UIIMIUNIN

4 Ao d [ U ~ a dﬂl P
NUATIYU WINUNNDY LasaAMe. (2547). Insemsaneniwmsneune uyearh luvawun

[ o < o

andn e Waar s, n3aNNA: dAInNUNINUATUTYUIUITY,
nsumsinnases. (2551). Usemadninnzideunany nsunsnased 1509 $1I15 1177

o o 3 o o 1 o
nITIYOIIUIINT !!fjﬂﬂ/”ﬂ?ﬂ”"IWﬂWﬂ/Jﬂj HASINHUIANN ) A1 Wﬁﬂj7un75”3!ﬁﬂ”

Y

TI6Q5 8 Juil 31 FuAN 2551, TunAudeya 25 waaameu 2552, Wnalaen

U

http://www.dopa.go.th/stat/y stat51.html
NINAUATNQAAIMNITN. (2529). AlOATENOUNMTaNT1NT M Entreprencur’s Handbook.
=] a a
ATUNNA: WDUADNNINT N,

NIENIWWIAYE. (2542). WILIVUYGAUVITUNNITAT WA, 2542, NFUNNA: g5 1.

a1 9

- (2542). WIET T IYPANAIWTIMAURUAZUTAIT WA, 2542 WINTT 4 DTANN;
IV,

o o @ I~ @ o
ﬂﬁgﬂﬁjﬂmw'lﬂllﬂﬂ. (2551). VIUINITIHHINITIYOIUI9NT !!ﬂﬂ!l/i!ﬂgql‘i/lwci]'ﬁ7u¢75 HazaNmIn

f199 mumangumanzousugs e ufl 315103 2551, Suidudoya 31

a1y 2552, o 1dan http://www.dopa.go.th/stat/y_stat51.html
NIENINANTIIUGY. (2522). WieT WU YIAruAToRUS InA 1A, 2522 (W1A5 3) @il Tty

96 aoudi 72~ ngunnd: gas lnena,

- (2522), W3 FUYYATUATON T TnA W, 2522 i vy W 2541) @i

175 moufi 15 . ngumma: gas lnma.

L(2548). ngHNINIRIMTAIBITUGY DUFTAAL 1, UNANNNGHIY

BTGV gUIUTHITAYUN WA IBITUGY ATNOUWY FUIUTHITANHNY

s o Suil 31 Sunau 2551, Fuidudoya 31 gara 2552, $hde 1800

ttp://laws.anamai.moph.go.th/lawSpa.html

4 o

o @ [ a 43/ o Ao U S
NITUAIUINY i’J‘V]EJllﬂﬁiﬂ‘H. (2547). Wf]@ﬂiillﬂ75%’@!!@377%i]fl‘l’lilﬂﬁﬂigf‘lflilﬁ@ﬂ?iﬁﬂET‘LI?@

Y dy a 9 a 1% v A ] 4 Y a
sumgﬂm7ummaﬁummﬂ1§5ﬂmﬂ7?uwmm%q?wu NITAUAIULUUDATS

a a

VIMIFININHITUNG, VINITVTHIIFIND, UK IINaeIFT 1.

E]

LY a d o a o a 4
o1 NUBITYIN. (2546). 11319 SPSS for Windows Tumsansizrdoya ngunne: 1sanum

o

PNAINTAIUHIING0.



