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ABSTRACT

The purposes of this quantitative research was to analyze the impacts of SMEs
demographic characteristics, corporate capabilities, and entrepreneurial spirit on
business success of Thai food and beverage SMEs in Bangkok Metropolitan district:
(1) analyze the impact of Characteristics of Entrepreneur on SME Success, (2)
analyze the impact of Corporate Capabilities on SME Success, and (3) analyze the
impact of Entrepreneurial Spirit on SME Success as well. The 258 of 385 samples
were selected from food & beverage owner or managers of the food and beverage
shops around Suriwong road Silom road, Siam Square, Patunam, Rachaprosong, and
Ramindra road prominent area in Bangkok by using purposive sampling method.

The administered questionnaire was used as an instrument to collect data. The
Chi-Square and Multiple Regression analysis were employed for hypothesis testing at
0.05 level of statically significance. The research findings revealed that excluding
demographic characteristic both of the entrepreneurial spirit and corporate capabilities

had positive impact respectively on Thai food SMEs success.
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CHAPTER 1

INTRODUCTION

In this chapter, the author briefly describes the background related to the subject
of this research about Thai food SMEs. The statement of problem is introduced
followed by the purposes of this study. In this chapter the author also provides the
importance of study, rational of study, definition of terms, and scope of study.
1.1.Research Background
1.1.1. The roles of SMEs in Economic Development

Nowadays there are more than 98% of the global companies are small and
medium-sized enterprises. Small and medium-sized enterprises (SMESs) play very
important roles in economic and social development, at the same time made great
contribution to promote the development of the global economy, SME also is to build
an important force in world economic prosperity and social harmony (GASME, 2014).
Many of the world's leading industry tycoon such as Microsoft, HP, Amazon, Yahoo
and Alibaba, they are originated in SME enterprises. On December 22, 2014, the
second session of Chinese international small and medium-sized enterprises in ningbo
on global development, many countries leaders and international experts agree that
small and medium-sized enterprises will play an important role in the global
economic recovery, small and medium-sized enterprises to become the world's

economic growth engine will be coming.



After the 2008 global financial crisis and the debt crisis in 2010, the difficulties
faced by small and medium-sized enterprises in developing is also obvious, on a
global scale, about 89% of the small and medium-sized enterprises face serious
challenges, corporate profits have been falling, rising inflation pressure (GASME,
2014). Nowadays, these SMEs urgent need to promote a healthy economic recovery
and sustainable development.

1.1.2. Success of SMEs in Global Economy

SMEs, by number, dominate the world business stage. Although precise,
up-to-date data are difficult to obtain, estimates suggest that more than 95% of
enterprises across the world are SMEs, accounting for approximately 60% of private
sector employment (Ayyagari, Demirg-Kunt, & Maksimovic, 2011). In Thailand, The
GDP value of small and medium enterprises (SMESs) in 2014 was 5,212,004 million
baht or 39.6% of the country’s GDP of which 27.8% belonged to small enterprises
and 11.8% to medium enterprises respectively. The GDP value of SMEs expanded
merely 0.2%, a slowdown compared to the 3.5% rise earlier in the year (OSMEP,
2015). Japan has the highest proportion of SMEs among the industrialized countries,
accounting for more than 99% of total enterprises (EIU, 2010). More than 99% of all
businesses in Japan are small or medium-sized enterprises (SMESs); they also employ
a majority of the working population and account for a large proportion of economic
output. While most of these companies are not as well-known as Japan’s giants, they

form the backbone of the service sector and are a crucial part of the manufacturing



and export supply chain (EIU, 2010). In India, according to its Ministry of Micro,
Small and Medium Enterprises, had 13 million SMEs in 2008, equivalent to 80% of
all the country’s businesses (Ghatak, 2010). In South Africa, it is estimated that 91%
of the formal business entities are SMEs (Abor & Quartey, 2010). China's registered
small and medium-size enterprises (SMEs) exceeded 4.3 million in number and
contributed to 58.5 percent of GDP, 50 percent of tax revenues, 68 percent of exports
and 75 percent of new jobs every year, according to the China Association of Small
and Medium Enterprises. Over the past few decades, these SMEs have helped China
successfully position itself as the “world’s factory”. Many developed countries such
as the United States and United Kingdom have transferred their manufacturing
operations to China to gain the advantages of cost and scale of production when
products are “Made in China”. This positioning helped China become the world’s
second-largest economy at a time when the global economy was healthy (Zhou,
2012).

In OECD economies (OECD, 2011a), over 95% of firms are SMEs and
micro-enterprises, accounting for some 55% of GDP. In developing countries, by
contrast, over 90% of all firms outside the agricultural sector are SMEs or
micro-enterprises. These firms produce a considerable part of GDP.

1.1.3. Key Success Factors of SMEs in Global Economy
Within any given market segment, there are key success factors (i.e. reliable

delivery, low running costs). It is essential for a firm to establish what these are and



how well it compares with the closest competitors (Mcdonald, 2003). A key success
factor is something which enables firms to clinch the business. Every industry has a
number of key success factors that measure and determine success or failure (Tracy,
2007). Despite many challenges that foreign-owned SMEs face, they still manage to
survive and grow in the market and sometimes even outperform local SMEs.

The management is a combination of activities such as planning, organizing,
directing and controlling to achieve the objectives defined by and through the efforts
of others. Hence, with this understanding, the four management functions include
planning, organizing, directing and controlling. In SMEs, entrepreneurs often carry all
the above management functions. In addition to the general characteristics of
management, SMEs entrepreneurs’ management has specific characteristics (Filion,
2007). Firstly, SMEs entrepreneurs have close relationships with employees; they are
interested in training as well as motivating employees at work. Secondly, the
corporate communication mechanism is usually simple, based on the relationship
between individuals. Thirdly, power is centralized, i.e., the director is the
decision-maker of all internal and external operations of the company. Fourthly, due
to the fact that the organizational structure is not too complex, specialization in
Management of SMEs is relatively low. Fifthly, the operational direction for SMEs
dominates the management of a company. Thus, as an entrepreneur, he conducts
general management activities, operational exploitations, and management of human

resources in the company.



Several factors prevent them from realizing their full potential to make a greater
contribution to the society. As part of this study, we focus on the key success factors
of Thai SME entrepreneurs. Researchers have shown that success is closely linked to
level of education (Staw, 1991); (Meng & Liang, 1996), experience (Zimmerer &
Scarborough, 1998) and age (Sletten & Hulaas, 1998). Indarti and Langenberg (2005)
also indicated that demographic factors affect the commercial success of SMEs.
Demographically, age, sex, education and work experience were found to have an
impact on entrepreneurial success. Well-trained people are more creative, and they are
always looking for something unique (Ndubisi, Gupta, & Massoud, 2003).

1.1.4. Situation of Thai SMEs

Strong Capability

Thailand has abundant natural resources. Thailand is the world's largest rubber
producing countries, the largest sugar exporter, the sixth largest rice exporter, an
exporter of canned and frozen seafood, tuna and canned fruit canned; Thailand sylvite
reserves 4367 million tons, ranking first in the world. There are rich resources and
superior geographical position (BOI, 2013).

Thailand improves the superior infrastructure so that Thailand's economy is a
tiger with wings added. Thailand transportation developed, with seven international
airports, Kunming Bangkok road by road crossing into China, the railway system has
a total length of 4364 km, leading to Malaysia and Singapore. Information

communication is convenient, and is the world's largest hard drive production power;



Thailand has 8 major shipping ports, including containers, storage tanks and liquid
chemical terminals. Thailand signed a free trade agreement with many countries, like
Australia, New Zealand, India, the ASEAN region and so on (GASME, 2008). The
Office of Small and Medium Sized Enterprises Promotion (OSMEP), under the
Ministry of Industry, showed that there are 2.9 million SMEs around Thailand, 99
percent of the total number of enterprises the nation has. This creates 9.7 million jobs
and 3.4 trillion baht of added revenue. They produce 37.2 percent of the country’s
GDP and generate exports valued at 1.59 trillion baht (Witoon, 2014).

Weak Capability

Thailand did not put in much effort in establishing the fundamental infrastructure
for the manufacturing sector in the first place. Thus, this resulted in out-of-date
technology and high operating costs. The growth in the early years was achieved by
self-reliance and cheap labor as business competition was not as tough as it is today.
Structurally speaking, the under-performance of small and medium sized enterprises
was caused by national policies that did not set clear goals and directions for
developing SMEs, a lack of responsibility from the public sector, a lack of
cooperation between the public and private sectors, and a lack of creativity,
technology and innovation to secure their sustainable growth. By looking into
individual issues that are currently being faced by SMEs, we see that they lack skilled
labor, lack product brand development, lack understanding of modern business

management, and lack marketing knowledge and information, as well as have low



efficiency, productivity, and access to technology to support and access financial
resources (Witoon, 2014).

Concerted Efforts for Sustainable Thai SMEs

There are two parts to measures to reinforce Thai SMEs; the government’s policy
and the private sector’s measures. The government has come up with two plans. The
Third Small and Medium-sized Enterprises Promotion Plan (2012 to 2016) comprises
4 strategic parts: create an investment atmosphere favorable to business operation;
increase competitiveness; create a balance in business, social, and environmental
development; and increase the potential of SMEs to take part in international
economies. The second plan is the Eleventh National Economic and Social
Development Plan (2012-2016), which includes the application of the Sufficiency
Economy philosophy in order to promote self-reliance in terms of factors of
production. The relief measures from the public sector comprises the manufacturers
and personnel development plan, the technology promotion plan, the export and
market plan, and the financial measures plan. These measures are carried out by key
organizations like the Department of Skill Development, the Industry Promotion
Department, the Office of Small and Medium-sized Enterprises Promotion, and the
Thailand Productivity Institute. The key relief measures from the private sector were
financial access according to MOUSs signing between the Thai Chamber of Commerce,

the Board of Trade of Thailand, the Thailand Tourism Council, and the Thai Credit



Guarantee Corporation (TCG). They provide special loans for needs-based solutions
to more than 90,000 SMEs (Witoon, 2014).
1.1.5. How to Promote Thai SMEs Growing to be Global Enterprise

Many large firms today grew from small and medium-scale enterprises. Access to
the credit market is indispensable for SMEs to grow. Large firms can have easy
access to credit provided they are financially sound. In the case of SMEs, such rating
schemes are scarce. Due to the lack of credit rating indices, it is natural that banks
perceive investment on SME:s to be risky. From the lender’s point of view, it is costly
to examine the financial health of each and every SME. This cost is also passed on to
SMEs, thereby increasing their borrowing costs (Naoyuki, Farhad, Phadet, &
Baburam, 2015).

Yoshino and Taghizadeh-Hesary (2014) propose a scheme for statistical analysis
of the quality of SMEs, which could be helpful for facilitating bank financing to
SMEs. Yoshino, Taghizadeh-Hesary, Charoensivakorn, and Niraul. (2015) show how
a credit rating scheme for SMEs can be developed and implemented using data on
lending by banks to SMEs, even when access to other financial and non-financial
ratios is not available. Loan variables of SMEs from the Commercial Credit Scoring
Data 2015 of the National Credit Bureau of Thailand are used for the credit risk
analysis.

Given the lack of comprehensive credit rating agencies and indices for SMEs,

financial institutions can employ these techniques to reduce information asymmetry



and consequently set interest rates and lending ceilings for lending to SMEs. This
would reduce borrowing costs, i.e., lower interest rates for financially healthy SMEs,
and even make possible lending to healthy SMEs without the need for collateral.
Finally, this would help financial institutions to avoid lending to risky SMEs and
would reduce banks’ NPLs to SMEs.
1.1.6. Rational of Study

The food industry is an important contributor to Thailand’s economy. Today,
Thailand is one of the world’s top ten producers and exporters of processed food
products. Processed food export brings in about US$10 billion annually and comprise
up to 28.3% of gross domestic product (GDP). At the same time, there are a lot of
people rely on SMEs to survival and life. Its survive problems directly affect people's
living standards. So the study of SMESs has great practical significance. First we can
through this study know the situation of Thai SMEs, and then the study can help these
Thai food SMEs find lack of itself business, and improve.
1.2.Statement of Problem

Small and medium-sized enterprises (SMESs) are important to economic growth
and significantly essential to generate employment. However, Thai SMEs are facing a
series of external and internal factors that have significant effects on their growth.
Therefore, there are challenges for them to make a greater contribution to the
economy (OSMEP, 2007a); (Bank, 2009). Some of the internal obstacles that Thai

SMEs are facing are deficiencies in corporate capabilities, such as, marketing,
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technology and innovation, problems arising from global economic, social and
environmental changes, new stipulation of international rules, change in consumer
behavior, the government put many efforts in promoting SMEs, that lack of
competitive advantage and the access to credit as among the greatest barriers to their
operation and growth (OSMEP, 2007a); (Harvie & Lee, 2005) (Bank, 2009).
Therefore, one side the purpose of this thesis is to develop Thai SMEs capability, and
improve SMEs competitive force.

Research Questions:

In order to examine these issues, the following research questions have been
raised:
1. What are the situations of Small and Medium-size enterprise (SMES) in
Thailand?
2. What are the key success factors that can promote Thai SMEs to become a
well-established, large enterprise?
1.3.Purposes of Study
1) To analyze the impact of Characteristics of Entrepreneur on SME Success.
2) To analyze the impact of Corporate Capabilities on SME Success.
3) To analyze the impact of Entrepreneurial Spirit on SME Success.
1.4.Importance of Study
The result of this study can be used within two aspects which are business aspect

and academic aspect. In business aspect, owner of SMEs, managers and staff can
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know which key determinant is lack of itself business. | hope the result also help Thai
SMEs improve competitive capability to develop. In academic aspect, the lot of study
has been conducted in developed countries but there is little research on characteristic
of the SMEs in countries like Thailand. | hope the result can make up shortage of the
resource on relationship between Key determinants and Thai SMEs success. The
result of this study also influence to owner of Thai SMEs and students

Importance to Thai food industry:

The study can help these Thai food SMEs find lack of itself business, and
improve in order to continue development.

Importance to Students:

The study give students support some information, reference and findings of Thai
SMEs.
1.5.Scope of Study

This thesis study focus on SMEs in Bangkok area, the author used the
guestionnaire as an instrument of survey and defined the scope of study as follow:
1.5.1. Scope of Content

In this study, the author examines focus on SMEs located in Bangkok, Thailand.
This study is a quantitative research based on Characteristics of Entrepreneur,
Corporate Capabilities in VValue Chain and Entrepreneurial Spirit with Thai SMEs

success as well as related research.
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1.5.2. Scope of Demographic, Samples and Location.

The study identified population and sample as respondents from SME owner
which are located in Bangkok. Moreover, the researcher employed probability
sampling method called multi-stage sampling in order to create a sampling design.
1.5.3. Scope of Related Variables

In this study, variables are presented accordingly to the proposed hypothesis as
follow;

H1. Characteristics of Entrepreneur positively relationship SME Success
- H1.1 Demographic characteristics, Length of operation, number of employee,

entry strategy and previous experience of achievement are positively relationship

SME Success.

Independent variables include Characteristics of entrepreneur detailed as follow:

1. Demographic characteristics
2. Length of operation
3. Number of employee

4, Entry strategy
5. Previous experience of achievement
Dependent variable includes SME Success detailed as follow:

SME Success

H2 Corporate Capabilities in VValue Chain positively influence SME Success



H2.1 Procurement, production, marketing, technology, HRM, financial
management and R&D are positively influence SME Success.

Independent variables include Corporate Capabilities in Value Chain detailed as

follow:
1. Procurement
2. Production
3. Marketing
4. Technology
5. Human Resource Management(HRM)
6. Financial Management
Dependent variables include SME Success detailed as follow:
- SME Success
H3 Entrepreneurial Spirit positively influence SME Success
- H3.1 Ownership, personal traits and entrepreneurial orientation positively
influence SME Success.
Independent variables include Entrepreneurial spirit detailed as follow:
1. Ownership
2. Individual Characteristics
3. Entrepreneurial Orientation

Dependent variable include SME Success detailed as follow:

SME Succes

13
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1.6.Definition of Terms

SMEs (Small and Medium Enterprises): private enterprises that are relatively
small compared to other enterprises in the san market or industry and not formed as a
part of large enterpriser or business groups.

In European Union, The criteria for defining the size of a business differ from
country to country, with many countries having programs of business rate reduction
and financial subsidy for SMEs. According to European Commission (European,
2015-06-12), the SME are the enterprises that follow this definition:

The SME are the enterprises that follow this definition

Company Category | Employees | Turnover | Balance Sheet Total

Medium-sized <250 <€50m | <€43m
Small <50 <€10m | <€10m
Micro <10 <€2m |<€2m

OSMEP: The Office of the Small and Medium Enterprises Promotion (OSMEP)
plays a key role in figuring out SME promotion strategies and policies and serves as a
center of coordination between the public and private sectors to promote strong and
sustainable SME growth. Product and service development is significant to SME
competitiveness as the process will increase the value of such products or services to
meet market demand.

Characteristic of Entrepreneur played an important role on ensuring the business

success in SMEs. Characteristic of entrepreneur referred to length of operation


https://en.wikipedia.org/wiki/Business_rate
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(Kristiansen, Furuholt, & Wahid, 2003b), size of SMEs (McMahon, 2001), entry
strategy, and previous experience (Baum & Locke, 2004). Several previous studies
found that demographic characteristics, such as age and gender, and individual
background, e.g. education and former work experience, had an impact on
entrepreneurial intention and endeavor, personal qualities and traits, such as
self-confidence and perseverance, entrepreneurial orientation, e.g. autonomy,
innovativeness, risk taking, pro-activeness, competitive aggressiveness, and
motivation.

Value Chain: A value chain is a set of activities that a firm operating in a specific
industry performs in order to deliver a valuable product or service for the market. The
concept comes from business management and was first described and popularized by
Michael Porter(Porter, 1985b) in his 1985 best-seller, Competitive Advantage:
Creating and Sustaining Superior Performance.

Corporate Capability is defined as the ability of the enterprise to allocate
resources and to exert its function of production and competition.

Entrepreneurial Spirit: The entrepreneurial spirit is a gift that inspires others to
become the best they can be. From passion and positivity to leadership and ambition,
here are the entrepreneurs that best define the entrepreneurial spirit.

SME Success: There is no universally accepted definition of SME success, which
is probably one reason why it has been interpreted in many ways (Foley. & Green,

1989). Indeed, no study has to date been conducted to systematically explore and
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validate what success really means to SME entrepreneurs(Ahmad, Wilson, &
Kummerow, 2011). Yet, establishing a valid measure of success is essential to help
identify the critical success factors for SMEs. Hence, determining what SME
entrepreneurs define as success became one of the aims of the study.
1.7.0utline of Research Study
In order to illustrate the overall of thesis’s structure, the author will simplified in
a form of chart from the first chapter to the last chapter which will be the conclusion
from chapter 5.
CHAPTER 1 Introduction and Purposes
CHAPTER 2 Literat%re Review
CHAPTER 3 Methodologies

g

CHAPTER4 Results and Analysis
CHAPTER 5 Discus%ions and Conclusion
Chapter 1 - In this chapter, the author briefly describes background related to the
subject of this research which is Characteristics of Entrepreneur, Corporate
Capabilities in Value Chain and Entrepreneurial Spirit. The statement of problems is
introduced followed by the purposes of this thesis. In this chapter the author also
provides importance of study, scope of study, definition terms and outline the study.
Chapter 2 - In this chapter the author provides Theoretical Foundation which is

used within this thesis. The study emphasizes Characteristics of Entrepreneur,

Corporate Capabilities in Value Chain and Entrepreneurial Spirit with Thai SMEs
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success as well as related research. The connection and correlation between each
theory and frame work are also presented within this chapter.

Chapter 3 - In this chapter, the author explained research strategy and approaches
used in this research. Methodology is proposed and reasoned as well as strategies
utilized in this research. The author also provides detail about data collection.

Chapter 4 - In this chapter, the author presents the empirical study of the research
along with an analysis of the empirical study. The analysis part will be conducted by
using the framework of references from the second chapter and method given in the
third chapter.

Chapter 5 - In this Chapter, conclusion of the thesis has been presented. The

author also gives opinions and future related research.



CHAPTER 2

LITERATURE REVIEW

Introduction

Nowadays, SMEs (Small and Medium Enterprises) developed rapidly all over the
world, more and more show surprising vigor and strong vitality, and it has played
important roles in development of all over the world.

In developing Asia (including ASEAN), SMEs have made significant
contributions over the years measured in terms of their share in: (a) number of
enterprises; (b) employment; (c) production and value added; (d) GDP; (e) enterprises
set up by women entrepreneurs; and (f) regional dispersal of industry, among others.
The contribution of SMEs is vital in as much as they, by and large: (a) make up 80-90%
of all enterprises; (b) provide over 60% of the private sector jobs; (c) generate 50-80%
of total employment; (d) contribute about 50% of sales or value added; (e) share about
30% of direct total exports (Narain, 2003).

