—«·ª√„π
¥â“π§«“¡ —¡æ—π∏å°—∫ºŸâ¢“¬ °“√®—¥°“√ ‘π§â“ ·≈–§«“¡
 —¡æ—π∏å°—∫≈Ÿ°§â“

3. „™â ∂‘μ‘ One-way ANOVA ∑¥ Õ∫
§«“¡·μ°μà“ß¢Õß§à“‡©≈’Ë¬¢Õß°≈ÿà¡μ—«Õ¬à“ß„π°“√À“§«“¡
 —¡æ—π∏å√–À«à“ß¢π“¥¢Õß√â“π°—∫°“√ √â“ß§«“¡ —¡æ—π∏å
°—∫≈Ÿ°§â“ ∑¥ Õ∫§«“¡·μ°μà“ß∑’≈–§Ÿà (Multiple Com-
parison) ‚¥¬‡∑§π‘§ Bonferroni ∑¥ Õ∫§à“·ª√ª√«π
‚¥¬ ∂‘μ‘ F ·≈– Brown Forsythe ÷́Ëß∑¥ Õ∫‚¥¬„™â
Levineûs test ≥  √–¥—∫§«“¡‡™◊ËÕ¡—Ëπ∑’Ë 95%

4. „™â ∂‘μ‘ Pearson Chi-Square ∑¥ Õ∫
§«“¡ —¡æ—π∏å ¢π“¥¢Õß√â“π °—∫°“√ àß‡ √‘¡°“√μ≈“¥
¥â“π§«“¡ —¡æ—π∏å°—∫ºŸâ¢“¬·≈–§«“¡ —¡æ—π∏å°—∫≈Ÿ°§â“ ≥
√–¥—∫§«“¡‡™◊ËÕ¡—Ëπ∑’Ë 95%

º≈°“√»÷°…“

1. ¢âÕ¡Ÿ≈¢π“¥¢Õß√â“π

¢π“¥¢Õß√â“π à«π„À≠à¡’æπ—°ß“π®”π«π
1-5 §π ‡ªìπ®”π«π¡“°∑’Ë ÿ¥

μ“√“ß∑’Ë 1 ¢π“¥¢Õß√â“π‚¥¬®”π«πæπ—°ß“π (240

μ—«Õ¬à“ß)

μ—«·ª√ Õ—μ√“ à«π

¢π“¥¢Õß√â“π

1 - 5 §π 68.5
6 - 12 §π 21.0

13 - 20 §π 6.7
21 - 30 §π 3.8

√«¡ 100.0

2. ¢π“¥¢Õß√â“π·≈–°“√∫√‘À“√°“√μ≈“¥

√–¥—∫§«“¡æ÷ßæÕ„®„π°“√∫√‘À“√°“√μ≈“¥
¢ÕßºŸâª√–°Õ∫°“√·μ°μà“ß°—π ¥—ßπ’È

2.1 ¥â“π°“√ √â“ß§«“¡ —¡æ—π∏å°—∫ºŸâ¢“¬

√â“π§â“∑’Ë¡’¢π“¥μà“ß°—π ºŸâª√–°Õ∫°“√
¡’√–¥—∫§«“¡æ÷ßæÕ„®¥â“π°“√ √â“ß§«“¡ —¡æ—π∏å°—∫ºŸâ¢“¬
μà“ß°—π ‚¥¬®—¥§«“¡ —¡æ—π∏å°—∫ºŸâ¢“¬‰¥â 2 ª√–‡¿∑ §◊Õ
¥â“π§«“¡ —¡æ—π∏å·∫∫™à«¬‡À≈◊Õ°—π ·≈–§«“¡ —¡æ—π∏å
·∫∫μ—¥√Õπ°—π (‰¥â®“°°“√®—¥Õß§åª√–°Õ∫§«“¡ —¡æ—π∏å
°—∫ºŸâ¢“¬ „π¿“§ºπ«° 1) §«“¡ —¡æ—π∏å·∫∫™à«¬‡À≈◊Õ
°—π §◊Õ °“√·≈°‡ª≈’Ë¬π¢âÕ¡Ÿ≈∑“ß°“√§â“ °“√√à«¡°—π≈¥
μâπ∑ÿπ μ√–Àπ—°∂÷ßº≈ª√–‚¬™πå„π°“√∑”∏ÿ√°‘®√à«¡°—π
°“√æ÷Ëßæ“„π¥â“π°“√®”Àπà“¬ ‘π§â“ Õ”π“®„π°“√μàÕ√Õß
∑’Ë¡’μàÕ°—π °“√ àß‡ √‘¡°“√μ≈“¥√à«¡°—π √–¥—∫ ‘π§â“§ß§≈—ß
∑’Ë‡À¡“– ¡ ¥â“π§«“¡ —¡æ—π∏å·∫∫μ—¥√Õπ°—π ‰¥â·°à
ºŸâº≈‘μæ¬“¬“¡μ—¥√â“π¢“¬¢Õß™”ÕÕ°®“°™àÕß∑“ß°“√
®”Àπà“¬ ·≈–√â“π¢“¬¢Õß™”√Ÿâ ÷°∂Ÿ°‡Õ“‡ª√’¬∫®“°ºŸâ§â“ àß
À√◊ÕºŸâº≈‘μ  √â“π¢π“¥‡≈Á°¡’§«“¡ —¡æ—π∏å·∫∫™à«¬‡À≈◊Õ
°—ππâÕ¬°«à“√â“π¢π“¥„À≠à ·≈–¡’§«“¡√Ÿâ ÷°¥â“π°“√μ—¥√Õπ
°—π Ÿß°«à“√â“π¢π“¥„À≠à (· ¥ß§à“ ∂‘μ‘„πμ“√“ß∑’Ë 2)

®–‡ÀÁπ‰¥â«à“ √â“π¢π“¥ 1-5 §π ¡’√–¥—∫
§«“¡æ÷ßæÕ„®„π¥â“π§«“¡ —¡æ—π∏å°—∫ºŸâ¢“¬πâÕ¬°«à“
√â“π¢π“¥Õ◊Ëπ √â“π¢π“¥ 6-12 §π ·≈– 13-20 §π ¡’
§«“¡æ÷ßæÕ„®¥â“ππ’È‰¡à·μ°μà“ß°—π

‡ªìπ∑’Ëπà“ —ß‡°μ §◊Õ „π§«“¡√Ÿâ ÷°¢Õß
ºŸâª√–°Õ∫°“√√â“π¢“¬¢Õß™”¢π“¥ 13-20 §π ¡’§«“¡
√Ÿâ ÷°¥â“π°“√μ—¥√Õπ°—π°—∫ºŸâ¢“¬‰¡à·μ°μà“ß°—∫∑ÿ°¢π“¥
√â“π

‡¡◊ËÕæ‘®“√≥“¢π“¥¢Õß√â“π°—∫§«“¡ —¡æ—π∏å
°—∫ºŸâ¢“¬ „π¥â“π·À≈àß´◊ÈÕ·≈–°“√„Àâ∫√‘°“√®“°ºŸâ¢“¬
º≈ √ÿª¬—ß‰¡à™’È™—¥«à“¢π“¥√â“πμà“ß°—π ·À≈àß´◊ÈÕ ·≈–
°“√„Àâ∫√‘°“√®“°ºŸâ¢“¬®–·μ°μà“ß°—π ∑—Èßπ’È¡’√“¬≈–‡Õ’¬¥
„π¥â“π·À≈àß´◊ÈÕ·≈–°“√„Àâ∫√‘°“√®“°ºŸâ¢“¬ Õ∏‘∫“¬„π
μ“√“ß∑’Ë 3
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μ“√“ß∑’Ë 2 °“√«‘‡§√“–Àå°“√º—π·ª√¢Õß§«“¡æ÷ßæÕ„®„π¥â“π°“√ √â“ß§«“¡ —¡æ—π∏å°—∫ºŸâ¢“¬æ‘®“√≥“μ“¡¢π“¥

¢Õß√â“π

2.2 °“√∫√‘À“√°“√μ≈“¥„π¥â“πº≈‘μ¿—≥±å

√“§“ ·≈–°“√ àß‡ √‘¡°“√μ≈“¥

°“√∫√‘À“√°“√μ≈“¥¢Õß√â“π¢π“¥μà“ßÊ
„π¥â“πº≈‘μ¿—≥±å √“§“ ·≈–°“√ àß‡ √‘¡°“√μ≈“¥ Õ∏‘∫“¬
√“¬≈–‡Õ’¬¥„πμ“√“ß∑’Ë 4

2.3 ¥â“π°“√®—¥°“√ ‘π§â“

¥â“π°“√®—¥°“√ ‘π§â“ ·∫àß‡ªìπ 2 ¥â“π
„À≠à Ê ‰¥â·°à ¥â“πμ—« ‘π§â“·≈–¥â“π°“√«“ß·ºπ (®“°
°“√«‘‡§√“–ÀåÕß§åª√–°Õ∫„π¿“§ºπ«° 4) ¥â“πμ—« ‘π§â“
‰¥â·°à °“√μ√«® Õ∫ ‘π§â“∫π™—Èπ«“ß¢Õß ¡Ë”‡ ¡Õ ¡’

μ“√“ß∑’Ë 3 ¢π“¥¢Õß√â“π°—∫°“√ √â“ß§«“¡ —¡æ—π∏å°—∫ºŸâ¢“¬
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 ‘π§â“À≈“¬ª√–‡¿∑ À≈“¬√Ÿª·∫∫ °“√®—¥«“ß ‘π§â“
§”π÷ß∂÷ß¬Õ¥¢“¬ æ◊Èπ∑’Ë¢“¬  ”À√—∫¥â“π°“√«“ß·ºπ ‰¥â·°à
¡’·ºπ°“√ ◊́ÈÕ¢“¬ ‘π§â“ ·≈– ‘π§â“§ß§≈—ß™—¥‡®π„π
·μà≈–‡¥◊Õπ ¢π“¥√â“πμà“ß°—π ºŸâª√–°Õ∫°“√¡’√–¥—∫§«“¡
æ÷ßæÕ„®μà“ß°—π „π¥â“πμ—« ‘π§â“ √â“π¢π“¥‡≈Á°¡’§«“¡
æ÷ßæÕ„®μË”°«à“√â“π¢π“¥„À≠à ·≈–¥â“π°“√«“ß·ºπ°“√
®—¥°“√ ‘π§â“ √â“π¬‘Ëß¡’¢π“¥„À≠à¢÷Èπ®–¬‘Ëß¡’§«“¡æÕ„®
¥â“ππ’È Ÿß¢÷Èπ

