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Benchmarking Marketing Promotion Process for Admission
in The Higher Education

Yanata Nitidhananunt
02-8320376

E-mail: Yanatanit@pim.ac.th
ABSTRACT

The research studies benchmarking process development solving the
problem in the admission’s promotion. The aim of this research is developing
marketing promotion process through benchmarking. The benchmarking process
should not be specific, could adjust to the organizational resources and culture. The
enabler findings for the institute’s marketing promotion activities know-how are
1) the marketing undertaker must understand to marketing planning for the student
added from marketing expert 2) the public relation staff must know marketing and
medias production 3) the recruitment team must know marketing aspects and staff
training to get ready to give the information, answer the questions and problem
resolve 4) review the marketing results 5) the admission division provides some data
to the public relation division for reviewing the marketing results and 6) the process
improvement through a quality cycle. Institute’s admission enhance in 3 indicators

after carry on promotion activities through benchmarking

Keywords: Benchmarking, Marketing Promotion
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The Influence of Lateral Marketing and Six Thinking Hats on Creative Process

and Success of Advertising Creatives

Paramate Krittaluck
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ABSTRACT

This article presents a study of the impact of lateral marketing and six
thinking hats, creative thinking and creative approach in creating advertisements or
the success of creative thinking: quantitative and qualitative methods were uesd.
Questionnaires were used to gather the data from 500 advertising creators in
Bangkok. The data was analyzed using hierarchical regression analysis and path
analysis An in-depth interview was 5 advertising directors.

The findings revealed that the success of the creators depended on new
replacement, focusing on ‘merger and acquisition’ concept, and reorganization.
These creators had to take other concepts into consideration: studying risks in every
dimension, and getting rid of the weaknesses they were having. And also, they
realized those who sent advertising message to generate trustworthiness that could
change target group behaviors towards purchasing.

The findings from ‘path analysis’ revealed that the success of creators depended on
lateral marketing and creative approach. The success from creative thinking came from
lateral thinking. The lateral thinking became more powerful when used with the system of
creative approach. Moreover, the creative approach relied on six thinking hats and creative
thinking. The point was that when each variable (or each side of the problem) was
considered individually, it could boost the efficiency of the creative thinking. And also the
creativity depended on lateral marketing. In other words, good creative thinking was
dernived from lateral thinking. In  conclusion, six thinking hats depended on the lateral

marketing; stepping out of the traditional ways of thinking contribute to creative success.

Keyword: Lateral Marketing, Six thinking Hats
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Marketing Strategies Planning to Develop for Small Retailers

in Chiangmai Province

Nukul Pikul
080-5021213

E-mail: Khun_jedrin@hotmail.com

ABSTRACT

This research is a combination of objective analysis 4 questions: 1) to study
the strategy and management of small retail shops in Chiang Mai 2) to study the
attitudes and behavior of the small retail shops in Chiang Mai 3) to create a practice
of writing a strategic marketing plan for small retailers for undergraduate students
and 4) to study the effects of practice in writing business plans, strategic marketing
for small retail for undergraduate students. The sample using the table of Morgan
Krejcie and stratified sampling a portion of the location of the establishment.
The statistics used to analyze the data. Determination of percentage mean and
standard deviation. The results showed that:

1. Retail trader of small retail shops in Chiang Mai, the importance of strategy and
management of goods and services. Our components are in terms of price and the
external environment at a high level. Part of the marketing campaign at a low level.

2. Users attitude to the use of small retail shop order is easy to use. Intimate
familiarity with a private owner. Lower price than other stores. A variety of types of
products and promotions.

3. A practice of writing a strategic marketing plan for small retailers, which was
developed more effectively as 86.38/88.62 performance criteria 80/80.

4. The practice to write a strategic marketing plan for small retail businesses
with the performance of students at a high level and entrepreneurs are satisfied at

the highest level.

Keyword: Marketing Strategies Planning, Small retailers
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People Participation in Inheritance of Ban Nong Khao Clothes Weaving,

Nong Khao Sub-district, Tha Muang District, Kanchanaburi Province

Kannikar Comecheak
085-0740908

E-mail: Kan.kannikaa@gmail.com
ABSTRACT

This purpose of this research was for studying the participation of population
in inheritance of Ban Nong Khao community, Nong Khao disdrict, Amphur Tha Muang,
Kanchanaburi province by using the questionnaire as a tool for collecting data from
141 families, Moo 10, Nong Khao community in municipal area. The statistic used to
analyze was the Mean, the Standard Deviation, and the analysis of the differences of
the factors in each group and pair group by using the analysis of the one-way ANOVA.
This result found that population in Moo 10, majority was female with the rang
between 41-50 years old. Generally, the level of the participation of the population
about learning doing and inheritance clothes weaving was at the low level. They had
the most the participation of the emotion; next was the participation of physics; and
the least was the participation of the ideal. When the comparison of the average of
the participation of population in inheritance clothes weaving of the community
clarified from the information about the status of the population was found that

they are not different.

