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ABSTRACT 

The research aims to shdy the customers' behavior that intent to purchase housing 

development project of PreBuilt Public Co., Ltd. and to study Factam Effecting the Users Decision- 

Making the pmvider of The Fixed Line Telephone to service for housing development project of 

PreBuilt Public Co., Ltd The population of the research is customer who has intent to purchase 

housing development project of -Built PubIic Co., Ltd, in Bangkok and the perimeter area at 200 

samples. The Sample size uses calculating methodology type Proportion at deviation value at 0.05 

by using questionnaire. The collected data was analyzed during May, 2007 using SPSS software 

for Windows (Statistic Package for Social Sciences). The statistics far this research are 

enumerating the hquency , percentage, average and the value deviates the standard, t-test and 

One way ANOVA at the significant level at -05. 

The research indicated that the most sampling group is female, age 30 - 40 year old, 

Bachelor Degree, Employee, most are Single, average family income titween 40,001 - 50,000 

Baht per month, the family size is over 3 person, the service expense at 301 - 400 Baht per 

month, using the service at the evening ( 17.00 - 2 1.00), using service 3-5 times per day and using 

locd fixed telephone Iine, the additional service is showing number and the reason to chose fixed 

telephone line service because of public telephone network and the signal cavering all areas. The 

samples decided to sekct the fixed telephone line service by TOT public Co., Ltd. The reasons 

are the price appropriable, the quantity of signal, public telephone network covering all areas, 
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convenient to apply the service. The sample decided to select the tixed telephone line service by 

True Corporation Public Co., Ltd.. The reasons are the price appropriable, the quantity of signal, 

convenient to apply the service, public telephone network covering all areas. The Factors 

Influencing to select the fixed line telephone service provider are price, product and service, 

place, employee, the procedure services, promot ion and the environment. The samples hypothesis 

test meets that ages, education, status; family member and service time are found to be significant 

to factors affecting decision d n g  of fixed telephone service provider. DPU
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I I ? o ~ ? ~ Q ~ ' ~ ~ I ~ ~ R v Q ~ ~  Y ? ~ % ~ ~ R v o ~ ~ % I u  

iasianilnusja'u Ion~aw'rm wf a iwfinin 

5ud16gdis q 

iotm trtioirn iiq (outlets) d ~ G 1 n n l d d i m ~ d ~  

~ ~ U ~ ~ ~ P ~ I W ~ U # I ~ ~ L ~ Q ~ ~ ~ ~ ~ ~ P ~ ~ U W I U V O P ~ ~  

u~tt i iy  HIY~R nu~ummai qns 

kmoulum3 kaulalo (~perations) 
w 

~ I I R Q U # ~ U  (1) ~ J ? u { Y ~ ~ H I  (2) R I T X UHI~D~I 
(3) rnsds~iuwnm~dan (4) dimiiulad~ (5) 

X 
nqiu$#nrnun kmmo 
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rnsmam (Marketing Infermce) I$U ~ ~ w u R ~ ~ R ~ ~ # ~ ~ u ~ ~ ~ u ~ ' Y H ~ Q I ~ ' ~ ~ ~ L ~ ~ ~ ~ ~ P J L ~ ~ ~  W l  

P 
1) ~ ] P ~ U V ~ ~ ~ % ~ U I I S U  (Cultural  actor) L ~ U W Y O I L M U ~ ~ U V D ~ W ~ G ~ ~ ~ ~ O J ~  

d q ~ n ~ u u e i n z ~ ~ n u ~ ~ ~ ~ ~ ~ ~ ~ ~ ~  ~rar~~u~uaaiuo~n~nnn~pdww"~~d~"on~u~uds ciiiiuu~u 

iwuar r u ~ i a n s i 1 ~ 6 u i u o r r i ~ w ~ ~ ~ w ~ ~ f i ~ r  u~u;~i~nnluupinzw'~~u~t~rnnii~fi 'u atiiuirm~ 

t i lnu~nn~ nnnlr ~ ~ I R ~ ; O ~ ~ ' O I S ~ ~ ~ X ~ O ~ ~ X B ~ ~ ' ~ J ~ ~ I ~ " U U ~ U ~ ~ W ~ I ~ ~ ~ O ~ ~ ~ ~ U ~ ~ ~ ~ M  
d 4  

2) h i k W I 1 4 % f i ~  (Social Factor) L ~ u ~ ~ o ~ u ~ ~ u ~ ~ Q ~ ~ u ~ ~ ~ ~ ~ ~ ~ ~ ~ w I ~ w ~  

i i~n~~npiow~tnssun15Bo ilrb&iiluzTmuJs~noili~tl nju81Gi.r nsounh unum ilaz 

noiw: 

n j u h t 5 ~  ~ ~ r r o ~ ~ ~ ~ n n ~ 1 4 1 1 d ~ ~ u a u ' o ~ # a u  niu6vzij~niwneio~mmw' 

n ~ ~ ~ i i ~ m d ~ i m r c i ~ w ' u u u o ~ ~ n n ; ~  Aorj~~nrjub~tdql&~~fi nsouni? ~w'ouniin idoui3u.n~ 

n j q n n n h  i i l u k n u  doui2uno1~u duiu 
w d r a- 

nrouniq q n n a ~ ~ n 3 ~ ~ ~ ~ ? n ~ ? ~ ~ ~ ' 1 1 1 ~ ~ ~ ~ > n d 4 ~ i ~ n ' f l ~ n w "  nmuiiclliiu 
4 4 d a s  imzci~u'uuuo-ly nna n u ~ ~ n l u n r  oun%llr ~ n o ' ~ 1 n ' u ~ u ~ d u n ~ u d ~ ~ 0 ~ n ~ o n 3 ~ 1 a u i n ~ ~ ~ ~ ~  

w 

w q h  run1340 
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oiy  (Age) ~ ~ ~ U ~ A O P ~ I ~ ~ ~ U U D ~ O I ~ ~ H ~ ~ O R ~ ~ ' ~ ~ ~ ~ ~ ~ ~  wGi~iiYa~.n"~~~nBi~an'u 

~ ~ ~ r i n m r ~ l m ~ m o l ~ ~ 1 ~ ~ ~ 3 l n ~ ~ ~ ~ 1 1 ~ f ~ w d n 1 ~ ~ ~ ~ ~ n ~ ~ ~ ~ 1 ~ ~ 1 ~ ~ &  
Y 

mer35aaseunT2 (~amily Life. Cycle) ? w I L ~ ~ z ~ ' u ~ D w u Q ~ ~ ~ D J ~ ~ P ~ ~ I ~ ~ z  
a 1  4 g 4 

PtU O E U R ~ W U U I I A Z ~ ~ ' W W ~ ~ B ~ ~ I %  $ ~ ~ ~ 1 0 % ~ f l b l P l f l ~ 1 9 6 f d  
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~ornnnldaruliio (Economic ~ircumskce) I I U I U ~ ? ~  Tornnuo~fu'u7lnn 
d l  0 ~ ~ ~ ~ ~ u 1 ~ i ~ o m r ~ ~ ~ 1 u ~ n i f o o ~ ~ u n 5 ' w ~ n ~  B O I W I O ~ P ~ ~ I I V O ~ % I ~ U I ~ R ~ X ~ U ~ ~ " L ~ ~ ~ ~ ~ ' P ~ ~ I ~  