¥â“πμ—« ‘π§â“ √â“π∑’Ë¡’æπ—°ß“π®”π«π¡“°
¡’√–¥—∫§«“¡æ÷ßæÕ„®„π¥â“ππ’È Ÿß°«à“√â“π¢π“¥∑’Ë¡’
æπ—°ß“ππâÕ¬ √â“π¢π“¥æπ—°ß“π 1-5 §π ¡’√–¥—∫§«“¡
æ÷ßæÕ„®·μ°μà“ß°—π°—∫√â“π¢π“¥Õ◊Ëπ Ê ‚¥¬¡’√–¥—∫§«“¡
æ÷ßæÕ„®πâÕ¬°«à“√â“π∑ÿ°¢π“¥ √â“π¢π“¥æπ—°ß“π 6-12
§π 13-20 §π ·≈– 21-30 §π ¡’√–¥—∫§«“¡æ÷ßæÕ„®
„π¥â“ππ’È‰¡à·μ°μà“ß°—π

μ“√“ß∑’Ë 4 ¢π“¥¢Õß√â“π°—∫°“√∫√‘À“√°“√μ≈“¥„π¥â“πº≈‘μ¿—≥±å √“§“ ·≈–°“√ àß‡ √‘¡°“√μ≈“¥
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μ“√“ß∑’Ë 4 (μàÕ)

¥â“π°“√«“ß·ºπ°“√®—¥°“√ ‘π§â“ √â“π¬‘Ëß
¡’¢π“¥„À≠à¢÷Èπ ®–¬‘Ëß¡’§«“¡æ÷ßæÕ„®„π¥â“ππ’È Ÿß¢÷Èπ
√â“π¢π“¥æπ—°ß“π 1-5 §π ºŸâª√–°Õ∫°“√¡’√–¥—∫§«“¡
æ÷ßæÕ„®„π¥â“ππ’È·μ°μà“ß°—∫∑ÿ°¢π“¥ ‚¥¬¡’§«“¡æ÷ßæÕ„®
πâÕ¬°«à“ºŸâª√–°Õ∫°“√„π¢π“¥√â“π∑’Ë„À≠à°«à“

√â“π¢π“¥æπ—°ß“π 6-12 §π ºŸâª√–°Õ∫°“√
¡’√–¥—∫§«“¡æ÷ßæÕ„®¥â“π°“√®—¥«“ß·ºπ°“√®—¥°“√ ‘π§â“
‰¡à·μ°μà“ß°—π°—∫√â“π ¢π“¥ 13-20 §π  √â“π¢π“¥ 21-30

§π ºŸâª√–°Õ∫°“√¡’√–¥—∫§«“¡æ÷ßæÕ„®‰¡à·μ°μà“ß°—π
°—∫√â“π¢π“¥ 13-20 §π ·μàæ÷ßæÕ„® Ÿß°«à“ºŸâª√–°Õ∫°“√
√â“π¢π“¥ 6-12 §π ·≈– 1-5 §π

· ¥ß§à“ ∂‘μ‘„πμ“√“ß∑’Ë 5
2.4 ¥â“π°“√ √â“ß§«“¡ —¡æ—π∏å°—∫≈Ÿ°§â“

æ‘®“√≥“ 4 ¥â“π„À≠àÊ μàÕ‰ªπ’È 1) °“√ √â“ß§«“¡ —¡æ—π∏å
°—∫≈Ÿ°§â“‚¥¬„™âæπ—°ß“π¢“¬ ‰¥â·°à §«“¡æÕ„®¢Õß≈Ÿ°§â“
∑’Ë¡’μàÕæπ—°ß“π¢“¬„π√â“π æπ—°ß“π¢“¬√Ÿâ®—°‡∑§π‘§
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μ“√“ß∑’Ë 5 °“√«‘‡§√“–Àå°“√º—π·ª√¢Õß§«“¡æ÷ßæÕ„®„π¥â“π°“√®—¥°“√ ‘π§â“æ‘®“√≥“μ“¡¢π“¥¢Õß√â“π

 

 

 

 

 

(   

) 
 

X  SD X  SD 

 

  1 –   5   13.85 2.30 7.81 2.67 

  6 – 12   15.98 1.72 9.28 2.66 

13 – 20   16.19 1.38 10.87 2.30 

21 – 30   16.44 2.24 12.44 2.88 

 Brown-Forsythe = 24.30 Sig =.000 F  =  15.950  Sig = .000 

X    

  20  

X    

 15  

 Factor 

Analysis 

 

°“√¢“¬  π„® ·π–π” ™à«¬‡À≈◊Õ≈Ÿ°§â“ ‡¢â“„®≈Ÿ°§â“ ‡ªìπ
¡◊ÕÕ“™’æ ®”≈Ÿ°§â“‰¥â¥’ 2) °“√®—¥À“ ‘π§â“ μ—Èß√“§“ ·≈–
∑”‡≈∑’Ëμ—Èß ¥â“π°“√®—¥À“ ‘π§â“ μ—Èß√“§“ ·≈–∑”‡≈∑’Ëμ—Èß
‰¥â·°à ®—¥À“ ‘π§â“‡À¡“– ¡°—∫≈Ÿ°§â“ ∑’Ëμ—Èß‡À¡“– ¡°—∫
≈Ÿ°§â“ ·≈–μ—Èß√“§“‡À¡“– ¡°—∫°≈ÿà¡≈Ÿ°§â“¥â«¬ 3) °“√¡’
°≈ÿà¡‡ªÑ“À¡“¬™—¥‡®π ∫—π∑÷°ª√–«—μ‘≈Ÿ°§â“ ·≈– àß‡ √‘¡
°“√¢“¬ „Àâ·°à°≈ÿà¡≈Ÿ°§â“∑’Ë°”Àπ¥ ·≈– 4) °≈ÿà¡≈Ÿ°§â“∑’Ë
°”Àπ¥‰«âμ√ß°—∫°≈ÿà¡≈Ÿ°§â“∑’Ë¡“„™â∫√‘°“√®√‘ß ·≈–®—¥
∫√√¬“°“»„π√â“π„Àâ Õ¥§≈âÕß°—∫°≈ÿà¡≈Ÿ°§â“ (‰¥â®“°
°“√«‘‡§√“–ÀåÕß§åª√–°Õ∫· ¥ß„π¿“§ºπ«° 5 μ“√“ß∑’Ë
11)

º≈°“√»÷°…“ æ∫«à“ ¢π“¥¢Õß√â“π∑’Ëμà“ß°—π
¡’√–¥—∫§«“¡æ÷ßæÕ„®„π¥â“π°“√ √â“ß§«“¡ —¡æ—π∏å°—∫
≈Ÿ°§â“ ‚¥¬„™âæπ—°ß“π¢“¬∑’Ë·μ°μà“ß°—π √â“π¢π“¥
æπ—°ß“π 1-5 §π 6-12 §π ·≈– 13-20 §π ¡’√–¥—∫
§«“¡æ÷ßæÕ„®‡√◊ËÕßπ’È‰¡à·μ°μà“ß°—π ·μà√â“π¢π“¥æπ—°ß“π
21-30 §π ¡’§«“¡æ÷ßæÕ„®μàÕæπ—°ß“π¢“¬ Ÿß°«à“√â“π
¢π“¥Õ◊Ëπ

‡¡◊ËÕæ‘®“√≥“√–¥—∫§«“¡æ÷ßæÕ„®¥â“π°“√
®—¥À“ ‘π§â“ °“√μ—Èß√“§“ ·≈–∑”‡≈∑’Ëμ—Èß „π§«“¡√Ÿâ ÷°¢Õß
ºŸâª√–°Õ∫°“√·μ°μà“ß°—π ¢π“¥√â“π„À≠à ¡’§«“¡æ÷ßæÕ„®
 Ÿß°«à“√â“π¢π“¥‡≈Á° √â“π¡’¢π“¥æπ—°ß“π 1-5 §π √–¥—∫

§«“¡æ÷ßæÕ„®¢ÕßºŸâª√–°Õ∫°“√·μ°μà“ß°—∫√â“π¢π“¥
21-30 §π  ”À√—∫√â“π¢π“¥Õ◊ËπÊ ‰¡à·μ°μà“ß°—π

§«“¡ —¡æ—π∏å°—∫≈Ÿ°§â“¥â“π°“√°”Àπ¥
≈Ÿ°§â“™—¥‡®π ¡’ª√–«—μ‘≈Ÿ°§â“ ·≈–®—¥∑”°‘®°√√¡ àß‡ √‘¡
°“√¢“¬ Õ¥§≈âÕß°—∫°≈ÿà¡≈Ÿ°§â“ ¢π“¥√â“π∑’Ë¡’æπ—°ß“π
¢“¬®”π«π¡“° ®–¡’§«“¡æ÷ßæÕ„® Ÿß°«à“¢π“¥√â“π∑’Ë¡’
æπ—°ß“π¢“¬®”π«ππâÕ¬

√â“π¢π“¥æπ—°ß“π 1-5 §π ºŸâª√–°Õ∫°“√
¡’√–¥—∫§«“¡æ÷ßæÕ„®·μ°μà“ß°—π°—∫∑ÿ°¢π“¥ √â“π¢π“¥
æπ—°ß“π 6-12 §π ¡’§«“¡æ÷ßæÕ„®‡∑à“°—∫√â“π¢π“¥
æπ—°ß“π 13-20 §π

√–¥—∫§«“¡æ÷ßæÕ„®¢ÕßºŸâª√–°Õ∫°“√¥â“π
≈Ÿ°§â“∑’Ë°”Àπ¥ °“√®—¥∫√√¬“°“»„Àâ Õ¥§≈âÕß°—∫≈Ÿ°§â“
·μ°μà“ß°—π √â“π¢π“¥„À≠à ®–¡’§«“¡æÕ„® Ÿß°«à“√â“π
¢π“¥‡≈Á° ·≈–‡¡◊ËÕæ‘®“√≥“∑’≈–§Ÿà æ∫«à“ √â“π¢π“¥∑’Ë¡’
æπ—°ß“π 1-5 §π ºŸâª√–°Õ∫°“√ ¡’√–¥—∫§«“¡æ÷ßæÕ„®
·μ°μà“ß®“°√â“π¢π“¥ 21-30 §π

(· ¥ß§à“ ∂‘μ‘°“√∑¥ Õ∫ ¡¡μ‘∞“π ‚¥¬
„™â One-Way ANOVA  „πμ“√“ß∑’Ë 6)
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μ“√“ß∑’Ë 6 °“√«‘‡§√“–Àå°“√º—π·ª√¢Õß§«“¡æ÷ßæÕ„®„π¥â“π°“√ √â“ß§«“¡ —¡æ—π∏å°—∫≈Ÿ°§â“æ‘®“√≥“μ“¡

¢π“¥¢Õß√â“π
 

  

 

 

 

 

 

 

 

X  SD X  SD X  SD X  SD 

  1 –   5   20.30 3.28 14.78 2.26 7.47 2.17 6.60 1.24 

  6 – 12   21.14 3.04 15.54 1.67 8.92 1.78 7.06 1.17 

13 – 20   22.33 22.22 15.87 1.45 10.00 2.14 7.12 0.81 

21 – 30   23.33 3.20 17.11 1.36 11.44 1.42 7.78 1.36 

 F = 4.54 F  = 5.542 F = 19.462 F = 4.527 

 Sig = .004 Sig = .001 Sig = .000 Sig = .004 

À¡“¬‡Àμÿ:

