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ABSTRACT

This research aimed 1) to study the marketing management of rural industrial
businesses. 2) To study the performance of rural industrial businesses, and 3) to study
the relationship between marketing management and the performance of rural industrial
businesses. This is the quantitative research. The sample group used in the research was
Industrial business operators in Amphoe Maung Changwat MahaSarakham Province. The data
were collected from 274 people, brained by stratified sampling and using questionnaires as
tools. Statistics used in data analysis include statistics used in data analysis by finding
frequency (Frequency), percentage (Percentage) and One — Way Analysis of Variance (ANOVA)
and Multivariate Analysis of Variance (MANOVA), Multiple Correlation Analysis and Multiple
Regression Analysis. The results of study revealed that industrial business operator agreed
with having marketing management as a whole and in each of all these aspects at a high level:
product aspect, specific service aspect, privacy aspect, distribution or product distribution
channel aspect, price aspect, and promotion aspect. As for opinions about performance
results, they are at a high level Finance, Learning and Development, Customer and Internal
Process. From the analysis of the relationship between marketing management and
performance, it was found that Marketing management and performance found that marketing
management in terms of price, specific service, and privacy have a positive relationship with
overall performance (PFM) at a significant level of 0.05. Therefore, in summary, marketing
management has an impact on performance. Businesses can use it as a guideline for marketing

planning to increase efficiency in performance, as well as use it as information for planning
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the development of industrial businesses in Amphoe Maung Changwat MahaSarakham

Province to have better performance in the future.
Keywords: Marketing Management, Performance, Rural Industrial Business.
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iwsesiodTuTnaunsarnanldlunuideilavield Ingvinsasiaaeuanuiemsesilenyivy
UkuugsuaulikARLdeII8y LWeYINsRTUNAATIETARYIANaR ARGBY (Index of item -

Objective Congruence: I0C) VBILUUABUNNLNDATIVADUAIIUADAAN DITEWINUBAININLAE

[y

T Uszaadn15398nsiansanANUuresEmsanand annsmatsvanuaanadas (100) Tunn

'
a1

YoMLY INTaANTTAT 10C Aaws 0.50-1.00 zaLdant) witamia1unilel I0C $n3i 0.50

wNMTNUTUUTE vIslithinld 31nkan1sasrzuL 10C YBRNSIAMIRIINEINYINY WUIITI8NTT

9 9

Joranululuvasuauiaiin IA1nzuuuadeegsening 0.67-1.00
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anantglun1sIasizdaya

Y

A IAMITTETLATILNAINUUVABUNIN ANEVFINITATIVADUANNYNA BIA LA
Wanssauun Teen1sldlusunsudnsagulunisiessiuasianmanisdasesilugluuunisg
Usenoudesuneidavesa adnnldlunisieseideya fil

1. MIIATIEdayalianssaiun (Descriptive Statistics) 31A51eM404a90 WUUABUAY
FadeafuteyanaluvesynounuuasuaiunuuuIAanguiussvinsmanslaun ine o1y
sEAunIsAne 019w 51818 TnednwinazuiA1dosay (Percentage) ALad 8 (Mean) was
Anaudsauunmsgiu (Standard Deviation)

2. MIIATINTYAT oYU (Inferential Statistics) l4IAT1¥iTaYaIN WUVADUAY
FufeunsieuiisuUsyanamasuimmsnanauazianisiniunuadaililunisieses
wldaifinaaeunnuuansisseninedieds veanguiieg19i Tu1nndn 2 ngu Fremsiase
AULUTUTIUNUREY (One — Way Analysis of Variance: ANOVA) kagn153tAs18%AuUsUsIu
naeiakus (Multivariate Analysis of Variance: MANOVA)

3. dwlummaaeuauduiusseninyUseaninmnisusmINsnaInfuRan1sALTuY
19355195 3NgnamnsTuvUUNlung LN oo Famdaumansaiu ngldn1sieseianduius
wuunraa (Multiple Correlation Analysis) kazn153LATIEYIAIINAARBELT I AL (Multiple

Regression Analysis) Fatl

d3UNan15Y

Foyaluvesfnouuuuasuniy namsAnw nuingusznaunisssivgnavnssruuviy
wagiaewies Sdauviaisey dulvaidunevie Andusesas 54.74 o1y 25 - 35 U Aoy
Yovay 54.7 aounmilan Anludesas 46.32 sefunsdnwUSyansudesin Anludeuas 57.89
Usvaunsallunisyineu 5 - 10 ¥ Andudesas 43.68 s79ldiad odeiiou 30,001 - 40,000 U
AnluSosaz 37.4 uagsunisulutagdu Wunssunisgdnnis Andudesas 55.79 anuddiu uaz

v
v

HANTIATIZViTeYanLingUseasd Al

A13797 1 AuAnNARILAgITuNIsUSIIMsRaalaesuaniluTefuesuseneunis

§3NAQAFINNTIUVUUN
A1SUIRITNITAAN X S.D. SEAUANAALITLY
1. AUNARSN 4.29 0.65 110
2. fUTIAN 4.17 0.76 170
3. AIUYBINNITIAI MUY NTDNTLALFIFUA 4.23 0.71 170

o
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A1519% 1 (si0)