Keywords: Participation, Inheritance, Clothes weaving
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A Study of People Participation in Jok Weaving Process of Thai-Yuan Community
Case Study : Kubua Sub-District , Muang District, Ratchaburi Province

Patcharin Jitrojanaruk
081-1920111
E-mail: Krajib_Krajib@hotmail.com

ABSTRACT

This research’s purpose is to study the Jok weaving process of Thai Yuan
people in Kubua, Amphur Mueang, Ratchaburi by using the questionnaire to collect
the data from people in Moo 2, Baan Nong, Kubua. There were 210 samples. The
statistics used for analyzing is the mean, the Standard Deviation, and the analysis of
the differences of the factors in each group and pair group by using the analysis of
the one-way ANOVA. The research’s result found that most people in Moo 2, Baan
Nong, Kubua are female. Their age is between 36-50. Generally, the level of the
marketing mix factor composed of product, price, place, and promotion is at the
medium level. The level of people's participation in Jok weaving process is at the
medium level. To compare the difference between the participation’s average in the
Jok weaving process in Thai Yuan people, it was classified from the information of

people’s state, it found that there was no significant difference.

Keywords: Participation, Jok weaving
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Factors Influencing on Consumer Buying Behavior towards Fresh Coffee in

Muang District, Chiang Mai Province
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ABSTRACT

The objective of the research is to investicate the marketing factors
influencing on consumer buying behavior towards fresh coffee in Muang district,
Chiang Mai province during the year 2011. The subjects of this study were 401
people divided into several groups such as students, officers, and government
officers who drink fresh coffee. The subjects were selected by using the convenience
sampling technique.

The results shown that the subjects are mostly women (68.3%). 56.6% of the
subject is between 21-30 years old. 91.8% of them are single. Most of them are
graduated in the graduate level (84.3%). The subjects are students for 79.1%. Last,
they earn less than 10,000 Baht per month for 69.6%.

The behaviors of the fresh coffee’s drinkers are that they mostly visit the
coffee shop a time per month, and spend less than 100 Baht. The consumers always
visit the coffee shop to drink coffee and beverage with friends — mostly 2 people,
and drink a cup of coffee per day.

The marketing factors that influence the choices of fresh coffee are the
quality of the product, price, place, and the shops atmosphere respectively.
Moreover, the sales promotion, the staffs, and the service process were rated in the
same rank.

The correlation of the fresh coffee consumer’s factors showed that the
factors such as sex, the cost per consumption, the numbers of partners, the types of
relationship, the price of the coffee, the place, the staff, the services, the shop’s
atmosphere are related to the decision of fresh coffee consumption at 0.01.
In addition, the shop’s activity, careers, the frequency of the visit were related to the

decision of the fresh coffee consumption at 0.05.

Keyword: Fresh coffee, Buying behavior
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Factors Affecting Single Unit House Buying Decisions of Consumers
in Bangkok

Kannakorn ChanyuttaKorn
089-1072012

E-mail: Kunbenka@hotmail.com
ABSTRACT

The purpose of this research was to study the factors affecting single unit
house buying decision of consumers in Bangkok metropolis. The samples used in this
research were people who lived in Bangkok Metropolis, but the researcher decided
to collect data from 400 respondents. Questionnaires were used to collect data.
The data was analyzed by a computer program for statistics such as, frequency,
percentage, mean, standard deviation.

The research summary result found that most single unit house buyers were
male and get married and monthly income raged between 120,000-150,000 baht.
The correlation between the marketing mix affecting found model, brand and
facilities respectively. Regarding to the correlation financial status affecting found
loan payback period, loan interest rate, down payment before conveyance affecting

the customer buying decision single unit house.