138

AU NOIBITUIIA. (2533). MIANEINYANTTNVOFUT In Tuwaguinuaseuney 991 ia
] a a @ a a L4
1Fea Tuy. maduaduuuddszImemaasuniade, aangimans, gwiasnsal
UMINA8.
Aa o av a <] o
AU Y. (2542). unanwd1s1amanuIteaumsdszneugsnovinaman gimua
o a o a Ao o
pUIAAYBITIUNG. gaINTai§INLTIMI, 21( 79), 2-6.
AU qUNITTITN Hazame. (2531). maanilymgsnrvianaNuasmsilsenouns lu
MAAN 9 yautszna Ine (A Cross-regional Study of Small Business and
o a a a 4 1
Entrepreneurship Problems in Thailand). DTUNWI @OIUUUITUITTINIAAUNTUN
L4 a @
PNAINTANNINGA.
ao v A = =1 Yo a o o 9 ad
WY 9l HazWIdl HaeITNa. (2546). AMHIWE [9VeITUUTNMTAANSII1TAAI8TTNIT
o 4 a @ a a
wIn luaih. ngunnA: AU FBMaAs, UN1INGIABATUATUNT 1TAL.
[ aa a a a a 4 a a
NA3f3 Yoguaand. (2547). M3 AATILNMI0AD08. 21531511794, 17(1), 55-62.
A o o v o & a
YA NAUNIH (2547). MIFTANTONANTUULAT NAUHUTVOIGTA0aY1. 51891 TATINT
MWIZYAAA. NTAITMAATUH TV, 1, 148,
v v v s = o a a o o A A Y
FOTAN IUNTHON. (2547). MIAnNYMIAUAA NgAns Ty tasilive lumsaadu luaonly
vsmsathvesdus Ina luvangumwnuns. msauaduudassusmsgsne
wiliada, #19MIUTHITEINY, ANZUTHITFING, UHIINIdoreN1sA1 Ine.
A‘ a 4 [ a a Y o o o a ay 4
FUIAA NAIAUND. (2544). MIYFTIT@IMAUIHUE. nFanwa: Nilaneeiinsa.
aw a Jd a a a v A 4 a 1
Twasa ¥I1wd, NoMesd wtyna tazllIgy dndaiun. (2538). §3NIVLIAGEN. NTUNN:
Y
ABNHAI.

=)

< U o a
8193 73 que T g s Uy ATgquz 1a. (2543). (AAUAUNTINEIND SME. AFANNA: WU,
v A [ 4 v A 4 % 1 ~ = ]
ANHUTAMITNY. (2545). msaaauazmsaaau lovevearinnouiied. 1Foaln:
o a o 1
ABENYBIATNT WHIINIATE 1.
[ A A o [ a 4 [
TIga RN 1%A. (2548). MIUTHITIIINAGNTUALNITUUNTY. NTUNWA: TTINUHINA
o a [
PINTUUMING A
a J o o 4 o Aa Aa ] 0o & a 4 Qsll d'
Uad duIWus. (2542). gnsmans Mg luawlangsneganuduss (WuiaTIN 2).
< S I
NANNA: DnaloTTin,
[ a [ o I~1 1%
U3 99R38YAT Uaznae (2547). wnsgvvedanivlseneumsarth luganiagng Wi

~ < a 4 = a Y Y <]
Hagnigy. gLna: ﬂmz’mmmﬁmuazmﬂiﬂaﬂ HUINYTIQYINTNHHINEA.



139

4 Aa Aa
Pnun Tsaunsdsian.( 2546). ganevvedganea, 5u1m1503d [ne 109178571,
a 4 [ L4 a o
ATUNWA: T3 INUNUHIPINAINTUNWIINGIFY.
Aa a 1 ara d I 4
HA@ JUIAY. (2538). MTUTHITFINIVUIAGAN. NTUNNA: NANTIFUADST.
Aa a [ a 4 qﬂjl A ara J 3 4
. (2540). MIUTMITFINVVLIAGON (WUNATIN 5). NFINN: WANAIFUINOS.
% A a a Jd
W YIYRARNATENUST InA. (2522). NTUNNA: AT INAamsRuN.
Wiz wiaamInulon. (2518). tunnnannisuazimgna Usenoungniens N aivi 414
o AY Y = Y =2 Y
(w.7. 2518) oona AN Iuaew. Tuidudoya 25 wgedmeu 2552, 191049 18910
http://www.bma.go.th/map2/index.html
~ <3 9J9 Y A o A o o

WIAT NANTINWINS. (2548). AN Lve IFUs Mo lud uneiew saniaaynsaing.
mInuadUBasz UM FInIMM NI, @1IMTUTHITFIN,
ABEUTMIIFINT, NHIINAYTEeTH.

=\ a a o 3 y o v o =

WIUN FITUIGUNT. (2542). UHUFTND SME, (WURATIN 2). nTUNWA: ANINWAIFIND
QAAIHNTTN.

