nuulesuilszin

¥o-uuana:

¥o__ A wwana A3

° | =N o / J 91 ' J
MUKHIFINMS: [ 1enan319138 [ Y ]1503f1d03519150 [ 1A50mMan319138 [ 1919159
= d

RISGR UDORN@TU.AC.TH

sz iamsnmn

@

oSy aniu U

o

o

V3111553099 BNLUMA (Ph.D.) 81910130819 910 Kenan-Flagler Business

School, University of North Carolina at Chapel Hill, 2542

UTMIIFININHMMTUMNA (M.B.A.) 1¥1M13AA1A 910 School of Business and

Public Administration, George Washington University, 2535

Y &%

~ a a 4 Y= a @ o
YBUUNA (B.Acc.) 10 AUSWIUFAAATUASNITUYY, UNIINGIAYTITUANAAT

1\

532

sz iamsnianu:
o 1 d‘ =\ d’ o
vy a@aun U

J o a
304MaN319158 Y5291 IAaIA

5 HIUAULNTTUNITIFINTUTZI N

a @ kY 7 a a
ﬂi%‘ﬁ?ﬂﬂmgﬂi‘iuﬂﬁﬂiWﬁ’ﬂﬁﬂq%ﬁﬂ’)ﬂﬂ%jﬂ ﬂ1uﬂﬁﬂiy%&m3ﬂ‘iﬂﬁﬁiﬂﬁ]

a @ 4 -4
NITUNITANIUNIINYIAYTITUAIAANT ﬂimﬂﬂlﬁllﬂuﬂm'\%'ﬁﬂ

a @ 4 o
AUNTIUNITANINKIINNAYTITUATTNT é’ﬁunawma seifioy l!ﬁ%‘{l}’t’]ﬂ\‘]ﬂﬂ

N3TUMIUIMIIYAis lassmsmndinumansuazuysemans

As1u2ems uagieims InsamsssumantunsaulSyend1v

UIN1353N3 (JDBA)

Ad1ems Insamsganogruun

599881U2M3 In5IM 315 yan Inn1emna1nnIAn B8Ny (MIM)

J a @ 4 o
NITUNITANIDINTIUNIINYIAYTITUAITANT ‘llﬁgm‘i/lé}!,mu%ﬂﬂ

AeF:\D\ilsg Samuuuumlesu Ino-ssngu\sz ianmn Ins\sn.as fisn.doc




NANHMIBINS:
A A A A A a 4
¥01599 ¥015d15 UNAanun

[

a J v a a
5303 5URUTY nes1leis i, 1lonensAmmIrueay 803 neld Insamswiive

J o W o

J o J o
917 1d dn). (FAAANI19130 598530 TULWINUE) d1INNUNINUTT DAY

T

N13298, 2550

] Y
ﬂTi’J%ﬂlﬁ@ﬂi%muﬂaﬂﬁﬂi‘Hﬁ%N%uiﬂﬁﬂﬂﬁﬁ?ﬂlﬁﬂ@?%ilmﬂyiﬂﬂﬂﬁ,

Faufl 309MaAI19156 IN1 MuFITINa LAy dHemansInsdgnanyal

inaudeAs, 2549

miﬁwméfmmu (Model) Llﬁﬁilﬂ%ﬂﬂﬂﬁﬁ]ﬁ1ﬂ‘§’ﬂﬂﬁaﬂﬁﬂu azilsuliunanisina

nsfAnyIszaUgAuAnI, S S0emaAns 19138 INAT I MNALAzANE,

[AUDAD A1UNNUAMZNTTUNINIYANANYT (N0.), NOATNBY 2547

m3d1sennuitane lvvesd 19 ihntidensusmsvesms ilihuaswans,

ruese M3 Iihuasval, dszdinlaudseanm 2547, 2545 uay 2544

A a I a a Y
awlszanumeusmdlui@as (2547).U33915M3 UASANEY, ATUNN:

a 4 =

AUNNYNNIAA
=l = aad a Y A [ 0o w A 4
WOITOU FOLON: HIUNINNTAAR (2547), ALVIUTIY, NTIUNWI: TIUDNWUN

‘NNAY

= a 9 9 o ] a [ 4 dy di}
NMTANHINOANTTY ANAT LAY HUNUIINUIY mmwa@mmmmgmmﬂwu uas

WU, 1TUAD VTHN Ine-lesiiu 14511 DUAANS 3109 (UN1TU), 2545

msdsvamnilegtiunazilaivesniern SMEs lumsdumuiimsaensen

] % a 1 a ' Y J aa
FBOINN fﬂiﬂiﬂ@l?ﬂl@ﬂﬂ%ﬂﬁh&"ﬁ’lﬂ?ﬂﬂ@. VDY TONRITNTITY DAY

AR UaYI0IMANIINGS IN1 AIUFITING, 1FUDAD VSTHNRUNY

RATINNTINYUIAGON, 2545

AeF:\D\ilsg Samuuuumlesu Ino-ssngu\sz ianmn Ins\sn.as fisn.doc




mM3d1329 uaz Yszanuvuianain dmsugsnethgesnm Iseluih lugaed)

2545 — 2549_1auoan_n3 irhenaaurslsemelne, 2544

MsUsziiulonanianisnain tag Lmummamﬁm%’mﬁmammﬁﬂwmﬁm

Jd

1 @ d Aa =~ 1 J ~ ]
JIUNY IOIANTNTIVNGTY UTNWEY NN, LA UDAD ﬂﬁVIﬂ\‘]WIEJ’JLLWQﬂigmﬂhlVIfJ.

