a’ i « & L)
283974

gdw -2 44 (% o ] @i
nsAnelilinglsvasd  iednmiauaRreanguid vty waranenizAY
feannsaaanguiihving fe N1 CRM aesumianendequasaentl  ineauegiui

o ~ @ o aL:.i'ml a ¥ 9/ U o/ i
nangsN CRM "H@\‘]3J‘\m%‘V\HW@EJ@U@?W“ﬁﬁ%ﬂlSJﬂ?ZRWﬁﬂ’]‘W i&"lfﬂ,ﬂLﬂ‘U"IJ@M”@@’]ﬂﬂZESJW)@EJ’]\?

=Y

& =i ¢ o 1 d‘ [od 1 d’c:!a o ] or e A ad '
giiunslaalaungusasng Faflunguiiianinasanissndulamenizuusaly

anwgauAneaesinFon  wudr  ynlaaGeuiulounaludunsAnedevesdnGu

@ o

seudaen  leedldnwnisfanssnaanisdalilsunsunimdanguuarand alinuuuies
dndu nsuwsduEaumafeden  nedaauuuzednsziaNntn  nedadu
et 4 o o = < o & 4 = Ly ar g
BaunguunFeuFaun uaznsEadTNATNawTENdURanssuduRudaq
o tdl¥ 2 ° o ad ey =3 ] ﬂlﬂ' o = 2 ¢=4I
anniugauAnmflaunatulsaGeu HAwdeanie sufinaiuzuur newinEewd e
guanruganAnm nslilaasiudn waznisdnsauRanssugesaniugandnmn gl
avnasanedaduladenanuiGouaeninGeauldud  Aaguuzuwedinases  uaziieu
i =S| o =l 17 zﬂl t % ' ] c“ s d.l‘
wsaiiinGeunndeyadednmsialiud  aguuzune fuiluanifugaudnem uaviivaw

gt o

AanssuuTa A udNRuSRNA N mLzanfuTnEauliunlazanisAtedsinig  Tarenng

[ 1

2391m&n ANTNTiaduanansiar yudouselunineady nsfialaufuil uaznis

=)

@ o I

ausnandwliinFou  Tudou AuAadiusaNnIng feguas a1 iliudn uuianenay
il Yo o 9 gﬂ’ el i’/ 9 e 0 o ' 7R
guatsnildfunisaensuandilnasesnndy dnslndgiiaunlszudadlganalunis
=4 <3| A =i o = ot & I e P
Gow flumadeniivunsiugiueniamssgiavesinGey  ludiuaauidiusenanssunay

1 % o o cr‘aild =4 4 ' L) =N =l }
“ﬁQH@?WQﬂQWN@NWMﬁWMHUINL?ﬁlu‘l(ﬂLLﬂ NATLIEYAFHTLEND LL@ZQU‘J‘V'\‘EINL?EJ‘&AL?J'HJ?K‘QN

o 12 [ £ o o ‘ ] e IS = ' & 2
?Uﬁﬂ‘ﬂ@?ﬂ@ﬂ’]ﬁ??u RN HUANINEUINEBEN mmum‘vgﬂﬂ ﬂq‘ﬂﬁﬁ\‘i L@ﬂummhg’mmg@

cﬂ‘ o o %

Aeadun1ssudn waznislilansfudn mwislsaGauineenizanicunng  Tugauaeads
d‘ o = 9 L‘} Y=Y 4 1 o ¥ Y A
arnFaudesmaielflunisdrduladendnmselusaiiuganfne lHud dogazesane
HAIUAIBIANLY NANITUTZHUAININIBIATUY TaN1anN19MNI4IBIAIINTTIAN 9] 48019
S azusudn war A1uuiudn 18981313860 ¢ warlugdauraspaudiusanig
dszaduiug dayarasumiingdugua Tour umanandeeasiideyansuiouynane
Tuniwsanazas idayaneudosiunss Fadeentenisdseadunug unnnanldndlas
~ . al P Ay o o o &R ¥ e P
Weaegnameg weeitnEeuuduiidasninlunisdnnandlas wazannuuugaunIu
WiAudeyaann dnGaudulseuaoainlsGausaotg wudn deduiifinasanisfadula
a8 9 o d‘ b L% ¥ 9 o or 3| o o AR’ d‘ =
wandAnmlusoniivgaudnmfingused e iaudrdnpdududiuvis wnigane
mued Seway 59 uar taduveunsdfinasasdrdduduiunilisasaanhefesas 34.3