X  ¥â“π°“√ √â“ß§«“¡ —¡æ—π∏å‚¥¬„™âæπ—°ß“π¢“¬ §–·ππ‡μÁ¡ 35
X  ¥â“π°“√®—¥À“ ‘π§â“ μ—Èß√“§“ ∑”‡≈∑’Ëμ—Èß ‡À¡“–°—∫°≈ÿà¡≈Ÿ°§â“ §–·ππ‡μÁ¡ 20
X  ¥â“π°“√°”Àπ¥≈Ÿ°§â“™—¥‡®π ¡’ª√–«—μ‘≈Ÿ°§â“ ·≈–®—¥°‘®°√√¡ àß‡ √‘¡°“√¢“¬ Õ¥§≈âÕß
    °—∫≈Ÿ°§â“ §–·ππ‡μÁ¡ 15
X  ¥â“π°“√°”Àπ¥°≈ÿà¡≈Ÿ°§â“ ·≈–®—¥∫√√¬“°“»‰¥â Õ¥§≈âÕß §–·ππ‡μÁ¡ 10

¢âÕ‡ πÕ·π–°“√∫√‘À“√°“√μ≈“¥√â“π¢“¬¢Õß™”„π

¿“§„μâ
°“√»÷°…“°“√∫√‘À“√°“√μ≈“¥√â“π¢“¬¢Õß™”

„π°“√ √â“ß§«“¡ —¡æ—π∏å°—∫ºŸâ¢“¬ °“√®—¥°“√ ‘π§â“  °“√
 √â“ß§«“¡ —¡æ—π∏å°—∫≈Ÿ°§â“ ¢π“¥√â“πμà“ß°—π °“√
®—¥°“√„π‡√◊ËÕß¥—ß°≈à“«·μ°μà“ß°—π  ”À√—∫°“√μ—¥ ‘π„®¥â“π
√“§“·≈–°“√ àß‡ √‘¡°“√μ≈“¥ ¬—ß‰¡à™’È™—¥«à“¢π“¥¢Õß
√â“π·μ°μà“ß°—π  «‘∏’°“√∫√‘À“√∑—Èß Õß¥â“ππ’È·μ°μà“ß°—π
√â“π¢“¬¢Õß™”·μà≈–¢π“¥ “¡“√∂ª√—∫μ—«‡Õß‰¥âÕ¬à“ß
‡À¡“– ¡ ‚¥¬„Àâ‡ √‘¡ √â“ß à«π∑’Ë¥’ ·≈–·°â‰¢ à«π∫°æ√àÕß
°Á®–ª√—∫μ—«‰¥â

°“√∫√‘À“√°“√μ≈“¥¢Õß√â“π·μà≈–¢π“¥ ¡’
¢âÕ‡ πÕ·π–„Àâ¥”‡π‘π°“√ ¥—ßπ’È

√â“π¢π“¥∑’Ë¡’æπ—°ß“π 1-5 §π ¡’§«“¡ —¡æ—π∏å
°—∫ºŸâ¢“¬ ‘π§â“„Àâ (Supplier) ·≈–ºŸâº≈‘μ„π¥â“π°“√®—¥
°‘®°√√¡√à«¡ °“√™à«¬‡À≈◊Õ°—π‰¡à¡“°‡∑à“√â“π¢π“¥„À≠à
μâÕßæ—≤π“§«“¡ —¡æ—π∏å¥â“ππ’È„Àâ Ÿß¢÷Èπ ‡≈◊Õ°ºŸâ§â“ àß
·≈–√âÕß¢Õ„Àâ™à«¬‡À≈◊ÕμàÕ°—π °“√¡’§Ÿà§â“ àß 1-3 √“¬ ‰¡à
¬“°μàÕ°“√ √â“ß§«“¡ —¡æ—π∏å ·≈–¡’§«“¡®√‘ß„®μàÕ°—π
Õ“®æ÷Ëßæ“√â“π§â“ àß‰¥â∫â“ß„π‡√◊ËÕß  ‘π§â“ ‡§√¥‘μ °“√∫√‘À“√
 ‘π§â“§ß§≈—ß °√–∫«π°“√®—¥´◊ÈÕ °“√ àß¢Õß ‡æ◊ËÕ„Àâ‰¥â
 ‘π§â“„πμâπ∑ÿπ∑’Ë‡À¡“– ¡ À√◊Õ„π∫“ß‚Õ°“ Õ“®√âÕß¢Õ
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§«“¡√à«¡¡◊Õ®—¥°‘®°√√¡ àß‡ √‘¡°“√¢“¬√à«¡°—π ‡™àπ ·®°
¢Õß·∂¡ ®—¥¢“¬ ‘π§â“μ“¡‡∑»°“≈ª√–‡æ≥’„π√“§“æ‘‡»…

°ÿ≠·® Ÿà§«“¡ “¡“√∂„π°“√·¢àß¢—π¢Õß√â“π
¢π“¥‡≈Á° ∑”‰¥â¥—ßπ’È

1) ©“¬®ÿ¥‡¥àπ¢Õß∑’Ëμ—Èß §◊Õ √â“π§â“„πæ◊Èπ∑’Ë„Àâ
∫√‘°“√·°à™ÿ¡™π

2) ®—¥À“ ‘π§â“„ÀâÀ≈“°À≈“¬‡©æ“–μ“¡
√“¬°“√ ‘π§â“∑’Ë≈Ÿ°§â“„πæ◊Èπ∑’ËμâÕß°“√ ‘π§â“¡’§ÿ≥¿“æ

3) ®—¥Àπâ“√â“π„Àâ –Õ“¥  ‡¢â“ÕÕ° –¥«°
‡™‘≠™«π„Àâ‡¢â“√â“π ∑—Èß¿“¬„π·≈–¿“¬πÕ°√â“π

4)  ‘π§â“√“§“‡À¡“– ¡  √“§“‡¥’¬«  ‡™◊ËÕ∂◊Õ
‰¥â

5) ¡ÿàß √â“ß™◊ËÕ‡ ’¬ß¢Õß√â“π ‚¥¬°“√ ◊ËÕ “√
∑“ß°“√μ≈“¥ √Ÿª·∫∫∑’Ë‡À¡“– §◊Õ „™âæπ—°ß“π¢“¬‡ªìπ
ºŸâ‡™◊ËÕ¡§«“¡ —¡æ—π∏å∑’Ë¥’°—∫≈Ÿ°§â“„πæ◊Èπ∑’Ë

6) ‡«≈“‡ªî¥ªî¥ μ“¡§«“¡μâÕß°“√¢Õß≈Ÿ°§â“
 ¡Ë”‡ ¡Õ

7) ∫√‘°“√‡æ‘Ë¡‡μ‘¡Õ◊ËπÊ ‡™àπ  —Ëß´◊ÈÕ∑“ß‚∑√»—æ∑å
 àß¢Õß∂÷ß∫â“π μ‘¥μ—Èß ´àÕ¡·´¡ ‡ªìπμâπ

¢âÕ§‘¥‡ÀÁπ‡æ‘Ë¡‡μ‘¡¢Õß√â“π¢π“¥‡≈Á° §◊Õ
°“√«“ß·ºπ∑“ß°“√‡ß‘π∑’Ë¥’ °“√„™â‡ß‘πÕ¬à“ß∂Ÿ°μâÕß μ“¡
ª√–‡¿∑¢Õß‡ß‘π ‡™àπ ‡ß‘π‡æ◊ËÕ°“√≈ß∑ÿπ ‡ß‘π∑ÿπÀ¡ÿπ‡«’¬π
°“√™”√–‡ß‘πμ“¡°”Àπ¥ ‡ªìπμâπ μ≈Õ¥®π¥â“π°“√„Àâ
∫√‘°“√∑“ß°“√‡ß‘π·°à≈Ÿ°§â“ ‡™àπ °“√„Àâ ‘π‡™◊ËÕ·°à≈Ÿ°§â“
°“√¢“¬‡ß‘πºàÕπ ºŸâª√–°Õ∫°“√μâÕß»÷°…“·≈–®—¥√–∫∫
°“√‡ß‘π ¡’«‘π—¬„π°“√„™â‡ß‘π

√â“π¢π“¥∑’Ë¡’æπ—°ß“π 6-12 §π

®ÿ¥‡¥àπ∑’Ë‡ªìπ§«“¡‰¥â‡ª√’¬∫„π°“√·¢àß¢—π §◊Õ
§«“¡ “¡“√∂„π°“√§√Õß„®≈Ÿ°§â“„πæ◊Èπ∑’Ë (Mind Share)
¥â«¬∑”‡≈∑’Ëμ—Èß √“§“ ‘π§â“ ·≈–§«“¡ π‘∑ π¡°—∫≈Ÿ°§â“
 π„®·≈–√—∫øíß§«“¡§‘¥‡ÀÁπ¢Õß≈Ÿ°§â“

°“√∫√‘À“√°“√μ≈“¥¬—ßμâÕßª√—∫„π¥â“πμàÕ‰ªπ’È
1) °“√ √â“ß§«“¡ —¡æ—π∏å°—∫ºŸâ¢“¬ §«√¡’°“√

·≈°‡ª≈’Ë¬π¢âÕ¡Ÿ≈¥â“π§«“¡À≈“°À≈“¬¢Õß ‘π§â“ °“√
∫√‘À“√ ‘π§â“§ß§≈—ß °“√«“ß·ºπ°“√ ◊́ÈÕ «‘∏’°“√ —Ëß´◊ÈÕ

μ≈Õ¥®π®—¥°‘®°√√¡ àß‡ √‘¡°“√¢“¬√à«¡°—π ‡√‘Ë¡¡’Õ”π“®
„π°“√μàÕ√Õß°—∫ºŸâ¢“¬¡“°¢÷Èπ ∑”„Àâ√à«¡°—πæ—≤π“§«“¡
 —¡æ—π∏å‰¥â¥’¢÷Èπ

2) ®—¥°‘®°√√¡ àß‡ √‘¡°“√μ≈“¥∫â“ß ‚¥¬
°”Àπ¥°≈ÿà¡‡ªÑ“À¡“¬ ·≈–ß∫ª√–¡“≥„Àâ™—¥‡®π °‘®°“√
∑’Ëπà“∑” ‰¥â·°à  – ¡· μ¡ªá ‡ªìπ°“√¥÷ß„Àâ≈Ÿ°§â“¡“‡ªìπ
 ¡“™‘° ´◊ÈÕ∫àÕ¬ ´◊ÈÕ‡æ‘Ë¡ ®π∑â“¬ ÿ¥®–ª√—∫‡ª≈’Ë¬π
æƒμ‘°√√¡°“√´◊ÈÕ¢Õß™”‰¡à§‘¥‰ª ◊́ÈÕ√â“π¢π“¥„À≠à °“√
´◊ÈÕ®“°√â“π„°≈â∫â“π  –¥«° ·≈– ‘π§â“‰¡à·μ°μà“ß°—∫
√â“π„À≠à √“§“„°≈â‡§’¬ß°—π ·μà¡’§«“¡ºŸ°æ—πæ÷Ëßæ“Õ“»—¬
°—π‰¥â¡“°°«à“