This thesis literature review roughly divided into six parts: 2.1. This is about
Definition & Importance of SME, It’s mainly about SMEs define in Southeast Asia
and SMEs is very important for economy development. 2.2. The benefit and obstacles
of SME’s affecting competitiveness & Growth. 2.3. Background of Thai SMEs. 2.4.

The Key determinants of Thai SMEs, the section has Characteristics of Entrepreneur,
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Corporate Capabilities, Entrepreneurial Spirits and Value Chain. 2.5. SME’s Success
2.6. Research Hypothesis and 2.7. Conceptual framework.
2.1.  Definition & Importance of SME

2.1.1. Definition of SME

Small and medium-sized enterprises (SMEs; sometimes also small and medium
enterprises) or small and medium-sized businesses (SMBs) are businesses whose
personnel numbers are below certain limits. The abbreviation "SME" is used in
the European Union and by international organizations such as the World Bank, the
United Nations and the World Trade Organization (WTQO). Small enterprises
outnumber large companies by a wide margin and also employ many more
people. SMEs are also said to be responsible for driving innovation and competition
in many economic sectors (enterprises).

In European Union, The criteria for defining the size of a business differ from
country to country, with many countries having programs of business rate reduction
and financial subsidy for SMEs. According to European Commission (European,
2015-06-12), the SME are the enterprises that follow this definition:

Table 2.1: The SME are the Enterprises that follow this Definition

Company Category | Employees | Turnover | Balance Sheet Total

Medium-sized <250 <€50m <€43m

Small <50 <€10m <€10m

Micro <10 <€2m <€2m



https://en.wikipedia.org/wiki/Business_rate
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In the United States, the Small Business Administration sets small
business criteria based on industry, ownership structure, revenue and number of
employees (which in some circumstances may be as high as 1500, although the cap is
typically 500). SBA (Retrieved2011-08-21), both the US and the EU generally use
the same threshold of fewer than 10 employees for small offices.

In Thailand, Small and Medium Enterprises include three categories (SME Bank.,
2012):
1. Manufacturing Business including industrial production, mining, agriculture
production particularly agricultural processing
2. Trading Businesses: wholesale, retail, import, and export
3. Service Businesses: businesses supporting manufacturing, trading, Hotels and
Tourist related industries, repair, transport and beauty salons, etc.

Table 2.2: Definition of Thai SMEs

Small Medium
No. Of Fixed Asset No. of Fixed Asset Excluding
Type Employee Excluding Land Employee Land (THB Mil.)
(THB Mil.)
Manufacturing | 50 or less 50 or less 51 —200 >50 — 200
Services 50 or less 50 or less 52 —200 >50 - 200
Wholesale 50 or less 50 or less 26 —50 >50 - 100
Retail 50 or less 30 or less 16 -30 >30-60

In ASEAN, The definition and concept of SMEs vary among member countries.
There is no common agreement on what distinguishes a microenterprise (MIE) from a
small enterprise (SE), a ME from a medium enterprise (ME), and a SE from a large

enterprise (LE). In general, however, a MIE employs less than five full-time
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equivalent employees; a SE is a firm with 5 to 19 workers in Indonesia and more than
that in many other member countries; and a ME may range from 20 to 50 employees
or more. Moreover, definitions and concepts used for statistical purposes can vary
from those used for policy or program purposes (for example, to determine eligibility
for special assistance). All but a few member countries have a definition for SMEs for
statistical purposes. Many member countries also have definitions for policy purposes,
and to complicate matters further. These definitions often differ from the definition
used for statistical purposes, and differ by industry and policy programs (Tambunan,
2008).

Most enterprises that form this SME category are actually very small and about
70% to 80% of them employ less than five people. There are only a very small
percentage of firms, typically ranging from about 1% to 4%, which have more than
100 employees. Unfortunately, there is no consistent definition of a MIE among
countries. As presented in Table 2.3, some member countries have definitions on
MIEs, and most of these use five employees as a cut off. In practice, most MIEs are
likely to be non-employing in that they do not actually employ anyone; however, they
do create jobs and income, even if only part-time jobs, for entrepreneurs. These MIEs
make up the great majority of enterprises, usually comprising around 60% to 80% of
all business establishments. Their contribution to employment is usually
disproportionately small, and they typically contribute only about 10% to 40% of

available jobs (Tambunan, 2008).
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Member country Employee | Annual Fixed assets Invested
Sales/turnover Capital
Brunei Darussalam
MIE 0-5
SE 6-50
ME 51-100
Indonesia
a)MIE-manufacturing, 0-4
trade & service
SE-manufacturing, 5-19
trade & service
ME-manufacturing, 20-99 < US$5m <US$1m
trade & service
b)SE- manufacturing, <US$ 100,000 < US$ 200,000
trade & service 100
ME-manufacturing, US$ 100,000 - < US$ 200,000-1m
trade & service US$5m
Malaysia
MIE- manufacturing & <5 < RM250,000
Its related services
SE- manufacturing & Its 5-50 RM250,000 -
related services RM10m
ME- manufacturing & Its 51-100 RM10m -
related services RM25m
MIE-service,incl.ICT & <5 <RM200,000
primary agriculture
SE-service,incICT & 5-19 RM200,000- <
primary agriculture RM1m
ME-service,incl.ICT & 20-50 RM1m — RM5m

primary agriculture

(Continued)
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Philippines
MIE-manufacturing <9 <3m
SE- manufacturing 10-99 aboveP3m-P15m
ME-manufacturing 100-199 aboveP15m-P100m
Singapore 199 <S$15m
SME-manufacturing
-services
Thailand
MIE-manufacturing <4 <500,000bat
SE-manufacturing & <50 <50m bath h
service <20m bath
-trading: -wholesaling <25 <50m bath
-retailing <15 <30m bath 1-9m bath
ME-manufacturing 51-200 50-200mbath 1-9m bath
-trading:-wholesaling 26-50 50-100m bath 20-100m
-retailing 16-30 30-60m bath bath
1-9m bath
1-9m bath
Vietnam
SE <30 <D 1 bill.
ME 30-300 D1-D
10bill.
Myanmar
SMEs < 200/100 < 10m kyat < 5m kyat
MIEs <9
Cambodia
SMEs < 200
Lao PDR
SMEs 5-99 1,200m kip

Note: a) not including fixed assets; b) not limits for handicrafts; c) capital outlay; d) production value; ) depends

on sector; f) industrial sector.
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Source: 1) ASEAN-EU Partenariat’97 (http://acup.brel. com); (2) BPS = Central Bureau of Statistics (a) and the
State Ministry of Cooperative and SMEs (b); 3) SMIDEC (2006)(Lumpur, 2006); 4) ACTETSME. ORG (Website),
except for MIE is from (Allal, 1999); 5) (Sibayan, 2005); 6): (UNESCAP, 2004); others: (APEC, 2003), (Hall,
1995), and (C. Harvie & Lee, 2002a).

2.1.2. Importance of SME

Importance to Economies

The importance of SMEs to world economies is well documented (Birch, 1989).
SMEs (firms with 200 or less employees) make up the largest business sector in every
world economy (Culkin & Smith, 2000), and governments around the globe are
increasingly promoting and supporting SME growth as part of their overall national
development strategy (Abdullah & Bakar, 2000a).

Small and medium-sized enterprises become the main force of exports, Japan
during economic boom in the 1960s, the proportion of small and medium-sized
enterprises to export 40% - 40%, and solid foundation for Japan to become the world's
trade powers. Small and medium-sized enterprises of China's export increase year by
year, China's main export crafts, toys, textile, garments, provided these products
mainly from small and medium-sized enterprises (SMEs). While they dominate in
terms of absolute numbers, SMEs are also important because they are key drivers of
employment and economic growth. At a macro level, SMEs have created the majority
of new jobs in OECD countries since the 1970s (Peacock, 2004) and their collective

contributions to respective GDPs (e.g. approximately 30% in Australia and New
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Zealand, 51% in the UK and USA, 57% in Canada and Japan, 76% in Luxembourg)
belie their individual small size (Ayyagari, Beck, & Demirguc-Kunt, 2003). At micro
level, SMEs are popularly looked upon by governments as a keystone to regional
economic and community regeneration.

Since the early 1980s, considerable restructuring particularly in large firms (e.g.
rationalizing, downsizing, outsourcing and job exporting) has seen a general shedding
of Jobs (Storey, 1994). It is primarily through the growth of SMEs that employees
made redundant by large firms have been absorbed back into the work force (Frank &
Landstrom, 1998). Through a multiplier effect, this employment provides income to
regions which stimulates local economic activity which in turn, drives wealth and
further creation of employment (Walker & Webster, 2004).

Small and medium-sized enterprises also can develop the regional economy, on
some development and poor area no have large enterprises to support the local
economy, only depends on the development of small and medium-sized enterprises,
promoting economic development and improve the living standards of the local
people.

Importance to People and Their Consumption

SMEs play an important role in economic growth in the OECD area, providing
the source for most new jobs. Over 95% of OECD enterprises are SMEs, which
account for 60%-70% of employment in most countries. As larger firms downsize and

outsource more functions, the weight of SMEs in the economy is increasing. In
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addition, productivity growth — and consequently economic growth — is strongly
influenced by the competition inherent in the birth and death, entry and exit of smaller
firms. This process involves high job turnover rates — and churning in labour markets
—which is an important aspect of the competitive process and structural change. Less
than one-half of small start-ups survive for more than five years, and only a fraction to
develop into the core group of high performance firms which drive industrial
innovation and performance. This underscores the need for governments to reform
policies and framewaork conditions that have a bearing on firm creation and expansion,
with a view to optimising the contributions that these firms can make to growth
(OECD, 2000).

Small and medium-sized enterprises are mostly textile, food, small appliances
and other industries, these SMEs close to our life, and make people's lives more
convenient.

2.2.  The Benefit and Obstacles of SME’s Affecting Competitiveness & Growth
2.2.1. The Benefit and Obstacles of SME

Benefit of SMEs

The advantage of small and medium-sized enterprises is Flexible mode of
operation, organizations cost as low, transfer in convenient and fast, they can get
market information faster, timely development of the market demand of new products,
and the new product occupy the market in fast. Small and medium-sized enterprises

capital is small, risk is big, but the mechanism of flexible and innovative, they can use
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their own advantages, active in the field of competition of fierce, so as to promote the
development of the market.

Obstacles of SMEs

Yap and Chai (2005) suggest that SMEs have smaller top management teams,
which mean less functional diversity in experience. Moreover, owner-managed SMEs
often favor placing family members in senior management positions over hiring
outside professional managers, which can be expected to result in poor management
decisions and generational transition problems (Crosetto, 2004). They also have less
developed HRM practices (i.e. they are at a disadvantage for reaching the labor pool,
which leads to poor recruiting, etc.) and less access to materials and financial
resources. The main reason why SMEs may be weak in technical or marketing
capability is the number and quality of their professional personnel.

Some factors influence growth mainly as facilitators while other act mainly as
growth deterrents (Davidsson, 1989b). Some researchers mainly emphasize the
negative impact of certain factors (Barber, Metcalfe, & Porteous, 1989). Institutional
factors are often discussed from this perspective. For example, Davidsson and
Henreksson (2002) hold that the consistency of the theoretical arguments and
empirical data makes a strong case for the notion that certain institution has
systematically discriminated against the growth of independent businesses. Specific
institutions they investigated included, e.g., regulation of certain sectors of the

economy; taxation; wage-setting institutions, and labor market legislation. Carlsson
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(2002) employs a broader perspective on institutions in his comparison of technology
clusters in Sweden and Ohio. The factors he investigates include the science base,
mechanisms for technology transfer, density of networks, and what he calls
‘entrepreneurial climate’. Again, the conclusion is that Swedish institutions have
hampered firm growth.

2.2.2. How SME’s Obstacles Affect Competitiveness & Growth of Economy

Competitiveness is an attractive concept at various levels of study, including the
individual firm level, microeconomic level for industrial policies, and the
macroeconomic level for the competitive positions of national economies (Nelson,
1992). According to Nelson (1992), also pointed out that the competitiveness concept
involves different disciplines, such as comparative advantage and/or the price
competitiveness perspective, the strategy and management perspective, and the
historical and sociocultural perspectives.

SMEs are not a scaled-down version of the larger firms. Larger and SMEs firms
differ from each other in terms of their organizational structures, responses to the
environment, managerial styles and, more importantly, the ways in which they
compete with other firms. According to Horne, Lloyd, Pay, and Roe (1992), stressed
that competitiveness for small firms should be the interaction of the scope for action
or growth in the business environment, the degree of access to capital resources, and
the intrinsic ability of the firm to act as represented in entrepreneurship. This

framework corresponds to our review of the recent literature, which distinguishes



29

between three key aspects leading to an SME’s competitiveness, including the internal
firm factors, external environment and, unique to SMEs, the influence of the
entrepreneur. These factors in turn affect the performance of the firm (Horne et al.,
1992).

Internal firm factors

The capital and resource dimension of the framework of Horne et al (Horne et al.,
1992) represents the internal aspect of SME competitiveness. It is seen as one key
facilitating element applied to a variety of competitive strategies. Similar internal
sources have also been identified in the literature. These studies have highlighted a
number of firm-specific factors such as financial, human and technological resources,
organizational structures and systems, productivity, innovation, quality, productivity,
image and reputation, culture, product/service variety and flexibility, and customer
service.

External environment

The lack of market power and the turbulent nature of newly emerging markets
faced by many SMEs often make them more vulnerable to external influences than
larger firms. The external environment is therefore particularly influential in
determining a SME’s competitiveness. Representing this external aspect of
competitiveness, the framework of Horne et al. (1992) highlighted the scope for
action and growth, which indicates the availability of opportunities to generate

increased long-term profitability inherent in the external environment. Pratten (1991)
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also suggested the influences of industrial differences on the sources of
competitiveness. Although the focuses of the external environment are different, these
studies have shown the significant impacts of the external environment on SME
competitiveness. These studies suggest an interaction between the firm and the
environment. Small firms need not behave only as recipients of environmental
changes, but can also actively work on the environment.

Influence of the entrepreneur

For an SME, the process of achieving competitiveness is strongly influenced by
the key players, highlighted as entrepreneurship factors in the framework of Horne et
al. (1992). Even in the literature emphasizing the internal or external sources of
competitiveness, these entrepreneurial factors are also stressed. The (OECD, 1993)
study has put forward the idea that the ‘‘basic role played by the owner/manager’’ is
one of the major determinants of SME competitiveness because of the concentration
of decision-making power in the owner/manager in an SME environment,
consequently affecting the firm’s overall strategy. Slevin and Covin (1995) also
suggested that the ‘‘total competitiveness’’ is positively influenced by a founder who
can pay attention to the detailed operations of the business when the business is small.
In sum, all of these studies imply the influential role of the entrepreneur in affecting
the performance of the firm, particularly when the firm is small.

2.3.  Background of Thai SME
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Over the past 15 years, Thailand has recovered rapidly from two major crises: the
Asian financial crisis of 1997-98 and the global financial and economic crisis of
2007-09. The economy’s resilience has been associated with highly competitive
goods and services markets, flexible labour markets and a vibrant entrepreneurial
culture. In the intervening inter-crisis period, Thailand, a middle-income country,
enjoyed robust economic growth, allowing real per capita GDP to reach nearly
one-fourth the OECD average in 2008. Thanks to sound macroeconomic policies,
integration into international goods and services markets accelerated, spurred by
knowledge transfers from abroad. In a setting of rapidly expanding market
opportunities, firm creation and economic growth were strong, leading to labour
shortages and large-scale labour immigration. Overall, both the rate of unemployment
(1.2% in 2010) and inflation (3.4% in 2010) stayed low, while the external position
posted persistent surpluses. Thailand had about 2.8 million SMEs in 2008, more than
triple the number accounted for in 1997-98. Some of this increase is attributable to
better measurement and monitoring of SMEs, while some are attributable to growth of
SMEs.

2.3.1. Thai SMEs SWOT Analysis

Chittithaworn, Islam, Keawchana, and Yusuf (2011) revealed that Thai SMEs
comprises 93.8 percent of all establishments. Moreover, of the total number of SMEs
that are increasingly seen as creation of new jobs and Vietnamese SMEs employ 64%

of the industrial work force (Swierczek & Ha, 2003b). SMEs in Thailand play an
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important role in the country’s economic development. According to the National
Statistical Office provided by (NSO, 2012), SMEs accounted for 76.1% of all
establishments in the manufacturing sector in the year 2012. The largest numbers of
SMEs concentrated in Thailand are the food and beverage sector, textiles, wearing
apparel and wood products (NSO, 2012).

Thai SMEs SWOT analysis: SWOT analysis was categorized into two analyses of
internal and external factors. Internal analysis is strength and weaknesses. External
analysis is opportunities and threats. SWOT analysis is one of the most respected and
prevalent tools of strategic planning. So, this discussed the factors that affect and
influenced the success of SMEs in Thailand (Bhuiyan, 2013).

Internal Analysis: Strengths

Thai SMEs shares the same advantages enjoy by SMEs in other countries, which
are business flexibility and a high degree of adaptability under fast-changing business
conditions. The reasons include their relatively low levels of investment, technology
utilization in their production lines and management skill. Other prominent
characteristics include their knowledge, capability and skills in converting
craftsmanship and culture into production factors of their goods and services. All of
this can be summarized as follows (keng, 2012):

» SMEs are flexible and can adjust accordingly to fast-changing business and

economic environments.
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»  With their creativity, local wisdom and body of knowledge in some fields of
expertise, SMEs can utilize not much working capital to start a business.

» SMEs can be quickly and effectively produce goods and services that correctly
respond to the needs of their target customers and of the niche markets, with
relatively lower costs and more flexibility than large enterprises.

» Thai SMEs is running their business in an environment equipped with
Government-supporting facilities and instruments. In addition, Thai society is
peaceful and free of violent conflict.

Internal Analysis: Weakness

In the past, Thai industry’s competitiveness was based on labour and natural
resources advantage rather than technological strength or qualified human resources.
Now numerous Thai business segments are under the “Nut-Crackers Effect,” that is,
they are stuck between countries with higher price competitiveness, such as China,
Vietnam and Indonesia, and countries who are leaders in creating differentiation and
value added to their products and services; who are strong with plenty of skilled
labours, high productivity and great capability to produce high quality goods and
services, such as Italy, Japan, South Korea and Taiwan. Currently, Thai SMEs is
facing important problems and obstacles in competitiveness upgrading as follows
(keng, 2012):

a) Lack of awareness, knowledge, capability in management, marketing, technology

& Innovation



34

Lack of systematic business management and professionalism

Lack of product design and R&D, and packaging development

Lack of good governance, energy saving & environmental conservation

Low quality workforces

Insufficient business supporting service

External Analysis: Opportunities

a)

b)

Paradigm of modern business management favourable to SMEs. Numerous
new business management strategies, such as global outsourcing, strategic
partnership or the outsourcing of non-core business to other enterprises
which is increasingly popular among large enterprises, are favorable to the
business operation of SMEs which are large enterprises’ major
sub-contractors and suppliers of parts and components. Moreover, the
modern paradigm of business management also leads SMEs to enter business
networking.

The expansion of export markets resulting from FTA. Free trade agreements
are contributing in terms of escalating trade within the agreement areas as
well as with other trade blocs which deem Thailand as an important driving
force to Asian markets, especially China and India. They are large markets
for trade, services and investment as well as cooperation in education and

human resource skill development in science and technology.
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35

New business opportunities conforming to Thai wisdom. As there are
changes of world’s demography, consumption preferences and pattern, Thai
products and services that are based on traditional wisdom, local culture, and
Thainess become appreciated in international markets. In this concern, Thai
SMEs who provide goods and services for health, beauty, and recreation, as
well as products and services responsive to the spiritual needs, would greatly
benefit from the opening opportunity.

Greater channels for business fund-raising with lower cost. Financial
liberalization and financial consolidation increase international capital
movement and encourage the use of a global pool of saving, which not only
financially support Thai businesses but also support the upgrade of
knowledge and skills of Thai SMEs. At the same time, Basel 11 Accord,
which is recommendations on banking laws and regulations for regulators in
supervising the financial institutions, recommends the reducing of risk
weight for banks’ exposures to SMEs and to the retail borrowers and
recommends the classifying of the SMEs risk weight to a lower level than the
risk weight of large enterprises. Such international standard taking effect in
2008, globally and also in Thailand, will help SMEs and retail borrowers in
accessing credit from financial institutions more easily and with lower cost.
Government policy that gives importance and support SMEs. Because SMEsS

account for 99% of total enterprises and play an increasingly important role
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in employment, income generation, and exports, the government as the
maker of economic development policies and directions as well as agencies
conducting SMEs promotion activities has to give more importance to

promoting and developing Thai SMEs (keng, 2012).

External Analysis: Threats

a)

b)

Entrance into the market system of emerging economies. The emerging
economies with advantages in production cost and richness of natural
resources have entered and established well in global markets as their
competitiveness makes them producers of low-priced products, big magnets
attracting foreign direct investment, and new resources for global
outsourcing.