2544

PRIMA Thailand: The Family and the Business, 2544

Market Potential for Vegetable Tapes in Thailand, 2544

nnanssuAL3 Ina luaaianTesaugunn, 2544

Consumer Commitment: Conceptual Framework & Results from a Preliminary
Study (2542), N385 VIHIIFIND, 22 (N.A.-N.8.), 60-71.

Testing an Alternative Model of Customer Satisfaction Using Structural Equation

Models (2541). NIATUIHIIFIND, 21 (110.8.-31.8.), 84-91.

Service Dependency: The Missing Moderator from Customer Satisfaction Formation

Process (2539), MNIAIUIHIIFIND, 19 (110.8.-11.8.), 41-56.

. I N =] da}
STP Marketing: tada (1) duvesnnudusanamsnaia (2537), 9o 56,

DIUNNWA: MﬁW%ﬂﬂTﬁﬂ‘ﬁiiNﬁWﬁ@]ﬁu’. 139-149.

MIANATINTUTUIAT (2537), NTANTUITNIIFIND, 17 (10.8.-10.8.), 57-68.

MINAIAAIEIBFUWUT (2537). 215815 UINITFIND, 17 (.A.-1.9.), 9-15.

AeF:\D\ilsg Samuuuumlesu Ino-ssngu\sz ianmn Ins\sn.as fisn.doc




9 a = 9q ¥ A A
NITATTIVAUNINWNITUINIG U ﬂ’JﬁJWQWEﬂﬁ]"U’ENF:I'Gl%‘Uﬁﬂﬁ‘ﬂuﬂ’ﬁ]

@

J [ 4 1 1 @ 4 a d a
29ANT LNTANN LLWQ‘]JSZW]FTUI,TIEJ. JIUNY TONFIAATIVITEY AT. WINAY WNEN

99RIYNA UATAUS, 2537

] k4
sTUUAMsAUMANIIMIAaIaiionsaadula (2536), 10091h 55, ngunnA:

YHIINOIAETITNATNS, 99-113,

The Customer Satisfaction Bandwagon: Better Know It Well before Jumping on It

(2536), MIATUINIIFINT, 16 (10.8.-11.8.), 31-38.

Mgz usdunu/gnu tazms iavernanidnms:

A 4 4y
FOMNAY FOU aDIUN UN

Performance and Drivers in the Life Insurance Industry: Evidence from a Census

Study in Thailand, (with Mayuree A ong), Conference on Marketing Financial

Services, Fordham University, USA, November 4, 2006.

A Double-Bond Perspective of Service Relationship, (with Vassana Mapraset),

AMA Frontiers in Services Conference, University of Miami, Florida, USA,
October 30, 2004.

Consumer Commitment in Services: A Structural Model and Empirical Findings,
(with Paul N. Bloom and Valarie A. Zeithaml), AMA Frontiers in Services

Conference, Vanderbilt University, Tennessee, USA, October 21, 1999.

Consumer Commitment: A Crucial Connection between Consumers and Companies,
(with Paul N. Bloom and Valarie A. Zeithaml), ANZMAC 98 Conference,

University of Otago, Dunedin, New Zealand, November 30, 1998.

AeF:\D\ilsg Samuuuumlesu Ino-ssngu\sz ianmn Ins\sn.as fisn.doc




The Impact of Retailer Return Policies on Consumer Price Sensitivity and Quality

Perception, (with Vanessa G. Perry), Marketing Science Conference, INSEAD,

Fontainebleau, France, July 11, 1998.

A Cue-Utilization Model of Service Performance, (with Valarie A. Zeithaml),

AMA Frontiers in Services Conference, Vanderbilt University, Tennessee, USA,

October 3, 1997.

MIUIMSTIAN Hazdu q:

<3| a A (=
MadunssumMsIvIns wagnsnmn

{ v o a v o a
ﬁﬂ?ﬂyﬂumﬁ%wmwumimmimmauwuﬁqﬂﬁﬁ UHasNITUIHT

4 ' o J
Uszaumsaignarvesms Iihuasvang, sawiu asnnsdan

3J1’i1”31/]81581‘ﬁ5511ﬁ1ﬁ@]{, 2549-2550

d' = [ o a [ 1y o 9 Aa
‘Vl‘]Jiﬂ‘]elﬂuﬂ'lii]ﬂ“lmuwuﬂﬁ‘ﬂi‘Hﬁﬂ’ﬂﬂJﬁ'llWH’ﬁQﬂﬂT (2546) uay UAUTIND

Jd 1 @
(2545-2546)  UHUINITDIATAUATIEH, FIUNY ﬂﬂﬂiﬂifi{tﬂﬂ

MW”I%VIE]TZ%’EJ‘ﬁiﬁJﬂTﬁ@]{

nlFnlumstatumugine wagnsdlsylnssadwuesdninnuaainnuuia

[ 1 @ -4 a @ J
3118, SUNVAUINITINDUNNINIAYTITUAITAAT. 2546

[
=~

nlSawianenssumslsulasaaiis ms ihuasviaig, 2544

luilszpeuIvain:

AeF:\D\ilsg Samuuuumlesu Ino-ssngu\sz ianmn Ins\sn.as fisn.doc