3) æ—≤π“§«“¡√Ÿâ°“√∫√‘À“√ ‘π§â“ °“√∫√‘À“√
μâπ∑ÿπ °“√ √â“ß§«“¡ —¡æ—π∏å°—∫ºŸâ¢“¬ ¥«ß∑‘æ¬å
®—π∑√åÕà«¡ (2545: 20) ‰¥â·π–π”«‘∏’°“√∫√‘À“√ ‘π§â“
§ß§≈—ß ¡‘„Àâ≈âπ μÁÕ° À√◊Õ¢“¥®“°™—Èπ«“ß (High
Inventory or Out of Stock) «à“√â“π§â“®–μâÕß¥Ÿ·≈
§«∫§ÿ¡°“√ —Ëß´◊ÈÕ„Àâ√Õ∫§Õ∫  ‘π§â“∑’Ë§â“ß μÁÕ° §◊Õ
‡ß‘π ¥∑’Ë‡°Á∫‰«â‚¥¬‰¡à‡°‘¥ª√–‚¬™πå ·≈–¬—ß‡ ’¬æ◊Èπ∑’Ë°“√
®—¥‡°Á∫ ‡ ’¬μâπ∑ÿπ§à“¥Ÿ·≈√—°…“ √â“π§â“§«√¡’ μÁÕ°„ÀâπâÕ¬
∑’Ë ÿ¥   Ÿß ÿ¥‰¡à‡°‘π 1 ‡¥◊Õπ °“√ —Ëß´◊ÈÕ ‘π§â“®”π«ππâÕ¬
 ‘π§â“®–¡’√“§“ Ÿß ·≈–‰¥â√—∫ à«π≈¥®“°ºŸâ¢“¬πâÕ¬
(®ÿ¥π’È®÷ßμâÕß √â“ß§«“¡ —¡æ—π∏å°—∫ºŸâ¢“¬ √à«¡æ—≤π“°“√
 àß‡ √‘¡°“√μ≈“¥ ≈¥μâπ∑ÿπ ·≈–„Àâ∫√‘°“√≈Ÿ°§â“) ∑—Èßπ’È
 Õ¥§≈âÕß°—∫ß“π«‘®—¬ ´÷Ëßæ∫«à“ ºŸâ¢“¬„Àâ à«π≈¥®“°
ª√‘¡“≥¬Õ¥ ◊́ÈÕ  πÕ°®“°π—Èπ¬—ß¡’ à«π≈¥μ“¡‚Õ°“   ·≈–
¡’∫√‘°“√„Àâ‡§√¥‘μ ‘π§â“‡ªìπ‡«≈“ 1 ‡¥◊Õπ μâÕßæ¬“¬“¡
¥Ÿ·≈¡‘„Àâ ‘π§â“¢“¥ μÁÕ° À√◊ÕÀ¡¥‰ª®“°™—Èπ«“ß¢Õß
‡æ√“–®– Ÿ≠‡ ’¬‚Õ°“ °“√¢“¬ ºŸâª√–°Õ∫°“√·≈–¿“ææ®πå
¢Õß√â“π®–‰¡à¥’

4) °“√®—¥μ°·μàß√â“π  «“ßº—ß√â“π„Àâ‡À¡“– ¡
°”Àπ¥∑‘»∑“ß‡¥‘π¿“¬„π√â“π ‚¥¬§”π÷ß ¥—ßπ’È °“√®—¥«“ß
 ‘π§â“ Õ“®„™â‡°≥±å®—¥μ“¡æƒμ‘°√√¡°“√ ◊́ÈÕ¢Õß≈Ÿ°§â“
μ√“ ‘π§â“ À¡«¥À¡Ÿà ‘π§â“ ‡πâπ§«“¡ –¥«° √«¥‡√Á«„π
°“√‡≈◊Õ°´◊ÈÕ¢Õß≈Ÿ°§â“ §«“¡ –¥«°„π°“√∑”ß“π¢Õß
æπ—°ß“π¢“¬  ‘π§â“®”‡ªìπ∑’Ë„™â„π™’«‘μª√–®”«—π ‰¥â·°à
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π¡ Õ“À“√ ‡§√◊ËÕßª√ÿß√  §«√®—¥«“ß‰«â¥â“πÀ≈—ß‡æ◊ËÕ„Àâ
≈Ÿ°§â“‡¥‘πºà“π·≈–‡ÀÁπ ‘π§â“Õ◊Ëπ  ‘π§â“ª√–‡¿∑∑’Ë≈Ÿ°§â“
‰¡à‰¥â«“ß·ºπ°“√´◊ÈÕ§«√«“ß∫√‘‡«≥∑“ß‡¥‘π À√◊Õ®ÿ¥∑’Ë
¡Õß‡ÀÁπ‰¥âßà“¬  ‘π§â“ ¥∑’Ë¡’Õ—μ√“°“√À¡ÿπ‡«’¬π∫àÕ¬Ê
¡’Õ“¬ÿ —Èπ   ‘π§â“ª√–‡¿∑Õ“À“√  √â“πμâÕß‡πâπ§«“¡ –Õ“¥
„À¡àμ≈Õ¥‡«≈“ (¥«ß∑‘æ¬å  ®—π∑√åÕà«¡, 2545: 19)

5) ¡’∫√‘°“√™à«¬‡À≈◊Õ ·°âªí≠À“„Àâ≈Ÿ°§â“Õ¬à“ß
‡μÁ¡∑’Ë ‡™àπ  —Ëß´◊ÈÕ∑“ß‚∑√»—æ∑å  àß¢Õß‰¥âμ“¡‡«≈“∑’Ë≈Ÿ°§â“
μâÕß°“√

√â“π¢π“¥∑’Ë¡’æπ—°ß“π 13-20 §π

®ÿ¥‡¥àπ¢Õß√â“π §◊Õ √“§“ ‘π§â“ °“√μ—Èß√“§“
 ‘π§â“μ“¡‡°√¥ ·≈–§ÿ≥¿“æ¢Õß ‘π§â“Õ¬à“ß™—¥‡®π
√â“π§â“¡’√–∫∫°“√∫√‘À“√°“√μ≈“¥ ¡’°≈ÿà¡‡ªÑ“À¡“¬™—¥‡®π
¡’§«“¡ —¡æ—π∏å∑’Ë¥’°—∫ºŸâ¢“¬ ‡™àπ‡¥’¬«°—∫√â“π¢π“¥„À≠à
¥â“π ‘π§â“¬—ß¡’§«“¡À≈“°À≈“¬¢Õß ‘π§â“‡À¡◊Õπ°—∫
√â“π§â“¢π“¥§àÕπ¢â“ß‡≈Á° ¡’§«“¡„°≈â™‘¥°—∫™ÿ¡™π
‡™àπ‡¥’¬«°—∫√â“π¢π“¥‡≈Á° ·≈–æ¬“¬“¡®—¥°‘®°√√¡
√à«¡°—∫ —ß§¡ ·≈–∑âÕß∂‘Ëπ ´÷Ëß¡’®ÿ¥‡¥àπ„π°“√ √â“ß§«“¡
 —¡æ—π∏å°—∫™ÿ¡™π

°“√ √â“ß§«“¡‰¥â‡ª√’¬∫„π°“√·¢àß¢—π ∑”‰¥â¥—ßπ’È
1) «‘‡§√“–Àå≈Ÿ°§â“„Àâ™—¥‡®π¡“°¢÷Èπ ®—¥°≈ÿà¡

ª√–‡¿∑≈Ÿ°§â“ ·≈–‡≈◊Õ°≈Ÿ°§â“‡ªÑ“À¡“¬ Õ“®‡≈◊Õ°≈Ÿ°§â“
À≈“¬ à«π À√◊Õ à«π‡¥’¬«°Á‰¥âμ“¡§«“¡‡À¡“– ¡°—∫
∑√—æ¬“°√∑’Ë‡√“¡’ ∑—Èß§π ‡ß‘π ∑’Ë¥‘π  ∑”‡≈∑’Ëμ—Èß (°≈¬ÿ∑∏å
„π°“√·∫àß à«πμ≈“¥ ·≈–‡≈◊Õ°μ≈“¥‡ªÑ“À¡“¬) √â“π§â“
μâÕß»÷°…“·≈–«‘‡§√“–Àå≈Ÿ°§â“¢Õßμπ ‡æ◊ËÕ¡Õß™àÕß∑“ß„π
°“√À“ ‘π§â“¡“„Àâ∫√‘°“√ «‘∏’°“√„Àâ∫√‘°“√ ‡æ◊ËÕ„Àâ≈Ÿ°§â“
æÕ„® ‡√“Õ“®·∫àß≈Ÿ°§â“‡ªìπ°≈ÿà¡Ê  πÕß§«“¡μâÕß°“√
¢Õß≈Ÿ°§â“À≈“¬Ê °≈ÿà¡ À√◊Õ‡≈◊Õ°‡©æ“–°≈ÿà¡°Á‰¥â

2) °“√∫√‘À“√ ‘π§â“ (Product Manage-
ment) √â“π§â“ “¡“√∂‡≈◊Õ°°≈ÿà¡ ª√–‡¿∑μ≈Õ¥®π§«“¡
À≈“°À≈“¬„π√“¬≈–‡Õ’¬¥¢Õß ‘π§â“∑’Ëμπ¢“¬‰¥â ‰¥â·°à
®—¥ à«πª√– ¡º≈‘μ¿—≥±å‰¥âÕ¬à“ß‡À¡“– ¡°—∫≈Ÿ°§â“∑’Ë‡√“
¡’Õ¬Ÿà À√◊Õ‡≈◊Õ°®–∑”∏ÿ√°‘®¥â«¬

3) °“√ √â“ß§«“¡ —¡æ—π∏å„°≈â™‘¥°—∫™ÿ¡™π
 —ß§¡ ∑âÕß∂‘Ëπ ‡ªìπ®ÿ¥·¢Áß¢Õß√â“π¢π“¥§àÕπ¢â“ß„À≠à
μâÕß∑”Õ¬à“ßμàÕ‡π◊ËÕß ¡’ à«π√à«¡„π°‘®°√√¡μà“ßÊ ¢Õß
™ÿ¡™π °“√∑”‡™àππ’È®–·¬àß à«π§√Õßμ≈“¥ (Market
Share) ®“°√â“π§â“„À≠à‰¥â ‡æ√“–√â“π®–Õ¬Ÿà„π„®¢Õß≈Ÿ°§â“
πÕ°®“°π’È¿“¬„π√â“π§«√‡ √‘¡¥â«¬°‘®°√√¡≈¥ ·≈° ·®°
·∂¡ °“√· ¥ß ‘π§â“‡ªìπ§√—Èß§√“« ·≈–∑’Ë¢“¥‰¡à‰¥â §◊Õ
æπ—°ß“π¢“¬μâÕß„Àâ§«“¡‡ªìπ°—π‡Õß°—∫≈Ÿ°§â“„Àâ¡“°∑’Ë ÿ¥