Decrease in business competitiveness. The increase in the number of trade
agreements at every level makes the world trade system more complicated
while each country holds differences in agreements and regulations.
Therefore, the private sector is urged to adjust and struggling to gain access
to comprehensive and appropriate databases with support from the public
sector. At the same time, countries taking part in sharing the benefit from the
various agreements keep increasing. Consequently, competition in world’s
markets is rising high. Moreover, while facing rapid changes of technology,
most members of Thai production sector are unable to catch up with the

advanced progress. But, at the same time, their production cost becomes
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higher in comparison with neighboring countries that have entered the free
market with lower labour cost and richer natural resources such as China,
India and Vietnam. These conditions are forcing Thai entrepreneurs to adjust
in order to stay competitive.

¢) Rising burden on entrepreneurs in contributing to environment friendly
production. The impact on human lives originating from the degradation of
natural resources calls for producers of goods and services to be attentive and
aware of the grave necessity to adopt the concepts of natural resources
conservation and rehabilitation into their business. As a result, there is an
extra cost incurred from production process improvement, and R&D
investment.

d) Impact from the changing global and domestic situations. The volatile oil
prices, the rising trend of interest rates and inflation, the vulnerability and
volatility of political situation, and the trade and investment liberalization
following the rising of FTA’s have sent effects onto small and medium
entrepreneurs. If support is not provided to entrepreneurs to equip them with
the ability to deal with changes and volatilities, they can be severely affected.

2.3.2. Success Experience of Thai Enterprise
Thailand's previous economic success makes some SMEs become powerful local

business enterprise. Their main played a role as a leader in economic areas of
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Thailand, and made outstanding contribution for rapid development of the economy.

These successful companies have some common traits (SCB):

a. Pay attention these companies have a common elements that they tend to do the
market pioneer. They know success should to take the opportunity and risk, and
explore the more possibility in the field of new business. Amata is the early
pioneer of the industrial park in the development industry. Enterprises take great
risk to buy a piece of suburban area, then success will transform it into excellent
modern industrial park.

b. The formation of foreign alliance is very important for the development of the
enterprise group. Such cooperation can help enterprise expansion and resources
available, also can improve the efficiency and remain competitive. These
company also has a lack of technical ability, not only they are looking for which
partner can provide experience and knowledge, but also managed to get the
franchise contract, or join with advanced technology enterprises in order to seek
experience and technical support. CP Group synergy with 7-eleven of Japan
introduced a 7-11 convenience store chain in Thailand; 7-eleven has 7429 chain
stores by the end of 2013, more than 9.2 million passenger volumes each day.

c. The family business is a common phenomenon, however, the most of these
powerful enterprise management rights will grasp in the hand of the founding
family. Although some subsidiary became a listed company, but the founding

family has a great deal of influence in the management of the enterprise. For
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example, the company of SC has a large part of assets still held by members of the
family of Shinawatra, but Vongkusolkit family still indirectly controls a large
stake in sugar kingdom. In general, as the second and third generation successor
of enterprise, the family business would be expected to employ professional
managers, but they will use members of the family like an indirect important
management role.

. They will face domestic and foreign competitors on the growth and maturity of
oneself enterprises. Due to the domestic market is almost saturated, and they
began to implement diversification and internationalization strategy in order to
looking for new competitive advantage in the international market. CK group
participated in a series of international projects, such as Xayaburi hybrid energy
projects in Laos; In 2012, ThaiBev as a member of TCC group successfully
acquired Fraser and Neave in order to the food and beverage industry
development to the Asian market. In agriculture, CP group has developed a kind
of contract farming industry model, this model can let farmers access to capital
and technology improve to their production. This model was proved to be very
successful, make local farmers have more stable income, and enjoy a higher
standard of living; Vongkusolkit family group from a small cane sugar factory has
grown into one of Asia’s largest sugar factory, at the same time, the two

instrument joint venture with guangxi nanning sugar company of China in order to
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cooperation with the sugar refinery project. Then merger and acquisition the MSF

sugar company of Australia.

e. From 1920, the growth of small retail stores quickly for largest retail empire of
Thailand, which also contains the consumption related business, for example,
stores, distributors, restaurant chains, hotels and resorts. Sahapat Group pays
attention to create a multi-brand strategy for different consumer goods. Over the
past 60 years, Sahapat Group provides excellent products for consumer, and it
won the broad consumer loyalty in the country. For example, BSC, Farmhouse,
Pao detergent and the "MaMa" instant noodles of consumer recognition, and love
as a commodity brand.

Since 2000, consumer communications is turning to use cell phone; telecom
industry has a rapid development in Thailand. True company is an affiliated CP group
of telecom companies. Until now, it has developed into one of Thailand's telecoms
giant, it main focus on the mobile phone 3g, 4g technology, broadband Internet access,
wireless Internet and cable television.

2.3.3. Key Factors of Thai SMEs Success

A study in Thailand on the success of small and medium sized enterprises
identified that the understanding of the business continuity can lead the business
success. Both firm internal and firm-external factors affect firm’s success. Innovative
product, quality, cost, reliability, and services are the key strategic dimensions in

business success of Thailand. Innovative product gives added value to the customers
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and it is important to achieve a suitable balance between product quality and costs.
Beside that companies must compete based on their strength and specialization which
may be classified as cost leadership, differentiation, and focused. External
environmental factor also plays a very important role for firm success. Social network,
government support, and legality are the key strategic dimension in external
environment in business success. Inter-firm cooperation, consultation, performance
measurement, and flexibility may play an important role in success. Inter-firm
cooperation contributes positively to gaining organizational legitimacy and to develop
a desirable marketplace reputation. Cooperation also may enable the small firms to
improve its strategic position, focus on its core business, enter international markets,
reduce transaction costs, learn new skills, and cope positively with the rapid
technological changes (Chittithaworn et al., 2011).
2.3.4. Thai Food and Restaurants Industry

Prior research recorded that small and medium enterprises (SMEs) play a
significant role in the Thai economy (Chittithaworn et al., 2011). Consequently, the
efficiency of the small and medium enterprises is closely associated with the
efficiency of the country. In Thailand, services account for the great majority of the
total businesses in the various areas.

Chittithaworn et al. (2011) revealed that Thai SMEs comprise 93.8 percent of all
establishments. Moreover, of the total number of SMEs that are increasingly seen as

creation of new jobs (Swierczek & Ha, 2003b) and Vietnamese SMEs employ 64% of
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the industrial work force. SMEs in Thailand play an important role in the country’s
economic development. According to statistics provided by NSO (2012), SMEs
accounted for 76.1% of all establishments in the manufacturing sector in the year
2012. The largest numbers of SMEs concentrated in Thailand are the food and
beverage sector, textiles, wearing apparel and wood products (Phetphrairin & Thanit,
November, 2013).

Thai food Industry

In order to strengthen the Thai food industry, the Office of Industrial Economics
(2008) established a 2010-2014 master plan for the Thai food industry: with a vision
for Thailand to become one of the world’s leaders in the food industry and an
emphasis on value and safety for consumers. The objectives lie in determining clear
directions for systematic and holistic Thai food industry development, adjusting to the
changing world and the social, economic, and political environments. In this way, the
government and related organizations will be able to jointly set an integrative policy
for the food industry, adding to the value of food exporting and Thai market shares for
all food products in more concrete terms.

Kitchen of the World

Thailand's food and agricultural industries not only generate several billion baht a
year in economic value, but also are an important part of the Thai way of life, which
still is connected to "working the land". Due to the fact that the Thai food industry is a

key contributor to the national economy and because of the wide diversity of
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agricultural commodities and processed food items, Thailand has earned the
designation of "Kitchen of the World". Indeed, Thailand is one of the world's top ten
producers and exporters of food, including processed food products. Blessed with an
abundance of natural resources, a year-round growing season, relatively low labor
costs, and a skilled, well-educated workforce, Thailand possesses great competitive
advantages in the food and agricultural arena. Around 41% of total land area in the
country is used for agriculture; as a result, more than 80% of raw materials are
sourced from domestic producers at low prices. This economic feature benefits
immensely the Thai food processing industry. Plus, the food and agricultural
industries account for as much as 28% of the country's gross domestic product and
comprise over 116,000 companies (96% of which are SMES).

Thai food product export

With growth in Thai food product exports, the government is set to transform
Thailand into Asia's largest food trade and distribution center. The aim is to expand
Thai food exports to new potential markets, particularly ASEAN, China, India, Russia
and Africa.

According to the National Food Institute of Thailand, total food exported in 2013
amounted to 32.5 million metric tons worth some US$30.3 billion, and over US$7
billion during the first quarter of 2014. Last year exports from fisheries (canned tuna,

shrimp, and fresh/dry fish) consisted of around 1.47 million metric tons valued at



44

almost US$7 billion. Meat (chicken, duck, pig) consisted of 643,102 metric tons
worth some US$2.8 billion.

Food safety Management

Key partner in food safety management in Thailand is the National Food Institute
(NF1), which assists entrepreneurs to produce items that comply with international
standards. Moreover, it provides services, such as consultancy in the implementation
of GMP/HACCP/ISO 9000/1S014000/ ISO/IEC 17025 and Clean Technology
Systems Risk Assessment studies, dissemination of information related to food safety
regulatory laws and standards; and chemical and microbiological testing of food
samples to ensure that products intended for commercial distribution are up to
international regulatory standards.

2.4. The Key Determinants of Thai SMEs

Success, in general, relates to the achievement of goals and objectives in
whatever sector of human life. In business life, success is a key term in the field of
management, although it is not always explicitly stated. Success and failure can be
interpreted as measures of good or indifferent management. In business studies, the
concept of success is often used to refer to a firm’s financial performance. However,
there is no universally accepted definition of success, and business success has been
interpreted in many ways (Foley & Green, 1989).

This study attempted to identify factors that are affecting business success of

small and medium enterprises (SMEs). The intention of this study is to provide the
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understanding on how people should start their business by looking at all the factors
affecting business success hence help to reduce the risk of failure and increase
chances of success.
2.4.1. Characteristics of Entrepreneur

Starting a business alone is already an enormous challenge that every
entrepreneur must face. Every business is a venture. Entrepreneurs do not exactly
know how business will evolve in the long run. There are only 2 outcomes, success or
failure. There’s no middle ground. However, entrepreneurs do not let these challenges
stop them from realizing their goals for the business. Instead, these propel them to
work even harder and bring out the best in every aspect of their business. Ha (2013)
stated that the major challenges faced by international entrepreneurs include internal
factors such as cash management, cash flow, sales and marketing, fierce competition,
founders’ vision and external factors like political instability, economic pressure,
interest rate environment, ever-changing consumer behavior and rapid technological
change. Entrepreneurs seek various ways for success but the failure rate is high.

Characteristic of entrepreneur played an important role in ensuring the business
success in SMEs. Characteristic of entrepreneur referred to demographic
characteristics, length of the operation, number of employee, entry strategy and
previous experience.

2.4.1.1.  Demographic Characteristics

Several previous studies found that demographic characteristics, such as age and
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gender, and individual background, e.g. education and former work experience, had
an impact on entrepreneurial intention and endeavor (Islam, 2011).

Age

Reynolds., Hay, Bygrave., Camp, and Autio (2000) found that individuals
ranging from 25 to 44 years were the most entrepreneurially active. Finding from
another study in India by (Sinha, 1996) disclosed that successful entrepreneur were
relatively younger in age. In their study on Internet caféentrepreneurs in Indonesia,
(Kristiansen, Furuholt, & Wahid, 2003a) found a significant correlation between age
of the entrepreneur and business success. The older (>25 years old) entrepreneurs
were more successful than the younger ones. Mazzarol, Volery, Doss, and & Thein
(1999) found that female were generally less likely to be founders of new business
than male. Similarly, Kolvereid (1996b) found that males had significantly higher
entrepreneurial intentions than females. Kolvereid (1996) found that individuals with
prior entrepreneurial experience had significantly higher entrepreneurial intentions
than those without such experience. Conversely, Mazzarol, et al. (1999) found that
respondents with previous government employment experience were less likely to be
successful founders of small-businesses.

Gender

Research on the relationship between gender and the decision to use strategic
planning is inconclusive. However, Brush and Bird (Brush & Bird, 1996) stated that

firms owned or managed by males had more sophisticated planning compared to
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female owned or managed businesses. Research shows that women put less emphasis
on long-range, formalized strategic planning. Implicitly, women-owned ventures that
put less emphasis on strategic planning will have low performance.

2.4.1.2.  Length of Operation

Length time in operation may be associated with learning curve. Old players most
probably have learned much from their experiences than have done by new comers.
Kristiansen et al. (2003b) found that length time in operation was significantly linked
to business success. Moussavi (1988) in his unpublished PhD thesis stated that
experience on the part of the owner/manager factor contributing to the survival of
businesses. In their study of new small firms, Duchesneau and Gartner (1990) found
that lead entrepreneurs in successful firms were more likely to have been raised by
entrepreneurial parents, to have had a broader business experience and more prior
startup experience, and to believe that they had less control of their success in
business, than unsuccessful entrepreneurs. They also found that lead entrepreneurs in
successful firms worked long hours, had a personal investment in the firm, and were
good communicators. Moreover, successful firms were those initiated with ambitious
goals, and lead entrepreneurs had a clear and broad business idea (Duchesneau &
Gartner, 1990). Firms with more than one shareholder when it was set up were
significantly more likely to survive (Westhead, 1995). Education and prior experience
in business have been seen as critical success factors for small firms (Yusuf, 1995);

(Wijewardena & Cooray, 1996).
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2.4.1.3.  Number of Employees

Size of enterprise reflects how large an enterprise in employment terms.
McMahon (2001) found that enterprise size significantly linked to better business
performance. Larger enterprises were found to have a higher level of success. The
total number of enterprises in Thailand at the end of 2014 was 2,744,198, of which
2,736,744 were SMEs, or 99.73% of the total number of enterprises. They expanded
0.76% when compared to SMEs in the previous year. The number of smallest
enterprises totaled 2,723,932, accounting for 99.26% of the country’s total number of
enterprises and 99.53% of the country’s total number of SMEs. Classifying
enterprises by sector, the highest number was 1,159,715 SMEs in the sectors of
wholesale, retail, and automobile repair, an equivalent of 99.58% of all the country’s
SMEs in the sectors of wholesale, retail and automobile repairs. Secondly, there were
1,036,598 SME:s in the service sector constituting 99.28% of all the country’s SMEs
in the service sector. The number of SMEs in the manufacturing sector was 495,077
or 98.57% of all the country’s SMEs in the manufacturing sector. In the agricultural
sector, there were 32,081 SMEs or 99.26% of all the country’s SMEs in the

agricultural sector as shown in Table 2.4 (OSMEP, 2015).
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2013 2014
Size of Number of | Ratioto | Ratio | Number of | Ratioto | Ratio
Enterprises Enterprise Total to Enterprise Total to
s (Person) | Number of | SME | s (Person) | Number of | SME
Enterprise S Enterprise S
S S
Small and 2,716,038 99.73 100 | 2,736,744 99.73 100
Medium
Enterprises
(SMEs)
Small 2,716,038 99.27 99.53 | 2,723,932 99.26 99.53
Enterprises(SEs
)
Medium 12,645 0.46 0.47 12,812 0.47 0.47
Enterprises
(MEs)
Large 6,966 0.26 - 7,062 0.26 -
Enterprises
(Les)
Unknown 392 0.01 - 392 0.01 -
Total 2,723,396 100.00 - 2,744,198 100.00 -

Compiled by The Office of Small and Medium Enterprises Promotion (OSMEP)

Regarding the number of employees classified by size of enterprises and

economic activity, the highest ten activities in 2014 according to TSIC 2009 2-Digit

Code with the highest number of employees was in the retail trade (excluding motor

vehicles and motorbikes) hiring a total of 1,693,156 people. Of this number, SMEs

employed 1,621,794 people in total. Second was wholesale (excluding motor vehicles

and motorbikes) hiring a 4-10 The Office of SMEs Promotion total of 1,402,042

employees. Of this number, 1,264,109 were employed by SMEs. As concerns food

and beverage service, there were 787,768 employees, 748,793 of which were SME

employees as presented in Table 2.5 (OSMEP, 2015).
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Table 2.5: Number of Employees Categorized by Size of Enterprises and the Highest

Ten Economic Activities (TSIC 2009) 2-Digit Code in 2014

TSIC | Details of S M SMEs L N Total
2009 TSIC A
2-Digi 2-Digit
t Code Code

47 Retail 1,599,70 | 22,093 | 1,621,794 | 71,362 | - 1,693,156
Trade 1
Except
Motor
Vehicles
and
Motorbikes

46 Wholesale | 1,219,10 | 45,005 | 1,264,109 | 137,933 | - 1,402,042
Except 4
Motor
Vehicles
and
Motorbikes

56 Food and | 734,905 | 13,888 | 748,793 38,975 | - 787,768
Beverage

68 Real Estate | 496,821 | 178,39 | 675,219 | 359,982 | - 1,035,201
Activities 8

41 Constructio | 492,164 | 27,991 | 520,155 35,150 | - 555,305
n

45 Wholesale | 416,748 | 12,834 | 429,582 36,594 | - 466,176
and Retail
Trade,
Repair of
Motor
Vehicles
and
Motorbikes

10 Production | 258,227 | 70,186 | 328,413 | 184,442 | - 512,855
of Food
Products

(Continued)
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Table 2.5 (Continued): Number of Employees Categorized by Size of Enterprises and

the Highest Ten Economic Activities (TSIC 2009) 2-Digit

Code in 2014
96 Other 289,155 | 5,395 | 294,550 4,360 - 298,910
Personal
Services
49 Land 250,930 | 33,806 | 284,736 41,420 | - 326,156
Transport
and
Transport
Via
Pipeline
55 Hotels 180,887 | 74,014 | 254,901 | 146,770 | - 401,671
Others 3,586,45 | 492,45 | 4,078,914 | 1,518,96 | 1, | 5,598,907
9 5 1 03
2
Total 9,525,10 | 976,06 | 10,501,16 | 2,575,94 | 1, | 13,078,147
1 5 6 9 03
2

Compiled by The Office of Small and Medium Enterprises Promotion (OSMEP)

2.4.1.4. Entry Strategy

The new entrepreneurs / start-up SMEs which have been operating for less than 3
years and are qualified can ask for credit guarantee from the Small Business Credit
Guarantee Corporation. The guarantee for this scheme is set at THB 10,000 million
and the maximum guarantee per bank is limited at THB 2 million. Apart from the
financial services, another support given to the new entrepreneur is through training
programs, with the new entrepreneur creation program being operated under the
Department of Industrial Promotions. Although the abovementioned financial support

tools are being used, some have just been newly approved and are available in limited
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amount and coverage.

The GEM survey shows that Thailand has a relatively high of necessity
entrepreneurship. It classifies Thai entrepreneurs who start-up a business as a result of
opportunity or necessity. Opportunity entrepreneurs are those who seek to exploit a
perceived business to produce income or wealth in their life. Necessity entrepreneurs
are those who start-up a business due to lack realistic options for generating income or
wealth. Thailand has very high level of necessity entrepreneurship, even though the
majority (70 percent) of early stage entrepreneurial activity is opportunity driven, but
a minority (30 percent) is necessity driven (OECD, 2011, p34). By comparison, the
GEM survey presents an average for the period 2001 to 2008 of less than 4 percent for
the necessity driven total entrepreneurial activity for efficiency driven economies such
Thailand and less than 2 percent for innovation driven economies. However, a gender
factor does not have much effect, but other factors do. This necessity entrepreneurship
of Thailand is predominate amongst those with only limited education; both male and
female with only some secondary education are about twice as likely to pursue
entrepreneurship due to the necessity rather than opportunity (OECD, 2011, p34).
Necessity driven entrepreneurship is more predominate among older entrepreneurs,
aged above 35 years old. However, around 30 percent of people starting-up businesses
in Thailand are not well equipped to be entrepreneurs and do not want to be
entrepreneurs, but they do not have a better choice (OECD, 2011b).

Entry and exit figures give an approximation of the dynamism or churn of the
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SME population. Table 2.6 shows the figures provided by OSMEP for enterprise
“establishments” (births, or entries) and “dissolutions” (exits, or deaths) and the total
SME population.4 Given that Thailand has one of the highest levels of
entrepreneurship in the world as measured by the GEM TEA it might be expected that
Thai SMEs would exhibit a high level of dynamism and churn. However, entry and
exit rates are actually quite low; gross births relative to the total SME population of
about 2.3 million in 2006 were about 2.05%. A TEA of 20% indicates that 20% of the
adult populations are involved in a new enterprise of less than 42 months’ activity.
Mapping the 42-month TEA figures into an approximate annual figure by dividing by
3.5 (i.e. 42 months is 3.5 years), the estimated gross birth rate should be around 2.5%
of total SMEs in 2006, so the reported figure from official data may understate the
real churn rate.

