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The Effect of Marketing Conflict Administration
on Work Performance Outcomes

of Hotel Businesses in Eastern Region

aAq1 Te67 (Apinya Chaiyadom)”
817551 1uANTTs (Areerat Pansuppawatt)
AuANIW gUieuNILY (Santiparp Sookaneknun) ™
UNARED

nANszNLYRINN LM sA N TALSnenenanaTiilsenantasai
uresgInalaansnlulinnAnsduean WedAnEnsiunsaaudau
naNeAIATRdgINalausanIAnzduasn Tnadnsfiusmusandayaain
fusmsdhanisaann ganalaausnlulannianzdueen aauiu 108 Au 1435
mszﬁuﬁq@ﬂwuummq%u mem‘?:mﬁ'aﬁl%ﬁm?mg@ﬁﬂLm‘ua@umu afRnl
madnsiteya L Fade m’qun‘jmmummim NIIAITHANANNUS
WULWYANS WAZNNIIATIINIIANBEILLILINYANL HANNIANEIWLLN NTLETINS
ANdREannIsra A AHdNRLSAUNANsELAUNAN TA Tl

AN ANRUT A TLUAYUN IR WI ATV RUANTINY mﬂmmﬂ?l'ﬂu%’@m“a
ARIATY . NTLEMNIANNTALENNINIIAANA, NANTANHNIY, §ITAlIaUTY,

ANIARZIUREN

“TRafFryeyrIn nangmsLFunsgsnanunioudio Az 1stiyTuaznIsdnnig Nnanenat
HNYWA1FAN
~HanaAansnanst AnENTITLAZN199ANT HNANENRENINETAN

**g1a78] AMUYNIITYTULAZNI9ANIT UMINANRENUIATATN



HANTENLTBINNILIMNANT AL NIsrAIANFo AN IR T
YasgsnalansnlunniAndiean

Abstract

The purposes of this study was to study marketing conflict
administration that influenced work performance outcomes of hotel business
in the Eastern Region. The data were collected from 108 administrators in the
hotel business marketing departments by using stratified random sampling
technique. The instrument for collecting the data was the questionnaire. The
statistics applied for data analyzing included the arithmetic men, standard
deviation analysis, and multiple correlation analysis. The findings revealed
that the marketing conflict administration was positively correlated to the
effect with work performance outcomes including the supported correlation,
goods brand co-development, and information exchanges.

Keywords : Marketing Conflict Administration, Work Performance Out

comes, Hotel Business, Eastern Region
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(Marketing Information Exchange)
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1a3gsnialsausnluiannAnzduean

AN9N9N 1 ANEIUNIRANLUNTE TR TR LLARLNNN

ST ANAIUIARNLUN | AANNLTRNY

1. fuANANTUSI T AT ALY 0.653 - 0.927 0.874
(Supportive Relationship : SSR)

2. ANURNBUIAINRWAFINY 0.856 - 0.904 0.908
(Co-brand Development: CBD)

3. funisuanilaudeyadnogns 0.537 - 0.722 0.685
NNN1T8aA (Marketing

Information Exchange: MIE)

4. uANITALHWINU (Performance) 0.671-0.803 0.890
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NARLILAAN
A CPP SSR CBD MIE VIFs

3_C 3.86 3.61 3.66 3.74

S.D. 0.49 0.66 0.64 0.76

CPP - 0.610* 0.525* 0.347*
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CBD - 0.454* 2.635
MIE - 1.349

o

*[lpdAnyn1ealanazal 0.05
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AT
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miu,zmLﬂ%‘lﬂuﬁmﬂmwmimqmi -0.097 0.037 -2.583* | 0.001
nanm (MIE)
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*[ludrAuneadanszeu 0.05