Keywords: Factors Affecting, Buying Decisions Single Unit House, Consumer
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Factors Affecting Travelers’ Decision Making in Amphawa Floating Market,

Samutsongkram Province

Thanaya Karjanaphast
089-5049490

E-mail: Aei_cei@hotmail.com
ABSTRACT

The research’s purpose was for studying the behavior of deciding to buy
goods of tourists at the Ampawa floating market, Samoot Songkram by using the
questionnaire as a tool for collecting data from 316 tourists at the Ampawa floating
market. The statistic used to analyze is the Mean, the Standard Deviation, and the
analysis of the differences of the factors in each group and pair group by using the
analysis of the one-way ANOVA. The research’s result was found that tourists,
majority was female with the rang between 21-30 years old. generally, the
psychologist factors affecting to the decision of buying goods of tourists at the
Ampawa floating market is at the high level. Most tourists generally deciding to buy
goods is at very high level. The decision of buying the souvenir is at the highest level,
the second one is the decision of buying goods as food and as utensils is at the
lowest level. When it was classified the information of people’s state. it found that

there were two differences which are the career and the age.

Keywords: Tourists, Amphawa Floating Market
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Factors Influencing the Choice of Voluntary Car Insurance of Officers

in a Big Scale Private Company Group

Krisna Thiengtham
081-4043306

E-mail: Ktdmunich@hotmail.com
ABSTRACT

This research aims to study the factors that affect the decision making of the
employees of a company for buying the car insurance. Objectives of this study are:
(1) to study how the personal factors affect the behavior of the customers,
(2) to study the effects of marketing factors on the customers’ behavior, and
(3) to study whether the insurance company that is in the same group of the
company has effects on the customers’ behavior. The populations of this study are

the officer-level employees in the company. This research uses the questionnaires

and the gathered data are analyzed by the descriptive statistics, applies X2 for the
hypothesis test, and t-test and F-test (One-way ANOVA) will be applied if the
comparison is to be done at a significant level of 0.052.

From the results, it can be concluded that the personnel factors are
correlated with the voluntary car insurance buying decision. Personnel
income, service and customers support are correlated with all three types of
insurance. For the service part, whether some types of insurance covers
fewer amounts of insurance capital but if the service is g¢ood and
consistency, customers will consider buying the insurance. Moreover, the
insurance company that is a company in the same group of employees’

company has the positive correlation with the buying decision.

Keyword: Car Insurance Buying Selection, Market mix
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Suitable Location Selection for A Distribution Center by A Two-Stage Approach

Somchai Sukprasongphol
081-4024331

E-mail: Somchaisuk@cpall.co.th
ABSTRACT

This research aims to study how to find the best location for a regional
distribution center of a retail business company. The Northern Regional Distribution
Center is expected to distribute products to branch stores more quickly and
efficiently with the lower cost. Since, the shorter distance of product distribution
would reduce the cost of shipping.

To locate the Regional Distribution Center that would serve 488 branch stores
located in 14 provinces of the northern region, the research utilizes a two-stage
method: (1) Load Distance Model, which selects the province where the sum of
distance and task is lowest; and (2) Location Factor Rating, which includes ten
important factors. The parcel of land which has the greatest weighted score would
be chosen to be the distribution center construction site.

From this research, it can be concluded that the company can select the
appropriate location for a regional distribution center. From the first stage, suitable
province can be determined and then from the second stage the best site can be
fixed insoide the province that selected in the first stage. From the suggested
approach, the company can work systematically and have the well-defined steps of
work which can be applied for the area selection for buildings and facilities in the

future.

Keyword: Distribution Center, Two-stage Approach
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Study of Decision Making Advertising Agencies:
a Case Study of Thansettakiju Newspaper

Onuma Srisamai
085-0655035

E-mail: Cat_onuma@hotmail.com
ABSTRACT

This research aims to study the decision making of the advertising agencies on
buying the advertising in Thansettakij Newspaper. The objectives of this research are;
1) to study the strategies and marketing plan of Thansettakij Newspaper, 2) to study
the buying behavior of the advertising companies that buy the advertising in
Thansettakij Newspaper, and 3) to study factors that affect the decision making of
the advertising companies which are the news quality and image of the newspaper
such as depth of contents and correctness of the data. The population of this
research is 325 employees from the advertising agencies that normally buy the
advertisement in Thansettakij Newspaper. Data obtained from the survey are
analyzed by descriptive statistics and the hypothesis tests are performed to verify
the relationship of the concerned factors.

From the research, it can be concluded that 1) different size of the agency
company has effect on buying decision that different size has different behavior,
2) different qualification of Newspaper results in different buying behavior, and

3) different images of Newspaper results in different buying behavior.