1 o Y] { =)

Fou1ga Iagd Thai-Spa. (2546). TunAudeya 6 woATNen 2552, 110 lavin
http//www.siamhealthy.com/about/AIMd/aromatherapy0012.htm.

s A a A

190501 HUeUAz1R. (2547). wgAnssunsiaen 5Tz uIaum Inevedus InaTu
duneiiod 99 iad L. MIAUATIDAILUTMITFININIIT MR, ENUINMTUTNIS
5309, AMSTTHATFINY, M INaeiFea 1y,

a 1 o a [ o 4 1

e Aus15Ia. (2545). MIUsHITANNAURUSgnA1 “oz lsnazedals? 1155
1THITGIND, 25(95), 81-98.

AINNITE i (2549). dendnasemsaon lusmsathysanmuaneaaithlu
ATUNHNMINAT. MIAUA DB asTHIATHTManT U din, BV IATHMERT
53N, AUIATHIANAAT, UNIINGIAUTTTUAART.

a % a o U d’ d’r [-% % = r =

ANNT UMTE. (2544). wganssuvevinneune vy luianinges lnuaensiaen
lsuSmsauiegquam. msauahuuuddszuSmsgsnauniude,
AUIINIIANIYAAIHNNITUMNTNOUNYI, AVSVTHIIFIN, NHIIMAUT N,

[ d o = = o A U Y Aa

1310301 ONHIUNAY. (2547). MIANKIDINAGNTNNMTAAMNINAanDNT I5uTmsai).

ATAUNW: YNINGITETINAUNA.



140

AR Wagw. (2538). AnwiAvwe lnvesemvunessuuuaznsgyIums IHusmsveq
a a J o a o a a a
AFUNHNHIUAT. INOTHNUTWALLT s Maasuiusa, aMIUSHITEIna,
aonfutiadiaiauusmsmeas.
aAaAad o Jdo A Ay a o w A 4 a o
AdlY devsall. (2542). gar/seme SME Wuasygne Ine. nzamwa: duinfiuiumine1ay
AYATAEAS.
an ~A v 4 a [ = a d
A13500 @3 TaN tazaAny. (2541). MIUTHITMIARIAA Ty, nTUNN: Taganiay
<3 4
losinne
A gen Fowzuz. (2546). nszuaumsdaau lvvewdus Inalunis@onlyusmsanhlu
dunoioavaniages Iy, miduaiwuudaszusmsgsnomliuga
A1NMIVIHITHIND, AUSVTHITTING, NHIINNenFea v |
= [ [ 4 = Y Ad’d I 1 A
ANI RAINUBTAI. (2547). AWIIWE lovevgnmnuaeaIuseaununsnaInvedging
mhludunaiod sondadesuy. mIduadnuudassuimsgsnaunwiame,
AVIDIVTHITHING, AULUIHIIFING, UMINAe1FBo3 11,
Y (Y a a [} 4 A a
AT URAU VAN IVUIANA AL IUIALON. (2547). tadatl §3NVUTATTA ILGUA TN,
A A 4 I3 Qy 4
NIIUNNA: W2 @ lyauoualsud.
a AAaou J A o o9y a o Yo
auAa NAAENANY. (2543). UTEN 520 Ing: 118 elmARIBENAgNS. NTUNNA: FIANTS.
v Ay Y = Y = Y
greoa alh uauaey. (2546). Tuddudoya 28 wgeIneu 2552, 191049 1d010
http//www .thailabonline.com/aromatherapy-spal.htm
= = % d’da a 1 Y Aa = Y a
q¥18 qNEAZiIN. (2542). iledgndanswanerdus Inaw1a Ing lumsiden 15u5nmsuaaum
Tuz a8 unotiiow vandased Iny. msduaddaszusmsgsnauvniudga,
ANMIVIHITRIND, AMSUTHIIFIND, NHINEeFealv
a s o ~ 1 o r AN A o Y
AN N0IITIA. (2545). Msaguufasvesmid unlsan 9 nNaTTINg naINITUINA Y
F
o @ a a ] a /A Y] a
nnenszme Tuauinameamaeyvery 18-25 1. matwusinemansiuma
o a 4 a [ 1
(MEMNINTTIA), AMLNATANTUNNG, HH1INE1aeTF 1.
a1 Avez 15. (2546). Tundudoya 25 Muerou 2552, 19109 191N
http//www.honghuat.com/data7.htm
A & A o ] 1Ay AT v A
“ai1” Guduigunenuau Ine Tuaae luatlishuu. 2547). Suidudoya 12 ganan 2552,
9y Yy . .
19418010 http//www.thailabonline.com/aromatherapy-spal.htm.

