@

9 9 Y a v 9 [ Y Y J
JUDNITAUAINIDATS ‘ﬂ%fﬂfJﬂ']uaﬂBﬂ!g"Uﬂ\ﬁ']Uﬂ'ngﬂafﬂl‘ﬁﬂ']ﬁﬂ'lﬁﬂﬁ”lﬂ
Ada A 1 Y Y a Y A
nRONTNaneNalsNoUNITUDI UM TUMNDT DY

Tupaialsunde dardaaszuii

My dnuazueai AL nagninamsaaia
A v K a
¥OUNANY YY1 Ao

s (= a 4
919138M1/3nw1 A3.FATA A13199H
FTAUMIANEN VINIIFINIUN TN
GLIE VuNaIMedonnIInedoss Uy menuayai)s
N.A. 2557

U )
UNNAED

Y 9
[ v A

s aw A A = o Y Y a YA
’Jﬁqﬂizﬁ'\iﬂﬂlﬂﬂﬂﬁ’mﬂﬂiﬂu o 1) NDANEHIANHUSUBDITTUATTUANNDABILASNA

s A o o Y A = Yy Y a 9
ﬂ%ﬁﬂ?iﬁﬁ?ﬂiﬂﬂﬁ?ﬂiiﬂ!ﬂﬁﬂ WHIATISUNAULAS 2) L‘Wﬂﬁﬂ‘H']Nﬁﬂi%ﬂ’é]ﬂﬂﬁﬂlﬂﬂﬂuﬂ'lﬁuﬂ1

Q

v
=

Hoapaniinnuuana iU INaRYULYBI UM FUMTaaed ag 3) MoANYITEAUBNINA

X

o o Y s A Y Y a Y A T o 1 I
yoailadedrunagniniansaaianigenalsznounsiumauiloaod nguavg1uilu
a o < 4 <3
dusznoumsiumdudriiodessiuau 400 aulaslduuvaevoindunioiolunismy
9 Aaaa 9 a 4 9 1 A 9 1 ~ 1 1
doya ananldlunmsnasizd 1dun msunuaenud mivsay mimaunde tagadIu
A 1 a a 4
Weuuuniasgiu drumsnadouanuagiuezldmsnagouil nazn1sunTIZHAIY
mlsdsumaae) lunsnaaeuauuAgIUIANNLANANIEHINANRAsvoIA M TD I Ty
LAAZNAY LAZMIAATIZHMIDANEUULITUAT AN AT L AUBNTNATY IS
Ao 1 { 1 1o a a I~
HanN13398 WufUszneumsiasuuuudeunwdI U Ingdndugnsuniy
2 A 1A 1 A 1 1 3 9 9 A
522171 7 - 10 U Dunasdunumanmsunenniga dmlvgiduimaissouniodes
wnfiga aauduwalszneumsvesduar nunnmsavvesnalszneumsed luszauin
4 ] v o ] 1
Taglin1sldnagninianisaaiadiugeanianissaiinuiouiniiga 5998981 Ao A1
FUARBUNTMBNN AIUTIAT ATUWTIIUIY AIUATZUIUMTUTNT MuRaaS Ul Az
' a o w 4 @ v
auduasumsnaia awdny lagnagniniemsaaiaauninauelinadonalsznoy
¥ v = A oy 1 ° 1 v Y a ¥
FIUANINNTA 509030170 ATUFDINIINITIINUIY AIUNTZVIUMT IHUTNT d1u
FA9ARBUNINITAIN AIUMTAUATUNITAAIA AIUTIAT AIURAASUN 1AZAIUTIAT

AN



II

Independent Study Title Factors of ship attributes and marketing strategy affecting
second-handed shop performance in Rong-Kluea market,

Sa-Kaeo province

Keyword Shop Attribute/ Marketing Strategy
Student Charinya Fakathong
Independent Study Advisor Dr. Chonlatis Darawong
Level of Study Master of Business Administration
Faculty Graduate School, Sripatum University Chonburi Campus
Year 2014
ABSTRACT

The objectives of this research were 1) to study shop attributes and marketing strategies
affecting second-handed shops in Rong-Kluea marketing, Sa-Kaeo province, and 2) to study
second-handed shop performance by comparing with different shop attributes, and 3) to study the
impact of marketing strategy on second-handed shop performance. Samples were 400 shop
owners and questionnaires were used for data collection. Statistics for data analysis were
frequency, percentage, average mean, and standard deviation. In hypothesis testing, t-test and
one-way analysis of variance were employed to test mean difference between independent
variables. Multiple regression were used to test the effect size of each variables.

The results showed that most shop owners have operated this business for 7 — 10 years.
They tend to gain investment capital from previous sales. Most of them sold shoes. In regard to
shop performance, the respondents had overall shop performance at a high level. In terms of
marketing strategy, they preferred to use marketing channel strategy, followed by physical
evidence, price, salesperson, process, product, and promotion, respectively. The most influential
marketing strategy factor on performance was salesperson, followed by marketing channel,

process, physical evidence, promotion, price, product, and price, accordingly.