A1SUIRITNITAAIN X S.D. STAUANNAALILY
4. gudLEsuNIIY 4.16 0.71 170
5. AUASIAUSASIANIZLANEA 4.25 0.74 170
6. AuNsSnwIANITudIu 4.25 0.69 170
57U 4.23 0.71 170

MMM 1 WU JUIENBUNITTINAAEMNTTUTUUN flauAnmusedeatunisusms
naalnesan egluseiunn (X = 4.23) defarsandusies eglusssuinnyniy TneGosddu
ANadsanInlUmtey 3 d1unsn fei sunanset (X = 4.29) @unisiiusnsanizlanzas
WALAIUNITTNEIANUTUAIUAT (X = 4.25) A1UYDINIINITIATINUIENT BNTLA1UA 1T UAN

(X = 4.23) §1us1A7 (X = 4.17) hageugdnasunisue (X = 4.16)

A135197 2 AuAaiwA safunantsaudunulaesisazidusiedureUsznaunisgsie

Q@ﬁ?‘ﬂﬂiﬁllsﬁu‘UV]
NaNIIANLHUNUY X S.D. SEAUAUARALTILY
Lenugnan 4.25 0.72 1N
2.01UNTEUIUNITAYLU 4.25 0.71 110
3.A1UNTREUSHAENITHNU 4.28 0.70 1N
4./UNTRU 4.30 0.67 1A
JERER 4.27 0.70 110

INAITN 2 WU JUsEneunsgInagaavinssuruun danudAndiudieiieaiunisiine
nsafivaulagsin egluseduunnnneiu lneisesaiduainuntundes 3 dau fell A1unIsEu
(X = 4.30) A1UN19 38U waENITNAUT (X = 4.28) LavA1ugnAwazaunszuIunisnely

(X = 4.25)

HAN1TIATIENENFUNUSUUUNTALAZANTE319EUN1TWEIN Tl

A13197 3 HANITIATIEVANFURUTVBINITUTVITNIIAAIAAUNANITANTUUIAETINYDIT IR

gRaINITUTUUNILAgLNBIEDY JminumIanTAIY

fiauls PFM IMP EMP EPL EPM EPZ EPV VIF
X 4.27 4.29 a.17 4.23 4.16 4.25 4.25
S.D. 0.70 0.65 0.76 0.71 0.71 0.74 0.69

o
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15197 3 (519)

fiauwls PFM IMP EMP EPL EPM EPZ EPV VIF
PFM - 0.307* 0.447* 0.455* 0.450* 0.504* 0.505*

IMP - 0.610* 0.611* 0.631% 0.404% 0.405% 2.209
EMP - 0.603* 0.556% 0.485% 0.486* 1.972
EPL - 0.515* 0.560* 0.488* 1.973
EPM - 0.525% 0.560* 2.104
EPZ - 0.527* 2.002
EPV - 1.678

* fdodAgneadfnszau 0.05

AA1319 3 WU Fanlsdassusazaruianudunusiunseiiady Multicollinearity

1
v W Ya v =

Ay 378 T9vn1snedeu  Multicollinearity Tngldan VIF Us1ngi1a1 VIF 983d7uUs8a5e

Y

UsgANTAINNISUSUISNITRAIATIAIRILE 1.678 — 2.209 FadiA11uaenin 10 wandisnusdasslud

v 6§ Y

ANUFUNUTAU

a (% v 6

WANSUNANEUUTEANTANAUNUS TLMINIILUTDATLANTUSHITNISAAIALABLAIU WU
= U [} 6 L% o a 1 = o U QQ‘N' U a0
ianuduiusnudulsanuranisaniuulnesiuey 19dvsd Ay ai AN szau 0.05 lasdad
duuszAnSanduiudsening 0.307 - 0.505 ntuFITelaviNTIATIzvinIsanneELUUNA LAY
a519aun1sneInsalNanisaiuaulassiy (PFM) lagadl

PFM = 1.355 - 0.156 IMP + 0.171 EMP + 0.144EPL + 0.198EPL + 0.199EPZ + 0.218EPV

r-:!! d' 91‘:’1’ '3 o a ¥ 1 a W o U QQ‘:II

Feaun1snladaunsaneinsainanisaniunisiaesiu (PFM) taegredldudAgnisaian
5¢6U 0.05 (F=15.796; p=0.000) wazAduUszdnivasnisnensailsuuse (AdR) wiadu 0.325
(m1519 35) Wiat lUNAaaUAINUFURNUSTENINIAIUTDATENITUSUITNNSAAIALAAZ A UAUAILU T