g

Ay a A d 9 9 ’ Aa A
DAANA AT AN.(2543). NAYNTAS 1D 1A SME. AFINNA: W13 o1 TN,



141

oiiad qainz 13, (2543). aganszddns unssiiygaduaiuismiavnanataas
YUIAGON NINTUNTUNTAIDDN. GATIHATINAT, 43, 45-54.
- (2543). gavdndumsaaiudialdiiuddsznoums. ginansainsas,
12(46), 35-48.

81119 T39I, (2544). MITIANITFINVVLIAGON. NTUNWA: FNINAUNLHIINGT0
INHATAERT.

HOUIADS AU, ATEAW. (2545). CRM msuTmsgnmaniiug, uilalag Tadnm duaeu
FouEoalavAntdo nssesnna. nganna: dngwilasiiin,

Barry, L. L. (1995). Relationship marketing of services growing interest, emerging
perspectives. Journal of the Academy of marketing Science, 23(Fall), 236-45.

Brian, S. K., John, M., & Thomas, W. G.(2002). Trust and the role of professional employer
organizations: managing HR in small and medium enterprises. Journal of
Managerial, 63(1), 34-48.

Cockerell, N..(1996). Spas and health resorts in Europe. Journal of Travel-& Tourism
Analysis, (1), 53-77.

Carson, D., Cromie, S., Mcgawan, P., & Hill,J. (1995). Marketing and Entrepreneurship in
SMe_: An Innovative Approach. Englewood Cliffs, NJ: Prentice-Hall

Churchill, J. (1999). Marketing research: methodological foundations. Journal of Business
Research, 24(3), \27-31.

Czepiel, J. A (1990). Service encounters and service relationships: Implications for
research. Journal of Business Research, 20(1), 13-21.

Day,J., Dean, A. A., & Reynolds, P. L. (1998). Relationship marketing: Its key role in
entrepreneurship. Journal of Long Range Planning, 31(6), 28-37.

Dwyer, F., Robert, P., Schurr, H., & Sejo Oh. (1987). Developing buyer-seller relationships.
Journal of Marketing, 51(April), 11-27.

Ellen, G. & Mark, S. J. (1999). The different roles of satisfaction, trust, and commitment in
customer relationships. Journal of Marketing, 63, 70-87.

Frese, M. (2000). Success and Failure of Mechlien Owners in Africa. California: Greenwood

Publishing.



142

Frese, M., & Kruif, M. D. (2000). Psychological Success Factors of Entrepreneurship in
Owners in Africa. California: Greenwood Publishing.

Frese, M., Krauss, S. L., & Friedrich, C. (2000). Micro enterprises in Zimbabwe: The
function of sociodemographic Factors, psychological strategies, personal initiatives
and goal setting. In Success and Failure of Micro Business Owners in Africa.
(pp.12-13), London: Westport.

Foly, P., & Green, H. (2000). Small Business Success. London: Notting Hill.

Gelderen, M. V. & Fress, M. (1998). Strategy process as a characteristic of small scale
business in a longitudinal study. In Frontierof Entrepreneurship Research,
(pp. 234-248). San Francisco: Irwin,

Granered, E. (2005). Global Call Centers: Achieving Outstanding Customer Service Across
Cultures and Time Zones. Boston, M.A.: Nicholas Brea leg International.

Grigorios; Z. & Alistair, R: A.\(2004). Relationships marketing and small business:
an exploration of links in theory and practice. International Journal Qualitative
Market Research, 7(3), 228-236.

Gronroos, C. (1999). Relationship marketing: a change in paradigm and a focus on determinants
of success. Journal of Business Reseaich] 46(3), 327-35.

Gundlach, G. T., Rohit, D., & Gerald; Z. (1995). The structure of commitment in exchange.
Journal of Marketing, 59 (January), 78-92.