Table 2.6: Births and Deaths of SMESs

2005 2006 2007 2008 2009 2010
Births 46,881 40,723 42,746 41,220 38,324
Deaths 19,890 21,636 27,206 63,007 9,219
Net births 26,991 19,087 15,540 -21,787 | 29,105
Total SMEs 2,249,718 | 2,287,057 | 2,375,368 | 2,836,337 | 2,900,759
Gross births 2.05 1.71 1.51 1.42
(as % SMEs)
Net births 1.18 0.80 0.55 -0.75
( a % of
SMEs)
SME  growth 1.66 3.86 19.41 2.27
( per annum
as %)

Note: These figures may not be reliable. OSMEP explains that the sudden rise in deaths in 2009 was
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because the Department of Business Development cleared inactive enterprises off its database. It is not
clear how frequently this is done or how it is managed.
Source: OSMEP 2009 White Paper (Thai version translated).

2.4.1.5.  Previous Experience of Achievement

According Baum and Locke (2004) assert, that experience is the most appropriate
predictor of skills. Previous research shows that work experience increases the
success of entrepreneurs and they are more likely to discover or identify new
opportunities to start a business if they have prior work experience (Wech, Martin,
Martin, & Dolowitz, 2009). Harada (2002) states that entrepreneurs’ administrative
experience and industrial knowledge help them to turnover their businesses.
Furthermore, Aldrich and Martinez (2001) suggest that in order to have a successful
business, a minimum amount of business knowledge is required which can be
obtained through formal education, work experience or training. For SBOs with less
experience, training can enhance the process of creation, development and
maintenance of the entrepreneurial business which lead to success (Wech et al., 2009).
In the case of minority entrepreneurs, it has been stated that education and work
experience are very important factors for their success (Bates, 1995; Bowser, 1980).

Fairlie and Robb (2007)found that prior work experience in a managerial capacity
and business positively contributes to the increase of small businesses’ outcome. On
the other hand, Baldwin and Gellatly (2003) propose that, for Canadian SMEs, the

key factor contributing to the failure of the business is lack of management experience.
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Storey (1994) agrees with them on that, but he also suggests that findings about sector
or relevant industrial experience are equivocal. Nandram and Samsom (2006) assert
that knowledge of market and business know-how is in start-up success.
2.4.2. Corporate Capabilities

2.4.2.1.  Definition of Corporate Capabilities

Enterprise capability is defined as the ability of the enterprise to allocate
resources and to exert its function of production and competition. Corporate capability
refers to the total power of the enterprise in production, technology, sales,
management and capital. The source of competitive advantage of the enterprise to the
enterprise organizational capability and organizational capability can only come to
enterprises in market competition in learning: accumulate relevant knowledge and
skills and embedded into the organization, reflected in the operation process of the
enterprise. The enterprise organization ability is mainly divided into three kinds:
technical ability, functional ability (product development ability, production ability,
marketing ability) and management ability (Bai, 2015).

2.4.2.2.  Corporate Capabilities

Corporate capabilities are necessary for a firm to develop core competence, and
to generate a good business strategy. It is common to have many substantial
differences in capabilities and resource allocation across individual companies that
pursue the same strategy. Such differences could significantly affect corporate

performance (Narasimhan, Jayaram, & Carter, 2001a). Some pioneer scholars refer to
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corporate capabilities as a competitive strategy or corporate strategy (Andrews, 1980);
(Watts, Kee Young, & Hahn, 1992) and a manufacturing task (Miller & Roth, 1994).
This literature reviews the four factors of corporate capabilities: cost leadership,
differentiation, innovative marketing and customer service.

a) Cost Leadership

In general, cost leadership requires a set of functional policies, such as aggressive
construction of efficient-scale facilities, vigorous reductions of cost, tight control of
cost and overhead, avoidance of marginal customers and cost minimization in all
functional areas. According to Porter (1980), these policies help firms provide
products at a lower cost than their competitors. To be pioneers in cost leadership,
firms need to consider differentiation together with a cost-leadership strategy in
providing a competitive price (Porter, 1985a).

Allen, Helms, Takeda, and White (2007a) reveal that Japanese firms far more
frequently used a cost-leadership strategy (41.4 percent) than a differentiation strategy
(7.6 percent). Costleadership (or cost-minimisation) strategies are used to reduce cost
and tightly control overheads. Cost-leadership strategies simultaneously improve
customer service as well.

Pearce and Robinson (2000) contend that the simple management structure of
most SMEs is one of the traits of a cost-leadership strategy. However, Hunger and
Wheelen (1999) assert that SMEs must also concentrate on deliberately developing a

cost-leadership strategy, as they usually do not engage in the innovative practice that
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is key to an effective differentiation strategy. A cost-leadership strategy is also crucial
to SMEs’ ability to produce lower-cost products with the same quality as those from
large firms. However, few new entrants will be able to match the leaders’ competitive
advantage, which forms a barrier to entry. As a result, firms that can enter — and
survive in —the market will earn an above average return on investment (Hunger &
Wheelen, 1999).
b) Differentiation

Another approach to achieving competitive advantage is differentiation strategy.
According to (Kim, 2006a, 2006b) differentiation strategy is part of corporate
competitive capabilities (CCC), and can be defined as creating something that is
perceived to be unique industry-wide (Porter, 1980, 1985a). Many firms seek to
produce products that are different from those of their rivals. Differentiation can be
manifested in design or brand image, technology, features, customer service, dealer
network or any other pertinent dimensions. Significantly, firms often differentiate
themselves using several of these dimensions at a time and by providing valuable
features, rather than offering lower prices to potential buyers. This strategy also can
add value to the product and therefore, the company can set a higher price, which
reflects the firm’s performance (Porter, 1980; Porter, 1985).

However, according to Cousins (2005), firms should focus on differentiation
strategy based on supply chain management (SCM), which can allow them to achieve

competitive advantage by manipulating their competencies and capabilities, and by
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treating SCM as the firm’s core capability. Cousins (2005) also emphasises that
differentiation strategy requires a much broader and strategic view of the supply
chain’s role within a firm. Similarly, Marcus(Marcus, 1997) stresses that the major
factor of differentiation strategy is to seek suppliers offering equivalent quality to the
firm.
¢) Innovative Marketing

In practice, SME’s marketing efforts are driven by innovation. The concept of
innovative marketing in SMEs is based on the recognition of engagement in
marketing by managers. In general, the marketing objective for SMEs is to generate
sales and profit (Charney & Libecap, 2000); (O'Dwyer, Gilmore, & Carson, 2009a).

The idea of innovation marketing was pioneered by Drucker in 1955 in the book
The Practice of Management. In the 1989 version of the book, Drucker (Drucker,
1989) emphasizes innovative marketing, saying, “there is only one valid definition of
business purpose: to create a customer...it is a customer who determines what the
business is....Because it is its purpose to create a customer, any business enterprise
has two — and only these two — basic functions: marketing and innovation”. Thus,
firms need to provide the finest “concept, tools and infrastructure to close the gap
between innovation and market positioning to achieve sustainable competitive
advantage” (Gardner, 1991, p. 18).

The study of (O'Dwyer, Gilmore, & Carson, 2009b) demonstrates that emergent

innovative concepts such as SME image, strategic alliance and product quality are
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important to the development of innovative marketing activities and practices. Using
these, the mix of target markets and the quality of service to the chosen markets can
be improved (Johne, 1999). It is also important for firms to assess the effectiveness of
their marketing, and the technical capability and product innovation that underlie it, so
they can develop their reputation, and hence gain new customers and retain existing
customers (Allen, Helms, Takeda, & White, 2007b).

d) Customer Service

As the final element of corporate capabilities, customer service demonstrates a
positive and significant impact on cognitive attitudes, repurchase intention and
customer satisfaction. Moreover, it plays a major role in accomplishing customer
satisfaction; it also plays a role in increasing the level of physical distribution and
logistics (Innis & La Londe, 1994). As the most important feature of customer service,
delivery (which covers both information and product) is highly consistent with several
features of marketing differentiation strategy (Swink & Hegarty, 1998). Customer
service also contributes to the supply system, as it significantly relates to all functions
along the supply chain process (Stevens, 1989).

Valsamakis and Sprague (2001) study shows a positive relationship between
SMEs and customers in the UK market across the supply chain process. In general,
SMEs prefer to focus on customers’ well-being rather than on the manufacturing of
physical products. On the other hand, customer service can also be delivered through

an efficient online system. According to one study of 395 SMEs in the US through the
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adoption of competitive advantage through use of the internet, online ordering
capabilities have a positive impact on perceived sales and online product
demonstrations, and engaging customer service through email shows positive impacts
on perceived net profits (Levenburg & Klein, 2006). This suggest that the adoption of
online customer service is significant for SMEs, as they have limited mobility in
terms of workforce, technology and other resources to retain good relationships with
customers.

These four factors could be grouped into a major domain which is corporate
capabilities (Kim, 2006a). The development of corporate capabilities within firms is
necessary to develop a core competence, indeed to generate a good business strategy.
In fact, it is common to have many substantial differences in capabilities and
resources allocation across individual companies that pursue the same strategy. Such
differences also could significantly affect corporate performance (Narasimhan,
Jayaram, & Carter, 2001b).

2.4.3. Value Chain

2.4.3.1.  Definition of Value Chain

A value chain is a set of activities that a firm operating in a specific industry
performs in order to deliver a valuable product or service for the market. The concept
comes from business management and was first described and popularized by (Porter,
1985¢) in his 1985 best-seller, Competitive Advantage: Creating and Sustaining

Superior Performance.
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The concept of value chains as decision support tools was added onto the
competitive strategies paradigm developed by Porter as early as 1979 (Porter. &
Michael, 1979). In Porter's value chains, Inbound Logistics, Operations, Outbound
Logistics, Marketing and Sales, and Service are categorized as primary activities.
Secondary activities include Procurement, Human Resource management,
Technological Development and Infrastructure (IFM, 2013).

In conclusion, the corporate capabilities in value chain refer to procurement,
production, marketing, technology, human resource management and financial
management.

2.4.3.2.  Procurement

SMEs face a number of constraints on their competitiveness in both public
procurement markets and in commercial markets. This Guide focuses on the problems
that SMEs face in public procurement. SMEs are subject to a number of constraints
on their competitiveness in public procurement markets. Many of the constraints
result from the relative effects of fixed costs on SMEs to conduct public procurement
relative to the effects of fixed costs on large businesses. (ITC) These raw material,
cost and procurement life cycle is very important for SMEs itself.

Raw Material:

Strengths: There is the availability of raw materials required in producing
renewable energy, and leftover agricultural materials of different sorts that can be

transformed into energy. Thailand’s productivity of renewable energy has not reached
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the fullest efficiency. Demand for renewable energy is showing a continuous increase
as a result of the government’s supporting policy.

Weaknesses: The price and quantity of raw materials fluctuate according to
season. There is also competition over plants for making food and producing energy.
The majority of factories are not located near sources of raw materials or the raw
materials in the existing sources have become insufficient. Most machinery has to be
imported from foreign countries. This type of business requires a great deal of
financial investment and incurs risk regarding management, administration and the
cost control of raw materials used to manufacture renewable energy (OSMEP, 2015).

Lower costs

In some cases, SMEs have lower costs than large firms, including lower labour
costs and lower indirect costs such as lower overhead. Whether costs are really lower
for SMEs than for large firms depends on the structure of the market and the
technologies associated with production in the market.

Procurement life cycle

Procurement life cycle in modern businesses usually consists of seven steps by
(Partners, 2011):
o ldentification of Need: This is an internal step for a company that involves
understanding of the company needs by establishing a short term strategy (three to

five years) followed by defining the technical direction and requirements.
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Supplier Identification: Once the company has answered important questions like:
Make-buy, multiple vs. single suppliers, then it needs to identify who can provide
the required product/service (P/S). There are many sources to search for supplier
and trade shows.

Supplier Communication: When one or more suitable suppliers have been
identified, requests for quotation, requests for proposals, requests for
informationor requests for tender may be advertised, or direct contact may be
made with the suppliers. References for product/service quality are consulted, and
any requirements for follow-up services including installation, maintenance,

and warranty are investigated. Samples of the P/S being considered may be
examined or trials undertaken.

Negotiation: Negotiations are undertaken, and price, availability, and
customization possibilities are established. Delivery schedules are negotiated, and
a contract to acquired

Supplier Liaison: During this phase, the company evaluates the performance of
the P/S and any accompanying service support, as they are consumed. Supplier
scorecard is a popular tool for this purpose. When the P/S has been consumed or
disposed of, the contract expires, or the product or service is to be re-ordered,
company experience with the P/S is reviewed. If the P/S is to be re-ordered, the
company determines whether to consider other suppliers or to continue with the

same supplier.


https://en.wikipedia.org/wiki/Request_for_quotation
https://en.wikipedia.org/wiki/Request_for_proposal
https://en.wikipedia.org/wiki/Request_for_information
https://en.wikipedia.org/wiki/Request_for_information
https://en.wikipedia.org/wiki/Request_for_tender
https://en.wikipedia.org/wiki/Warranty
https://en.wikipedia.org/wiki/Negotiation
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o Logistics Management: Supplier preparation, expediting, shipment, delivery, and
payment for the P/S are completed, based on contract terms. Installation and
training may also be included.

o Additional Step - Tender Notification: Some institutions choose to use
a notification service in order to raise the competition for the chosen opportunity.
These systems can either be direct from their e-tendering software, or as a
re-packaged notification from an external.
2.4.3.3.  Production
The production factor of the firm is influenced by labour skills, technology and

infrastructures (Bartezzaghi, Spina, & Verganti, 1997). Many small and medium size

firms are able to produce more than what the market can absorb with a view to
exporting the surplus. To achieve the economics of scale, the firm needs to utilise
their production capacity fully so that they can spread the cost of operation (Leonidou,

Katsikeas, Palihawadana, & Spyropoulou, 2007). Export markets provide an

opportunity for firms to expand production and benefit from economies of scale.

In terms of production, firms need to keep abreast of the competition and invest
their time and resources in the process of innovation (Chin & Saman, 2004). This
process involves operational routines that have to be maintained at a satisfactory level
and that are the most cost effective for the firm. The overall purpose is to optimise the
production levels of the firm and to maximise the profit margin. To do so, the firm has

to invest in the training of its production staff, and in new technology such as new


https://en.wikipedia.org/wiki/Expediting
https://en.wikipedia.org/wiki/Tender_Notification
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equipment and reengineering of the production process (Zott, 2003). The short-term

cost might be significant for the firm but in the long term, it will benefit them.

Production management

Production management is a process of planning, organizing, directing and
controlling the activities of the production function. It combines and transforms
various resources used in the production subsystem of the organization into value
added product in a controlled manner as per the policies of the organization.

E.S. Buffa defines production management as, “Production management deals
with decision making related to production processes so that the resulting goods or
services are produced according to specifications, in the amount and by the schedule
demanded and out of minimum cost.” (Hartman) The objective of the production
management is ‘to produce goods services of right quality and quantity at the right
time and right manufacturing cost’.

Right Quality

The quality of product is established based upon the customer’s needs. The right
quality is not necessarily best quality. It is determined by the cost of the product and
the technical characteristics as suited to the specific requirements.

Right Quantity

The manufacturing organization should produce the products in right number. If

they are produced in excess of demand the capital will block up in the form of
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inventory and if the quantity is produced in short of demand, leads to shortage of

products.

Right Time

Timeliness of delivery is one of the important parameter to judge the
effectiveness of production department. So, the production department has to make
the optimal utilization of input resources to achieve its objective.

Right Manufacturing Cost

Manufacturing costs are established before the product is actually manufactured.
Hence, all attempts should be made to produce the products at pre-established cost, so
as to reduce the variation between actual and the standard (pre-established) cost.

2.4.3.4.  Marketing

With an understanding of the needs and wants of current and potential customers,
firms can adjust their products or services to satisfy them. This helps to improve the
overall performance of the firm. The marketing of the firm covers many areas,
including promotion of the products or services of the firm, product or service
innovation, and setting product or service placement (Wang, Lo, & Yang, 2004).
Product innovation is very important to firms in the current market environment. With
high competition in every industry, firms have to stay innovative to compete.

However, the product innovation process can be quite costly (Wang, Lo & Yang

2004; Zott 2003), and the cost of product innovation will lay heavily on the
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technology and human capital. By differentiating their products or services from other
competitors, they can gain a greater market share and meet the needs of their
customers better than other firms can (Zahay & Griffin, 2010).

With the increase in competition, especially in the retail market in the clothing
and textile industry, firms need to invest more in marketing and implement an
effective marketing strategy (Moore & Fairhurst, 2003). They have to try to capture
the interest and loyalty of customers. In an industry such as clothing and textiles, the
business environment is constantly changing, so firms need to build the capabilities
that support marketing strategies (Moore & Fairhurst, 2003). This will lead to the
growth of the firm and long-term survival for them in the competitive market
environment.

Marketing Strategies (SBDC)

This section should outline your strategies for product/service mix, pricing,
promotion, place/location, and positioning:
1. Product/Service Strategy — what mix of products and services will you sell and how
does that best meet customer needs and how does it compare to your competitors.
2. Pricing Strategy — how will you price your products/services relative to competitors,
and what impact will that have on your volume of sales.
3. Place/Location Strategy — how will the proposed or current location of your
business best meet the needs of your customers and/or create an advantage over

competitors.
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4. Promotional Strategy — how will you promote your business and how will that
make customers aware of your business and motivated to buy your products/services.
5. Positioning Strategy — what values do you want potential customers to associate

with your business, and how will they set you apart from the competition.

Price
Prod
uct
Peoples
Prom
otion
Place

Figure 2.1: The 5 P’s

2.4.3.5. Technology

SMEs in developing countries tend to have low productivity and they are weak in
terms of competition, as the result of using in advanced technology, not maximizing
machinery utility and not improving in technology due to the limitation of funding
(OSMEP, Retrieved 31-01-2010).

Mobile marketing & Social Media

Smart phones somehow playing an important role in marketing and all who might
have smart phones are not only using it for calling and texting they are browsing,
using several apps which make them tempting target. According to communication
technologies agency the international communication union, there are now around 6

billion users of smart phone and other mobile devices representing nearly 90 percent
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of the world’s population. This is a huge business opportunity for small companies to
make lots of business by creating e.g. apps or mobile websites. Some technologies
which does exist nowadays, one of them in “square” it provides credit card reader that
plugs into smart phone and a person can sell product straight away. Google wallet
(www.google.com/wallet) is under developing so companies never know what they
might be able to achieve from these technologies (Falls, 2012. 5).

Facebook: For the people who already have some sort of connection.

Google plus: If share similar urge then share it on google plus.

Pinterest/Instagram: All about beautiful images. Make sure it’s professionally

taken else it will total turn down.

Twitter: A bit mature and professional approach and can build a status and

prominence.

LinkedIn: The most powerful social media channel can help to position as a

serious company.

2.4.3.6. Human Resource Management

Human resources and their management are an important factor contributing to
firm success. In small and medium-sized businesses, human resources are usually
managed by the owner, who also plays the role of the manager (Macmahon &
Murphy, 1999). The owner or the manager of small and medium-sized businesses is
normally in charge of the human resource management, training and development.

This means that they are responsible for the skills, attitude and experience of all the



70

employees in the firm. However, smaller-sized firms do not pay much attention to
training and development. This is because, in most cases, the owner lacks training
inhuman resources, which means that he or she does not notice the managerial
deficiencies, thereby obstructing the success and development of the firm (Macmahon
& Murphy, 1999).

Human resources management relates to practice and policy necessary to execute
all management tasks relating to personnel issues, especially employment/hiring,
education, evaluation and rewarding of SME employees and provision of safe,
ethically acceptable and just/fair environment for them. Beside others, these practices
and policies are the following (Ceranic™ & Popovic):

- Work analysis (determination of the nature of work of each employee),
- Planning of work places and recruiting of candidates for the job,

- Selection of candidates for the job,

- Direction and education of new employees,

- Evaluation of the efficiency/output,

- Management of the employees’ salaries,

- Providing incentives and benefits for employees,

- Communication with employees,

- Education and improvement of employees,

- Creation of the spirit of dedication in employees

Figure 2.2 presents the connection of the strategy of main HR processes. It is
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specific connection which affects in long term employment of personnel, since this is
process realized in 5 phases. So it is not important only to find per employees and hire
them. This approach could have permanent negative consequences for SME.
Therefore, there is gradual approach, such as presented on the figure, which reflects in
detailed preparation for hiring of new employees, as well as their gradual

qualifying/training and introduction to their new job.

Strategic plan of the enterprise
-What activity are you engaged in?
-What are you competing in?

-How do you plan to broaden your activity?

