ansdusnnAu UR 33 aUUR 107 nsnAU - AUeNeu 2562 13

NARUNSNITARINBIATINTIRINAFDNATNONS
msanfivsuzasgsiedineuiydlulssmalne

HOLISTIC MARKETING STRATEGY EFFECTING
ACHIEVEMENT OF ACCOUNTING BUSINESS IN
THAILAND

Received: November 28, 2018
Revised: April 8, 2019
Accepted: April 10, 2019

Soun AU
Rattana Srinuan*

* finfnunyIyaen nangnsuInisgsnanEdtadin @12739101IRa0 dnnIngnaedaiisueige
* DBA Candidate, Doctor of Business Administration in Marketing Program, Eastern Asia University
* Email: aandapro@hotmail.co.th



14 SUTHIPARITHAT Vol.33 No.107 July - September 2019

UNARED

mﬁaw‘lumwmmmwamLwaﬁﬂmmwamﬁmmm?fwuﬁmw ﬂaﬂ%ﬁﬂ’]i@@’]@
YTWINIT ﬂaﬂmmimmmmgiuMWMawaﬁmqmmimLuumma\ﬁﬁﬁﬂaﬁmmmuw%iu
‘1J§°’L‘Vlﬁ1‘1/l§l %@mummwLL‘U‘Umﬁmwmummsaw@aﬂimmwmmwL%@ﬂmww f79819n19398
WeUTana AefuImsRuneuda@lulssmelng 9143% 400 318 MEJWmimmamamamma
LUUABUANN LLawmm‘maJL%\‘mmﬂ’]wmmﬁmié’mwm@\mﬂwmmiﬁmﬂmwm%iuﬂiwmﬂlm
U 5 Y aawiﬂummmﬁmmmimm aam%o‘wssmm u,awmmmiﬂmammiamaﬂww
(multiple regression) NANTTIALNUI ﬂawﬁmawﬁwamawaé’m%ﬁmﬁmmummaaﬁﬁmﬁmmm
UaRlulsemndlng Usznausie 3 ﬂaﬁ‘m 1AuA nMIRaAENIUININ M3AAIAYIAINIT N13AAIN
el memﬂwmﬂmeaﬂmmmm@aamawmmmamaé’i’mwﬁmﬁmLuummaaﬁm
Rlnoudatludsendlng wudn 2eRUse ﬂaum‘i’mmwm @aﬂasmﬁmﬁmmmemwmi
ﬂaqwﬁmimmmﬂh ﬂaqwﬁmﬁmmé’wmmw REGRIE

ANBIAEY: ﬂaawﬁmmm@mmm MIAAIAFNAWIN N NIAAIARIYTANNTT NIaaIAneluesnns
mﬁma%ﬁﬁﬁﬂaﬁmmmum%

Abstract

This research aimed to study the influence of Marketing Relationships Strategy, Integrated
marketing Strategy, Internal Marketing Strategy effecting achievement of accounting business in
Thailand and to find out the marketing strategy for accounting business in Thailand. This research
combined the both quantitative research and qualitative research into the studies. The study
population was the accounting business in Thailand. Quantitative research examples combined
with 400 owner of accounting business. The data were collected by questionnaires and qualitative
research using in-depth interviews with 5 owner of accounting business. The statistics employed
in the research were descriptive and multiple regression analysis. The research found that factors
effecting the achievement of accounting business in Thailand. There were 3 factors influencing on
the marketing achievement of accounting business in Thailand: Marketing Relationships, Integrated
Marketing, and Internal Marketing. After analyzed the holistic marketing strategies that affected
the achievement of the accounting business in Thailand, the most important component were
Integrated Marketing Strategy, Internal Marketing Strategy, and Marketing Relationships Strategy
respectively.

Keywords: Holistic Marketing Strategy, Marketing Relationships, Integrated Marketing, Internal Marketing,
Business Achievement of Accounting Business
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