Invana, A:; Kok-Mun, C., & Donna, H. (2003). Relationship marketing: customer
commitment and trust as a strategy for the smaller Hong Kong corporate banking
sector. The International Journal of Bank Marketing, 2(3), 347-358.

Jarvelin, A., & Lentinen, U. (1996). Relationship quality in business-to-business service
context. Quis 5 Academy of marketing science, 22 (1), 52-61.

Kalyan, S., & Atish, C. (2006). Importance of appropriate marketing strategies for sustainability
of small businesses in a developing country case of bakery chains of Kolkata, India.
Journal of Marketing and Logistics, 18(4), 328-341.

Kotler, P. (1994). Marketing Management : Analysis Planning Implementation and Control.

(5th ed). Englewood Cliffs: Prentice-Hall.



143

Kristof, D. W.; Gaby, O. S., & Dawn, L. (2001). Investments in consumer relationships: across-
country and cross-industry exploration. Journal of Marketing, 65, 33-50.

Lentnek, B., Lieber. S., & Sheshkin, I. (1979). Consumer behavior in different areas. Annals
of the Association of American Geographers, 6, 538-545.

McAuley, A., & Anderson, A. R. (1999). Marketing landscapes, the social context. qualitative
market research. An International Journal, 2(3), 176-88.

MacCormick, E. J., & Daniel, I. R. (1980). Industrial Psychology. Englewood Cliffs, N.J.:

Prence-Hall.

Moorman, C.; Rohit, D., & Gerald, Z. (1993). Factors affecting trust in-market relationships,
Journal of marketing, 57 (January), 81-101.

Morgan, R., & Shelby, H. (1994). “The Commitment —trust theory of Relationship Marketing.
Journal of Marketing, 3(July), 20-38.

Nancy, J. M. & Rita, C. K.\(1997). Factors Contributing to insbopping bebavior in rural

trade areas: Implications for local relaiers. Theory, Culture & Society, 18(2), 113 - 135.

Nunnally, J. C., & Jr. (1959). Tests and Measurement. New York: McGraw-Hill.

Parasuraman, A., Valerie, A. Z., & Leonard, L. B. (1988). SERVQUAL : A multiple-item scale
for measuring consumer perceptions of service. Journal of Retailing, 64 (Spring),
12-40.

Price, L., Eric, 1. A/, & Patrick, T. (1995). Going to extremes: managing service encounters and
assessing provider performance. Journal of Marketing, 59 (April), 83-97.

Randi, 'P. (2003). Relationship marketing can mitigate product and service failures. Journal
of Services Marketing, 17(1), 37-52.

Rauch, A., & Frese, M. (1997). Does planning matter: relations between planning and success
in small enterprise in Ireland and Germany. In Proceeding of the 42" World
Conference International Council for small business, Sanfrancisco. (pp. 22-26). Columbia:
Habinet.

Rowe, M. (1998). Spotlight on Spas. Loding Hospitality, 54(11), 54-60.

Sengupta, B. K., & Chattopadhyay, S. (2006). The Self-Built and Manufactured Forms-A

Chronicle. Spatio Economic Development Record to be published. India: Kharagpur.



144

Thamrongsinthaworn, Sombat. (2008). Consumer investment in multi-brand service
Relationship. Journal of Business Administration, 117(1), 32-55.
Turnbull, P. W., & Wilson. D. T. (1989). Developing and protecting profitable customer
relationships. Industrial Marketing Management, 18 (1), 233-238.
Udorn, P. (1999). Consumer commitment: conceptual franework & Results from a preliminary
study, NTANTUTHITFIND, 22: 83.
Vroom, V. H., (1964). An Empirical Study of the Social Correlates of job Satisfaction mong
Plant Science Graduates of a Mid-Western University. Lanham Maryland: University
Press of America.
Weinrauch, J. D., Man, K., Robinson, P. A.;& Pharr, J.\(1991). Dealing with limited financial
resources: Marketing challenge for small business. Journal of Small Business
Management, 29(4), 4-54,

Wolman, B. B. (1973). Dictionary of Behavioral Science. New York: VanNostrand Reinhold.