U
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I

Prepare Find Interview Train in Evaluate and
plans for personnel/ and  select employees reward
personnel > employees employees based on employees
and plan of requirements

activities of their iob

¢

Q

&

&

&

Comply with laws and other regulations relating to human resources

Figure 2.2: The Strategy and Main HR Processes

Planning of human resources demands constant adjustments since goals and

objectives of SME can change, and development is insecure. Planning of human

resources is very complex and depends on many independent factors: competition,

domestic and foreign, consumer demand, new technologies, government interventions,

etc. successful human resources management is increase of profit, productivity,

market share, increase of the satisfaction of clients and employees and improvement
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of the SME’s reputation and influence. All of the stated parameters should be
compared to previous situation, competition or common standards in certain
activity/business in order to determine the efficiency/output of the human resources
function. Monitoring of the fluctuation rate of employees, absence from work, salaries
per employee, share of salaries in business costs, cost of hiring of new employee and
cost of human resources management also contributes to de - termination of the
influence of activities of human resources management on parameters of the
successful SME operation.

2.4.3.7.  Financial Management

In financial aspect, many small and medium-sized enterprises want to know
something knowledge about financial, establish effective practical financial policy,
and change the original simple accounting mode. Small and medium-sized enterprises
can undertake reasonable plans of their own money, using and distribution, can
effectively control risk, improve efficiency, and promote the small and medium-sized
enterprise health sustained development (xin, 2013,10).

Capital access Access to capital is obviously one of the typical obstacles to the
start-up of new businesses, not least in developing economies with weak credit and
venture capital institutions. Several empirical studies have concluded that the lack of
access to capital and credit schemes and the constraints of financial systems are
regarded by potential entrepreneurs as main hindrances to business innovation and

success in developing economies (Mazzarol & Choo, 2003).
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Potential sources of capital may be personal savings, extended family networks,
community saving and credit systems, or financial institutions and banks. Robinson
(1993) found that informal sources of credit, though with high interest rates, constitute
very substantial contributions to business start-ups in developing countries, where the
capital to labour ratio is normally low and small amounts of capital may be sufficient
for a business startup.

Loans to SMEs increased by 67% over the 2007-13 periods. Since 2008, the share
of bank loans to SMEs as a proportion of all business loans rose year after year from
26.6% in 2008 to 38.7% in 2013. Bank lending to businesses in general languished at
two-thirds of the 1990s levels. While long-term lending declined somewhat
year-on-year in 2013, short term lending increased by more than 60% in one year time.
Short term lending made up 61.4 of all SME loans in 2013, up from 48.1% in 2012.
The percentage of SME non-performing loans more than halved between 2007 (7.9%)
and 2013 (3.1%).

SME loans authorised vs. requested

The ratio of loans authorised vs. requested rose from 71.54% (2007) to 73.1%
(2010), indicating that banks were continuing to provide credit although the terms
were tightening (OECD, 2015).

Credit conditions

Interest rates for SMEs peaked in 2011 at 8.1%, mostly because Thailand did not

engage in monetary easing. Interest rate spreads between small and large enterprises
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also increased from 1.2% (2007) to 2.7% (2011). In the last two years, both interest
rates charged to SMEs and the interest rate spread dropped markedly. In 2013, the
average interest rate for SMEs stood at 6.4% and the spread charged between large
firms and SMEs narrowed to 1.3%. More importantly, the value of collateral required
increased to more than five times the value of SME loans in 2011 due to extreme risk
aversion on the part of banks, at remained at a similarly high level in 2012 (while data
for 2013 is not yet available). However, this was not entirely unreasonable given the
historic high rate of non-performing SME loans (OECD, 2015).

Equity financing

Scarce supplies of venture capital stifled the business momentum of innovative
firms. The venture capital and private equity industry is small in Thailand and has
focused on mergers and acquisitions and restructurings, rather than start-up and
mezzanine finance. The Market for Alternative Investments was established in 1999.
It provides a simpler and lower cost alternative to smaller firms than the Stock
Exchange of Thailand (SET). As such, MAI provides an exit point for venture capital
investors and facilitates capital raised by firms from institutional and sophisticated
investors. As of 2010, the MAI had 62 companies listed; and the market capitalisation
of MAI listings was THB 43 billion. In 2009, there were only 11 members of the Thai
Venture Capital Association. In addition, the weak Thai legal system and the
underdeveloped capital market made exits difficult (Scheela & Jittrapanun, 2008).

Government regulations are identified by Reynolds, Day, and Lancaster
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(Reynolds, Day, & Lancaster, 2001) to be one of the top problems faced UK SMEs.
In addition to lack of financial support as abovementioned, lack of institutional
support was of hindrances of SME development (Mead & Liedholm, 1998) ;
(Swierczek & Ha, 2003a).

The Office of Small and Medium Enterprises Promotion have collected data from
the Department of Business Development. This data belonged to juristic entities
submitting financial statements for the year 2012. The information specifically
selected for consideration covers four aspects of major financial structure: the main
income of the business, cost of sales, net profits, and total asset value. The data were
gathered from three sample groups of SMEs operating in different economic activities
(OSMEP, 2014):

1 Manufacturing Sector: Category of manufacturing products made from sheet
metals except machinery and equipment.

2 Construction Sector

3 Service Sector: Hotels and restaurants

According to an analysis of the financial structure, it was revealed that each
group of SMEs in this study had a financial structure in accordance with the size of
similar enterprises. Simply put, large enterprises had higher proportions of net profits
than small and medium enterprises since they had better capital management.
Furthermore, consideration of the percentile rank of income, cost of sales, net profits

and total asset value showed that concentration was found in large enterprises while
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most small and medium enterprises were below the average value.

2.4.3.8. R & D (Research and Development)

Thailand has established many channels to provide financial incentives or support
schemes for SME innovative projects. However, in 2011, Thailand spent 20,107
million THB or only 0.22 percent of GDP on R&D. About half comes from the
government budget (OECD, 2011b).

The University Business Incubator (UBI) program was coordinated by the Office
of Higher Education Commission and universities. The current UBI has established 9
university networks covering 56 universities around the country. About 10 university
incubators can foster technology through the “Technology Licensing Office” channel,
which handles technology licenses created under the universities and promotes public
private partnership. Although Thailand has several incubators and networks with
universities, less than half of the participating universities can provide high quality
services. Connectivity and coordination among universities, R&D labs and incubators
are limited and not well developed.

Thailand’s broadband infrastructure is available nationwide with high quality. In
Thailand, there are several types and areas of business clusters and facilities such as
science parks and industrial estates created to promote networking among companies.
To date, however, Thailand has only one Science Park in operation under the
management of the National Science and Technology Development Agency. It aims

to be the hub for the private sector’s industrial R&D activities and provides services
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ranging from technology transfer from universities and technology centers, to

financial assistance and business incubation.

2.4.4. Entrepreneurial Spirits

The entrepreneurial spirit refers to ownership, Individual characteristics and
entrepreneurial orientation. Personal qualities and traits, such as self-confidence and
perseverance, entrepreneurial orientation, e.g. autonomy, innovativeness, risk taking,
pro-activeness, competitive aggressiveness, and motivation (Islam, 2011).

24.4.1. Ownership

This category includes all those factors that are uniquely associated with the
individual decision maker. These factors include variables that are a result of birth
(e.g. nationality, sex, age, etc.) as well as those that are a result of the human
development and socialization process (e.g. personality, attitudes, values, education,
religion, employment, etc.). These factors, then, represent the sum total of the life
experiences and circumstances of birth that a particular individual brings to the
decision making process. In SMEs, the owners of the companies are often
personality-driven and influenced by the individual values and motivations of the
entrepreneur. These owners also like to play a role in the decision-making of the
business (Culkin & Smith, 2000). Therefore, understanding the individual small
business owner becomes as crucial as understanding the business. Some evidence

exists to support a link between growth focus and the characteristics of the
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owner-manager (Kotey & Meredith, 1997).

2.4.4.2. Individual Characteristics

According to Cragg and King (1988); Rutherford & Oswald (2000) small
business success has often been classified into three categories of antecedents: the
individual characteristics of the owner-manager, firm characteristics and
environmental characteristics. The individual characteristics include attributes like the
age, education, managerial know-how, industry experience and social skills of the
owner/manager. A research by (Charney & Libecap, 2000) found that
entrepreneurship education produces self-sufficient enterprising individuals.
Furthermore, they found that entrepreneurship education increases the formation of
new ventures, the likelihood of self-employment, the likelihood of developing new
products, and the likelihood of self-employed graduates owning a high-technology
business. Also, the study revealed that entrepreneurship education of employee
increases the sales growth rates of emerging firms and graduates’ assets.

Similarly, Sinha (1996) who analyzed the educational background of the
entrepreneur revealed that 72% of the successful entrepreneurs who had a minimum
level of technical qualification, whereas most (67%) of the unsuccessful entrepreneurs
did not have any technical background. She summed up that entrepreneurs with
business and technical educational background are in a better position to appreciate
and analyze hard reality and deal with it intuitively, which seems to play a critical role

in entrepreneurial effectiveness.
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2.4.4.3.  Entrepreneurial Orientation

Some researchers have argued that success is driven by the entrepreneurial
orientation (Covin & Slevin, 1991); (Lumpkin & Dess, 1996); (Wiklund & Shepherd,
2004). According to Lumpkin and Dess (2001), the concept of entrepreneurial
orientation consists of five dimensions: ® autonomy, @innovativeness, Arisk taking,
@proactiveness, and ®competitive aggressiveness. Autonomy is defined as an
independent action by an individual or a team aimed at bringing forth a business
concept or a vision, and carrying it through to completion. Innovativeness refers to the
willingness to support creativity and experimentation. Risk taking means a tendency
to take bold actions, such as venturing into unknown new markets. Proactiveness is an
opportunity-seeking and forward-looking perspective. The fifth dimension,
competitive aggressiveness, reflects the intensity of a firm’s efforts to outperform the
industry rivals (Lumpkin & Dess, 2001).

High performing, entrepreneurial-oriented firms are successful in exploiting
business opportunities. Before opportunities can be exploited, they must be
recognized. According to (Koning & Brown., 2001), the entrepreneurial orientation is
positively associated with opportunity alertness. Shane (2000)has discovered that
people recognized the opportunities related to the information and knowledge, they
already possess. He also has noticed that entrepreneurs can and will discover
opportunities through recognition rather than through search.

According Glancey, Greig, and Pettigrew (1998) have introduced a model of
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entrepreneurial dynamics, revised from that suggested by (Cragg & King, 1988). The
personal attributes of the entrepreneur determine the motivation and objectives, which
in turn determine the firm’s performance. The process is mediated through the
markets in which the entrepreneur operates and the managerial practices which he or
she employs. The dynamic element is incorporated by the possibility that the business
success may reinforce or revise the entrepreneur’s motivation and objectives. The
possibility of feedback on the performance and learning from experience as an
important form of entrepreneurial human capital are encompassed in the model.

In addition to the various characteristics of an entrepreneur, it is necessary to
recognize also the team with which she or he works. The values and goals affect the
preferences. With the context/structure it is necessary to consider not only items of
technology and market, but also institutions. Life cycle refers to the stage of the
development of the product or the market in which the firm is involved and the
developmental stage of the firm. Under conduct are included the strategy, the
organizational structure with procedure and routines, the choice of product, the search
referring to the acquisition of the knowledge and the use of the external networks to
compensate for the internal lack of expertise (Nooteboom, 1994).

2.5. SME’s Success

Success, in general, relates to the achievement of goals and objectives in

whatever sector of human life. In business life, success is a key term in the field of

management, although it is not always explicitly stated. Success and failure can be
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interpreted as measures of good or indifferent management. In business studies, the
concept of success is often used to refer to a firm’s financial performance. However,
there is no universally accepted definition of success, and business success has been
interpreted in many ways (Foley & Green, 1989). There are at least two important
dimensions of success: 1) financial vs. other success; and 2) short- vs. long-term
success. Hence, success can have different forms, e.g. profit; cost, sales growth, job
satisfaction, launched product and service, and so on. In other words, success can be
seen to have different meanings by different people (Foley & Green, 1989).
Financial success is at the heart of running a successful business. It affects every
aspect, from managing cash flow and tracking business performance to developing
plans that ensure that business owners can make the most of opportunities(ACCA,
2011). Successfully, growing businesses take a proactive approached to financial
management and to making sure that they have the right capabilities. Financial
management plays a continuous role in both day-to-day management of the business
and broader strategic planning. Senior management must recognise how the needs of
the business change as the business grows, and make sure that the organisation has the
financial skills that will help the business look to the future (ACCA, 2011).
According to Bonnie and Liu. (2006) Managerial success factors perceived is
important in their market economy. Managers in both types of firms agreed on the
relative importance and presence of the following factors: work habits, teamwork,

creativity, ethics, communication, leadership, and business area knowledge.
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Leadership and management skills are critical success factors to entrepreneurial
success. Presumably, most successful entrepreneurs are capable leaders. They cannot
succeed without subordinates, and they can seldom procure assistance without
reflecting an unusual degree of commitment and loyalty (Blake, 2008). Probably
through strong personality or with great dreams.

Marketing is more than advertising and selling the products. Marketing addresses
all aspects of growing the customer base, and the more a business knows, the more
successful marketing and business will be. Friedman and Friedman (1988) proposes a
framework of enterprise success, it encompasses the marketing concept, good
management approaches and organizational ethics to satisfy the needs and wants of
the various public organizations and customers. Marketing positioning has been
traditionally one of the key competitive strategies for survival by small firms. Alam
(2010) defines market orientation as an organisational culture that most effectively
creates the necessary behaviors for the creation of superior value for consumers.

In conclusion, the study of SME’s success refers to the financial success,
managerial success and marketing success.

2.5.1. Financial Success

Definition of financial Success

Financial success earns a substantial return on investment for the owner who
risked their capital in the venture. The founders of the company, who are generally

also owner, are able to create wealth for their families and security for their future, as
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well as enjoy a more affluent lifestyle. They measure success by being able to provide
a better life for their children than they had when they were young (Hill, 2016). Most
business owners will first measure success in terms of financial factors. But, while a
business needs to make a profit to survive, if the right technology and workforce are
not in place, profits will be more elusive. Profits, though, are a key measure of
success along with positive cash flow, a manageable debt load and a drive toward
efficiency in holding down variable costs, among others. Financial success indicators
may also be different from one industry to the next (Nielsen, 2016).

Cost control as one of the success mentioned by (Foley & Green, 1989).
Horngren, Datar, and Rajan (2011) explained it as purpose of measuring whether and
how well a company is performing compared to its expectations. Porter (1998)
suggested cost control is one of three generic competitive strategies, which are for
business success: cost control, differentiation, and focus. Moreover, Horngren et al.
(2011) revealed this researched result which explained that cost control can be used
for business sustainability through the alignment of company goals. Cost control is an
important part of business operations, of course, but no one likes to have their budget
cut. Underscoring the positive side of cost control is therefore an important step in
helping employees understand both the immediate and long-term benefits of these
strategies. Cost control aims to achieve a business objective on time and within the set

budget. In other words, cost control focuses on maximizing effectiveness and
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minimizing expense. Business owners can control the costs of a project by carefully
planning a suitable budget (Foley & Green, 1989).

Maverick (2015) argue profitability is critical to a company's long-term
survivability. A company's net profit is the revenue after all the expenses related to
the manufacture, production and selling of products are deducted. Profit is goes
directly to the owners of a company or to shareholders, or it is reinvested in the
company. Profit, for any company, is the primary goal, and with a company that does
not initially have investors or financing, profit may be the corporation’s only capital.
Without sufficient capital or the financial resources used to sustain and run a company,
business failure is imminent. The bottom line is that no business can survive for a
significant amount of time without making a profit. Maverick (2015) Knowing the
present condition of any company is essential to creating a successful growth strategy.
Profitability and growth go hand in hand in regard to business success. Profit is a key
to basic financial survival as a corporate entity, while growth is a key to profit and
long-term success.

Doub (2005) argue the define business growth as “increases in business income.”
Montgomery, Carland, Carland, Cooper, and Shailendra (2003) they argue the
business growth refers: jobs created, number of businesses and income. Natalia (2015)
argue most managers look for short-term financial benefits cannot care the long-term

income. Some owner does some risk-taking behavior in order to high short-term
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income. Long-term income not only relation with business development, but also in
order to satisfaction employee benefit (Natalia, 2015).
In conclusion, the entrepreneur success includes cost and operating expenses

control, growth of profit, and long-term income.

Cost and operating expenses control

Cost control

AbiNader (2011) suggest the cost control, also known as cost management or cost
containment, is a broad set of cost accounting methods and management techniques
with the common goal of improving business cost-efficiency by reducing costs, or at
least restricting their rate of growth. Businesses use cost control methods to monitor,
evaluate, and ultimately enhance the efficiency of specific areas, such as departments,
divisions, or product lines, within their operations.

Operating expenses

An operating expense is an ongoing cost for running a product, business, or
system. Maguire (2008) its counterpart, a capital expenditure, is the cost of
developing or providing non-consumable parts for the product or system. In business,
an operating expense is a day-to-day expense such as sales and administration, or
research & development, as opposed to production, costs, and pricing.

Growth of profit
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The study considers two measures of SME performance separately: profitability
and growth. While some studies of SME performance construct composite measures
of a number of variables, e.g. by cluster analysis (Smith, 1999);(Reid & Smith, 2000),
the present authors prefer these indicators on the grounds that SMEs may reasonably
choose to target one or the other. Many other performance indicators, such as the level
of productivity, are merely intermediate variables influencing one or both of the two
principal variables in ways that will vary from firm to firm.

Profits are necessary for survival in the long run in a competitive environment,
but SME management may choose not to grow. Long-term profitability derives from
the relations between cost and revenue; it is a necessary but not sufficient condition
for growth. Revenues may be held up by entry barriers and costs pushed down by
management ingenuity. A low-profit firm will lack the finance for expansion, but a
high-profit business may conclude the risk and rewards of expansion are inadequate.
In a ‘life style’ SME, an owner may trade profitability today against profitability
tomorrow. Dynamic pricing or sequential investment projects may require initially
lower profits in order to obtain higher future pay-offs from greater market penetration.
An SME manager’s time preference is likely to determine the intertemporal profit
trade-off (Reid & Smith, 2000).

Long-term income

According Staff (2012), long-term income countries or companies or individuals

in their continuous, regular business activities, due to the production or delivery of the
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goods or provide the services, or other activities, and access to assets or debts. Usher
(1987) argue long-term income refers to regular revenue each fiscal year can be
continuous, stable revenue gained.

2.5.2. Managerial Success

Definition of Managerial Success

According to (Jennings, 1995, 1997) managerial activity in small firms is
categorized as an “adaptive” process that has little similarity to the classical
approaches that define what managers do in more conventional terms. In their
framework The Small Firm Management Process (Jennings, 1995, 1997), the
management functions and activities that must be fulfilled by owner-managers to
ensure adequate small firm performance are identified and differentiated between core,
managerial and strategic levels of management functions that are unique to each
organization. SMEs’ capacity to compete with large enterprises and their long-run
depends entrepreneur ability to do sustainable improvements in their competitiveness
(Long, 2006).

SMESs’ capacity to compete with large enterprises and their long-run depends
entrepreneur ability to do sustainable improvements in their competitiveness (Long,
2006). Other studies (Watson, Hogarth-Scott, & Wilson, 1998) (Taormina & Lao,
2007) associated entrepreneurial success with continued business operations. Basic
day-to-day operational systems, which include accounting, billing, collection,

advertising, personnel recruiting and training, sales, production, delivery and related
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systems (Flamholtz, 1995). Entrepreneurial companies tend to quickly outgrow the
administrative systems available to operate them. Therefore, it is necessary to develop
sufficient operational systems, on time, to build a successful organization. In contrast,
large established companies might have developed overly complicated operational
systems. In this case, the success of the organization depends on the business of
operation (Flamholtz, 1995).

According to Kristen (2009), employee satisfaction is essential to the success of
any business. Employee satisfaction is considered weighty when it comes to define
success of any organization. Satisfaction of Employee is most important particularly
in the service industry. The enhancement of employee satisfaction is critical because
it is a key to business success of any organization. It is basic need for a company to
perceive as to what employees want, desire regarding workplace environment and
devotion can be enhance (Muhammad & Ahsan, 2014). Employee satisfaction is
closely related to service quality and customer satisfaction which is then related to
firm profitability. Service quality has a positive persuade on customer satisfaction.
Besides this, firm profitability has a reasonable non-recursive effect on employee
satisfaction. According to Afshan, Sadia, Khusro, and Malik (2011), employee
satisfaction plays a considerable role in enhancing the firm profitability and
improving operational performance of organizations and quality of goods and services.
There is no doubt in it that employee satisfaction is critical to attain quality and

profitability in service industry especially. Employee satisfaction impacts quality at
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industry through satisfaction-quality-profit cycle. In service industry, to achieve
quality and profitability at organization, employee satisfaction is fundamental and
without it, service industry cannot think of being successful (Rachel, Yee, Yeung, &
Edwin 2008).