Keyword: Decision Making, Agencies
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The Human Resource System of Private Higher Education in

Performance Excellence Criteria

Lertchai Suthamanon
089-1234855
E-mail: Lertchaisut@pim.ac.th

Abstract

This qualitative research was collected data from documents about human
resource system and tools used in private higher education and in criteria for
performance excellence. These human resource system and tools were confirmation
by focus group of 8 HR Professional.

The research finding are HR System and Tools classified by performance
excellence in 12 clusters are: (1) Focusing on stakeholders and communities,
(2) Formal and Informal system, (3) Building Stakeholder Culture, (4) Rewarding,
(5) Workforce Competency, (6) Workforce Capacity and Capability, (7) Corer
Opportunities, (8) Workforce and Leader Development, (9) Knowledge Management
and Innovation, (10) Healthy, Safety and Workplace Environment, (11) Emergency

Readiness, and (12) Communication, Performance Management and Engagement

Keywords: Human Resource System in Higher Education

Human Resource System for Performance Excellence
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Factors Affecting The Selling of Goods in Flea Markets in Muang District,

Lopburi Province

Paweesuda Pongopas
081-8515602

E-mail: Paweesuda_pop@hotmail.com
ABSTRACT

This study aimed 1) to investigate factors affecting the selling of goods in flea
markets in Muang District, Lopburi Province, and 2) to compare factors affecting the
selling of goods in flea markets in Muang District, Lopburi Province, when classified
by gender, age, educational level, reliance on the flea market selling, monthly
income earned from the selling, types of the selling business, experience in selling,
place of selling per week, period of selling per week and selling frequency.

The research samples were 405 sellers in flea markets in Muang District,
Lopburi Province. The research instrument was the 5-point rating scale. The data
were analyzed by arithmetic mean, standard deviation, t-test, One-way ANOVA, and
Fisher’s least-significant difference test (LSD) of multiple pairwise comparisons.

The research findings were as follows:

1. Factors affecting the selling of goods in flea markets in Muang District,
Lopburi Province in overall were at high level. In addition, the most to least mean

were products prices, selling places management and promotion respectively.

2. According to the comparison of factors affecting the selling of goods in
flea markets in Muang District, Lopburi Province, there were statistically significant
difference at the .001 level when classified by age, types of selling business,
experience in selling and on the number of places. When considered on the period
of selling time, there was statistically significant difference at the .01. Moreover, there
was no statistically significant difference when classified by gender, educational level,
reliance on the flea market business, monthly income earned from selling and selling

frequency

Keywords: Factors Affecting of Goods in Flea Markets, The selling
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The Application of Design Experiment to Reduce Voiding Defect in PWBA

of Cooling Fan

Kritsada Imtab E-mail: Kenda2006@gmail.com
Chorkaew Jaturanonda E-mail: Chorkaew.jat@kmutt.ac.th

Krisada Asawarungsangkul E-mail: Krisadaa@kmutnb.ac.th
ABSTRACT

This research is aimed to reduce voiding defect in PWBA of cooling fan product
that produce on surface mount technology process (SMT) which required voiding less
than 20%. The average voiding defect in soldering is found to be 21.7% under
present condition. This research applies a design of experiment method to find the
appropriate condition of the process. There are mainly 3 factors caused voiding
defective which are preheat time, melting time and preheat ramp up rate. After
conducting the 2” factorial experiment design, the appropriate condition are 60
second for preheat time, 40 second for melting time and 2 Celsius per second for
preheat ramp up rate. With these conditions, the average voiding defect in soldering

is reduced to be 14% which meet the quality standard.

Keywords: Voiding, Reflow soldering, Design of experiment
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Surface Scale Reduction of Leaf Spring in Heat Treatment Process by
Applying Design of Experiment Technique
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Chorkaew Jaturanonda E-mail : chorkaew.jat@kmutt.ac.th

ABSTRACT

This research aimed to determine an optimal condition of heat treatment
process of SUP9 spring steel in order to reduce the oxide scale on surface. The oxide
scale is needed to be removed by operators. This problem results in the long lead
time and delay in delivering finish goods to customers. To remove it, there is an
additional cost charged to production cost as well. According to the heat treatment
theories, there are 3 factors considered to be main causes of oxide scale on surface
after hardening including: chemical composition of steel, heating temperature, and
holding time. The raw material is currently supplied by 3 suppliers; therefore, they
are treated as the level of the first factor. The level heating temperatures of
hardening for current spring steel (SUP9) used in this process are 800 and 950°C. The
level holding time for hardening are set at 10 and 14 minutes. A general factorial
experiment design with three replications is conducted in order to investigate the
effect of 3 factors to the occurrence of the oxide scale. The experiment result shows
that all sources of variation have significant effect to numbers of defects at significant
level of 0.05. The recommended process parameter so as to obtain the minimum
number of defects is as follows: heating temperature at 800°C and heating time at 10
minutes. This new parameter is suitable for all current suppliers. By using new

parameter, the numbers of defective parts are reduced from 30% to 13.5%.