3 A " A 4  d~ul~u.aowiimn'ruw'i~stz~?ni~ ~ n m r ~ m ~ ~ o c ~ ~ o i ~ ~ ~ n ~ . % r ~ w a i i ~ d  iwana:1F;JiuJl~ 
1 . 4  d oonuuu~u~i~n~im-mr n ~ ~ ~ m f i u d ~ ~ ~ u m o n ~ ~ ~ i ~ a u ~ q m ~ i ~ ~ p n ~ ~ ~ f a n ~ ~ ~ ~ i n u i u ~ ~  

oilPdolUdo4 
0 4) ~ ~ { U T I W ~  R?WUI (Psychological Factor) L ~ U ~ O  b r n ~ l ~ ~ ~ ~ u ~ ~ f i m ~ i j  

A A ' 5 n i w n d o * l q t n r a u o i a ~ ~ ~ ~ w ~ n i ~ l ~ i i u X ~  lkk magala msiui mmiuui nmu~aoriu 

5 )  ~w~wauos~o~unic~ iuao iun i~d  (situational Influence) nxriui?s 
4.a d wrl9nr~umr~nl4iiu5p1inou~~in~wqni~6nn1w~i~adountn~~u~Ru~!8;a~~3~ui6~u~~ 

o z ~ i ~ i i u ! a ~ s n ~ ~ w ~ m f i a ~ ~ ~ ~ ~ f l ? n i ~ i u ~  t#id arnnlncldoumsmun~ (Physical 
I B d 

Surrounding) d u ~ ~ ~ l n n r i ~ i l u l ~ ~ ~ ~ ~ ~ ~ i ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ i ~ ~ ~ ~ a ~ ~ a n ~ i ~ n ~ a ~  ~ W - I R A ~ U  
K r 

8 9 n ~  (Social Surrounding) I ~ U  { ~ J ' V ? ~ ~ ~ ~ H ~ U ~ U T ~ ~ W  o ~ ~ ~ ~ R u u Q P ~ ~ ' L I ~ ~ ~ u I Q ~ ~ ~ u ~ ~ ~ $ I ~ J ' u  

nrn ibu lu"oqgmadbauld nqlnsruni~~oi#n#~fik~mndi9fi'un~n~r] wu riu nqRnssu d A 3  A ms~~iub1uo.r~~i~nn~~0'14s1u~~i imnd1~n'~  p1~11~iw Q I ~ M ~ ~ O ~ ~ ~ ~ I X ~ U ~ U  nrn3zrn.r 

onud I ~ ~ ~ ~ J ~ ~ ~ R ~ ~ I ~ ~ ~ ~ ~ $ ~ W ~ ~ I U " B ~ ~ ? T ~ R ~ ~ ~ " L I ~ ~ J ~ O M ~ ' I I O ~ ~ ~ V ~ U L ~ U O ~ ~ ~ ~ ~  
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mni 2.4 The Formation of Expectations 

t 
I 

i l q ~  
(Word of Mouth) 

~ ? ? ? I T o ~ I H : ~ P I ~  (2539) f l d l ? ~ 4 ~ ? 1 ~ ~ 1 ~ ~ ~ 4 ~ 0 9 ~ f l ~ i 1 ~ ~ 0 i n d ~ ~ f l ~  n15d11nz 

nalvfluoflauo t&~ ibu aindou Cnn~saal~iiat.by nalnd11$~ $.r#1finni5~fliad~1'~1?~ 
2 wlmriplsilliiuoic ~ ~ . ~ S T ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ M ~ ~ ~ P ~ P I ~ P ~ ~ ~ D ~ " ~ U ~ S ~ ~ U Q ~ ~ P ~ ~ I ' ~ X ~ P I I O ~ W W ~ ' ~ ~ ~ ~  

d d r  d 4  4 

R I R R P U I O ~ O  i i ~ ~ u ~ ~ ~ ~ ~ ~ d v i ~ l n ' u ?  ~n d~::flun?,udmranclo n~riauo~iisln'orwnu 

wad.~~lual;a~nwn'mfiaw" (m.ii~c~uwo.rwl~iiaon'~ ~aofin#ociiunmurn~~1'4~0~{~01au 
rP u ~ n f i n m ~ a ~ ~ . m . n u w ' ~ f y ~ ¶ ~ ~ ~ u ~ ~ n s ' ~ ~ n ~  (Total customer Satisfaction) &d76qd3:n15 
4 644 B nuqnno r i n m s ~ m ~ o ~ ~ o . r X u w i ~ 1 n ~ ~ ~ ~ n ~ 1 ~ i ~ 1 w " ~ ~ ~ t ~ 1 ~ ~ ~  .a~nofinXo.riiudia~i 

d o t a u o n  
I 

(Advotising) 
I 

~ ? ~ ~ ~ ~ ~ 3 l ~ ~ ~ f ? l 4 n l f  ARIR {Marketing Concept) 
CL 

a 5 g n i i  m n ' u i r ~ i ~ r i  (2539) n r i i ~ n ' r n a ~ n m ~ n i ~ w ~ ~ p n X ~ ~ ~ a ~ i ~  

3u63 
(RMuct) ! 

1 ~ w  5au89@uuirns 
(Customer Expectation) 

- 

3'1unssu 
A 

(culture) 

n1su?n7snfl'siisu~e 

(Aftemmketing) 

i 
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2.4.2 ~ n ~ ~ ~ r ~ ~ ~ q f u n u G ~ t l ~ ~ u ~ n i ~  
4 4 

2.4.2.1 Ii?qd(m~fu 1110 ! ~ ~ u I ~ o ~ u H ' ~ #  (Intangibility) mru?ms n'o 

miulriii~diinudi liiigmu ~ ~ Z I I U I T O ~ T U H ' ~ ! ~ !  I l i~wi~~ j iU~Bmf iOlon"n~us) iw irimu~an 

uoqmh Gum f i n  i f iu  n 3 ~ 1 h i h  riauio-imr& k~uuC;'onRn~iu~riit~uou{~ooz 

uosni8qqitu n~o~o8~ i . l l n~uoaqo ln iwn1~~?f i i ~  n;od~qn?~ut$oihi 1~uii3nm'wn 

(Communication Material) 8q*Ofl~f; (Symbols) 1121E5102 (Price) ~ R ~ u ~ I ( I P ~ ~ L " P ~ ~ $ u ! #  
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2.4.2.3 ~71~iLd5CiU n'io n?7unmnnmu (Variability) m I I 1 ~ n i j i l ~ ~ f l  13 

a J Y . #  u i r n r i i n ~ i u n n i n ~ a ~ t r ~ ~ w u ~ p d  quo jiiuln~r9uflhf ni~ i iwt~&l~  r7uo'.rfin1u&~d~ 
1nu~~~Yio~~~.ri in?~xIn~lnw~1tlL1w~dl~n'u g n ~ ~ s i o . r s z ~ ~ r i ~ l l n e ~ u w l # ~ U n i d ~ n ~ s  

4u.4 siRiulota'onfl;lXu3n1~wa~qa n~~u.nudln'u?n~~n711~~on~u~u~olrnwm~~ifi~~lpd 3 

Raou 

aploud I mrn-mudo.mmii5n~~~~t~nznia #74 lfiutfioona~nivtu~nad 
krndnouru l i i l ~u~~ '~13n i~~ ip l ' f i p1~~  t R'II~;OBI~~W 

1 Y 

Rnoud 2 rns~m~r~1u1unrruaunisti~ni8d~~1~~8861u~ano~~~f?'~ 
4 2 2 

n t h 3  . a ~ ~ a u a ~ ~ ~ u ~ d ' l b n ~ ~ n ~ ~ ~ ~ ~ ~ ~ ~ ~ o n ~ ~ ~ ~ ~ ~ ~ n ~ ~ ~ w ~ ~ ~ i ~ ~ ~ a ' ~ ~ ~ ~ ~ n ~ ~ ~ a ~ n ~ ~ ~ ~ $ t ~ ~ i u  