According to Schumpeter (1942), the field of product portfolio and quality
standards also has important effects on firm success and therefore on the company
value. Product quality standard is one of four important success factors which are
quality standard, design, usefulness and technological standards (Schumpeter, 1942).
According to Knut, Blind, and Christiane (2003), the quality standards are measure
rely on the quality of products and services. It is not only on product performance to
make specific provisions, but also on product specifications, test methods and
packaging, storage and transportation conditions be clearly defined. Depending on the
market conditions, a company is confronted with signalling as an effective strategy to
keep or expand its market share. Therefore, the company introducing good quality
standard (like 1SO 9000) make become a competitive advantage. According to Davis
(1997), with quality standards, the management or the proprietors of a company own
an instrument to control the performance of their employees. The good quality
standard can makes sure that in each phase of the production or service-providing
process quality is guaranteed (Docking & Dowen, 1999). Quality standard can make
the product and services standardization. It is conducive to stability and improves

product and service quality, and promotes the sustainable development of enterprises.
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It also protects personal and property safety, rational use of resources, and safeguard
the interests of consumers (Sirilli & Evangelista, 1998).

In conclusion, the managerial success includes continuity of business operation,
employee’s satisfaction, and quality standard.

Continuity of Business Operation

Business continuance (sometimes referred to as business continuity) describes the
processes and procedures an organization puts in place to ensure that essential
functions can continue during and after a disaster. Business continuity planning (or
business continuity and resiliency planning) is the process of creating systems of
prevention and recovery to deal with potential threats to a company(Elliot, Swartz, &
Herbane, 1999). Any event that could negatively impact operations is included in the
plan, such as supply chain interruption, loss of or damage to critical infrastructure. As
such, BCP is a subset of risk management (Charles, 2013).

Employees’ Satisfaction

Employee satisfaction has been defined in many different ways. Some believe it
is simply how content an individual is with his or her job, in other words, whether or
not they like the job or individual aspects or facets of jobs, such as nature of work or
supervision (Spector, 1997). Others believe it is not so simplistic as this definition
suggests and instead that multidimensional psychological responses to one's job are
involved (Hulin & Judge, 2003). Researchers have also noted that job satisfaction

measures vary in the extent to which they measure feelings about the job (affective



91

job satisfaction) (Thompson & Phua, 2012). Or cognitions about the job (cognitive
job satisfaction) (Moorman, 1993).

Quality Standard

The World Trade Organization (WTO, 2005) agreement, the product standards
have to do with the characteristics of goods or services, in particular with respect to
aspects such as quality, safety, and fitness for purpose, an example is the ISO 9000
series of quality standards. Product standards often represent a quasi-regulatory means
of promoting an important public policy objective, such as environmental protection,
consumer safety, food quality, or compatibility between different technical norms and
standards (Henson, Spencer, & Steve, 2007).

2.5.3. Marketing Success

Definition of Marketing Success

Luk (1996) study found that quite a number of entrepreneurs attributed their
success mainly to their marketing management abilities. Customer loyalty is also an
important outcome of successful Relationship Marketing practices (Reichheld, 1994).
Moreover, Bob Czimbal. and Brooks (2010) argue that an organization’s success
depends on the integrity of business.

Success of any business depends on products and services. Contemporarily,
successful firms put concerns of their customers or clients first. This means a
continuous improvement of the quality of products and services (Hellriegel et al.,

2004). Product quality is important because customers these days are more concerned
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about the quality rather than the price. Equally, important client service is a key
success factor because it is consistent with many other success factors. Good service
involves everything that influences the client positively. By meeting the clients’
expectations, entrepreneurs ensure client satisfaction (Moolman, 1996).

Customer loyalty has received a lot of attention today than ever before because of
increasing global competition. It can enable firms to build and maintain long-term
relationships with their customers. Thus, customer loyalty is also an important
outcome of successful Relationship Marketing practices (Reichheld, 1994).
Customers are the driving force for profitable growth and customer loyalty can lead to
profitability (Hayes, 2008). For a customer, loyalty is a positive attitude and behavior
related to the level of re-purchasing commitment to a brand in the future (Chu, 2009).
Loyal customers are less likely to switch to a competitor solely because of price, and
they even make more purchases than non-loyal customers (Bowen & Shoemaker,
2003). Loyal customers are also considered to be the most important assets of a
company (Blackston, 1995). It is thus essential for vendors to keep loyal customers
who will contribute long-term profit to the business organizations (Tseng, 2007).
Attempt to make existing customers increase their purchases is one way to strengthen
the financial growth of a company (Hayes, 2008). Furthermore, organization's
financial growth is dependent on a company's ability to retain existing customers at a
faster rate than it acquires new ones (Hayes, 2008), Therefore, good managers should

understand that the road to growth runs through customers - not only attracting new



93

customers, but also holding on existing customers, motivating them to spend more
and getting them to recommend products and services to the other people
(Keiningham, Lerzan, Bruce, & Wallin, 2008). Customer loyalty can only be formed
when customers and service supplier develop a mutual trust for and in each other.
When this mutual trust is developed, the service supplier will be willing to guarantee
the quality of their service and the customer will be willing to repurchase from the
supplier more frequently. In addition, most researchers use the word willingness
(Smith, 1998) Frederick, 2000; (Singh & Sirdeshmukh, 2000).

Bob Czimbal. and Brooks (2010) argue that an organization’s success depends on
the integrity of business. When an organization’s reputation is damaged, there ensues
a tragic loss of both customers and good employees. Organizations of all types are
now taking a proactive approach to preventing problems by offering trainings about
honesty and integrity. Paige (1998) argues the value of honesty in business has
obvious and subtle implications. Asking who benefits from business honesty can
explain why virtue is also important. Examining the negative effects of dishonest
business practices provides insight into the importance of honesty. In fact, it is as
helpful as looking at the benefits of business honesty. Doing what is ethical because it
is the right thing to do is as essential as practicing ethical behavior for the positive
consequences. Honest business practices inspire staff and customers with respect for
your mission. Honest business practices build foundations of trust with colleagues,

competitors, staff, customers and every other individual and entity. When employers
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deal honestly with their staff, employees are motivated to drive the business forward.
Creditors and investors express confidence by funding company development and
consumer confidence is positive. Paige (1998) Integrity is guides our behavior.
Integrity is a choice rather than an obligation. Even though influenced by upbringing
and exposure, integrity cannot be forced by outside sources. Integrity conveys a
sense of wholeness and strength. When we are acting with integrity we do what is
right - even when no one is watching. People of integrity are guided by a set of core
principles that empowers them to behave consistently to high standards. The core
principles of integrity are virtues, such as: compassion, dependability, generosity,
honesty, kindness, loyalty, maturity, objectivity, respect, trust and wisdom. Virtues
are the valuable personal and professional assets employees develop and bring to
work each day.

In conclusion, the marketing success includes product and service, business
integrity, and customer loyalty.

Product and Service Quality

Product Quality is defined as the collection of features and characteristics of a
product that contribute to its ability to meet given requirements. It is recommended
that products offering value for money not only influence customer’s choice behavior
at the pre purchase phase but also affect their satisfaction, intention to recommend and
return behavior at the post purchase phase (Dhanya Alex. & Thomas, 2010);

(Parasuraman, 1988).
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Service quality is the gap between what the customers want and what they
actually get or perceive they are getting (Berry et al., 1988). Consequently, many
companies would attempt to offer a high service quality in order to retain their
customers. It has been empirically proved that high service quality motivates positive
customer behavioral intention to repurchase, and in turn, promotes customer retention
(Zeithaml, 2000). This implies that service quality is linked positively to customer
loyalty. Actually, many studies have shown that quality is indirectly linked to
repurchase intention and customer loyalty through customer perceived value (Yu,
2007); (Anderson, 1994).

Business Honesty and Inteqgrity

Honesty

Rogers and Carl (1964) argue the honesty refers to a facet of moral character and
connotes positive and virtuous attributes such as integrity, truthfulness,
straightforwardness, including straightforwardness of conduct, along with the absence
of lying, cheating, theft, etc. Furthermore, honesty means being trustworthy, loyal,
fair, and sincere. According to Zwilling (2012) the definitions of integrity include
something like “the quality of being honest and morally upright.”

Trust

According to Morgan and Hunt (1994) argue that trust is a key construct in
encouraging client retention and building successful relationships. Based on Ganesan

(1994) study trust is indeed a critical component for the building of long-term
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relationships between both parties to the exchange process. Peppers and Rogers (2006)
claimed that when customers trust the company to act in their best interests, they will
want to deal more with that company and therefore become more loyal to the
company. Trust also affects commitment (Beatty, Mayer, Coleman, Reynolds, & Lee,
1996) since when there is trust in the relationship; both parties have a desire to
maintain the relationship because of the confidence they have developed in each other
(Dwyer, Schurr, & Oh, 1987). De Wulf and Odekerken-Schrdailer (2003) also revealed
a significant relationship between trust and relationship commitment in a consumer
setting.

Customer Loyalty

According to Reichheld and Sasser (1990), loyal customers are those who
purchase from you repeatedly, and they are generally considered an asset to your
organization. Ideally, a loyal customer will continue to purchase from you even in the
face of certain challenges, such as cheaper prices offered by other companies.
According to Ghavami and Olyaei (2006), truly loyal customers will continue to buy
from you even after a customer service failure where their expectations are not met
and they have a negative experience, such as a service not provided as specified, a
broken product, or a delayed delivery. The company wanted to develop loyal
customers, because it hoped that in the face of a customer service breakdown they

will forgive and forget. Customer loyalty is defined as the willingness of any given



97

customer to purchase the company’s goods or services over competitive ones

available in the marketplace (Singh & Khan, 2012).

2.6.  Summary

According the previous study, we find out the most significant factors that affect
the Business Success of SMEs, but success of SME not single factor to determined, it
is depend on many factors influence. The importance of SMEs to world economies is
well documented (Birch, 1994). SMEs (firms with 200 or less employees) make up
the largest business sector in every world economy (Culkin & Smith, 2000), and
governments around the globe are increasingly promoting and supporting SME
growth as part of their overall national development strategy (Abdullah & Bakar,
2000b). SMEs also important for people life, it can support more employment
opportunities for people. SMEs want survivor in competition marketing, you must to
improve your enterprise competitiveness. At the same time, the SMEs should to find
out the benefit and obstacles of SME’s how to affecting competitiveness. When you
know your where is advantage in your enterprise, and you will find good way to
success.

The above research more important is Key Factors Affecting Business Success &
sustainability of SMEs. This research also emphasizes the importance key
characteristics to be important in analyzing the growth of SMEs: Characteristics of

Entrepreneur, Corporate Capabilities and Entrepreneurial Spirit.
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SMEs indeed face greater growth obstacles, and limited access to finance is an
important one of these. Furthermore, compared to large firms and small firms are also
more constrained by these obstacles. Inability to access finance may be one of the
reasons why we do not see a robust correlation between SME prevalence and
economic growth, since it appears that financial constraints are particularly preventing
small firms from reaching their growth potential. Thus improving institutions would
certainly.

SMEs play an integral role in supporting the next stage of growth in world. This
requires bold policy changes to foster a more conducive environment for all
businesses, and competitive markets. It also requires innovative programmes to help
SMEs develop capabilities and compete effectively on a level field. This will not be
an easy process, and there are challenges and issues remain to be resolved.
Governments cannot do it alone, but will need to work hand in hand with the markets.
There will also be benefit in getting insights and analysis from the academic and
research community.

Thailand’s impressive economic progress over the last ten years owes much to
sound macroeconomic policies and a favorable business environment. Rising
integration into international goods and service markets and flexible labour markets
opened up space for a nearly unrestricted play of competitive forces. In this setting,
large numbers of small enterprises were created, spurred by Thailand’s traditional

entrepreneurial dynamism. In a few areas, though, SME and entrepreneurship
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framework conditions need improvement. Suboptimal educational outcomes are
reflected in labour market mismatches (shortages of skilled labour). An
underdeveloped infrastructure has retarded firm and job creation in impoverished
regions. Additionally, entrepreneurial dynamism has been held back by tax
complexity, cumbersome regulations, lack of financial funds, and, last but not least,
by pervasive corruption. Rectifying these imbalances will help Thailand confront the
rapidly rising competitive challenges from neighboring countries.

2.7.  Research Hypothesis

Characteristics of Entrepreneur and SME Success

Characteristic of entrepreneur played an important role on ensuring the business
success in SMEs. Characteristic of entrepreneur referred to length of operation, size of
SMEs, entry strategy and previous experience. Several previous studies found that
demographic characteristics, such as age and gender, and individual background, e.g.
education and former work experience, had an impact on entrepreneurial intention and
endeavor (Islam, 2011). The study refers to demographic characteristic, length time in
operation, number of employee, entry strategy and previous experience of
achievement.

Demographic characteristics, such age and gender, and individual background,
such as education and former work experience had significant impact on SMEs and
entrepreneur (Kolvereid, 1996a); (Mazzarol, Volery, Doss, & Thein, 1999). Sinha

(Samo, 2016b) disclosed that successful SME owner were relatively younger in age.
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In their study on Internet caféentrepreneurs in Indonesia, (Kristiansen, 2003a), (Samo,
2016b) found a significant correlation between age of the SME owner and business
success. Length time in operation may be associated with learning curve. Old players
most probably have learned much from their experiences than have done by new
comers. (Kristiansen et al., 2003b) found that length time in operation was
significantly linked to business success.

Size of enterprise reflects how large an enterprise in employment terms.
McMahon (2001) found that enterprise size significantly linked to better business
performance. Larger enterprises were found to have a higher level of success. (Samo,
2016a) found that individuals with prior experience had significantly higher intentions
to start their own business than those without such experience. This forms the
justification for the following hypotheses:

Hypothesis 1: The Characteristics of the entrepreneur positively relationship SME
Success

However, these study aims to study the elements with Characteristics of
entrepreneur and SME Success in order to answer the purposes of this study, therefore
the next hypotheses are:

- H1.1 Demographic characteristics, Number of employee, Entry strategy and
previous experience of achievement are positively relationship SME Success.

Corporate Capabilities in Value Chain and SME Success

Corporate capabilities are necessary for a firm to develop core competence, and
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to generate a good business strategy. It is common to have many substantial
differences in capabilities and resource allocation across individual companies that
pursue the same strategy. Such differences could significantly affect corporate
performance (Narasimhan et al., 2001a). Some pioneer scholars refer to CCC as a
competitive strategy or corporate strategy (Andrews, 1980); (Watts et al., 1992) and a
manufacturing task (Miller & Roth, 1994). This literature reviews the four factors of
CCC.: cost leadership, differentiation, innovative marketing and customer service.
Sambasivan, Abdul, and Yusop (2009) found that the elements such as,
entrepreneurial role models, presence of experienced entrepreneurs, skills and
knowledge of the entrepreneurs, cultural attitudes towards entrepreneurship and
proximity of entrepreneurial universities are strongly correlated with the
entrepreneurial culture and mindsets. The entrepreneurial supports and governmental
policies are related to the business angels and risk capital availability, availability of
financial resources, government influences and supports for entrepreneurship in
addition to role of government policies on entrepreneurial activity. Thapa,
Thulaseedharan, Goswami, and Joshi (2008) concluded that the level of education has
moderate positive relationship with success of the small business firm. Supply chain
integration, market cope, firm age, size of founding team, financial resources,
founders marketing experience, founders’ industry experience, and existence of patent
protection are also instrumental for the success of SME entrepreneurs (Song,

Podoynitsyna, Bij, & Halman, 2008). The opportunity of recognition skills, personal
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qualities, and management skills affect venture performance through alertness and
prior knowledge (Sambasivan et al., 2009). Knowledge and management capability of
entrepreneurs also play an important role and need to be developed at every level.
This forms the justification for the following hypotheses:

Hypothesis 2: The Corporate Capabilities in VValue Chain positively influence
SME Success

However, these study aims to study the elements with Corporate Capabilities in
Value Chain and SME Success in order to answer the purposes of this study, therefore
the next hypotheses are:
- H2.1 Procurement, production, marketing, technology, HRM, financial

management are positively influence SME Success.

Entrepreneurial Spirit and SME Success

These factors include variables that are a result of birth (e.g. nationality, sex, age,
etc.) as well as those that are a result of the human development and socialization
process (e.g. personality, attitudes, values, education, religion, employment, etc.).
These owners also like to play a role in the decision-making of the business (Culkin &
Smith, 2000). Therefore, understanding the individual small business owner becomes
as crucial as understanding the business. Some evidence exists to support a link
between growth focus and the characteristics of the owner-manager (Kotey &
Meredith, 1997).

The individual characteristics include attributes like the age, education,
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managerial know-how, industry experience and social skills of the owner/manager. A
research by (Charney & Libecap, 2000) found that entrepreneurship education
produces self-sufficient enterprising individuals. Furthermore, they found that
entrepreneurship education increases the formation of new ventures, the likelihood of
self-employment, the likelihood of developing new products, and the likelihood of
self-employed graduates owning a high-technology business. Also, the study revealed
that entrepreneurship education of employee increases the sales growth rates of
emerging firms and graduates’ assets.

Some researchers have argued that success is driven by the entrepreneurial
orientation (Covin & Slevin, 1991) (Lumpkin & Dess, 1996); (Wiklund & Shepherd,
2004). According to Lumpkin and Dess (2001), the concept of entrepreneurial
orientation consists of five dimensions: ® autonomy, @innovativeness, Arisk taking,
@proactiveness, and ®competitive aggressiveness. Autonomy is defined as an
independent action by an individual or a team aimed at bringing forth a business
concept or a vision, and carrying it through to completion. Innovativeness refers to the
willingness to support creativity and experimentation. Risk taking means a tendency
to take bold actions, such as venturing into unknown new markets. Proactiveness is an
opportunity-seeking and forward-looking perspective. The fifth dimension,
competitive aggressiveness, reflects the intensity of a firm’s efforts to outperform the
industry rivals (Lumpkin & Dess, 2001). This forms the justification for the following

hypotheses:



104

Hypothesis 3: The Entrepreneurial Spirit positively influence SME Success
However, these study aims to study the elements with Entrepreneurial Spirit and
SME Success in order to answer the purposes of this study, therefore the next
hypotheses are:
- H3.1 Ownership, Individual characteristics and entrepreneurial orientation are

positively influence SME Success.
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2.8.  Conceptual Framework

Storey (1994) identified key characteristics to be important in analyzing the
growth of SMEs: the characteristics of the entrepreneurs; the characteristics of the
SMEs; and the type of strategy associated with growth. Instead of the last component,
we explore contextual elements of SME development. The theoretical framework is
developed in line with these adjusted three components as depicted in Figure 1.
Justification for each variable included in the model is explained in subsequent
section.

Variable Dependent Variable

Characteristics Of
Entrepreneur

Corporate Capabilities In
Value Chain

Entrepreneurial Spirit

Figure 2.3: Conceptual Mode
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Characteristics Of Entrepreneur

Demographic Characteristics <X Age
Gender

Length of Operation = —»  Learning Curve

Number of Employee

Self Start-up
Entry Strategy 4 Inherit

Previous experience of Achievement

Corporate Capabilities In Value Chain

- Procurement Cost of Raw material
: Convenient transportation

- Production — Productivity
_—
- Marketing — Market demand SME
- Technology Success

Human Resource Management
Financial Management

Entrepreneurial Spirit

- Ownership Age of owner-manager
Education level
Age of business

- Individual Characteristics

- Entrepreneurial Orientation

Figure 2.4: Conceptual Model



CHAPTER 3

RESEARCH METHODOLOGY

3.1. Research Design

Research designs as a strategy for answering the questions or testing the
hypotheses the stimulated the research in the first place (Cavana&Sekaran, 2001).
This study survey and design which based on self-designed questionnaire method to
answer the research question, which key Determinants influence of Thai SMEs
success this study involved correlation analysis to determine the degree of
relationship between the selected independent variables and the dependent variable
which was SME Success.
3.2. Population and Sample

The population includes SME’s owner of Thai food industry where located in
Bangkok, Thailand; the capital city of Thailand which has the most developed
business infrastructure and the greatest number of SMEs. This study focused on Thai
SMEs randomly selected Thai SMEs from 385 Thai food owners or Managers. By
selecting prominent area such as department store, theater and shopping complex in
Bangkok as a location for data collection process.

Samples and Samples Size

A guantitative, exploratory research design used a questionnaire as the primary

research tool. However the population in this study is infinite population. Therefore,
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the study will determine sample size by applying an equation proposed by
(Pongwichai, 2009) which is the adaptation of (Yamane, 1973) at confidences level of

95% and precision levels = 0.05
4e2]

Where  n =sample size e =the level of precision (in this study the author
specified the level of precision = 0.05 at the confidence level of 95 %)
Z = the abscissa of the normal curve that cuts off an area a at the tails. The
value for Z is found in statistical tables which contain the area under the normal curve.
Z =1.96 (at the confidence level of 95 %)

Applied the formula

1

4(0.05)2
(1.96)2 ]

n=

=385

Therefore, the sample size in this study is 385 people who are the respondents
from owners and managers of SMEs, which are located in Bangkok. Nevertheless,
this study compares relationship of Bangkok;
3.3. Sampling Design

In this study, the author employed probability sampling method called multi-stage
sampling. The process is proposed as follow:
3.3.1. Stratified Sampling

Small Restaurants (SMEs-Small Medium Enterprises) are what most new Thai
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food-related entrepreneurs begin with due to their low initial investment cost (Rey
Santella & Attaché& 2013). The industry estimates that the market share for this sector
is about 80 percent of all restaurants. The numbers and popularity of new small
restaurants increasing have taken market share away from hotels’ food and beverage
outlets. General restaurants have been replaced in the market by restaurant chains
such as Oishi, Zen, S&P, Black Canyon, Seefah restaurants, etc. Currently, Thailand
has more than 1,000 fast food branches nationwide and they are becoming more
popular due to their convenience (Rey Santella & Attaché& 2013).