4) ¥â“π√–∫∫°“√«“ß·ºπ°“√®—¥´◊ÈÕ ®—¥À“
§«“¡ —¡æ—π∏å°—∫ºŸâ¢“¬¥’Õ¬Ÿà·≈â« ·≈–μâÕßæ—≤π“Õ¬à“ß
μàÕ‡π◊ËÕß ¡’°“√π”‡Õ“‡∑§‚π‚≈¬’‡¢â“¡“„™â„π√â“π Ωñ°Õ∫√¡
æπ—°ß“π¢“¬ ∑—Èß‡æ◊ËÕμÕ∫ πÕß°“√æ—≤π“√–∫∫∫√‘À“√
·≈–°“√ √â“ß§«“¡ —¡æ—π∏å∑’Ë¥’°—∫≈Ÿ°§â“

5) °“√ √â“ß∫√√¬“°“»¿“¬„π√â“π °“√®—¥√â“π
„Àâ –Õ“¥ πà“‡¢â“√â“π ¡’º—ß√â“π∑’Ë¥’ μ≈Õ¥®π √â“ß ’ —π
¢Õß√â“π„Àâ Õ¥§≈âÕß°—∫ª√–‡æ≥’‡∑»°“≈μ“¡æ◊Èπ∑’Ë ‡™àπ
ªï„À¡à  ß°√“πμå ª√–‡æ≥’™—°æ√–¢Õß¿“§„μâ

√â“π¢π“¥∑’Ë¡’æπ—°ß“π 21-30  §π

®ÿ¥‡¥àπ¢Õß√â“π¢π“¥„À≠à §◊Õ °“√¡’§«“¡
 —¡æ—π∏å∑’Ë¥’°—∫ºŸâ¢“¬ °“√¡’√–∫∫·≈–·ºπß“π„π¥â“π°“√
 àß‡ √‘¡°“√μ≈“¥ ®ÿ¥‡¥àπ∑’Ë≈Ÿ°§â“π‘¬¡ §◊Õ ∑’Ë√“§“·≈–
§ÿ≥¿“æ¢Õß ‘π§â“  ‘π§â“∑’Ë¢“¬ „™âμ√“¢ÕßºŸâº≈‘μ®ÿ¥ÕàÕπ
¢Õß√â“πÕ¬Ÿà∑’Ë§«“¡À≈“°À≈“¬¢Õß ‘π§â“ °“√®—¥´◊ÈÕ·≈–
°“√∫√‘À“√ ‘π§â“§ß§≈—ß ´÷Ëß‰¡à·μ°μà“ß°—∫√â“π§â“¢π“¥
§àÕπ¢â“ß‡≈Á°

°“√ √â“ß§«“¡‰¥â‡ª√’¬∫„π°“√·¢àß¢—π∑”‰¥â ¥—ßπ’È
1) ‡πâπ¥â“π√“§“·≈–§ÿ≥¿“æ ‘π§â“„Àâ‚¥¥‡¥àπ

‡ªìπ∑’Ë¬Õ¡√—∫„π„®≈Ÿ°§â“ ‡æ‘Ë¡§«“¡°«â“ß·≈–§«“¡≈÷°¢Õß
 ‘π§â“ ‚¥¬„™â·π«§‘¥°“√«‘‡§√“–Àå≈Ÿ°§â“ ·≈–∫√‘À“√ ‘π§â“
°“√¢“¬ ‘π§â“ §«√∑”„Àâ·μ°μà“ß®“°√â“π¥‘ ‡§“πå ‚μ√å
(‡™àπ ∫‘Í°´’ §“√åøŸ√å ·≈–‡∑ ‚°‚≈μ— ) √â“π¥—ß°≈à“«¡’®ÿ¥‡¥àπ
∑’Ë≈Ÿ°§â“æ÷ßæÕ„®∑’Ë°“√ª√–À¬—¥‡ß‘π√âÕ¬≈– 38 °“√ª√–À¬—¥
‡«≈“ √âÕ¬≈– 14 §«“¡ –¥«°´◊ÈÕ √âÕ¬≈– 11 „™â°≈¬ÿ∑∏å
°“√μ—Èß√“§“∂Ÿ°‡ªìπμ—«¥÷ß¥Ÿ¥≈Ÿ°§â“ (°π°«√√≥   ÿ∂‘√π“∂,
2540: 53) √â“π¢Õß™”¢π“¥„À≠à¡’®ÿ¥‡¥àπÕ¬Ÿà∑’Ë√“§“·≈–
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§ÿ≥¿“æ¢Õß ‘π§â“ °“√¢“¬ ‘π§â“∑’Ë¡’¬’ËÀâÕ∑’Ë≈Ÿ°§â“‡™◊ËÕ¡—Ëπ
„π§ÿ≥¿“æ¢Õß ‘π§â“ „Àâ‡πâπ ‘π§â“§ÿ≥¿“æ·≈–√“§“
‡À¡“– ¡

2) „™â§«“¡ —¡æ—π∏å∑’Ë¥’°—∫ºŸâ¢“¬¡“‡ªìπ®ÿ¥·¢Áß
„π°“√≈¥μâπ∑ÿπ ‘π§â“‡æ◊ËÕ°“√∫√‘°“√≈Ÿ°§â“ ·≈–‡ªìπ§«“¡
‰¥â‡ª√’¬∫„π°“√·¢àß¢—π

®“°°“√‡μ‘∫‚μ¢Õß√â“π¢π“¥„À≠à ¥‘ ‡§“πå
 ‚μ√å∑—ÈßÀ≈“¬ ºŸâº≈‘μ ºŸâ¢“¬ ‘π§â“ ‰¥â√—∫º≈°√–∑∫Õ¬à“ß
¡“°®“°«‘∏’°“√ªØ‘∫—μ‘¢Õß√â“π¥—ß°≈à“« ́ ÷Ëß¡’Õ”π“®μàÕ√Õß
 Ÿß ·≈–¡—°°¥¥—πºŸâ¢“¬„Àâ≈¥√“§“ ‘π§â“≈ßμË”¡“° ∑—Èß¬—ß
¡’°“√∑” —≠≠“‡√’¬°‡°Á∫‡ß‘π§à“∏√√¡‡π’¬¡π” ‘π§â“‰ª
®”Àπà“¬ (Entrance Fee) °“√‡√’¬°‡°Á∫§à“∏√√¡‡π’¬¡ ·≈–
§à“„™â®à“¬Õ◊ËπÊ ‡™àπ §à“‚¶…≥“„π·ºàπæ—∫ °“√¢Õ à«π≈¥
À√◊Õ‡ß‘π π—∫ πÿπ‡æ‘Ë¡‡μ‘¡„π«—π‡ªî¥ “¢“ °“√„ÀâºŸâ¢“¬
√—∫º‘¥™Õ∫§à“„™â®à“¬„π°“√ àß‡ √‘¡°“√¢“¬‡Õß  ”À√—∫
°√≥’ºŸâ¢“¬¡’π‚¬∫“¬‰¡à√—∫§◊π¢Õß ∫“ß√“¬¬—ßÀ—°§à“
∏√√¡‡π’¬¡°“√ Ÿ≠À“¬¢Õß ‘π§â“„πÕ—μ√“ 2% ¢Õß
¡Ÿ≈§à“ ‘π§â“Õ’°¥â«¬ μ≈Õ¥®π°“√ √â“ßμ√“¢ÕßºŸâº≈‘μ
®”Àπà“¬‡Õß (Home Brand) ´÷Ëß¬‘Ëß¡’¡“°¢÷Èπ (¥«ß∑‘æ¬å
®—π∑√åÕà«¡, 2545: 9-10) ‡¡◊ËÕ‡ªìπ‡™àππ’È °“√‡ªìπ
æ—π∏¡‘μ√°—∫ºŸâ¢“¬¬àÕ¡∑”‰¥âßà“¬¢÷Èπ ‡æ◊ËÕº≈ª√–‚¬™πå
√à«¡°—π ‡™àπ °“√æ—≤π“‡∑§‚π‚≈¬’¥â“π “√ π‡∑»„π ‘π§â“
·≈–≈Ÿ°§â“¥â«¬°—π √à«¡°—π®—¥· ¥ß ‘π§â“ ∂à“¬∑Õ¥√–∫∫
∫—≠™’ «‘∏’°“√∫√‘À“√μâπ∑ÿπ ‡ªìπμâπ

3) ‡ªìπºŸâπ”„π°≈ÿà¡ºŸâ¢“¬¢Õß™”¥â«¬°—π„π
æ◊Èπ∑’Ë √«∫√«¡ —Ëß´◊ÈÕ ª√– “πß“π°—∫ ∂“∫—π°“√‡ß‘π ®—¥À“
 ‘π‡™◊ËÕ ®—¥√–∫∫™”√–§à“ ‘π§â“ μ‘¥μ“¡¥Ÿ·≈°“√®—¥ àß ‘π§â“
°“√®”Àπà“¬ ‘π§â“ æ—≤π“ Ωñ°Õ∫√¡√â“π§â“„π√Ÿª·∫∫μà“ßÊ
μ≈Õ¥®π°“√®—¥°“√‡æ◊ËÕº≈ª√–°Õ∫°“√∑’Ë¥’ Õ“®‚¥¬§«“¡
√à«¡¡◊Õ°—∫‚§√ß°“√¢Õß√—∞∫“≈ À√◊Õ®—¥Õ‘ √– ‡™◊ËÕ¡‚¬ß
°—∫ ∂“∫—π °√–∑√«ß»÷°…“∏‘°“√ ¿“§√—∞„π°√–∑√«ßμà“ßÊ
∑’Ë√—∫º‘¥™Õ∫ ‡™àπ °√–∑√«ßæ“≥‘™¬å °√–∑√«ßÕÿμ “À°√√¡
‡ªìπμâπ

4) ¢¬“¬ “¢“¥â«¬μ—«‡Õß ‚¥¬‡≈◊Õ°∑”‡≈∑’Ëμ—Èß
∑’Ë‡À¡“– ¡ À√◊Õ¢“¬·ø√π‰™ å„Àâ°—∫ºŸâ∑’Ë π„®„πæ◊Èπ∑’Ë∑’Ë

‡À¡“– ¡  Õ¥§≈âÕß°—∫°≈ÿà¡‡ªÑ“À¡“¬ μ“¡√Ÿª·∫∫ «‘∏’
°“√∫√‘À“√√â“π¢“¬¢Õß™”¢Õß∏ÿ√°‘®‡√“