Keywords: Heat treatment process, Spring steel, Surface oxide scale,

Design of experiment
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ABSTRACT

The objective of this research is to reduce defective products and downtime
resulted by cutting edge burr in the rotary shearing process of chromium steel plate
with thickness 0.24 mm., width 965 mm., length 729 mm., strength level temper 4,
surface Matte (M) number 100 by applying Design of Experiment technique. The
design of experiment is implemented to identify the appropriate level of factors in
the rotary shearing process. Two factors significantly found to be a cause of cutting
edge burr problem are clearance and shearing speed. The research clarify that the
present clearance is 0.038 mm. (15.84% of the thickness) and the present shearing
speed is 90 m./min. which is the burr height increases to 0.030 mm. after
approximate shearing 30,000 sheets. By adjusting the clearance to 0.045 mm.
(18.75% of the thickness) and increasing shearing speed to 120 m./min., it is found
that the number of shearing plates increase to approximately 100,000 sheets before
the burr height increased to 0.030 mm. again. As a result of this improvement, the
defective of chromium steel products are reduced from 3.14 % to 0.88 % and

downtime for remedy of the defective products are reduced from 0.82 % to 0.52 %.

Keywords: Cutting edge burr, Chromium steel plate, Rotary shearing process,

Design of experiment
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The Reduction of Defects in Manufacture of a PET Plastic Packaging
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ABSTRACT

The objective of this research is aimed to reduce defective products in the
manufacture of a PET plastic packaging. By using the design of experiment, the
optimal process condition is obtained. It is found that the most frequently found
defect is the incomplete blow at bottom area. The potential root causes of this
problem are 1) processing temperature, low air pressure blow, and high air pressure

blow. Then the 2> factorial design with center points is conducted. The statistical

analysis indicates yield us the optimal condition as follows: processing temperature
of 91 Celsius, low air pressure blow of 8 Bars, and high air pressure blow of 35 Bars.
With new process condition, the total defective products in stretch blow molding
process are reduced from 11.80 % to 580 % and the defective rate of the

incomplete-blow at bottom area is reduced from 10.83 % to 1.62 %.

Keywords: PET Plastic Packaging, Design of Experiment, Reduction of Defective

Products, Incomplete blow
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ABSTRACT

The purposes of this research were to compare the creative English writing
skills of students before and after they were taught through using creative thinking
activities, to study the creative English writing skills of students during they were
taught through using creative thinking activities and to study the writing behavior of
students during they were taught through using creative thinking activities. The target
group was 16 undergraduate students who enrolled in an English Writing course
(ENG 202212) in the first semester of the academic year 2010 at The Far Eastern
University, Muang District, Chiang Mai Province. The experiment followed the one
group pretest-posttest design. The experimental instruments consisted of 9 creative
thinking activities instruction lesson plan based on Gordon’s technique, creativity by
design, and the fantasy technique, the creative English writing test and the creative
writing behavior observation assessment. The students were tested creative English
writing skills before and after the experiment. The creative writing behavior
observation assessment was administered to students during they were being taught
through using creative thinking activities. The data were analyzed by using
percentage, mean, standard deviation, and hypothesis test.

The findings of the research were as follows:

1. The students taught through using of creative thinking activities had higher
creative English writing scores than those of the pretest and was
significantly different (p<0.05).

2. The students were being taught through using creative thinking activities had
higher creative English writing scores respectively.

3. The students were being taught through using of creative thinking

activities had higher creative writing behavior scores respectively.