@ u ~ r n s ~ u r ~ w u ~ a ~ 1 u ~ ~ 3 ' ~ 1 ~ d l i ~ n ~ ~ ~ ~ ~ ~ ~ ~ n ~ a ~ i ~ ~ ~ ~ d ~ ~ ~ d ~ u u ~ ~ n i ~ ~ 3 n i ~ d ~ ~ n ~ n 1 ~  my a 

iufioud 3 msetlak~azkoi~rlnuua~nnw~ustuun~5 kLiut: msfo'oli3uu 

rnrdirm{u'u?lnn unzn ir&l~uuGuu d o ~ u  w i p ~ # o u l u n ~ a 9 ~ ~ ~ n ~ ~  un:: mu11 o i r~ lu  

diudqamr u?n~al$~n#od 

Zeithaml, Berry and Paraswaman (&i~~.r~u~oniy nmol.liu, 2545 : 30-3 1) n d n i i  

m ~ f  r n m ~ t l r ~ n u n ~ i u d ~ ~ ~ o o ~ ~ o ~ d ~  znou ~ d # a ~ ~ n ' n d ~ $ i ~ p ~ ; ~ ~ ~ ~ ~ p i ~ f n " ~  
4 4 

2.4.3.1 f l ? 3 ~ ~ ~ 3 1 4 ~ 0 ~ ~ 0 ~ 1 ? l f l i % 0 0 8 ~ ~  (Reliability) HU~U& fl37UtlllJ140 

l u m ~ ~ 1 ~ ~ u o u i m l - ~ 1 u ~ i ~ ~ ~ ~ ~ 1 d 1 ~ ~ ~ 0 c i i ~ ~ ~ ~ ~ d ~ ~ ~ 1 1 ~ ~ ~ n ~ ~ n ~ 0 ~  

2.4.3.2 mrnounum (Responsiveness) H U I U ~ ~  ~ ~ ~ L I H R ~ ~ ~ I U I ~ U ~ O L L W  
4 0 1 9 1  n?luwfnudor~h~n~a I = u & ~ ~ o I J ~ R P ~ B o ~ ~ I ~ B ~ B ~ ~ ~ ' ~ ~  I ~ ~ ~ ~ ~ I u ~ ~ ~ ~ ~ ~ ~ u u ~ ~ I ~ I ~ P ~ o ~ I ~ ~  
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2.4.3.3 naiurnuim (Competmce) nui~b.1 n ~ i u m u i ~ n I u n 1 a 1 ~ ~ 7 n ~ a  

n ~ 1 n m l u 1 ~ n l u m s ~ a a 1 ~ ~ 1 ' i l ~ ~ a 1 4 ~ ~ 1 ~ 1 ~ ~ 0 l ~ n ~ 1 ~ ~ ~ 1 n 1 ~ ~ ~ ~ l X ~ 1 ~ n 1 ~  
Y W  

2.4.3.4 n15161&11?n13 (Access) MUIU& { ? U ~ S ~ I ~ ~ ~ I ~ ~ L ~ I ~ Q W ~ Q ~ ' L I  
uimrIb;n:~m rzlfiuuRmuu~in~su~nuler~u~&!owi~pd~~ 1Lm3oaouGou iin:i3~11 

1h3nlr t ~ u ~ ~ r n ~ n r ~ ~ n d i ~ s ' ~ ~ s ' ~ ~ 1 ~ n i ~  rgutfqo j l u ~ o ~ u % ~ i u u i r n ~  mu1~nbi~dol4i 

n m n  

2.4.3.5 n~iuqmndouluu (Courtesy) nulu8a fl#u'u';msb;o.riiqnSnn7w 

Alua~dnqiu~rnado J I I ' L I ~ ~ ~ S  ~ * i n ~ ~ b u i u d m u ~ w u  f&~l~%'lflusff %.&la L L R E L ~ U J ~ ~  

2.4.3.6 n l ~ d o ~ 1 1  (Communication) ~ ~ 1 ~ 8 4  ( I 31 I I~ lU l5  01Uflll$LlO( 

wounm tm-rinlcmrtiuui;mr i irnroiuiu~~~umslw*'~1?n1a~~6~3'11~3n~s l&ocilrr&leu 

~ $ n i u ~ d d ~ ~ o i i a  
4 r 

2.43.7 ~??u?.~ IL%Q~Q (Credibility) WUIU$J ~ ? ~ U R ~ U I I O ~ U # I U ~ I ~ ~ ~ I ~  

m~iud~~u#ai?~~a~u&ma~ L L ~ Z ~ D ~ ~ ~ ~ T O I U O ~ @ X V ? ~ I ' S  
2.4.3.8 R?IU~UR.I ( s ~ c ~ ~ Y )  HUIUBP na~udna~fiu-ni~niunin ibu 

mto.rio qdnaai dnns~nguirplntl n?iulduq im: i lq~ id ic~ 

2.4.3.9 n ? i u ~ h l ~ ~ o h  (Understanding of ~ustomer) HUIUB~ FITIUWUIUIU 

lumsiium Guuf u a z ~ i n ~ ~ a ~ 4 1 l o n ~ 1 ~ l b i o ~ n i a  n~iunul~uo-r#iuu3ms T ~ U ~ ~ I I ?  

i l ~ ~ u ~ ~ l ~ ~ ~ ~ ~ ~ 7 ¶ 9 ¶ ~ ~ ~ u u ~ ~ l 5  

2.4.3.i0 i invtuzrnu~uii iu~o t l ~ '  (~angib'iity) ~ ~ 1 ~ 8 . 1  ~ I I ~ L . I U U % ~ ~  
A p l l n ~  d lhfoud~niulfiu?nia rwad1u~un~1rr~:~~n~~ri~%'11'~3n1f  r ~ u i h m l k ~ o ~ u d  

IGu3niaaaumu azsifi 

2.5 ~~~oraaa~uiicr#iuda~da~gl~lniaf~~~n 

2.5.1 d3wdrcaxrw1sfiir wnm (The Marketing Mix) 
& d ~ u d r ~ n u m t m ~ m r n ~ u ~ ~ i u ~ i ~ u  l ~ u w u p ~ o ~ i o d  4 galkit; ~ i i w & ~ i D 1 $  

5 i w 1  i ~ ~ n i ; m i ~ ~ ~ Q i u i i u  ~ i ; ~ ~ n i s ~ s ~ a ? o ~ n i s ~ o i ~ ~  ( K d e r  , 1997) ~i6ri3~1J JZBUWIS 

f i 1 ~ m n 1 ~ ~ 8 ~ m n ~ ~ ~ ? n i ~ o : ~ f l a ~ u i ~ ~ n ~ i ~ 4 o i f ) d a u d f  ta1~n7-rn15~nif i~ut~ufi1~a1d 

nli-nzo a~i~io~iirn~~ljuii~n~n-ri'td naruaurns~unlr~#u;n~s ~ ~ n ~ i i t ~ ~ ~ ~ ~ o u r n a r n r r n n  

J .n.rGg 3 d~uds~nu~~uilsbna"nI~dni~pi.ruouvfrn~ ii.riu 6md~:aum~msmm~uoc 
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2.11Rl (Price) E l  7. i?~uam#uum.rn~urnn 
(Physical) 

5. wu'n~u (People) 1 
n l w i  2.5 ~ m ~ t m ~ ~ ~ ~ m f o ~ d o r n ~ f i ~ ~ w n ~ a a ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ u ?  (Marketing tools for services) 

a w  d d u ~  : msu3msrn1mni~qn1nri tmrmu, 2541 : 337) 