Table 3.1: Market Share of Food SMEs in Thailand

Market Share of Western Casual Dining in Thailand
2010 2011 2012

(US$ Million) Revenue | % | Revenue| % | Revenue| %

Cafeé 78 7% 102 8% 117 8%
Restaurants 547 51% 639 49% 718 48%
Fast food 355 33% 447 34% 520 35%

Ice Cream & Bakery 100 9% 128 10% 143 10%
Total 1,088 | 100% | 1,316 |100% | 1,499 | 100%

Source: Ministry of Commerce and Industry Estimates
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Table 3.2: Number of Questionnaire Required from Each Brands

Number of Questionnaire Required from Each Brands.

(%) | QUESTIONNAIRE REQUIRED
Café 8% 30
Restaurants 48% 184
Fast Food 35% 133
Ice Cream & Bakery | 10% 38
Total 100% 385

According to Table 9 the proportion of sample that will be used in this study are
restaurant 48%, fast food 35%, Ice cream & bakery 10%, and Cafe 8%. Consequently,
the total number of questionnaire which is 385 copies will be divided accordingly to
the proportion above. As a result, the total questionnaire is 358 for restaurant is 184
copies, bakery & Ice-cream is 38 Copies, coffee shop is 30 copies, and fast food 133
Copies.

3.3.2. Accidental Sampling

Finally, the study collected data by using accidental sampling method from each
groups of food and beverage business; replies back questionnaire as follow:
Restaurants 131 copies, Ice Cream & Bakery 73 copies, caféshop 22 copies, fast food
15 copies, and invalid 17 copies in a total number of 258 questionnaires. By selecting

prominent area such as Rama 4 Market village, Chamchuri square, Central silom, The
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Street, Espaland, Central rama 9, Fortune mall, some stores near Soi Ari 3-10 in

Bangkok as a location for data collection process.

3.4. Variables

In this study, variables are presented accordingly to the proposed hypothesis as

follow;

H1. Characteristics of Entrepreneur relationship to SME Success.

- H1.1 Length of operation, number of employee, entry strategy and previous

experience of achievement are positively influence SME Success.

Independent variables include Characteristics of entrepreneur detailed as follow:

1.

Demographic characteristics
Length of operation
Number of employee

Entry strategy

Previous experience of achievement

Dependent variable includes SME Success detailed as follow:

- SME Success

H2 Corporate Capabilities in Value Chain positive influence SME Success

- H2.1 Procurement, production, marketing, technology, HRM and financial

management positive influence SME Success.

Independent variables include Corporate Capabilities in VValue Chain detailed as

follow:



Procurement

Production

Marketing

Technology

Human Resource Management(HRM)

Financial Management

Dependent variable include SME Success detailed as follow:

SME Success

H3 Entrepreneurial Spirit positive influence SME Success

H3.1 Ownership, Individual Characteristics and entrepreneurial orientation
positively influence SME Success.

Independent variables include Entrepreneurial spirit detailed as follow:
Ownership

Individual Characteristics

Entrepreneurial Orientation

Dependent variable include SME Success detailed as follow:

SME Success

3.5. Research Instrument

The study utilized questionnaire as an instrument to collect data in order to
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examine and identify what aspects within characteristics of entrepreneur, corporate

capabilities in value chain and entrepreneurial spirit that help SMEs continues
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development. The questionnaire is consists of four parts as followed;

Partl. Comprise of demographic and general information such as gender, age,
work experience, enter strategy and number of employee The questions are
close-ended questionnaire and the answer of each question is check list type with a
total number of 5 questions.

Table 3.3: Level of Information Measurement and Criteria.

Variable Level of Measurement Criteria Classification

1.Gender Nominal Male
Female

Less than 30
30-35

36-40

40-45

Over 45

2.age Ordinal

3.Business experience Ordinal 1-3 years
4-6 years
7-10 years

Over 10 years

Less than 10
10-15
16-20
More than 20

4.Number of employees Ordinal

5.Entry strategy Nominal Self Starter-up

Inheritance

MNEIRONMNEIRONMDEIOORWODENDE

Part 2. The second part is Corporate Capabilities in Value Chain, using 5-point
Likert scale anchored by strongly agree to strongly disagree was applied to measure
the perceived success. The items were rated by respondents on a five-point Likert
scale. Questions: How are these following capabilities important to your business

success?
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Corporate Capabilities in Value chain
1. Procurement
Contacting number of suppliers that can afford raw materials as needed.
Searching for convenient channels to order materials from suppliers.
Using convenient transportation for delivering raw material.
Bewaring of low cost of raw material.
Controlling cost of transportation for delivering raw material.
Preparing availability of raw materials as needed.
Gaining a good price when negotiating to buy materials with suppliers.
2. Poduction
Conducting quality assurance system for quality assessment of raw material.
Performing quality control of processing system in production.
Setting time scheduling of processing system in production.
Conducting spoilage control and contamination system.
Manufacturing the product with environment and social awareness of surrounding
community.
3.Marketing
Conducting market and consumer demand surveys before launching the new
products/services.
Recognizing continuity of change for new marketing strategies.

Developing of product continuously.



Setting price which is related to product/service quality.
Delivering service quality to customers.

Providing easy channel accessible for customers.
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Informing new and current customers when launching the new products into the

market.
Continuously performing and supporting relationship with surrounding
community to retain customers.
4.Technology
Using computer technology for servicing customers.

Using computer technology to contact and supervise employees.

Using social media, such as facebook, line, to introduce the product and your

business.
5.Financial planning and control

Preparing financial plan for running business.

Acquiring fund without high risk.

Avoiding debt that will be troubling the business financial status.
6.Human Resource Management and Development

Developing management skills in the Enterprise Resource Planning.

Often motivating the staffs for improving their work performance.

Setting system of selection & recruitment for having the right experienced

person.
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Training new employees for better practice in business.

All items were rated by respondents on a five-point Likert scale, each questions
scaled from Number 1 with the statement “Not Important” to number 5 with the
statement “Very Important”. The weight (score) are set in each level as followed:
Very Important= 5 points, Rather Important = 4 points, Average = 3 points, Less
Important = 2 points, Not Important = 1 point

For the measurement analysis the author uses mean and interval class formula to
calculate the range of information in each level as followed;

Interval class= Range (max value — min value) / Number of Interval
=(5-1)/5
=0.8

Therefore, the average score can be translating as:

Average score of 4.21 —5.00 refers to a Very Important.

Average score of 3.41 — 4.20 refers to a Rather Important.

Average score of 2.61 — 3.40 refers to an Average.

Average score of 1.81 — 2.60 refers to a Less Important.

Average score of 1.00 — 1.80 refers to a Not important.

Part 3. The part is Entrepreneurial Spirit; using 5-point Likert scale anchored by
strongly agree to strongly disagree was applied to measure the perceived success. The
items were rated by respondents on a five-point Likert scale. Questions: How do you

consider yourself about these following when you running your business?



117

Questions of Entrepreneurial Spirit

1.0wnership
You believe in your business experience for running your business.
You have confidence to achieve your business among any competitions.
You trust on your practical capability and decision to start your business.
You can organize your business activities appropriately.
You have strong intention to expand your business.
You always recognize about business risk and prepare a strategy for protecting
your business operation.
You have strong intention to generate income and control cost for maintaining
your business.

2. Individual Characteristics
You are a self-confidence person who always tries to make the things better.
You can contribute innovative solutions to solve your business problems by
yourself.
You prefer well-prepared planning by yourself with a clear agenda and time
management.
You always search new knowledge for business development by yourself.
You always recognizes about new things as new direction.
You always wants new product to serve customer’s needs.

You are willing to exercise self-employment.
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You are willing to adopt technology and use it for business operation.
3. Entrepreneurial Orientation

You control yourself to keep your business going on.

You accept innovation for running your business.

You recognize to take risk in order to accept up your business.

You run your business with proactive strategies.

You trust to makes your business competitive aggressiveness.

All items were rated by respondents on a five-point Likert scale, each questions
scaled from Number 1 with the statement “Not important” to number 5 with the
statement “Very Important”. The weight (score) are set in each level as followed:
Very Important = 5 points, Rather Important = 4 points, Average = 3 points, Less
Important = 2 points, Not Important = 1 point

For the measurement analysis the author use mean and interval class formula to
calculate the range of information in each level as followed;

Interval class= Range (max value — min value) / Number of Interval
=(5-1)/5
=0.8

Therefore, the average score can be translating as:

Average score of 4.21 —5.00 refers to a Very Important.

Average score of 3.41 — 4.20 refers to a Rather Important.

Average score of 2.61 — 3.40 refers to an Average.
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Average score of 1.81 — 2.60 refers to a Less Important.

Average score of 1.00 — 1.80 refers to a Not Important.

Part 4. The part is SME’s Success; using 5-point Likert scale anchored by
strongly agree to strongly disagree was applied to measure the perceived success. The
items were rated by respondents on a five-point Likert scale. Question: How do you
consider about their following these action which are related to your own business
success.

Questions of SME’s Success
1. Financial Success

The owner’s capability to control cost and operating expenses.

The owner’s capability to increase the growth of profit.

The owner’s capability to increase the long term income.

2. Managerial Success

The business can be runned continually.

Employees are willing to work for business success according to their

satisfaction.

All processes of business operations can be achieved by quality standard.

3. Marketing Success
Customers’ trust on the reputations of products and services quality.
Customers’ willingness to come back to buy the product.

Customers’ trust on business honesty and integrity.
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All items were rated by respondents on a five-point Likert scale, each questions
scaled from Number 1 with the statement “Strongly Disagree” to number 5 with the
statement “Strongly Agree”. The weight (score) are set in each level as followed:
Strongly Agree = 5 points, Somewhat Agree = 4 points, Neutral = 3 points, Somewhat
Disagree = 2 points, strongly Disagree = 1 point

For the measurement analysis the author use mean and interval class formula to
calculate the range of information in each level as followed;

Interval class= Range (max value — min value) / Number of Interval
=(5-1)/5
=0.8

Therefore, the average score can be translating as:

Average score of 4.21 —5.00 refers to a Strongly Agree.

Average score of 3.41 — 4.20 refers to a Somewhat Agree.

Average score of 2.61 — 3.40 refers to a Neutral.

Average score of 1.81 — 2.60 refers to a Somewhat Disagree.

Average score of 1.00 — 1.80 refers to a strongly Disagree.

3.6. Reliability and Validity Assessment

The questionnaire has been examined within two important aspects which are
content validity and reliability to ensure that respondents have a common
understanding of questionnaire and they can answer based on fact as well as statistical

reliability of the questionnaire.
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3.6.1. Content Validity
All questions are proposed by the review from previous works and literature but

in order to ensure content validity of the questionnaire the author submitted the
questionnaire to thesis advisors and qualified experts in related field which are

1. Dr. Kriroek Pinkaeo

2. Dr. Sumetee Wongsak

3. Assoc. Prof. Dr. Suthinan Pomsuwan

To prove the consistency of questions, the author use Index of Item
Objective Congruence (I0OC) method to calculate the consistency between the

objective and content or questions and objective.

loc= £
Where :
I0C = Consistency between the objective and content
or questions and objective.
>R = Total assessment points given from all qualified
experts.
N = Number of qualified experts.

The consistency index value must have the value of 0.5 or above to be accepted.
After assessment feedback result, the questions have been chosen and adapt to
make sure that each question has the consistency index value more than 0.5.The

assessment result of this questionnaire has the total consistency index value equal to
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0.91 without any question with the value less than 0.5. See more information on
Appendix A.
3.6.2. Reliability

The researchers launch the questionnaire to 30 samples as a pilot test to examine
the reliability of the questionnaire. The reliability test for this research is processed on
computer program by using Cronbach’s alpha coefficeient.

Table 3.4: Criteria of Reliability

Cronbach’sAlpha Coefficient Reliability Level
0.80-1.00 Very High
0.70-0.79 High
0.50 - 0.69 Medium
0.30-0.49 Low

Less than 0.30 Very Low

Source: Vanitbuncha. (2003) Statistical analysis: Statistics for management and
research. Thailand: Department of Statistic Faculty of Chulalongkon
University.

If Cronbach’s alpha coefficeient is more than 0.70, the questionnaire reliability is
acceptable (Cronbach, 1951) (Olorunniwo, Hsu, & Udo, 2006). The criteria of
reliability are illustrated in table 3.4.

The value of Cronbach’s alpha coefficient of the 30 pre-test questionnaires is
0.955 within 59 items. As the result shown in table 3.5, the value of Cronbach's alpha

for corporate capabilities, entrepreneurial spirit, and SME’s success are 0.924, 0.897
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and 0.908 respectively. The value of Cronbach’s alpha coefficient of the 241
questionnaires is 0.971 within 59 items. As the result shown in table 3.6, the value of
Cronbach's alpha for corporate capabilities, entrepreneurial spirit, and SME’s success
are 0.952, 0.932 and 0.902 respectively.

According to Olorunniwo et al. (2006) the acceptable value of alpha should be
about 0.70. The overall Cronbach’s alpha coefficient value from this questionnaire is
all higher than the benchmark value of 0.70 and has the value higher than 0.90
therefore, the quality and accuracy of questionnaire is very high in reliability level and
the desirability level is excellent (Cronbach, 1951; (Olorunniwo et al., 2006). As a
result, all 59 items within 3 constructs are acceptable in this study based on the result
of alpha value.

Table 3.5: The Result of Cronbach's Alpha Test with 30 Try-out Questionnaires

Variables Cronbach’s Interpretation | Number of Item
Alpha

All Parts 0.955 Very High 59
Corporate 0.924 Very High 30
Capabilities

Entrepreneurial 0.897 Very High 20

Spirit

SME Success 0.908 Very High 9
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Table 3.6: The Result of Cronbach's Alpha Test with 241 Questionnaires

Variables Cronbach’s Alpha | Interpretation | Number of Item
All Parts 0.971 Very High 59
Corporate Capabilities 0.952 Very High 30
Entrepreneurial Spirit 0.932 Very High 20
SME Success 0.902 Very High 9

3.7. Data Collection

In this study, data used within this research comprise of two types of data which
are primary data and secondary data.
3.7.1. Primary Data

Ghauri, Grenhaug, and Kristianslund (1995) state that when using a special
technique for collecting data the collecting data can be either primary or secondary.
Bryman and Bell (Bryman & Bell, 2007) goes on by saying that primary data is
information that the researcher gathers on his own, for instance by using
questionnaires and tests. Primary Data are data received from questionnaire
instruments that has been self-administered by sample group which are customers
from SMEs that located in Bangkok. Total number of questionnaire is 385 copies
consist of customers from Restaurants 184 copies, Fast food 133 copies, Ice cream &

Bakery 38 Copies and Café&30 copies.
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3.7.2. Secondary Data

Secondary data are information that has been collected, analyzed and organized
throughout this thesis from the review of literature in related topics such as
international journal, local journal, articles, books, research and the Internet.
Secondary data refers to the data such as literature, documents and articles that is
collected by other researchers and institutions (Bryman and Bell, 2007).

3.8. Statistic for Data Analysis

In this study, statistical package for social science (IBM.SPSS) for Windows,
version 20.0, was used to analyze the data from the completed questionnaires. Two
types of data analysis were employed: descriptive analysis and multiple regression
method.

Descriptive Statistics: Analysis by using frequency and percentage to explain
demographic data which consist of gender, age, Number of employee, entry strategy
and work experience.

The study used mean and standard deviation value to explain the level of
Corporate Capabilities in VValue Chain, Entrepreneurial Spirit and SME Success from
samples group.

Using Chi-square method : To analyze the relationship between Characteristics of
Entrepreneur and SMEs Success.

Using Multiple Regression method: To analyze the influence between Corporate

Capabilities in Value Chain, Entrepreneurial Spirit to SME Success because it is a
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statistical technique that allows us to predict someone's score on one variable on the

basis of their scores on several other variables. Moreover, it will allow us to identify a

set of predictor variables which together provide a useful estimate of a participant's

likely score on a criterion variable.

Table 3.7: Statistic for Data Analysis used for Hypothesis Analyzing Process

Hypothesis 1 Statistic

Method
H1. The Characteristics of the entrepreneur positively relationship to | Chi-Square

SME Success.
H1.1. Demographic characteristics, Number of employee, Entry
strategy and Previous experience of achievement are positively Chi-Square
relationship to SME Success.

Hypothesis 2 Statistic

Method

H2. The Corporate Capabilities in Value Chain positively influence Multiple
SME Success. Regression

H2.1. Procurement, Production, Marketing, Technology, HRM, Multiple
Financial management are positively influence SME Success. Regression

Hypothesis 3 Statistic

Method

H3. The Entrepreneurial spirits positively influence SME Success. Multiple
Regression

H3.1. Ownership, Individual characteristics and Entrepreneurial Multiple

orientation are positively influence SME Success.

Regression




CHAPTER 4

RESEARCH FINDINGS AND DATA ANALYSIS

In this chapter, the author presents results of the research along with analysis of
the data collected. The analysis part is conducted by using the statistic of food SMEs
mentioned.

The results of this research will be presented within 5 parts:

Part 1: The analysis of samples of demographic data, including gender, age,
business experience, number of employee, and enter type of business is interpreted by
using frequency and percentage.

Part 2: The analysis of corporate capabilities samples, including procurement,
production, marketing, technology, financial planning, and human resource
management by using mean ( x) and standard deviation (S.D).

Part 3: The analysis of entrepreneurial spirits samples, including ownership,
individual characteristics, and entrepreneurial orientation by using mean ( x) and
standard deviation (S.D).

Part 4: The analysis of SME’s Success samples, including financial success,
managerial success, and marketing success by using mean ( x) and standard deviation
(S.D).

Part 5: The analytical results for hypothesis testing.



Symbol used for Data Analysis

X

S.D.

Adjusted R=

Beta

4.1. The Analysis of Demographic Information of Samples

Table 4.1: Frequency and Percent of samples classified by Gender.

is

mean value from samples.

standard deviation from samples.

number of samples.
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indicator of a statistically significant at 0.05 significance

level

a modification of R-square that adjusts for the number of

terms in a model.

a ratio of the departure of an estimated parameter from its

notional value and its standard error.

the estimates resulting from an analysis carried out on

independent variables that have been standardized so that

their variances are 1 (Field, 2009).

Gender Frequency Percent
Male 78 32.4
Female 163 67.6

Total 241 100.0

The majority of respondents are female with total number equal to 163

respondents (67.6%) and male 78 respondents (32.4%)



Table 4.2: Frequency and Percent of Samples Classified by Age.

Age Frequency Percent
Less than 30 128 53.1
30-35 63 26.2
36-40 27 11.2
More than 45 23 9.5

Total 241 100.0
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Most respondents age are in the range with between less than 30 years old which

equal to 128 respondents (53.1%) followed by 30-35 years old 63 respondents

(26.1%), 36-40 years old 27 respondents (11.2%), More than 45 years old 23

respondents (9.5%) respectively.

Table 4.3: Frequency and Percent of Samples Classified by Business Experience.

Experience (years) Frequency | Percent
1-3 135 56.1
4-6 50 20.7
7-10 21 8.7
More than 10 35 14.5

Total 241]  100.0

Most respondents business experiences are in the range between 1-3 years which

equal to 135 respondents (56%), followed by 4-6 years 50 respondents (20.7%), More

than 10 years 35 respondents (14.5%), 7-10 years 21 respondents (8.7%) respectively.

Table 4.4: Frequency and Percent of Samples Classified by Number of Employee.

Number of Employee Frequency Percent
Less than 10 104 43.2
10-15 63 26.1
16-20 25 10.4
More than 20 49 20.3

Total 241 100.0
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Most respondents Number of Employee is in the range with between Less than 10
employee which equal to 104 respondents (43.2%), followed by 10-15 employee
which equal to 63 respondents (26.1), More than 20 employee which equal to 49
respondents (20.3), 16-20 employee which equal to 25 respondents (10.4%)

respectively.

Table 4.5: Frequency and Percent of Samples Classified by the Mode of Business

Entering.

The mode of business entering Frequency | Percent
Self Starter-up 164 68.0
Inheritance 77 32.0

Total 241 100.0

Most respondents the mode of business entering is in the rang in Self Starter-up
which equal to 164 respondents (68.0%), followed by Inheritance which equal to 77

respondents (32.0) respectively.

4.2. The Analysis of Corporate Capabilities by using Mean ( X) and Standard
Deviation (S.D.)

The analysis and interpretation of corporate capabilities, entrepreneurial spirit and
SMEs success will use the average score to interpretation that was presented in
chapter 3 as follow:

Average score of 4.21 —5.00 refers to a Very Important.