! o 1 &l 2/ 1 o o ['% = o
nausatnalanuauladndnmteluaniiugaufneneludwingualeeidenilu



. E1Ebi e

wiunilannigeiefenar  49iladeiingusednaldlunsldieRiansandaduladen
= 3 o 2 i g L k2 o o b4

Foudaluanugandnm lhun amdudusifdenisresaniiiv fesar 21 AN
WANUAIBUBIAITTITY Sesas 19.1  Acnmazanluniswnandelusendnedne feeas

185  pldanelunsinen Seuaz 16.1 daldosaasanitie sz 13.2 ey a1uausudn

|
I | o '

. o/ & roY q ¥ c‘j & < =
YAIADILY FRUAT 12 HARILBHANNGNAIBE xfnmeJﬁ‘xﬂ@uma‘wqwmﬂumsmammu

q

] o =8 Y o9 ] v ] ‘ﬂlnjd o & v
sieluannifuganine THun aguuzuueienay 231 fuinBuuluantiugaudnenianas

20.2 willapresantiugeuinmniensz187 llafeesanzhiawla feusy 17.8 uae

(7

wilsRefnw Foraz 2.8 Tudiuresdeyaiseinisliiilunladuesaniiiu laun fayaanan

a

9 ]

fanuresnnsy Fouaudazaiadn uazdeysendnudadrfanisine luGesinuaRaa

@

nguitinmunefididenisin CRM 1awumdnedbguamaaiil wudn nausaetnaliALAR
Tuszdufiden  nawfadiaaadninianssduiufreamiing duguasiaenil NINNGA
4 o '\ oA e P S, Wy =2 D= o &

AefanssunfsuLzLwIAInguiindnm  nguited1siianuitanelasenanssnduiuned

wnAnedeguaaanil lussduten Aefldnadaszauanuianalasin 2.3 a1n 5 sxhiu

&

Tudaesfanssnduiusideenasliiuds  liud  Aanssumisdszanduiusudngmslif
Tnien 2.4-0.6 Ranssunsutziianguiitindnsumdvendy Aanssuidadiedannig
nslilandnfAmdviulsefeulifuinGou  wau6  lunsnBuuieuAiefessdiu

anudndryaesiruaisuunaalsafounady  Tadud maauiuniidedug

9 =

aendy " uay thdudu frruunslesfiunanisAneifuinegin ¢ 1 ednelen 2

|
p=4

TraGau AAuAsfuLansefuetnefidadAyRsesu 0.05 daupdnuAnTiuAananssy

(% o 0o

=4 ' [ o o gl t " o v S
NNWHﬁ@’]LLuﬂW}NiNL?EI‘LA‘W‘U‘J’] laqep1 “n@ﬂﬁuﬁuwuﬁmmwmﬂu% {Jaqemau N

= o

& Y
JIayaineInt

al

t%

AanssudurusludonaaMazan * uwaz tTadasiw “Hanssuduiusinli

=l - . X oy o A a v a L
ﬂ’]?L?ﬁJuiu@ﬂlﬁﬂqu"ﬁ'\mrN °] 11N94Y d BLNNuen 2 IfNL?fJu YIHAITHARLVULFAN AN NH

t
o O o =

HedAynarey 0.05
Tunnsadranagnignirduiusseamiinendeguasasiilitesiranwadnsol
I funwianenae luszazenn Tufesairamuianelaldfunainnielupeindnem
flaqiiunen Tnpypansynaulumanedefewinulifvessilfidunnuaimnsoiveld
=8 =8 o o & [ - & 4 o
usrgiaauianalasaaindneg  ludaunisinfansauduiusiugnatdnaninmounize
TulseGeuiseniy  AoslinAnsuwianandenduganiiunig  uazlunisinfanssusies