B 
2.5.1.1 ~aP~lfiN4 (product ; PI) nu~uo'a u~rnaaz~~uwi i~ l~mw"~t i~~wu~ 

~dm9uwn"niior&il~i{amw (Intangible product) b .hu~~ni iu#o~!& ! ~ Y B I L I $ U D ~ ~ ~ U ~  
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n ~ 1 u n ~ u ~ ~ ~ u o ~ o ~ m ~ ~ n 1 ~ ~ ~ a ~ 1 o " ~ ~ ~ ~ 1 ~ ~ l 0 ~ ~ ~ ' ~ 0 ~ ~ p l ' ~ . r 1 ~ ~ ~ n ~  

2.5.1.2 r l n ~  (Price ; PZ) I ~ U ~ J ~ T ~ ~ H U A S ~ U ? & O ~ ~ Q ~ I ' I  ndiqiio mTR 
d ~ ~ r n p ; t i i a : ~ i ~ n ' ~ ~ i i ~ ~ ~ i u ~ X q ~ ~ w  " I ~ & T ~ ~ ~ ~ I R I - ~ ~ I I ~ * T I U I ~ I I O ~ ~ T ~ O ~ I  Iroiaa:: 

47ld j m = z u i ~ y u l #  ~ ~ I P I ~ ~ ~ R I U A ~ ~ ~ E ~ W ~ J ~ U ~ ' I I L I ~ I ~ ~ ~ ~ O W  M " ~ ~ z i f ~ ~ i m ~ # ~ i a ~ ¶ ~ ~ ~ ~ u  

qr n ' a ~ ~ 4 i o d o ~ 1 u n m ? ~ ' 1 1 0 ~ n 1 a ~ ~ 1 ~ 1 ~ ~ f 4 1 n i t l i f l 1 ~ ~ i 1 ~  idu9mauoqsiiuiu 

w 1~l i i~mmn~qni~~~1i~u1nir~~n'11~1mdiAu r i o u i i l ~ ~ n ~ ~ l d u ~ l 4 u ? n I ~ r i u ~ ~ i i a ~ u  

dold r n n p ~ i i o ~ ~ s ~ r n X ~ ~ o ~ s i i ~ ~ ~ ~ ~ a ~ ~ u ~ i ~ i  1 ~ o c c ~ n ~ i ~ ~ i . r ~ ~ u o ' u ~ ~ 1 ~ 1 ~ 0 a ~ ~ i n 1 ~ 1 i i l 7 ~  

I u r ? a i 6 ~ $ ~ ~ ~ % 3  

(JrzynkJn Zeithaml and Bitner, 1996) 

1) mrlGui;Jqni~ci~uf~u ~~~s:~~6~d;w'oa1lnY~r'uu?n~5 
3 ~iozy'ldu'imsu~wun' ol n o i u d ~ ~ d ~ ~ d t f  ~ u r n s r 7 l ~ ! f i u ~ ~ u u u 1  idu SIIUP~RWU f lu  

1X~?niGu~molo$ida 
9 4 a 7 4 9  

2) n i s l n u r n ~ s o s n u ~ u a n K ~ ~ 3 ~ a ~ ~ ~ ~ ~ O n X ~ $ ; ~ ~ n i ~  
e 4 9  

mr l n ' u 5 m r ~ ~ u u ~ ~ w ~ i ~ a i ~ ~ w ' n ~ i u 1 d 1 w * ~ 3 n ~ ~ n ~ n ~ i u 9 n ~ ~ ~ ~ ~ a ~ i w ~ 8  munmu 

d:~?nuo.rgn#i ibu mm3n1.rhliao1m5 (iln~dq n17f X u i r n ~ d t w u i u ~ a ~ d ~ ~ ~ ~ ~ ~ d a u  

3) malGui;Jfms~~uAl~nu rnal#u'u3rnstflu~~uun~~utl1u~~fi'o 
d 1 hvmru~aldrulan' ~ 5 a m r < ~ ~ ~ ~ i 1 n u l u n i ~ 1 ~ ~ 7 n i ~  triu LLU~IR~~PIR  ~ l ~ m i n d i i  
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2.5.1.4 m5~4l~?91n7%ma7F1 (Promotion ; P4) nl%$i918?1~nl'llrlr11@~09 

gr iiru3rnsazPnnunX~u~uqa?~riu8ugi~ nri12n'o mr l i~~~?oma~m~uo~qan"~p1?n15i1 

lfluv]n~duuu Ilii~a-tfIum~Twvai rnrd~~aiiYu$uui otrIXtiia mrrpnllanllanilou 

2.5.1.5 FIGFI~~U (People; ~ 5 )  W G ~ ~ ~ U I L ~ ~ ~ ~ O U I ~ U ~ ~ ~ ~ ~ ~ H P ~ R I W  
* 4 osiinri~H*uims~u v~v:r?uRitPiiti'ua~~u~n75 w~ninJw~uynxiu 4-lUfinti~~i-lnti~? 

~-lnu~~flado~orrnwu~~nis~w'p~~n?a 

2.5.1.6 nrz~aun1sIAGn13 (Process; P6) f l ~ z ' ~ l a u f l ~ ' l ~ P f u ? n i ~ ~ ~ u ~ 3 ~  

2.5.1.7 d i ~ i ~ ~ # o u ~ i ? ~ n ~ ~ n m  (Physical Evidence; P7) 1f irholmru~~ 
qsiiouimr mfnaiio u a ~ ~ J n ~ P i  ibu mfo.rnou~2noi  mtoctoff~du m i 6 ~ o r l f i 1 ~ i m r  

m m n r i ~ m u i  &vd rnuaoam  so^& (hud.rza18uw'uh uuurloiupi7.r 7 $ 4 1 9 ~  d s  

~ g d ~ 1 ~ ~ u a ~ o ~ n u i ~ ~ ~ n ~ ' I ~ n ~ ~ n i ~ ~ p 9 ' u ~ ~  n"o q n ~ i a ~ o i ~ d c u ~ ~ # o r n i ~ n i ~ n ~ w  

i9uilog~uirnd~lums~a"onl4tl?n~~ 
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2.5.2. I I U S  1 ;  c 1 pniiloein'onI~u'im~ 

o:l.rwiotiulnr d ~ d p n 6 ~ ' l l ~ a i 3 s 1 i ~ u ~ ~ f l i i ~  q o l c i ~ ~ 7 0 q o l d s ~ l ~ ~ w " d ~ ~  7 i r r  liiuiu'o 

I~uun'~iuid,u 

2.5.2.2 h y u  (cost to Customer; CZ) ~ U ~ U ~ ~ ~ G U ~ ~ ~ X I ~ ~ U ~ ~ B ~ ~ I U  

~ I M ? U Y ~ ~ T ~ U ~ ~ ~ J ~ U ~ ~ I ~ ' I I ~ ~ ~ ~ ~ ~ O Z I X  mngnX18uld1elunmq~ r ~ m  t 41n .n~  