5) ‡æ‘Ë¡™àÕß∑“ß°“√®”Àπà“¬„π√Ÿª·∫∫Õ◊Ëπ ‰¥â·°à
∑“ß‡«Á∫ (Web) ·§μμ“≈ÁÕ§ (Catalog) ́ ÷Ëßß“π«‘®—¬¢Õß
Coleman ·≈– Blackmon (1999: B1) °≈à“««à“ °“√
¢“¬∑“ß‡«Á∫√à«¡°—∫·§μμ“≈ÁÕ§ ®–∑”„Àâ¬Õ¥¢“¬‡μ‘∫‚μ
¢÷ÈπμÕ∫ πÕßμ“¡»—°¬¿“æ¢Õß°“√§â“∑“ßÕ‘‡≈Á°∑√Õπ‘° å
√â“π§â“·∫∫¥—Èß‡¥‘¡®–μâÕßπ” ‘Ëß‡À≈à“π’È¡“„™â ¡’≈Ÿ°§â“À≈“¬
√“¬π‘¬¡°“√´◊ÈÕ ‘π§â“ºà“π‡«Á∫ ·≈– 3 „π 4 ¢Õß≈Ÿ°§â“
‡À≈à“π—Èπ ®– ◊́ÈÕ ‘π§â“ºà“π·§μμ“≈ÁÕ§ °“√¢“¬∑“ß
·§μμ“≈ÁÕ§ √â“π 7-11 „πªí®®ÿ∫—π°Á‰¥âπ”¡“„™â·≈â«

πÕ°®“°π’È Feinberg, Phyllis (1999) ‰¥âæŸ¥
∂÷ß∑‘»∑“ß√â“π§â“ª≈’°„πÕπ“§μ π—°«‘‡§√“–Àå·≈–π—°≈ß∑ÿπ
‰¥â¡Õß«à“ ¿“æ°“¬¿“æ¢Õß√â“π∑’Ë„Àâ≈Ÿ°§â“‡≈◊Õ°´◊ÈÕ ·≈–
°“√¢“¬∑“ßÕ‘π‡μÕ√å‡πÁμ (Online Selling) ®–‰¥âº≈∑’Ë
¥’¡“°„π√–¬–¬“«  √â“π§â“ª≈’°·∫∫¥—Èß‡¥‘¡∑’Ë¡’‡«Á∫‰´μå
¢Õßμ—«‡Õß ∂◊Õ«à“‡ªìπ®ÿ¥‡Õ“™π–§Ÿà·¢àß¢—π‰¥â®ÿ¥Àπ÷Ëß À√◊Õ
∏ÿ√°‘®∑’Ë¢“¬ ‘π§â“ºà“π·§μμ“≈ÁÕ§®–ª√– ∫º≈ ”‡√Á®‰¥â¥’
√–∫∫°“√®—¥®”Àπà“¬®”μâÕß‡ªìπ√â“π§â“ª≈’°Õ‘‡≈Á°∑√Õπ‘° å
(E-Tailers)   ”À√—∫√â“π§â“ª≈’°∑’Ë¢“¬Àπâ“√â“π (Kiosk)
·≈–¡’À≈“¬Ê  “¢“ ·π«‚πâ¡®–‡ªìπÕ‘π‡μÕ√å‡πÁμ§’ÕÕ 
(Internet Kiosks) ´÷Ëß®– “¡“√∂‡≈◊Õ°´◊ÈÕ¢Õß‰¥â ∑—Èß„π
√â“π·≈–πÕ°√â“π ¡’∑’Ëμ—Èß„πÀ≈“¬Ê æ◊Èπ∑’Ë ·μà®–¡’®ÿ¥ÕàÕπ
Õ¬Ÿà∑’Ë°“√§â“·∫∫π’ÈμâÕßÕ¬Ÿà∫π∞“π‡∑§‚π‚≈¬’ (Technology
Based) ‡ªìπ°“√‡™◊ËÕ¡μàÕ‡«Á∫‰´μå ·≈–√â“π¢“¬ª≈’°¬àÕ¬Ê
(Outlets) ‡¢â“¥â«¬°—π (Baeb Eddie, 2000)

®÷ß‡ÀÁπ‰¥â«à“ ·π«‚πâ¡¢Õß™àÕß∑“ß°“√
®”Àπà“¬·∫∫Õ‘‡≈Á°∑√Õπ‘° å ®–‡ªìπ∑‘»∑“ß„πÕπ“§μ¢Õß
√â“π¢“¬ª≈’°‰∑¬ ∑’Ë®–μâÕßª√—∫μ—« ·≈–‡§≈◊ËÕπμ—«„Àâ∑—π
‡∑§‚π‚≈¬’ «‘∂’™’«‘μ ·≈–æƒμ‘°√√¡ºŸâ∫√‘‚¿§„π¬ÿ§Àπâ“

6) °“√ àß‡ √‘¡°“√μ≈“¥„Àâ∑”„π‡™‘ß∫Ÿ√≥“°“√
∑ÿ°¥â“π ·≈–«“ß·ºπ√–¬–¬“« (IMC; Integrated
Marketing Communications) ‚¥¬‡πâπ‡¢â“∂÷ß°≈ÿà¡
≈Ÿ°§â“‡ªÑ“À¡“¬Õ¬à“ß™—¥‡®π °“√‚¶…≥“‡πâπ§ÿ≥¿“æ
 ‘π§â“ √“§“ ·≈–§«“¡ –¥«° ∫“¬  ßà“¬μàÕ°“√‡¥‘π∑“ß
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‰ª ◊́ÈÕ ‘π§â“ æπ—°ß“π¢“¬‡™‘≠™«π„Àâ≈Ÿ°§â“´◊ÈÕ ‘π§â“
Õ¬à“ß¡◊ÕÕ“™’æ ∑’Ë‰¥â√—∫°“√Ωñ°Õ∫√¡‡ªìπÕ¬à“ß¥’

Turcsik Richard (2004) ‰¥â°≈à“«∂÷ß
°“√‡æ‘Ë¡≈Ÿ°§â“  ¡“™‘°„π√â“π§â“ª≈’° ‚¥¬„™â‚ª√·°√¡
∫—μ√ ¡“™‘° (Loyal-Card Programes) ´÷Ëß‰¡à‡æ’¬ß·μà
®–„™â„π‡√◊ËÕß°“√≈¥√“§“ ‘π§â“‡∑à“π—Èπ ∫“ß√â“π¬—ß„™â„π°“√
μ‘¥μàÕ∑“ßÕ’‡¡≈å (E-Mail) À√◊Õ‚∑√»—æ∑å∂÷ß≈Ÿ°§â“ ‡¡◊ËÕ
 ‘π§â“¢Õß≈Ÿ°§â“„°≈âÀ¡¥ ‡æ◊ËÕ„Àâ —Ëß´◊ÈÕ ‘π§â“ °“√„™â∫—μ√
 ¡“™‘° (Loyalty Cards) π’È‡ªìπ‡§√◊ËÕß¡◊Õ∑’Ë„™â°—π
Õ¬à“ß°«â“ß¢«“ß„π À√—∞Õ‡¡√‘°“ ´÷Ëß‰¥â√—∫μ—«·∫∫¡“®“°
ºŸâª√–°Õ∫°“√„π¬ÿ‚√ª ≈—°…≥–‡™àππ’È√â“π§â“ª≈’° “¡“√∂
∑”‰¥â ‡æ◊ËÕ‡™◊ËÕ¡§«“¡ —¡æ—π∏å°—∫≈Ÿ°§â“ ‰¡à‡æ’¬ß·μà
√â“π§â“ª≈’°¢π“¥„À≠à‡∑à“π—Èπ √â“π§â“ª≈’°‡≈Á°Ê  “¡“√∂
μ‘¥μ“¡≈Ÿ°§â“‰¥âÕ¬à“ß„°≈â™‘¥ ¡’∫—μ√ ¡“™‘°¢Õßμ—«‡Õß‰¥â
‡™àπ°—π

7) ∂â“√â“π¢π“¥„À≠à “¡“√∂ √â“ß§«“¡‡™◊ËÕ∂◊Õ
„Àâ·°à≈Ÿ°§â“‰¥â ≈Ÿ°§â“‡™◊ËÕ∂◊Õ§π°≈“ß ‡™◊ËÕ¡—Ëπ„π ‘π§â“∑’Ë
√â“π§â“ª≈’°®—¥À“¡“‡ πÕ·°à≈Ÿ°§â“ √â“πÕ“®°”Àπ¥μ√“
 ‘π§â“¢Õß√â“π‰¥â  ”À√—∫ ‘π§â“ª√–‡¿∑¢π¡ ¢ÕßÕÿª‚¿§
∫√‘‚¿§∑’Ëº≈‘μ‚¥¬ºŸâº≈‘μ∑’Ë‰¡à„™âμ√“¬’ËÀâÕ À√◊Õ —Ëß∑”¿“¬„μâ
μ√“¬’ËÀâÕ¢Õß√â“π ∑—Èßπ’ÈμâÕß∑”„Àâ≈Ÿ°§â“‡™◊ËÕ¡—Ëπ„π√â“π¢Õß
‡√“°àÕπ ·≈–®”Àπà“¬ ‘π§â“μ“¡¿“æ≈—°…≥å À√◊Õμ”·Àπàß
(Positioning) ¢Õß√â“π

8) À’∫ÀàÕ∑’Ë¥÷ß¥Ÿ¥„® °“√‚¶…≥“ ·≈–°“√®—¥
· ¥ß ‘π§â“ §«√∑”§«∫§Ÿà‰ª‡æ◊ËÕ‡ √‘¡°‘®°√√¡ àß‡ √‘¡
°“√μ≈“¥¢Õß√â“π °“√®—¥· ¥ß ‘π§â“ ≥ ®ÿ¥¢“¬ (Point-
of-Promotion Displays) ™à«¬·π–π” ‘π§â“ ·≈–∑”„Àâ
≈Ÿ°§â“‰¥â√Ÿâ®—° ‘π§â“¡“°¢÷Èπ À’∫ÀàÕ„™â‡æ◊ËÕ°“√¢“¬ ·π–π”
 ‘π§â“ ·≈–°“√‚¶…≥“ ‡ªìπ°“√°√–μÿâπ„Àâ≈Ÿ°§â“‡¢â“¡“
´◊ÈÕ¢Õß„π√â“π

¢âÕ‡ πÕ·π–Õ◊ËπÊ

¥â“π§«“¡ª≈Õ¥¿—¬¢Õß√â“π¢“¬ª≈’° ‡ªìπ ‘Ëß∑’Ë
ºŸâª√–°Õ∫°“√μâÕß§”π÷ß ∑—Èß¥â“π ‘π§â“ ‡ß‘π ¥∑”‰¥â‚¥¬
°“√∫√‘À“√ ‘π§â“§ß§≈—ß °“√®—¥™—Èπ«“ß¢Õß ‡æ◊ËÕ§«∫§ÿ¡
 ‘π§â“À“¬ μ≈Õ¥®π°“√≈—°¢‚¡¬ ‘π§â“ °“√Ωñ°Õ∫√¡
æπ—°ß“π¢“¬„π¥â“π°“√¢“¬·≈–°“√¥Ÿ·≈ ‘π§â“