4]

f«\‘ v £ o & = ] ' d’ o = Qs [ %
LFHNAUATENITANTINAIY Faan172e9 N THULART LMY 1WeS ﬂgﬂLLUU”H@\?ﬂ@ﬂ??N@NWUiﬂV

winzanfumusiaansaelsFaui



G

Abstract 2@3@?@

This research aimed to investigate the attitudes and the needs of*the target
groups towards Ubonrajathanee University’'s CRM campaign in order to propose
effective CRM activities to the university. The data were collected from school
executives and high school students. The results collected from the samples of the
school executives revealed that every school had a further study policy for its high
school students. There were the organizations of activities to support the students such
as English program. intensive Science-Math program, class division based on elective
subjects and students’ performances, educational counseling period, and tutorial
classes. The co-organized relationship building activities were academic camp,
educational guidance, visiting the university, student admission quota, and
participation in the university’s activities. The people influencing students’ university
choice were teacher counselors, parents, and friends. The activities which were
suitable for the students were academic camp, core-subject tutorial, guest lecturer
support, scholarship, tutorial by university students, and career training. The views of
school executives™ towards Ubonrajathanee University were it was well-accepted by
the parents of the students, situated in a good location, and a good, economical choice.
The mecting to inform counselor teachers and school executives regarding university
admission policy in each year. the permission to use university admission database,
and the provision of admission quota for the Faculty of Medicine were the activities
that maintained good relationship with the schools. What the students needed to know
in making their university choice was the Faculty’s achievements, quality assessment
results. career opportunily, admission procedure, adinission score, and admission
number. In terms of the university’s public relations, overall information of each
faculty should be presented before the admission process. Other medias apart from
websites should be used as some students did not have access to the Internet.
According to the results collected from the samples of high school students, the most
significant factor affecting students’ university choice was the need of the students
themselves (59%). This was followed by the need of their parents (34.3%). Most of
the target groups were interested in selecting Ubonrajathanee as their university
choice (49%). Factors affecting their university choice were academic standard of the
institution (21%), the variety of disciplines (19.1%), convenience of the
accommodation (18.5%), tuition fee (16.1%), reputation (13.2%), and admission
number (12%), respectively. The sources of information influencing their university
choice considerations were teacher counselors (23.1%), foumer senior high schoui
students (20.2%), institution websites (18.7%), faculty websites (17.8%), and
newspapers (2.8%). The information that the respondents wanted the institution
website to provide was faculties’ disciplines, detail of each discipline, and career
opportunity. The attitude of the target groups towards the university’s CRM campaign
was at a low level. The activity attended by most of the target groups was the
orientation activity organized by the university students. The target groups’
satisfaction level towards the university’s relationship building activities was low (2.3
out of 5). The additional relationship building activities needed by the target group
were curriculum public relations for high school students, orientation activities from
the university students, academic camp, and special admission quota for high school
students. The comparison of the significance levels of the attitudes found that two
schools had the different attitudes towards “well-known and recognized research” and
“having qualified education quality assessment system” with statistical significance
value of 0.05. The attitudes towards relationship building activities showed that there
were at least two schools having different attitudes towards the following: “interest of
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sheoactivities . appropriate time”, and “the activities providing information on the
pdergraduate curriculums™ with statistical significance value of 0.05.

o create CRM strategy for Ubonrajathanee University, the university has to
Toate satisfaction to the current students first. All staff have to provide the best
corvice in order to satisfy the students’ needs. When creating relationship building
wotivities, the activities should be organized by the university students. Also, a need
survey is necessary before launching the activities.