@ n q ~ ~  klrru?m~~udou~~b;~t~  & ~ u l u r n r ~ ~ s i r n d i ~ ~ n ~ l i ~ ~ ~ ~ o r i ~ ~ ~ ~ ~ ~ a ~ ~ ~ n ~ ~ ~ ~ 1 ~ ~  

v r d l u l f l l  mdo~i~inl~uir~lflumsn~riilld~d~.r 7 *ii~d~iu~so~nuoufmslu~imd 

~nhuorriuli 

2.5.2.3 n?IUa.a?n (Convenience; C3) ~n#70zl#u?ma f h g 5 z 0 1 ~  l~ i?~ 

~ua- la~uhan?iun: f i~n l~ I i f i~n~ i  I r i i iaz~~unia i i~ io~ouoiu lo~nunmmr Idla' 
~ 3 n i r  mnQn#~'1d~~dola'u3n~~!#1Si~r;aan Isiiaat.n'opdinGidnf~~~~iu~:~an#atl 

a d v  r d. m.rtXuim~oanuiunsonni~iu~nXi 

2.5.2.4 O I ~ Z R ~ O # O R ~ S  (Communication; C4) pf'lhci0udi04m5l#fi 

@ rii~a1r6u'ul9uJr::1aadain~rn'a ~ u u o l : ~ f t u ~ t i u d ~ n ~ i i ; ~ ~ ~ n ~ a ~ ~ i o ~ s ~ a d o ~ # ~ ' ~ ~  n 
nmubn"u nio4ofn.r8uu g s ~ o a r i o ~ ~ n i d s d ~ ~ u ~ ~ ~ ~ ~ ~ ~ q n ~ ~ ~ g l i ~ ~ ~ ~  idom.rlt?~~a:: 

iuCo nnalrrtduaingn ~ ~ J ~ U ~ I ~ ~ ~ ~ I H ? U ~ I ~ P ~ ~ ~ ~ ~ ~ W . S ~ I ~ ~ ~ = : I ~ ~ ~ Z ~ ' L I R ~ I U R ~ ~ B I U  in 

n~.ideiffir#urnaa 

2.5.2.5 m~qirnioilolpi (csrinp; CS) O n ~ i d ~ ~ ~ ~ u i n i ~ ~ d i i ~ : ~ ~ ~ u i ! n i ~  

dd~r9un4~u?rnr i~n~au iiu #iun~iat ia q n ~ ~ 4 i o t n i s m r ~ o ~ I ~ t p i q ~ ~ ' i l ~ 5 ~ ~ i ~ ~ ~ ~ ~ n ~  

I h i m s  &ildRuhxvilur n141~71tw ~ t8 i~oono in fw  1liim:~9unklir n ~ i o w i ' ~ " f ~ v 0 9  

rn~l+u'uirn.~Amu n3nlri i1r:~~uwlinciw~~i1H'~?n1~~miu 

2.5.2.6 n ? i a ~ d i d q l ~ n ~ ~  I A O U I I U B ~ ~ ~ I ' Z J ~ ~ ~ ~ ~ ~ ~  (Completion; C6) g n h  
9 

r j ~ n i ~ l ~ X ~ ~ r n r m o u ~ u ~ ~ n a i ~ ~ ~ ~ n ~ ~ ~ c i ~ ~ ~ u ~ ~ a r ' ~ u u  Ir i i i~~~~umsuirnsi~wu HU 

d o o n u ~ h ~ i j n ~ ~ u l i u v f ~ o  1gs.rfiun?rn8;o~nl3u~qn#1 ~ u c ~ a ~ ~ r ~ o u ~ r n s i l f i t u f i o u n ~ ~  

l i i u l i r n r o s i i n n u f ~ 4 0 ~ 1 i u ~ ~ ~  804  ~ ~ W I Y ~ ~ ~ ( I U U I ~ U X J I ~ U J I R  gnXilii;dmwiuf f 
o t l ~ s r ~ u a i i n r ~ u a u m r % ~ u ~ n i s ~ ~ s w o v a w o s n a 1 ~ i ~ ~ n ~ ~ ~ L i ~ ~ n ~ ~ 6 ~ ~  V 1 ~ u i ~ l i l f i ~ f i ~ i 0 9  

2.5.2.7 fl?lURUIU (Comfort; C7) & I A ~ A X D U V O W ~ ~ I X U ~ ; ~ ~  ~jl~%l&.J 

olmr mrniisloiufms G B ~ I  T I I ~ L ~ W  i]iuda~ntTufiu&~~ q a r l ~ ~ f ~ w n u s u ~ u m ~  

~ m : n ? ~ u ~ u ~ u ~ a l f i i  T~u~aunzrnnpnfiu~"I#u?nird~~~nww~~f J I ~ U I ~  ihmdmfu 
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d ~ w d r ~ n u m ~ m r ~ m ~ l t d y ~ 1 ~ 0 ~ ~ 0 ~ ~ ~ ~ 0  

1 1. wiia~mn' (~oduct )  

2. SM1 (Price) 

d ~ u d ~ ~ . n u n i . m r n s ~ ~ 1 1 w ~ u q ~ 1 ~ ~ ~ ~ u o ~ p n ~ i  

I.  t l c u r i ~ A s t  141'11 (customer value) 

2. &VIA (cost to customer) 

3. ~ 8 9 V l 1 4 f i l ~ ~ ~ ~ l t 1 ~ 7 d  ( P h ~ e )  

4. fll~Pj~lfl%nlrmni~ (Promotion) 4. ~ X R R F ~ I ~ O ~ I ~  (Communication) 

5. wu'n41~ ( ~ e o p ~ e )  5. nisqua~oi!rld (Caring) 

6. na:~aunlr%#u?nir (Process) 

(Completion) 
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mr#nlndo.r ~ . i l s i u d i i w a n ' o m r ~ ~ i ~ 1 0 t ~ ~ n { l ~ ~ u ? m ~ l w ~ ~ w i ~ ~ u ~ 1 ~ ~ ~  

7#~3n is~sr 'bns~n1a~1uo '~~~a  nsd4nvi uf ih  w+u'npn' $16~ ( u M ~ ~ ~ ( u Y  LQW~II%OLJS 
P r d m a  ( S w e y  Research) ~ R U ~ & I U U ~ O U ~ U L ~ U L ~ ~ Q Q U Q ~ W ~ ~ ~ ~ ~ ' U  @ ~ U ~ & I L ~ U ~ ~ P I ~ U  

Y II 

$~018~<4i 

3.1 r r ~ ~ B i a o ~ t t n z ~ ~ ~ o u ~ ~ u a ~ w ~ i a ~ n ~ ~  

3.2 1 1 ~ 1 ~ 1 n s t t n ~ ~ n 1 ~ ~ ~ 1 ~ a o t i 1 ~  

3.3 mioalioi lalums?b 

3.4 % f l l 5 l h l 5 ? ~ 1 ? ~ # ~ p & ' i l  

3.5 r n s 3 m s 1 . i 4 ~ ~ ~  
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3.1.2.1 hidso'nr r (Independent Variable) 7Eillfi 

1) hudr huilvbrix~~ nnnrl~~nop~$au 
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w 4 u  
3.1.2.2 ~ ~ L I ~ ~ R I U  (dependent Variable) ! & L ~ ~ ~ ~ ~ ? ~ ~ ? ~ ~ ~ & u ~ o o u ~ o J H R ~ o  

3.2 d l l l l f b 3 l l ~ 3 4 ~ # 7 ( ~ h  
* 7 
* * a  drtlainr imzn~uhodia  (Population 6t Sample) di~o~ri lnu~lunr .ru no gnhd 

d J iifi?~uau!enor%o'bns~fi~rd~wo'anssuo~ u;Gn w%an'  din"^ (unlwu) ~ U L W F I  
* w  d nlmwumunr imsdiumnn ~ ~ u @ b ' l l i n i u 1 r o ~ i u u 1 ~ ~ ~ ~ i l ~ ~ t l i n ~ 1 Z  &iug?qouuaqll 

r i ~ ~ u ~ u u 1 ~ u o . m ~ u h o t i 1 ~ ~ ~ e l l ~ ~ n 1 ~ ~ 1 u a ~ 1  Propohon & f i l ~ ~ ~ f i i ~ d i ? o d i ~  IRUI# 

