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ABSTRACT

The objectives of this research were {o 1. explore the competitive strategies, 2. to
explore the marketing strategies, 3. to assess the job oufcomes and 4. to analyze the relations of
the competitive strategies and the marketing strategies with the job outcomes of the dormitory
business in Maha Sarakham province. The target population was two hundred and ninety one
owners of the dormitory business in Maha sarakham province. The instrument was a
questionnaire. The statistics used were mean, standard deviation and Pearson’s Correlation
Coefficient.

The research findings were as follows:

1. The finding showed that the average level of the competitive strategies for the
dormitory business in Maha Sarakham was high (X =3.69). Four high rated areas of the
competitive strategies were creating the prominence (X =3.70), reducing capital cost
(X =3.66), quick response (X = 3.64), specifying service areas ( X = 3.60) respectively.

2. The findings indicated that the average level of the marketing strategies for the
dormitory business in Maha Sarakham was high (X = 3.61). Four high rated areas of the
marketing strategies were marketing promotion (X = 3.74), product (X = 3.60), dormitory rate
(X = 3.58) and sales channel(y = 3.53) respectively,

3. The findings indicated that the job outcomes of the dormitory business
management in Maha Sarakham was high (X = 3.85). Four high rated areas of the outcomes

were an external process ( X = 3.87), income (X = 3.86), customers ( % = 3.84), and knowledge

and development (X = 3.82) respectively.



4. The findings indicatéd that the competitive strategies were significantly
related fo the outcomes of the dormitory busines in Maha Sarakham at the 05 level. The index of
the relations between the strategies and the outcomes was moderate (1, = A404),

5. The findings also indicated that the marketing strategies were significantly
related fo the outcomes of the dormitory business in Maha Sarakham at the .05 tevel. The index of

the relations between the sirategies and the outcomes was moderaie (rxy = 470).