®“°º≈°“√«‘®—¬ °“√Õ¿‘ª√“¬º≈ ·≈–¢âÕ‡ πÕ·π–
∑’Ë°≈à“«¡“¢â“ßμâπ ∑”„Àâ‡ÀÁπ∑‘»∑“ß°“√æ—≤π“∑’Ë™—¥‡®π
¢Õß°“√∫√‘À“√°“√μ≈“¥ √â“π§â“ª≈’°μ“¡·π««‘∂’‰∑¬  °“√
§â“ª≈’°‡ªìπÕ“™’ææ◊Èπ∞“π·≈–¥—Èß‡¥‘¡  √â“ß√“¬‰¥â  √â“ßß“π
„Àâ·°àºŸâª√–°Õ∫°“√„π‡∫◊ÈÕßμâπ ºŸâª√–°Õ∫°“√μâÕßæ—≤π“
‡√’¬π√Ÿâ ·≈–ª√—∫ª√ÿß„Àâ∑—πμàÕ°“√‡ª≈’Ë¬π·ª≈ß∑’Ë√«¥‡√Á«¡“°
¢Õß ‘Ëß·«¥≈âÕ¡∑“ß°“√μ≈“¥ ∑ÿ°Ê Õ“™’æ®–√ÿàß‡√◊Õß‰¥â
¥â«¬°“√‡√’¬π√Ÿâ·≈–æ—≤π“
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°“√∫√‘À“√°“√μ≈“¥√â“π¢“¬¢Õß™” : °√≥’»÷°…“„π¿“§„μâ

»»‘«‘¡≈   ÿ¢∫∑
«“√ “√«‘∑¬“°“√®—¥°“√

ªï∑’Ë 24 ©∫—∫∑’Ë 2 °.§. - ∏.§. 254916

 

 
 

1 2 
Communality 

  1.  

       

.81  .66 

  2.   

       

.80  .69 

  3.      

       (     ) 

.78  .63 

  4.  

       

.77  .61 

  5.  .76  .62 

  6.     .75  .56 

  7.  .67  .59 

  8.  .63  .40 

  9.     

       

.60  .43 

10. ) .53  .32 

11.    

      ( ) 

 .85 .74 

12.  ( )   

      ) 

 .82 .67 

 

 

5.19 

42.95 

1.72 

14.70 

 

57.65 

¿“§ºπ«°

¿“§ºπ«° 1 °“√®—¥Õß§åª√–°Õ∫°“√∫√‘À“√°“√μ≈“¥√â“π¢“¬¢Õß™”„π¥â“π°“√ √â“ß§«“¡ —¡æ—π∏å

°—∫ºŸâ¢“¬

°“√„™â Factor Analysis ®—¥°≈ÿà¡μ—«·ª√¥â“π§«“¡ —¡æ—π∏å°—∫ºŸâ¢“¬ 2 Õß§åª√–°Õ∫ ‰¥â·°à Õß§åª√–°Õ∫ 1
§◊Õ §«“¡ —¡æ—π∏å∑’Ë™à«¬‡À≈◊Õ°—π°—∫ºŸâ¢“¬ ·≈–Õß§åª√–°Õ∫ 2 §◊Õ §«“¡ —¡æ—π∏å∑’Ëμ—¥√Õπ°—π°—∫ºŸâ¢“¬ §à“πÈ”Àπ—°
¢ÕßÕß§åª√–°Õ∫·≈–§à“°“√√«¡¢Õßμ—«·ª√‡ªìπ‰ªμ“¡‡°≥±å ‚¥¬Õß§åª√–°Õ∫∑’Ë 1 ¡’§à“‰Õ‡°π 5.19 Õ∏‘∫“¬§«“¡
·ª√ª√«π√à«¡‰¥â√âÕ¬≈– 42.95 Õß§åª√–°Õ∫∑’Ë 2 ¡’§à“‰Õ‡°π 1.72 Õ∏‘∫“¬§«“¡·ª√ª√«π√à«¡‰¥â√âÕ¬≈– 14.70 ‚¥¬
∑—Èß ÕßÕß§åª√–°Õ∫°—πÕ∏‘∫“¬§«“¡·ª√ª√«π‰¥â√âÕ¬≈– 42.93

§ÿ≥≈—°…≥–§«“¡ —¡æ—π∏å∑’Ë™à«¬‡À≈◊Õ°—π ·≈–§«“¡ —¡æ—π∏å∑’Ëμ—¥√Õπ ¥Ÿ√“¬≈–‡Õ’¬¥‰¥âμ“¡Õß§åª√–°Õ∫∑’Ë 1
·≈– 2 ®“°μ“√“ß∑’Ë 7

μ“√“ß∑’Ë 7 §à“πÈ”Àπ—°Õß§åª√–°Õ∫·≈–§à“°“√√à«¡¢Õßμ—«·ª√¥â“π§«“¡ —¡æ—π∏å°—∫ºŸâ¢“¬



Marketing Management of Grocery Stores:

A Case Study of Southern Thailand

Sasiwemon  Sukhabot
Journal of Management Sciences

Vol. 24 No.2  Jul. - Dec. 2006 17

 

 
 

1–5  6–12  13–20  21–30  

Chi Sq. 

(Sig) 

      

-   (n=104) (n=22) (n=11) (n=6) 44.249 

   2.9 .0 .0 .0  

   40.4 40.9 45.5 33.3 (.001) 

   33.7 .0 .0 .0  

   6.7 .0 .0 .0  

   3.8 9.1 .0 .0  

   5.8 31.8 45.5 50.0  

    6.7 18.2 9.1 16.7  

-   (n=163) (n=50) (n=16) (n=9)  

  1 – 3   41.7 10.0 .0 .0 62.271 

  4 – 6   20.2 24.0 18.8 22.2 (.000) 

  7 – 9  19.6 14.0 .0 .0  

  10   17.8 52.0 81.3 77.8  

      

-   (n=158) (n=50) (n=15) (n=7)  

   17.1 30.0 13.3 28.6 24.966 

   28.5 44.0 66.7 42.9 (.015) 

    10.1 12.0 6.7 14.3  

    43.7 14.0 13.3 14.3  

-   (n=159) (n=48) (n=15) (n=8)  

   37.7 16.7 6.7 .0 26.863 

  1 – 10  8.2 6.3 20.0 12.5 (.008) 

  1   29.6 58.3 53.3 62.5  

    

     ( ) 

13.2 14.6 6.7 12.5  

    11.3 4.2 13.3 12.5  

-   (n=151) (n=43) (n=13) (n=6)  

   13.9 14.0 23.1 50.0 25.721 

   31.8 65.1 46.2 16.7 (.002) 

   32.5 16.3 15.4 16.7  

    21.9 4.7 15.4 16.7  

¿“§ºπ«° 2 §à“ ∂‘μ‘ Chi Square ∑¥ Õ∫§«“¡ —¡æ—π∏å√–À«à“ß¢π“¥¢Õß√â“π°—∫§«“¡ —¡æ—π∏å°—∫

ºŸâ¢“¬„π¥â“π·À≈àß´◊ÈÕ ·≈–°“√„Àâ∫√‘°“√®“°ºŸâ¢“¬

μ“√“ß∑’Ë 8 ¢π“¥¢Õß√â“π ·≈–§«“¡ —¡æ—π∏å°—∫ºŸâ¢“¬



°“√∫√‘À“√°“√μ≈“¥√â“π¢“¬¢Õß™” : °√≥’»÷°…“„π¿“§„μâ

»»‘«‘¡≈   ÿ¢∫∑
«“√ “√«‘∑¬“°“√®—¥°“√

ªï∑’Ë 24 ©∫—∫∑’Ë 2 °.§. - ∏.§. 254918

¿“§ºπ«° 3 §à“ ∂‘μ‘ Chi Square ∑¥ Õ∫§«“¡ —¡æ—π∏å√–À«à“ß¢π“¥¢Õß√â“π °—∫°“√∫√‘À“√°“√μ≈“¥

¥â“πº≈‘μ¿—≥±å √“§“ ·≈–°“√ àß‡ √‘¡°“√μ≈“¥

μ“√“ß∑’Ë 9 ¢π“¥¢Õß√â“π·≈–°“√∫√‘À“√°“√μ≈“¥¥â“πº≈‘μ¿—≥±å √“§“ ·≈–°“√ àß‡ √‘¡°“√μ≈“¥
 

   

  1–5  6–12  13–20  21–30  

Chi Sq. 

(Sig) 

      

-   (n=153) (n=47) (n=16) (n=8)  

   83.0 59.6 81.3 87.5 18.989 

   3.3 12.8 6.3 .0 (.089) 

   2.6 .0 .0 .0  

   3  10.5 27.7 12.5 12.5  

-   (n=127) (n=37) (n=11) (n=5)  

   17.3 16.2 27.3 80.0 21.384 

   26.0 32.4 54.5 .0 (.045) 

   15.0 16.2 9.1 20.0  

   33.1 32.4 9.1 .0  

    8.7 2.7 .0 .0  

      

-   (n=151) (n=46) (n=14) (n=7)  

  /  8.6 6.5 14.3 14.3 13.312 

   13.2 8.7 7.1 .0 (.347) 

   74.2 84.8 71.4 71.4  

    2.6 .0 .0 14.3  

-   (n=156) (n=48) (n=15) (n=8)  

   12.2 14.6 .0 25.0 27.856 

   19.9 35.4 26.7 .0 (.006) 

   28.8 39.6 46.7 75.0  

    38.5 10.4 26.7 .0 13.6 

-   (n=156) (n=49) (n=16) (n=9)  

        10.50  3.2 .0 12.5 .0 17.592 

   46.2 44.9 12.5 11.1 (.001) 
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μ“√“ß∑’Ë 9 (μàÕ)

   

  1–5  6–12  13–20  21–30  

Chi Sq. 

(Sig) 

   9.0 16.3 37.5 33.3  

   4.5 8.2 6.3 33.3  

   25.6 24.5 6.3 11.1  

   .6 .0 .0 .0  

   5.1 6.1 18.8 .0  

    5.8 .0 6.3 11.1  

-    (n=159) (n=45) (n=13) (n=6)  

   27.7 35.6 53.8 66.7 33.198 

   15.7 22.2 23.1 .0 (.000) 

   1.9 15.6 15.4 .0  

    54.7 26.7 7.7 33.3  

      

-   (n=158) (n=45) (n=11) (n=6)  

   5.7 6.7 27.3 33.3 65.634 

   17.1 42.2 18.2 16.7 (.000) 

   8.2 31.1 27.3 16.7  

   10.1 11.1 18.2 33.3  

    3.8 2.2 .0 .0  

   55.1 6.7 9.1 .0  

-   (n=162) (n=50) (n=16) (n=9)  

   16.7 28.0 56.3 66.7 64.733 

   26.5 64.0 37.5 33.3 (.000) 

   56.8 8.0 6.3 .0  

-   

     

(n=162) (n=50) (n=16) (n=9)  

   15.4 32.0 62.5 77.8 66.345 

   27.8 58.0 31.3 22.2 (.000) 

   56.8 10.0 6.3 .0  

 

 



°“√∫√‘À“√°“√μ≈“¥√â“π¢“¬¢Õß™” : °√≥’»÷°…“„π¿“§„μâ

»»‘«‘¡≈   ÿ¢∫∑
«“√ “√«‘∑¬“°“√®—¥°“√

ªï∑’Ë 24 ©∫—∫∑’Ë 2 °.§. - ∏.§. 254920

 

   

  1–5  6–12  13–20  21–30  

Chi Sq. 