&d?u G ~ R I I / ~ U ? O ~ & ~  

DPU



3.3 mt~~d~aflun1G6.1 
i a d  Y Y  

- 0 1  w 4 X 
mao-ruonlfluma~auns~u 1~uuuu~ouo1u (Questionnaire) d@bnf~.ruu 

- w  4 

a1nm54nwainaiu~naiu~w nq~6  I I R : W ~ ~ I U ~ Q U ~ ~ ? J ~ ~ D ~  ~ S L ~ O U ~ X J  3 dm R S I ~  
B' Y 

pi?ui 1 I ~ U U R O U O I U L ~ U ? ~ U ~ ' ~ ~  n ~ a l e l t l o ~ n ~ 0 ~ 6 a ~ r i ~ ~ ~ a ~ ~ " ~  du 6 6x1 IIJ 

Iluri mn oiy  irrium~ilnln o~irn nmuniwm~nura ~ia l i labuuo~n~ouniapioL~~u DPU



3.4 j i n i~ i iw~auaauCf~~  

~ d l f l u m s d s ~ n ~ ' ~ n 1 ~ ~ ~ ~ 1 ~ ~ d ~ ~ d 1 4 4 0 ~ a ~ ~ ~ ~ ~ ~ n ~ 9 i u ~ ~ ~ d ~ ~  2 pi3uzo 
a d d Y YeyadjuqG (P- Data) b n ~ o ~ u o n ~ f l u m l . m u ~  lluunouolu TRU 

~ * m ~ u ~ ~ o ~ i . r ~ o u ~ ~ u ~ u ~ ~ ~ ~ d ~ ~ f l ~ ~ u @ ~ i ~ u ~ ~ n ~ f l n i p ~  ~~~UALUU~RIU%? Likert Scale unr 

riirnu~t-vwir o m ~ o n ( ~ 0 t l l d w w ~ u $ i i ~ ~ ~ 1  
A a 2  +syaqZuqS (Secondary mro~uonIflurns~iiu~a~aaudoy~ n"o ionm 

rnq?,~n,s mtml u'plunn 3nu1u'wui r iu.nu~lr:di?I ~w'o141urns&iiu#~~ n 

d¶=noflfln;o'u 

3.4. I n ~ m ~ n e u ~ n + e ~ ~ o  
A a 

~ ~ ~ R ~ ~ Y I R I O I I U D ~ ~ O ~ I ~ ~ S ~ O ~ B ' U ~ ~ ~ I W ~ ~ O ~ I ~ ~ O ~ ~ Q ~ ~ ' ~  { R n l n l # i i ~  
J 1 ~tuunouo~udflh~uu~dn~fln'u~ in~~utCiu.rrnsaluku~u~w I (Content Validity) L I I ~ R ~ I U  

01 4 1  ~b iuua i t~uu~aun~a (Reliability) RG~Q 
X 

3.4.1.1 ~ ~ ~ ~ ~ ~ ~ U I ~ U J ~ I ~ I U ~ I U L U O ~ U D I I I U U R O U O I U  (Cantent 
3 

Validity) E ~ ~ / ~ ~ ~ ~ ~ ~ I ~ ~ u Y ~ o ' F I ~ ~ ~ ~ ~ ~ I X ~ W ~  I?(u~J ~ I I ~ ~ ~ ~ O U ( I ~ ~ U ~ ~ U ~ R ~ ~ ~ I U L U B M I  

3.4.1.2 f I l 5 T l ~ f l ~ ~ f l 7 1 l J 1 4 0 h  (Reliability) { R ~ Y I I X G ~ I I Y Y ~ ~ D U O I U ~  
diudlcitXa d ~ ' t d w ~ n o u ~ u n ~ u d ~ ~ ( I I ~ n ' i ~ ~ ~ n ~ ~ ~ n ~ ~ u n " ' t l n ~ u d ~ ~ r f l i n ~ ~ d ~ ~ u  hu7u 

20 R U  

3.4.1.3 G I G O ~ ~ ~ I ~ O I ~ ~ ~ U W R ~ ~ ~ V ~ P ~ ~ ~ ~ ~ I  ( T ~ Y  out) Aomii~nmu 

I ~ O ~ U  (Reliability) UOPLLUUHOU~IUTRUI#GM 1 ~ i I ~ o ) d 1 ~ f i ~ # o ' n d  (Coeficimt Apha (a)) 
ain%mruo4 C m b ~ h  BIJIUARUI ?~f&fbGq%i. (2548: 449 - 450) IMIR~URO~ULY~I~~U 
Apha (a> = .9509 
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3.5 r n ~ i m m ~ d 6 ~ a  

m5%m,1zi4~~~ i1boy R ~ ~ ~ ~ ~ I ~ ~ w A ~ ~ ~ ~ ~ ~ ~ A ~ ~ ~ % I ~ I ~ ~ Q ~ ~ w I ~ $ I ~ ~  SPSS for 
4- u 

Windows (Statistic Package for Social Sciences ) ~RU~#~I~4ffOAI~O~71111flUfil~~fi'Ell~Qd 

3-51  m5?m3l:h~tn5ra~l (Descriptive Analysis) L ~ B O ~ U I U ~ ~ ~ ~ Y D ~ ~ $ B ~  

h1d ~ m ~ n ~ ~ n s r u r n s l f l n ~ i w n " ~ ~ ~ ~ ~  T R ~ ~ Q ~ ~ ' Z ~ ~ D P ~ ~ ~ I ~ ~ I ~ ? L R T I Z ~ ~ "  'IAuti mJkran 

iiotnmud ti~foun: ~ ~ n : d o o ~ ~  ~ u i l o ~ ~ d ~  W W ~ B ~ ~ ~ I ~ O ~ ~ I ~ I P ~ S ~ W ~ " ~ P ~ ~  1 ~ u 1 4 n i ~  
d ,uo.r~uiulurn~3~~1~1zn' rnsuonuaanmud dlfaun:: ri~~adu uaz~indut~uuu1n5~iu 

3.5.2 f l l ~ f j ~ ~ 5 1 ~ ~ ~ i l J 4 ~ ~ ~ 1 ~  (Inferential Analysis) I ~ ' D W R R B ¶ J R U U ~ ~ I U  1 ~ ~ 1 4  
n~~^~tn, i : in; , ,~u~tmfi i~~~:w ~ I ~ ~ O O ' U ~ ~ M ~  i~nzwqtnsrurns~~~nrfiw~4u11u iiu 

d #  Y as i la&d~~ndonis~n"on1fln~f iwny1~~7~ 1~ulannm t-test ilaz one way ANOVA Axtiu 

lhdlgq .05 
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S.D. - - ~ I I ~ U S ~ U U U I ~ ~ ~ ~ U  

- A d 
MS i l a n ~ e r w n f l 3 n ~ l S r ' 9 ~ 0 9 ~ ~ 9 n ~ ~ 1 ~ ~  (Mean of Squares) 

d f = ~ U V Q W ? I U k ~ U ~ ~ s : :  (Degree of Freedom) 

