&

nomAUNIINIAYs wﬁmuuﬂ

y a ¢ a a = s v o
Fomsnunoass nagNEMsAaIALIMafane laumad Tusininizoes

(Y]

W Wwiagns wnuil Usyannimsgananntiuna s imnuimsgsne (msiansna i)

S5

a o o P o a a o 7 s o o aaa o
WHMNOAUINTNY UL l"ﬂﬂﬁﬂﬂll?ﬂ‘tﬂ 1) A3.9301 NAUIUNG 2) ATNTINITU ATLTINT "’]ﬂﬂﬁjﬁﬂa

o @

Tmadnu 2554 S 249 wih Mmday Teumad
o '
unfAage

s A a a s s v W
sz ieANYINAENEMInaIAuINsgIne lanmad Tudaninszoes
4 a o a a 4 a ° o '
wazme3ouRounagNEMIAaIANINIIEINY IeUMATYDIRUTHIT TIUNMUANANYMZAIUYAAD
Ve Ay a s 7 o A4 a4 aw a 7Y
nqudieRelsznougIne Tauaad S1uom 73 muaieaiei 1 Flumsdsoduuuudevom Tinszvideya
' ' i | ' a e
Tauld Awd Fevaz AuRan dlisaINAITIM MINATOUMN 1azMIBATIEHANL 515U
av 9 a a < ' LY o a a 4 o [
HAM3 39 oWUN JUSmsianuAariuneanunagnimsamausmigine laumad Tuiavia
=l = 1 Y 4 a o a 9 '
szo09 lunmaaw Bazuuumisegluszduinn diefinsanagnimsaaauimsilusiedi wui
a - a o § o s a a o 4 a
AusmisiianufaiuneI funagninsna1auing AukRaaduainazuing 51A1 YAains uaz
Y a = ' @ = 4 a a o
nsz1uMs 1HUsMs azuuunasegluszaun namsfiouisunagninaaaiauimsgane laumad
a ° o ’ N @ Y a - . ° a
voafuims Suunmunuanyuz YA WU szaumsnmveaduIms Gunuildlumsdutiu
a s P a v o oo a 4 a4 W ¢
gan laumad uazszozar lumslszaeugsne laumad Aenu ianuAamuneInunagnimsnaia
a ' @ " A v o W aa 4 o 4 a 4 . ) :
V33 lumwsan nandeiueiaiiodAymaadanszau 0.05 iennswsedu wud Quimsig
@ 3 [ = a < s | o 4 a i a
pIFnMaNAIeiY Ay TavsaufoafunagninsaaIausms AusIAT uazmsdaasunig

mIama uanaenuensiiiod AN adanszaY 0.0

(1)



Inumgaum’xmna'ws11ﬁ'mmﬁ !

Independent study title: Marketing Strategies on Home-stay-service Businesses in Rayong province
Researcher: Mr. Teerayut Juntamanee. Degree: Master of Business Administration (General Management).
Dhonburi Rajabhat University. Independent study advisors: 1) Dr. Jariya Klinjan

2) Prof. Dr. Rawat Chatreewisit. Academic year: 201 1. 249 pp. Keywords: home-stay

Abstract

The objectives of this research were to study about marketing strategies on Home-stay-service
businesses in Rayong province and to compare between strategies based on personal characteristics of
individual manager. The sample included 73 managers of firms. Questionnaires were used as a research tool.
Frequency, percentage, mean, standard deviation, t-test, and variance were measurements used for data
analysis.

The results of the research indicated that the mean score of overall opinions on the marketing
strategies of managers were at the high level. With regard to analysis of each aspect, the mean score of opinions
on product and service, price, personnel, and procedure of production were at high level either. The comparison
of strategies based on opinions from managers, classified by personal characteristics, indicated that those
managers with difference of educational level, budget in running business, and amount of time doing business,

the overall opinions were different at 0.05 level. With regard to comparison of individual aspect, managers in

different main occupation had different opinions on price and promotion at 0.05 level.