(Sig) 

-   (n=161) (n=50) (n=16) (n=9)  

   18.0 20.0 12.5 22.2 61.591 

   4.3 22.0 62.5 55.6 (.000) 

   77.6 58.0 25.0 22.2  

-   (n=156) (n=49) (n=15) (n=8)  

   5.8 4.1 26.7 .0 27.351 

   16.7 32.7 26.7 62.5 (.007) 

  15.4 18.4 20.0 12.5  

    .6 .0 .0 .0  

   61.5 44.9 26.7 25.0  

-   (n=161) (n=50) (n=16) (n=9)  

   26.7 46.0 50.0 77.8 30.806 

   73.3 54.0 43.8 22.2 (.000) 

-   (n=161) (n=49) (n=15) (n=9)  

   18.6 30.6 20.0 11.1 34.727 

   34.2 53.1 66.7 88.9 (.000) 

  1.9 4.1 6.7 .0  

    45.3 12.2 6.7 .0  

-   (n=158) (n=45) (n=11) (n=7)  

   7.6 17.8 27.3 14.3 (24.834) 

   20.3 33.3 18.2 .0 (.016) 

         40.5 42.2 27.3 57.1  

   13.9 6.7 27.3 14.3  

    17.7 .0 .0 14.3  

μ“√“ß∑’Ë 9 (μàÕ)

À¡“¬‡Àμÿ : º≈°“√∑¥ Õ∫¬—ß‰¡à™’È™—¥«à“ ¢π“¥√â“πμà“ß°—π®–·μ°μà“ß°—π„π¥â“π°“√∫√‘À“√°“√μ≈“¥ ¥â“πº≈‘μ¿—≥±å
√“§“·≈–°“√ àß‡ √‘¡°“√μ≈“¥ ‡π◊ËÕß®“°¡’®”π«π∑’Ë§“¥À«—ß¢Õß·μà≈– cell πâÕ¬°«à“ 5  Ÿß°«à“ 25%
(¢π“¥√â“π∑’Ëæπ—°ß“π 21-30 §π ¡’®”π«ππâÕ¬)
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¿“§ºπ«° 4 °“√®—¥Õß§åª√–°Õ∫°“√∫√‘À“√°“√μ≈“¥¥â“π°“√®—¥°“√ ‘π§â“

°“√„™â Factor Analysis ®—¥°≈ÿà¡μ—«·ª√¥â“π°“√®—¥°“√ ‘π§â“‰¥â 2 Õß§åª√–°Õ∫ ‰¥â·°à Õß§åª√–°Õ∫∑’Ë 1
¥â“πμ—« ‘π§â“ ·≈–Õß§åª√–°Õ∫∑’Ë 2 ¥â“π°“√«“ß·ºπ°“√®—¥°“√ ‘π§â“ §à“πÈ”Àπ—°¢ÕßÕß§åª√–°Õ∫·≈–§à“°“√√à«¡
¢Õßμ—«·ª√‡ªìπ‰ªμ“¡‡°≥±å ‚¥¬Õß§åª√–°Õ∫∑’Ë 1 ¡’§à“‰Õ‡°π 3.61 Õ∏‘∫“¬§«“¡·ª√ª√«π√à«¡‰¥â√âÕ¬≈– 34.16
Õß§åª√–°Õ∫∑’Ë 2 ¡’§à“‰Õ‡°π 1.15 Õ∏‘∫“¬§«“¡·ª√ª√«π√à«¡‰¥â√âÕ¬≈– 33.93 ‚¥¬∑—Èß ÕßÕß§åª√–°Õ∫√à«¡°—π
Õ∏‘∫“¬§«“¡·ª√ª√«π‰¥â√âÕ¬≈– 68.09 §ÿ≥≈—°…≥–μ—« ‘π§â“·≈–§ÿ≥≈—°…≥–¥â“π°“√«“ß·ºπ°“√®—¥°“√ ‘π§â“ ¥Ÿ
√“¬≈–‡Õ’¬¥‰¥âμ“¡Õß§åª√–°Õ∫∑’Ë 2 ·≈–®“°μ“√“ß∑’Ë 10

μ“√“ß∑’Ë 10 §à“πÈ”Àπ—°Õß§åª√–°Õ∫·≈–§à“°“√√à«¡¢Õßμ—«·ª√¥â“π°“√®—¥°“√ ‘π§â“
 

 
 

1 2 
Communality 

1.   .79  .64 

2.   .74  .64 

3.   .74  .64 

4.     .72  .54 

5.    .87 .80 

6.    .84 .82 

7.    .71 .70 

 

 

3.61 

34.16 

1.15 

33.93 

 

68.09 

¿“§ºπ«° 5 °“√®—¥Õß§åª√–°Õ∫°“√∫√‘À“√μ≈“¥√â“π¢“¬¢Õß™”„π¥â“π°“√ √â“ß§«“¡ —¡æ—π∏å°—∫≈Ÿ°§â“

°“√„™â Factor Analysis ®—¥°≈ÿà¡μ—«·ª√¥â“π§«“¡ —¡æ—π∏å°—∫≈Ÿ°§â“‰¥â 4 Õß§åª√–°Õ∫ ‰¥â·°à Õß§åª√–°Õ∫∑’Ë
1 °“√ √â“ß§«“¡ —¡æ—π∏å‚¥¬„™âæπ—°ß“π¢“¬ Õß§åª√–°Õ∫∑’Ë 2 °“√®—¥À“ ‘π§â“ μ—Èß√“§“ ·≈–∑”‡≈∑’Ëμ—Èß¢Õß√â“π„Àâ
‡À¡“– ¡°—∫°≈ÿà¡≈Ÿ°§â“∑’Ë°”Àπ¥ Õß§åª√–°Õ∫ 3 °“√¡’°≈ÿà¡‡ªÑ“À¡“¬™—¥‡®π ∫—π∑÷°ª√–«—μ‘≈Ÿ°§â“ ·≈– àß‡ √‘¡°“√
¢“¬„Àâ·°à°≈ÿà¡≈Ÿ°§â“∑’Ë°”Àπ¥ ·≈–Õß§åª√–°Õ∫ 4 °≈ÿà¡≈Ÿ°§â“∑’Ë°”Àπ¥‰«âμ√ß°—∫°≈ÿà¡≈Ÿ°§â“∑’Ë¡“„™â∫√‘°“√®√‘ß·≈–®—¥
∫√√¬“°“»√â“π„Àâ Õ¥§≈âÕß°—∫°≈ÿà¡≈Ÿ°§â“ §à“πÈ”Àπ—°¢ÕßÕß§åª√–°Õ∫·≈–§à“°“√√à«¡¢Õßμ—«·ª√‡ªìπ‰ªμ“¡‡°≥±å ‚¥¬

Õß§åª√–°Õ∫∑’Ë 1 ¡’§à“‰Õ‡°π 4.41  Õ∏‘∫“¬§«“¡·ª√ª√«π√à«¡‰¥â√âÕ¬≈– 20.93
Õß§åª√–°Õ∫∑’Ë 2 ¡’§à“‰Õ‡°π 1.99  Õ∏‘∫“¬§«“¡·ª√ª√«π√à«¡‰¥â√âÕ¬≈– 16.32
Õß§åª√–°Õ∫∑’Ë 3 ¡’§à“‰Õ‡°π 1.38  Õ∏‘∫“¬§«“¡·ª√ª√«π√à«¡‰¥â√âÕ¬≈– 13.0
·≈–Õß§åª√–°Õ∫∑’Ë 4 ¡’§à“‰Õ‡°π 1.01  Õ∏‘∫“¬§«“¡·ª√ª√«π√à«¡‰¥â√âÕ¬≈– 8.37
‚¥¬∑—Èß ’ËÕß§åª√–°Õ∫√à«¡°—πÕ∏‘∫“¬§«“¡·ª√ª√«π‰¥â√âÕ¬≈– 58.62
§ÿ≥≈—°…≥– 1) °“√ √â“ß§«“¡ —¡æ—π∏å‚¥¬„™âæπ—°ß“π¢“¬ 2) °“√®—¥À“ ‘π§â“ μ—Èß√“§“ ·≈–∑”‡≈∑’Ëμ—Èß¢Õß

√â“π„Àâ‡À¡“– ¡°—∫°≈ÿà¡≈Ÿ°§â“∑’Ë°”Àπ¥ 3) °“√¡’°≈ÿà¡‡ªÑ“À¡“¬™—¥‡®π ∫—π∑÷°ª√–«—μ‘≈Ÿ°§â“ ·≈– àß‡ √‘¡°“√¢“¬



°“√∫√‘À“√°“√μ≈“¥√â“π¢“¬¢Õß™” : °√≥’»÷°…“„π¿“§„μâ

»»‘«‘¡≈   ÿ¢∫∑
«“√ “√«‘∑¬“°“√®—¥°“√

ªï∑’Ë 24 ©∫—∫∑’Ë 2 °.§. - ∏.§. 254922

μ“√“ß∑’Ë 11 §à“πÈ”Àπ—° Õß§åª√–°Õ∫ °“√√à«¡¢Õßμ—«·ª√¥â“π§«“¡ —¡æ—π∏å°—∫≈Ÿ°§â“
 

 
 

1 2 3 4 
Communality 

  1.  .77    .65 

  2.   

       

.73    .69 

  3.   .71    .62 

  4.      .69    .62 

  5.  .63    .59 

  6.  .50    .60 

  7.   .78   .63 

  8.   .66   .50 

  9.   

       

 .60   .53 

10.   .58   .52 

11.    .69  .61 

12.    .67  .70 

13.          .67  .52 

14.   

       

  .65  .46 

15.       .47 .57 

 4.41 1.99 1.38 1.01  

 20.93 16.32 13.0 8.37 58.62 

¥÷ß¥Ÿ¥°≈ÿà¡≈Ÿ°§â“∑’Ë°”Àπ¥ ·≈–®—¥∫√√¬“°“»√â“π Õ¥§≈âÕß°—∫≈Ÿ°§â“μâÕß°“√ 4) °≈ÿà¡≈Ÿ°§â“∑’Ë°”Àπ¥‰«âμ√ß°—∫
°≈ÿà¡≈Ÿ°§â“∑’Ë¡“„™â∫√‘°“√®√‘ß  ¥Ÿ√“¬≈–‡Õ’¬¥·μà≈–Õß§åª√–°Õ∫‰¥â„πμ“√“ß∑’Ë 11