HANTSALIULLAYTI ( PFM) USINHARIR51S 4

A151990 4 N1SNAFBUANUAUNUSVRIFUUSZANT N150A008AUNANITANT UINULAYSTIUVD

a

g3nvgRannsIUBUUNTURS NN BBy JnTAuMaIsATY

A - WNAN1SANIUULAESIY
Us28nsNINN1SUIHITNIS

- . Fuuszans AMIATIALATDY t p-value
AAINDULADILUR
N13INNNDY &I’]ﬂiﬁ’m
Mg () 1.355 0.318 4.241 0.000%
1. AUNARS N -0.156 0.097 - 0.107
2. fuUIIAN 0.171 0.085 .1.625 0.045*
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M15199 4 (59)

- - nansALiuulng I
UszANSAINIsUTIISNIS

e duuszdnsg AMAARIALATDY t p-value
AANDULADILIN
n1san0aY 11N
3. PUYBIMNNITININNUEYS D 0.144 0.077 2.031 0.064
NSEANYFAUAN
4. fuUMSALESUNITYE 0.198 0.074 1.871 0.062
5. ANUATHIUSNTHUULRNIZLINE 0.199 0.087 1.868 0.023*
6. funssnwaNuudIu 0.218 0.069 3.084 0.002*

F=15796 p = 0.000 AdjR® = 0.325

T
N v aa 1Y

*dpdfgyneananszau 0.05

INNNT 4 WU ATUSUITAITAAIA ATUSIAN (EMP) FIUNITIAUSAITUUULRNIZLAIE D

Y

(EPZ) wazsunssnuianuidudiudl (EPV) fanuduiusiazuanssnuldauliniunanisaiuey

'
aa

Tnesu (PFM) sgnsdidedfgmisadanszau 0.05 %aau%’uauu@gmﬁ 2.5 uay 6 1ownsusmg
ANSAAINAIUSIAT (EMP) ANUATIAUSANSHUURNIELAEAS (EPZ) wagmun1sSnwanalugiusi
(EPV) Tadreaunisnennsalvesnanisandunulaesiy (PFM) Teardudssans veanisneansal
(AdjRY) Tnglaunsnennsal sall

PFM = 1.235 + 0.178 EMP+ 0.162 EPZ + 0.068 EPV

N158AUs1INANISIVY

lun1s@ne3qeies MIUTMIMInaIakasNansadunuvesgsiagusuluundLn oo

VA o

Janinumansny G338l v 1IN TN EITRITULLIAALAL DIAUTENBUVBINITUINIS

[y

MsMan wueLARRITUNguiRan I ILTuUYeEIAY warddeiAades aunsaineAuse
namuTanUsvassnisive WWielud

2INN13ANEY 1Udn uesdUTEnauTINITUTMIINIARIA e 6 FutesrUsEnaums
g3RagaamnIIIYUUN dauAniumeifsafunmsnmsnainlassuuasidunesu egluszdumn
oun Arundaduel drunsliu3nisanziangas Aunssneruduaiuds Augeminisin

TIMUIENSONTEAEAIAUAT AIUTIAT LASAIUALATUNITVNY dIUAIUAALTUATULA 82U

a v v v

Han1sandusuegluseauuin lawn A1un1930 AUNISTEus kagnIsHAUY A1ugnAkas

Y

' '
a [ 1 a

AunszuIun1snely Weswin mansauduanuvesgsnadudidfyededs wsedudsasviouli

o
[
3 LY a

Wudenan1suURnuTiLiase Sedsuenfsanuzvesgsnanazdsiasiintuiugsialueuan was

9

nan1saiunuiuliladuegdudadelaedadenidanissegnafer uinan13a1duuedgsia
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nan1sAduuesnduddidnvsednduuugsiafuilanvesing & 9 Jade leun Jadesuulouy
aduauuvesn1ATy (Gove Mance Support) Jad8g1unuUasndEuazAIINIIALEIBITTUY
(Security and Speed) adeliAgatesiunisliuinisgnén (Customer Service) tadeilieadosiu
FEUUNTadUAYUNITUIMITIU (Administrative  Support) Ja38a1unsdaLasunIsuIelagsyuy

N15adUaL N5 8U1e (Promotion and Sale Support) Y378 1UAMNANWULLANILYDIF LA

(Product Uniqueness) Jadunisvudsivasnde Jadeaunainwaieduan (Variety ) wazadeaiu
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