SS - - w n u a n ~ i ~ ~ a e s u o ~ ~ ~ ~ ~ u o d  (sum of Squares) 

t - - ha5; t-test ~ o ~ ~ ~ ~ ~ ~ T I z ~ M I R ~ I P ~ L I F I ~ C ~ ~ ~  

F - iia% F-test ~ o ~ ~ ~ ~ ~ ~ P I s I ~ ~ ~ ~ I x ~ I I ~ I ~ ~ ~ ~ u  
Sig = r ~ ~ ~ ~ u d i ~ q ~ i ~ ~ ~ ~  
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alncsqntd 4.1 m u i r n ~ ~ l n u ~ ~ ~ d a u ~ n n n ' ~ ~ ~ ~ n ~ i ~ ~ ~ a i 1 ~ ~ ~ ~ 0 d 0 ~ d ~  

~n~rm~~nu&nrsua.ruu~. w i ~ n n '  d~du@#w?rnrn j u ~ = c c i i d ~ ~ d  

mn w ~ i ~ n r j v A o d i ~ d ? u l n ~ ~ f i w w ~ a  ii~tdufouag 57.0 i ~ a ~ ~ ~ u m n n u  

Gwsfluf~uar 43.0 
d - 

o ~ y  wui~nrjuiY?oii~li~u¶ H ~ $ O I ~ T : W ~ I ~  30 - 40 J n~igufoua:: 40.5 

sotaau~iio~~dinii 303 iin'*dufnun:: 38.0 a~yr:ni~s 41 - 50 3 n'plr9ufa'ouat: 18.5 i i n A  
J 

oiq  50 %tuuW i i ~ d u f b u n ~  3.0 pnuliiriu 

r:bumr8nln nuiin ju6?ocii~d?uln~iiniafin$17f~K'~1fl?qqi~13 fin tgu 
4 - a  

$ouaz 62.5 r ata~tni jrnsifnln~:~~67ni1d~~~1~9' i  ~ ~ n z q r n ~ n d ? r y ~ ~ ~ ~ ' u ~ i w  xiIn&1iutn'w 

i?arluf~unz 19.0 lAaz 18.5 ~IUKIKIJ 

oGn nuiin j ~ h o t i ~ a n o ~ l u ~ ~ i ~ ~ ~ ~ ~ ~ w s d ' n ~ i w ~ ~ ~ n w n  n'mdufouu:: 74.5 

ro~n.ru-iijo~Qn&a~.ani~ ninwu'n.nui~?rnwn^a n'~a9uf~'oun:: 20.0 iinziio~Gwfi~;lu~u H%I 

dsznouZ~n1sd~u6a 3~~?Juf'su.n: 5.5 

nmumwaur n d i n  juholii~li~uhoju"nniumvrnu~naiX-r n'nifiu#ovn:: 
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nqRnrru 

3. imt~mGh#,. irn~ 

$35141 (06.01 - 11 .00  W.) 

3asnai951.i rll.01- 14.00 M.) 

$ ~ S ~ I U  (14.01 - 17.00 Pd.) 

i a d u  (17.00 - 21.00 u.) 

i w n s r 1 4 ~  (21 .OI - 06-00 u.) 

4. d I U 7 ~ ~ ~ 4 h f i ? l l f f ~ ~ d ~ ~ % J  

G ~ u n i ~  2 nfwioju 
Y 

3 - 5 fl?4Pi0?~ 
Y 

6 - 10 nf4'sai~a'w 
9 

uinnii  10 nTaia51.1 

5. Enuazfilaa#dlu* 

%W ' ~ % u # D s ~ u  

% w % ~ o & I  

tw~n~slnaluda:~wer~ 

i i w a ~  

38 

18 

13 

115 

16 

56 

106 

27 

I I 

190 

9 

10 

fm~m: 

19.0 

9.0 

6.5 

57.5 

8.0 

28.0 

53.0 

13.5 

5.5 

57.9 

2.7 
-- 

3.0 

5.5 

30.8 

21.6 

3.0 

11.6 

10.9 

15.5 

8.2 

11.6 

11.4 

I n m ~ ~ I n a i ~ s n i ~ z ~ ~ ~  

I ~ o ' u ~ ~ ~ w ~ P I o ~ ~ $ P ~  

6. Gniarsr?u* 

113nlr Illr<~.ila; 

~3n~swuiaaudo 

u 3 n 1 a I o u a x ~  

1~3n1a %'Eld~n$~na~x~~;uq 

~?fll% ? u H ~ u ~ u ~ $ @ w  

~ ? f 1 1 5 t f ~ p 1 ~ 7  3 HIU 
Y 

u?n1r%ws41~~%woJ'~ 

~3n1s4~8~nirlnroon 

18 

101 

95 

13 

5 1 

48 

68 

36 

5 I 

50 
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r;ouaz 301 -400 111918~16~3~t lng  36.5 ~ Q ~ ' ~ ~ ~ u I ~ o o  - 300 ' L I I W T ~ B ~ ~ U ~ O U B ~  26.5 

iauri~l#diudini~ zoo ulnila:: qani~ 400 utnijd~u~ulnliia.rriuuu k iduf~un:  22.0 ua:: 

15.0 ~larliildifl 

dw~?ald1#u'u9on w u i ~ n ~ u ~ o l i ~ t r i ~ u l n ~ 1 ~ ~ ~ ~ ~ p r ~ w " w ~ i u 1 ~ 3 a ~ 1 8  (1 7.00 

- 21 .# w.) SwlfluQouaz 57.5 ~ ~ q n s u ~ ~ ~ u i a s l ~ i  (06.01 - 11 .OO u.) ~ I ~ U ~ O ~ I R Z  19.0 L L ~ Z  
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ila& 

9. 4 ~ ~ i r n ~ ~ ~ n ~ R ' o u ~ ~ u i r n a r  IJirns 

#~~rh~nwnn&dmu'w 
ro, ~ r c i l r r ~ l l r u ~ ~ ~ r u i n ~ ~ ~ ~ ~ q u  

I I .  ~quu'Y'inirm~u#i~~~~wi?u&i 

12. f I u ? ~ f  center a W. 
Y 

13. iJo~n14n1shrzGuwn1nw~iu (hunr~ln4a 1 iaY'q3 

mumn 1 ~~Cmrinsw'~) 

14. f l 1 ~ ~ 1 1 f l m ~ ~ t ~ 0 ~ 4 ~ f ! a t h ~  Website 

huni . rr i j~~ornama~a 

IS. iinixttudunir v ~ u i n n i f t ~ n ~ u  

16. i i n ~ r  kaarrjunis u~uolinisludos 

17. i i r i ~ u n r n ~ i ~ I ~ j n i m n  

18, ij4a,nniC(~^~d1uin1qn 

19. ~ ~ ~ $ e ~ l n s h n ' Z A  

#i.uwGn~w 

20. ww'nwu~ymriqnwr iiuufou - 
21. minnuiina~a~u~Ri~~n=:il'inis~~u~~~r"~ii~~~~ 

22. W U Y ~ J ~ U ~ ~ ' ~ U ~ # ~ ~ I ~ U ~ M L Q ~  

23. w ~ J T u ~ ~ u ~ ~ ~ I ~ ~ ~ % ~ I I ~ I & ~ u o I ~ ~ u  

24, wGn41ufuTn73I#~n#~~~Pjfi~~ifiw~11~ 

&itiunasnr~uni11#~17n1a 

25. iusloummihr ue11kyini11ri+uin 

26. ~w~~u~a~~~a%urn~n l in~vo I iku~n i ' i  

27. fiGn~u#afi~nn~n'lQ4ml#w'u~ 

28. ; n ~ ~ i ~ f i n o J ' n a ~ ~ 1 h j n - r a ! # ~ n i ~ t i o ~ ~ ~ ~  (Internet / ~ I U  
v 

f l ~ ~ 3 f l t 0 )  