Keywords: Creative thinking activities, creative English writing, undergraduate students
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ABSTRACT

The research aims at 1) studying the learning achievement in probability and
statistics subject toward learning process via subtest and information feedback
2) studying the relationship between the results of subtest and information feedback
to motivate achievement in probability and statistics Subject 3) studying the attitude of
students towards mathematics subject. The samplers are 240 students the students
from the faculty of Information and the faculty of engineering, Sripatum University.
who registered in probability and statistics subject in semester 2 B.E. 2552 are used
indicatively in a group of eighty. The tools for collecting were lesson plan,
achievement test, questionnaires of students attitude toward mathematics subject,
motivate achievement test, and learning discipline test. The 10C values for all items
were 1.00 and Reliability was 0.77 and 0.88 and 0.76, respectively. The statistics were
frequency, percentage, means, standard deviation, Pearson’s correlation coefficient
and t — test. The found results are as follow;

1. The method learning of sub-test and information feedback toward
significant increased at the .05 level the level of learning discipline from moderately
to massive. The highest value of learning discipline is explored of more knowledge
from other sources and the lowest is the homework yourself.

2. The method learning of sub-test and information feedback toward
significant increased at the .05 level the level of motivate achievement learning form
moderately to massive. The highest value of achievement learning is “When you do
anything will do the best” The lowest is  “Do not feel discourage when work is not

completed.”
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3. The student who learning by subtest and information feedback method
has a good attitude to mathematics subject in highest level. The highest level in
mathematics are the brain is used hard in studying mathematics subject, mathematics
subject makes careful person on the other hard mathematics subject isn’t boring is
the least attitude level.

4. The proportion of students with achievement of probability and statistics
over 60 percent of the score was .70

5. Significant relationship between the results of sub-test and information
feedback with learning discipline and motivate achievement learning and
achievement of probability and statistics at .171, .351 and .685 respectively. With
the results of sub-test and information feedback has a relationship with all

variables except learning discipline variable.

Keywords: Results of Sub-Test and Information Feedback, Motivate Achievement,

Learning Discipline, Learning Achievement
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ABSTRACT

The objectives of the research were to examine and to compare entrepreneurial
characteristics of the students before and after studying Entrepreneurship course at The
Far Eastern University. The subjects, selected by purposive sampling method were 61
students who enrolled in Entrepreneurship course during semester 2 of 2009.

The research instrument was an assessment of entrepreneurial characteristics
designed by CEFE (Competency-based Economies through Formation of Enterprises)
that measured 10 characteristics of successful entrepreneurs, which were
(1) opportunity seeking (2) persistence (3) commitment to work contract (4) demand
for quality and efficiency (5) risk taking (6) goal setting (7) systematic planning and
monitoring (8) information seeking (9) persuasion and networking and, (10) self
confidence. The data was statistically analyzed to determine means, standard
deviations and correlations of variances tested by Pearson’s correlation analysis.

The result of 10 entrepreneurial characteristics evaluation showed that prior
to studying Entrepreneurship course; the 9 desired characteristics were rated at the
acceptable level with score more than 15 as measured by the CEFE scale. It
indicated that the highest score rated was information seeking, accounted for 17.131,
while the lowest was risk taking, accounted for 14.967. When comparing with the
post Entrepreneurship study, the scores of 10 characteristics were higher than the
previous result with all scores more than 15. The highest score was information

seeking, accounted for 19.262, while the lowest was risk taking, accounted for 16.820.
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Regarding the correlation among 10 entrepreneurial characteristics, it
presented that each desirable characteristic correlated with one another before and
after taking Entrepreneurship course at the 1% significant level (P-value). It also
showed that the correlation of entrepreneurial characteristic of the students when
being compared during the time before and after studying Entrepreneurship were

statistically correlated at the 1% significant level (P-value).

Keyword: Entrepreneur, Entrepreneurial Characteristics, Entrepreneurship Course,

The Far Eastern University
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Dome Kraipakorn
081-3762007

E-mail: Domekra@pim.ac.th

ABSTRACT

This article aims to study the change of food traditional pattern of Thai
society at the end of Ayutthaya period to the evolution of county by historical
method. To the finding, food tradition was economic activity and the change of
society by following social context. With reference to expansive economy, the end of
Ayutthaya to the start of Rattanakosin period was the factor to create the change of
people’ lives. Their lives were changed from sufficient consumers of food to
purchase for consumption. This situation created tradition of food business in order
to support the situation.

According to the reformative period such as the Western countries, the event
of expansion of capitalism economy and the changes to modern society are the
factor affecting to be hasty lives by following working hour. Then, it provided food
consumptive culture which was identity of people’ living level. Hence, the
traditional category of food was changed to be fast food shops and kiosks including

expensive restaurant in order to support living life and favour of people at that time
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