- x 
3.76 

3 -60 

3.68 

3.84 

3.86 

4.23 

2.36 

3.51 

3.54 

3.54 

3.55 

3.77 

3.16 

3.5s 

3.72 

3.81 

1 3 . 5 2  

3.30 

3 -43 

3.52 

3.74 

3.67 

3.58 

3.50 

S.D 

-98s 

~ 7 7  

-767 

.698 

.819 

.665 

.929 

.642 

.656 

.756 

1.041 

.944 

1.054 

,758 

.8 17 

.775 

,874 

1.098 

.786 

.603 

6 8 2  

.763 

,772 

.845 

~z8unaiud15q 

uqn 

011n 

uin 

u ~ n  

U3R 

a ~ n i ~ n  

datl 

uin 

uin 

uln 

wn 

u ~ n  

illunals 

uin 

pl~n 

U I ~  

flln 

d~unnia 

u ~ n  

u ~ n  

inn  

U I ~  

uin 

U?fI 

DPU



DPU



h o d ~ ~ l ~ m ~ ~ u d ~ ~ ~ u ~ n d ~ n  n'o ~do .mrn .rrnr~ i r~~pd~a1nwi~1~  (X= 4.23) so.rn.rlnn'n 

iiuimr cdl Center 24 M. (ff = 3.86) i j q u ~ ~ i m ~ ~ ~ ~ ~ ~ ~ n a ~ w ~ u ~ i  (x = 3.84) CRIUI DPU
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rmdsaa~w~mdadaaw 

& l u w ~ m ~ ~ d ~ ~ ~ ~ ~ 3 n l ~  
~1mu~mnpi1~~rni1mj11) 

n~~u~ani~-miulun@ 

aau 

&'1~11fi1 

n 3 1 u a m n 4 i ~ a ~ ~ i i ~ n ~ x l  1.737 3 .579 -92 I .432 

nmu~mnd~.miulufi ju 123.150 196 .628 

53fl 124.887 199 

%;1utieswi~~~~rn6i~d1er 

naiuumndws~niwn ju .383 3 .128 .557 .644 

n~iuunndi~mulunrjl11~1uniju 44.894 196 ,229 

J3U 45.277 199 

#i~dnlais~m3wmalil~11 

na7~1~mndi~srni i~n~u .46 1 3 -154 .347 -791 

n?~u&uniiwwludu 86.870 196 .443 

~ a u  87.331 199 

kilwwu'n41w 

w a ~ u ~ ~ ~ n ~ ~ s ~ ~ w i ~ ~  1.107 3 .369 .639 .59 I 

n .nu~~anc i ia rnu lu~  113.269 196 .578 

f a ~ l  114.377 199 

&iuna~nr~uma%#u3n1a 

na1uimnd1q.s:nii9n+ 1.158 3 .386 1.06 1 .367 

naw~mn9i~.sniu$un~o~ 7 1.296 196 . 3 ~  

%au 72.454 199 

ss 

.601 

4 .041  

44.M2 

d f 

3 

196 

199 

MS 

.200 

,225 

F 

,892 

Sig 

,448 DPU



DPU



DPU



DPU



DPU



DPU



DPU



DPU



DPU



DPU



DPU



DPU



nmuidoiu (Reliability) 1U1 ~ p h a  (a) = ,9509 jm~izi$ibo y ~ C X I I I J T L ~ ~ ~  u spss for 

Windows (Statistic Package for Social Sciences ) % ~ t r ~ ~ ~ 1 n l ~ ~ ~ ~ n l ~ ~ 1 m a i ~ f 4 " 1 ~ ~ ~  f 5 a ~ 1  

(Descriptive Analysis) L E ~ ~ O ~ U I U I ~ ' O ~ ~ U I J ~ ~ F I ~  i taznq~n~~umr~fins~w~Aw9iuwB9 
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5.2.3 n~.sn~nova~luiiliu 

sinplnnlrn~nounuul~lud 1 dwuiiniu~~ori1.rdio7~iiq6~ iim3~~ipaula 
44u 1iiong~u3rnr lnr niun'duf w ~ i ~ n i i ~ n ' u  o d ~ . r i i r i u r h ~ ~ ~ i ~ ~ n ~ Y ; 5 ~ 4 p 1  .os ~ ~ L S U I ~ R I U  

nuullluflklf ' i ~ u w u i i n ~ u s i ? o d ~ ~ # i n ~ ~ ~ : ~ i ~ ~  30 - 40 Bl~m?~udiii[Y61~iUil~~u9i~ 7 

u1nni in~u6~0d~a lu i~~o i~du  7 dt9ulbrr$~isldo.rp11~in1uliajo~~ 30 - 40 % ~ i h ~ i q a o ~ ~  

u o ~ n u ~ o ~ l u d a ~ u o ~ r n r ~ Q i ~ n ~ o u n i ~ l n i  ial6~1aihQriuilaiud14 7 ~ou#iut~a:: 

l i i i n ' c i u d o m s r ~ o n u i n n i ~ ~ ~ ~ u ~ a ~ ~ i ~ ~ u  7 1m~&~~no~nbo~i iu~n 'uw~so1 qmh (2544 : 

unriclcio) d ~ P i i l n l n n ~ 1 a ~ t w 0 ~ 0 ' ~ 0 ~ $ ~ ~ ' i n ~ ~ ~ 3 p ~ ; 0 n 1 1 1 ~ ' ~ 3 n 1 a 1 ~ ~ ~ o ~ ~ n 1 a f n ~ 4 ~ n " ~ ~ i ~  

llrrbnnlnu a~nctnmdnlnnuii f l ~ ~ ' ~ i n i r ~ ~ n ~ i u r 1 ~ n 9 i 1 ~ n " u n 1 ~ 0 1 ~  iin?iud.rwolaoio 

n~al~u'Yimsuo~o~~nialna%vlPn"~ili~da::~nn'I kniflany?~nnPii~fiuw i k f i r h f l ~ ~ n & ~ ~  

riumqonsd Q ~ q h  ((2546 : ~ n h d o )  d 1 # i 1 n 1 1 d n ~ 1 i l ~ b ~ i ~ w ~ ~ ~ i ~ n 1 ~ ~ ~ o n 1 4 u ? n 1 ~  
d i  A 

fnsdirn~nnoun n5Gilnv1: lunmnlcmnumun~ A ~ n r n ~ n ~ a o u ~ u u ~ ~ ~ u d w ~ i ~ ~ i ~ t l ~ ~  
d A @#uitprn~ ii wndomr kiiu1~~iion1#~1?ni~'5n~hm~fip1~ud 

~ ~ n m n ~ ~ m ~ n o u ~ u u ~ ~ ~ u u ' ~ ~ f l ~ ~ n ~ ~ ~ ~ ~ ~ ~ ~ ~ ~ n ~ ~ ~ n i ~ n ~ ~ ~ u ~ n w ' ~ ~ ~ ~  ii 
ni3kmiuloiiionflh3n1~ 1nsfi~fn"du~iu~an~ii~n'w oti1.riiriu~1fin,~~0"~B3~ir'u .os 

J ~ t ~ u ~ d P n u n u u ~ ~ ~ u l ~ ~ ~ %  1~uwuiiri~un~u5aotii~~~p101un1~n'u~%111~aln' 

n3~ud1iiqlriu0p69il.r 7 uinnim jrr hoti~.r~3doiufl1w'bn~ 44 ~ o ~ n ~ ; o ~ r i u m ~ ~ n p ~ i v o ~  

qfluiunaaol q ~ l a  $L~uAbu~~ir~6opuioinn~u6~8~*1~d~~oiufl iw~uJniLd~iimrzi~n'oi 
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