Average score of 3.41 — 4.20 refers to a Rather Important.

Average score of 2.61 — 3.40 refers to a Average.

Average score of 1.81 — 2.60 refers to a Less Important.



Average score of 1.00 — 1.80 refers to a Not Important.
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All items were rated by respondents on a five-point Likert scale. Each questions

scaled from Number 1 with the statement “Not Important” to number 5 with the

statement “Very Important”. The weight (score) are set in each level as followed;

Very Important =5 points
Rather Important = 4 points
Average = 3 points
Less Important = 2 points

Not Important =1 point

Table 5.1: Mean ( X) and Standard Deviation (S.D.) of Procurement.

Procurement Mean Std. Interpretation
Deviation (Importance)
1. Contacting number of suppliers. 4.18 .753] Rather Important
2. Searching for convenient channels. 4.07 .845] Rather Important
3. Convenier?t transportation for delivering 411 816| Rather Important
raw material.
4. Low cost of raw material. 4.14 .923| Rather Important
5. Controlling cost of transportation. 4.12 .890 | Rather Important
6. Preparing availability of raw materials. 4.37 7751 Very Important
7. Gaining a good price. 4.18 .820| Rather Important
Total 4.17 .832] Rather Important

From the data presented in table 5.1, it was shown that most owners perceived of

procurement at the rather important level of importance ( X = 4.17, S.D. = 0.832).

Moreover, considering with each item of procurement, it was found that preparing

availability of raw materials which was perceived as the very important of importance

items ( X = 4.37, S.D. = 0.775). The other items of procurement that were perceived
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at rather important level of importance included gaining a good price ( X = 4.18, S.D.
= 0.820), contacting number of suppliers ( X = 4.18, S.D. = 0.753), Low cost of raw
material ( X = 4.14, S.D. = 0.923), controlling cost of transportation ( X = 4.12, S.D.
= 0.890), convenient transportation for delivering raw material ( X = 4.11, S.D. =
0.816), and searching for convenient channels ( X = 4.07, S.D. = 0.845),
connectively.

Table 5.2: Mean ( X) and Standard Deviation (S.D.) of Production.

Production Mean Std. Interpretation

Deviation (Importance)
1. Conducting quality assurance system. 4.31 8211 Very Important
2. Performing quality control. 4.30 .781| Very Important
3. Setting time scheduling. 4.07 .824 | Rather Important
4. Conducting spoilage control. 4.39 .849| Very Important
|5 Environn_1ent and soci_al awareness of 4.29 816| Very Important

surrounding community.

Total 4.27 .818] Very Important

From the data presented in table 5.2, it was shown that most owners perceiving of
production at the very important level of importance ( X = 4.27, S.D. = 0.818).
Moreover, considering each item of production, it was found that the topic related to
preparing conducting spoilage control was perceived as the very important of
importance items ( X = 4.39, S.D. = 0.849). The other items of production that were
perceived three items at very important level of importance and one item at rather
important of importance included, conducting quality ( X = 4.31, S.D. = 0.821),
performing quality control ( X = 4.30, S.D. = 0.781), environment and social

awareness of surrounding community ( X = 4.29, S.D. = 0.816), and setting time
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scheduling ( X = 4.07, S.D. = 0.824), connectively.

Table 5.3: Mean ( X) and Standard Deviation (S.D.) of Marketing.

Marketing Mean Std. Interpretation
Deviation | (Importance)
1. Conducting market and consumer demand. | 4.27 .785] Very Important
2. Recognizing continuity of change 4.24 7431 Very Important
3. Developing of product continuously. 431 .780] Very Important
4. Setting price. 4.34 .737| Very Important
5. Delivering service quality to customers. 4.46 .790| Very Important
6. Providing easy channel accessible. 4.29 .774] Very Important
7. Informing new and current customers. 4.32 .803| Very Important
8. C(_)ntinu_ousl_y performing and supporting 4.29 827 Very Important
relationship with customers.
Total 4.31] .780] Very Important

From the data presented in table 5.3, it was shown that most owners perceived of
marketing at the very important level of importance ( X = 4.31, S.D. = 0.780).
Moreover, considering each item of marketing, it was found that the topic related to
preparing Delivering service quality to customers was perceived as the very important
of importance items ( X = 4.46, S.D. = 0.790). The other items of marketing that
were perceived also at very important level of importance included, Setting price ( X
=4.34,S.D. = 0.737), Informing new and current customers ( X = 4.32, S.D. = 0.803),
developing of product continuously ( X = 4.31, S.D. = 0.780), Providing easy
channel accessible ( X = 4.29, S.D. = 0.774), continuously performing and supporting
relationship with customers ( X = 4.29, S.D. = 0.827), conducting market and
consumer demand ( X = 4.27, S.D. = 0.785), and recognizing continuity of change

( X =4.24,S.D. = 0.743), connectively.



134

Table 5.4: Mean ( X) and Standard Deviation (S.D.) of Technology.

Technology Mean Std. Interpretation
Deviation (Importance)

1. Using computer technology for servicing 414 831| Rather Important

customers.

2. Using co_mputer technology to contact 4.03 gag| Rather Important

and supervise employees.

3. Using social media. 4.23 9241 Very Important
Total 4.13 .868] Rather Important

From the data presented in table 5.4, it was shown that most owners perceived of

marketing at the rather important level of importance ( X = 4.13, S.D. = 0.868).

Moreover, considering each item of technology, it was found that the topic related to

preparing using social media was perceived as the very important of importance items

( X =4.23,S.D. = 0.924). The other items of technology that were perceived at rather

important level of importance included, using computer technology for servicing

customers ( X = 4.14, S.D. = 0.831), and using computer technology to contact and

supervise employees ( X = 4.03, S.D. = 0.848), connectively.

Table 5.5: Mean ( X) and Standard Deviation (S.D.) of Financial Planning.

Financial planning Mean | Std. Deviation ] Interpretation
(Importance)
1. Preparing financial plan. 4.33 .799] Very Important
2. Acquiring fund without high risk. | 4.14 .893 | Rather Important
3. Avoiding debt. 4.24 848 Very Important
Total 4.23] .846] Very Important

From the data presented in table 5.5, it was shown that most owners perceived of

financial planning at the very important level of importance ( X = 4.23, S.D. = 0.846).

Moreover, considering each item of financial planning, it was found that the topic
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related to preparing financial plan was perceived as the very important of importance
items ( X = 4.33, S.D. = 0.799). The other items of financial planning that were
perceived also at very important level of importance included, avoiding debt ( X =
4.24, S.D. = 0.848), and acquiring fund without high risk ( X = 4.14, S.D. = 0.893),
connectively.

Table 5.6: Mean ( X) and Standard Deviation (S.D.) of Human Resource

Management.

Human Resource Management Mean Std. Interpretation

Deviation (Importance)
1. Developing management skill. 4.19 .734 1 Rather Important
2. Often motivating the staffs. 4.29 7741 Very Important
3. Setting system of selection & recruitment. | 4.15 .767 | Rather Important
4.Training new employees 4.21 .889| Very Important
Total 4.21 791} Very Important

From the data presented in table 5.6, it was shown that most owners perceived of
human resource management at the very important level of importance ( X = 4.21,
S.D. =0.791). Moreover, considering each item of human resource management, it
was found that the topic related to often motivating the staffs was perceived as the
very important of importance items ( X = 4.29, S.D. = 0.774). Follow by the training
new employees is also perceived at very important level of importance ( X = 4.21,
S.D. =0.889). The other items of human resource management that were perceived
also at rather important level of importance included, developing management skill
( X =4.19, S.D. = 0.734), and setting system of selection & recruitment ( X = 4.15,

S.D. =0.767), connectively.
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Table 5.7: Mean ( X) and Standard Deviation (S.D.) of Corporate Capabilities in

Value Chain.

Corporate Capabilities in value chain

Mean

Std. Deviation

Interpretation
(Importance)

1.Total Procurement

2.Total Production

3.Total Marketing

4.Total Technology

5.Total Financial Planning

6.Total Human Resource Management
Total

4.17
4.27
4.32
4.13
4.24

421
4.22

.832
.818
.780
.868
.846

791
822

Rather Important
Very Important
Very Important

Rather Important
Very Important
Very Important
Very Important

From the data presented in table 5.7, it was shown that most owners perceived of

Corporate Capabilities in value chain at the very important level of importance ( X =

4.22, S.D. = 0.822). Moreover, considering each item of Corporate Capabilities in

value chain it was found that the topic related to Total Marketing was perceived as the

very important of importance items ( X = 4.32, S.D. = 0.780). Follow by items of

Corporate Capabilities in value chain that were perceived also at at very important

level of importance include, Total Production ( X = 4.27, S.D. = 0.818), Total

Financial Planning ( X = 4.24, S.D. = 0.846), Total Human Resource Management

( X =4.21,S.D. = 0.791). The other items of Corporate Capabilities in value chain

that were perceived at rather important level of importance included, Total

Procurement ( X = 4.17, S.D. = 0.832), and Total Technology ( X = 4.13, S.D. =

0.868), connectively.
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4.3. The Analysis of Entrepreneurial Spirit by Using Mean ( X) and Standard
Deviation (S.D.)

The analysis and interpretation of entrepreneurial spirit will use the average score
interpretation that was presented in chapter 3 as follow:

Average score of 4.21 —5.00 refers to a Very Important.

Average score of 3.41 — 4.20 refers to a Rather Important.

Average score of 2.61 — 3.40 refers to an Average.

Average score of 1.81 — 2.60 refers to a Less Important.

Average score of 1.00 — 1.80 refers to a Not Important.

All items were rated by respondents on a five-point Likert scale. Each questions
scaled from Number 1 with the statement “Not Important” to number 5 with the
statement “Very Important”. The weight (score) are set in each level as followed;

Very Important =5 points

Rather Important = 4 points

Average = 3 points

Less Important = 2 points

Not Important =1 point



Table 6.1: Mean ( X) and Standard Deviation (S.D.) of Ownership.
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Ownership Mean Std. Interpretation
Deviation | (Importance)

1.You bglleve in you'r business experience 436 689 | Very Important
for running your business.
2. You have confidence to a_ct_neve your 404 607 | Very Important
business among any competitions.
3. Yo_u trust on your pracFlcaI capability and 430 738 | Very Important
decision to start your business.
4.You Qan organize your business activities 491 713 | Very Important
appropriately.
5. You have strong intention to expand your 426 822 | Very Important
business.
6. You always recognize about business risk
and prepare a strategy for protecting your 4.22 762 | Very Important
business operation.
7. You have strong intention to generate
income and control cost for maintaining 4.36 179 Very Important
your business.

Total 4.28| 742} Very Important

From the data presented in table 6.1, it was shown that most owners perceived of

ownership at the very important level of importance ( X = 4.28, S.D. = 0.742).

Moreover, considering each item of ownership it was found that the topic related to

You believe in your business experience for running your business and generate

income and control cost were perceived as the very important of importance items

( X =4.36,S.D.=0.689), ( X =4.36,S.D. = 0.779) respectively. The other items of

ownership that were perceived also at very important level of importance included,

your practical capability ( X = 4.30, S.D. = 0.738), expand your business ( X = 4.26,

S.D. = 0.822), confidence ( X = 4.24, S.D. = 0.697), business risk and prepare a
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strategy ( X = 4.22, S.D. = 0.762), and business activities ( X =4.21, S.D. = 0.713),
connectively.

Table 6.2: Mean ( X) and Standard Deviation (S.D.) of Individual Characteristics

Individual Characteristics Mean | Std. Deviation Interpretation

(Importance)
1.Self-confidence 4.29 .768] Very Important
2.Innovative solutions 4.17 .780 | Rather Important
3.Well-prepared planning 4.26 .756] Very Important
4. New knowledge 4.37 7361 Very Important
5. New things as new direction 4.17 .725] Rather Important
6. New product 4.32 .703] Very Important
7. Exercise self-employment 4.44 .740| Very Important
8. Technology 4.35 .738| Very Important
Total 4.29 .743] Very Important

From the data presented in table 6.2, it was shown that most owners perceived of
Individual Characteristics at the very important level of importance ( X = 4.29, S.D.
= 0.743). Moreover, considering each item of Individual Characteristics it was found
that the topic related to exercise self-employment was perceived as the very important
of importance items ( X = 4.44, S.D. = 0.740). Follow by items of Individual
Characteristics that were perceived also at very important level of importance include,
New knowledge ( X = 4.37, S.D. = 0.736), Technology ( X = 4.35, S.D. = 0.738),
New product ( X = 4.32, S.D. = 0.703), Self-confidence ( X = 4.29, S.D. = 0.768),
and Well-prepared planning ( X = 4.26, S.D. = 0.756), connectively. The other items
of Individual Characteristics that were perceived at rather important level of
importance included, Innovative solutions and New things as new direction same

mean ( X =4.17, S.D. = 0.780), ( X =4.17, S.D. = 0.725) respectively.
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Table 6.3: Mean ( X) and Standard Deviation (S.D.) of Entrepreneurial Orientation

Entrepreneurial Orientation Mean Std. Interpretation
Deviation (Importance)

1. You cont_rol yourself to keep your 4.36 740| Very important
business going on
2.You ac.:cept innovation for running 4.3 737| Very Important
your business
3. Take risk 4.22 .801| Very Important
4. Proactive strategies. 4.04 .787 | Rather Important
5. Bu3|r.1ess competitive 411 807 | Rather Important
aggressiveness.

Total 4,21 74 Very Important

From the data presented in table 6.3, it was shown that most owners perceived of

Entrepreneurial Orientation at the very important level of importance ( X = 4.21, S.D.

= 0.774). Moreover, considering each item of Entrepreneurial Orientation it was

found that the topic related to You control yourself to keep your business going on

was perceived as the very important of importance items ( X = 4.36, S.D. = 0.740).

Follow by items of Individual Characteristics that were perceived also at very

important level of importance include, accept innovation ( X = 4.32, S.D. = 0.737),

and take risk ( X = 4.22, S.D. = 0.801), connectively. The other items ranked in

rather important of importance item includes, Proactive strategies ( X = 4.04, S.D. =

0.787), and Business competitive aggressiveness ( X = 4.11, S.D. = 0.807).
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Table 6.4: Mean ( X) and Standard Deviation (S.D.) of Entrepreneurial Spirit

Entrepreneurial Spirit Mean | Std. Deviation | Interpretation
(Importance)

1. Total Ownership 4,28 742 Very Important
2. Total Individual Characteristics 4.29 .743] Very Important
3. Total Entrepreneurial Orientation 4.21 7741 Very Important
Total 4.26| .753] Very Important

From the data presented in table 6.3, it was shown that most owners perceived of
Entrepreneurial Spirit at the very important level of importance ( X = 4.26, S.D. =
0.753). Moreover, considering each item of Entrepreneurial Spirit it was found that
the topic related to Total Individual Characteristics was perceived as the very
important of importance items ( X = 4.29, S.D. = 0.743). The other items of
Entrepreneurial Spirit that were perceived also at very important level of importance
included, Total Ownership ( X = 4.28, S.D. = 0.742), and Total Entrepreneurial

Orientation ( X = 4.21, S.D. = 0.774), connectively.

4.4. The Analysis of SME’s Success by Using Mean ( X) and Standard Deviation
(S.D)

The analysis and interpretation of SMEs success will use the average score
interpretation that was presented in chapter 3 as follow:

Average score of 4.21 —5.00 refers to a Strongly Agree.

Average score of 3.41 — 4.20 refers to a Somewhat Agree.

Average score of 2.61 — 3.40 refers to a Neutral.

Average score of 1.81 — 2.60 refers to a Somewhat Disagree.



Average score of 1.00 — 1.80 refers to a Strongly Disagree.
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All items were rated by respondents on a five-point Likert scale. Each questions

scaled from Number 1 with the statement “Strongly Disagree” to number 5 with the

statement “Strongly Agree”. The weight (score) are set in each level as followed;

Strongly Agree = 5 points
Somewhat Agree = 4 points
Neutral = 3 points

Somewhat Disagree = 2 points

Strongly Disagree = 1 point

Table 7.1: Mean ( X) and Standard Deviation (S.D.) of Financial Success

Financial Success Mean ] Std. Deviation ] Interpretation
1. Control cost and operating expenses| 4.36 .687 | Strongly Agree
2. Growth of profit 4.28 .748 | Strongly Agree
3. Long term income 4.29 .736 | Strongly Agree

Total 4.31 .723 | Strongly Agree

From the data presented in table 7.1, it was shown that most owners perceived of

Financial Success at the strongly agree level ( X = 4.31, S.D. = 0.723). Moreover,

considering each item of Financial Success it was found that the topic related to

control cost and operating expenses was perceived as the strongly agree level items

( X =4.36,S.D. = 0.687). The other items of Financial Success that were perceived

also at the strongly agree level included, Long term income ( X = 4.29, S.D. = 0.736),

and Growth of profit ( X = 4.28, S.D. = 0.748) respectively.
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Table 7.2: Mean ( X) and Standard Deviation (S.D.) of Managerial Success

Managerial Success Mean | Std. Deviation Interpretation
1. Runned continually 4.38 .728] Strongly Agree
2. Employees satisfaction 4.27 .752| Strongly Agree
3. Quality standard 431 .753| Strongly Agree
Total 4.32 .744] Strongly Agree

From the data presented in table 7.2, it was shown that most owners perceived of
Managerial Success at the strongly agree level ( X = 4.32, S.D. = 0.744). Moreover,
considering each item of Managerial Success it was found that the topic related to
runned continually was perceived as the strongly agree level items ( X = 4.38, S.D. =
0.728). The other items of Managerial Success that were perceived also at the strongly
agree level included, Quality standard ( X = 4.31, S.D. = 0.753), and the last one
Employees satisfaction ( X = 4.27, S.D. = 0.752), respectively.

Table 7.3: The Mean ( X) and Standard Deviation (S.D.) of Marketing Success

Marketing Success Mean Std. Interpretation
Deviation

1. Rt_eputatlons of products and services 441 743| Strongly Agree

quality

2. Customers’ willingness to come back 4.43 809 | strongly Agree

to buy the product.

3. Business honesty and integrity 4.44 .745] Strongly Agree
Total 4.43 .766] Strongly Agree

From the data presented in table 7.3, it was shown that most owners perceived of
Marketing Success at the strongly agree level ( X = 4.43, S.D. = 0.766). Moreover,
considering each item of Marketing Success it was found that the topic related to
Business honesty and integrity was perceived as the strongly agree level items ( X =

4.44, S.D. = 0.745). The other items of Marketing Success that were perceived also at
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the strongly agree level included, Customers’ willingness ( X = 4.43, S.D. = 0.809),
and Reputations of products and services quality ( X = 4.41, S.D. = 0.743)
respectively.

Table 7.4: The Mean ( X) and Standard Deviation (S.D.) of SME’s Success

SME’s Success Mean Std. Deviation Interpretation
1. Financial Success 4.31 .723| Strongly Agree
2. Managerial Success 4.32 .744| Strongly Agree
3. Marketing Success 4.43 .766| Strongly Agree
Total 4.39 744}  Strongly Agree

From the data presented in table 7.3, it was shown that most owners perceived of
SME’s Success at the strongly agree level ( X = 4.35, S.D. = 0.744). Moreover,
considering each item of SME’s Success it was found that the topic related to
Marketing Success was perceived as the strongly agree level items ( X = 4.43, S.D. =
0.766). The other items of SME’s Success that were perceived also at the strongly
agree level included, Managerial Success ( X = 4.32, S.D. = 0.744), and Financial

Success ( X = 4.31, S.D. = 0.723), respectively.

4.5. The Analytical Results for Hypothesis Testing

Table 8.1: Characteristics of Entrepreneur Influence toward SME’s Success.

Independent Variables Value Sig.

P Value
1.Gender 28.442 .099
2.Age 53.031 726
3.Business Experience 63.391 .358
4 Number of Employee 52.450 745
5.The mode of business entering 27.352 126

Pearson Chi-Square
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Dependent Variable: SME Success *Significant at .05 level

The results as shown in Table8.1, showed that all of Characteristics of
Entrepreneur which are Gender (Value=28.442, P>0.05), Age (Value=53.031,
P>0.05), Business Experience (Value=63.391, P>0.05), Number of Employee
(Value=52.450, P>0.05), and the mode of business entering (Value=27.352, P>0.05)
did not have to relationship to SME’s Success.

This finding are concluded that the hypothesis SME’s success related to Gender,
Age, Business experience, Number of employee, and the mode of business enter was
rejected.

Table 8.2: Corporate Capabilities and Entrepreneur Spirit influence toward SME’s

Success.
Independent Variables B Beta t Sig.
P Value
1.Corportate Capabilities 405 .383 6.274 .000*
2.Entrepreneurial Spirit 514 458 7.508 .000*

Dependent Variable: SME Success
Adjusted R=0.619 df: (2), (398) F:195.640 P=.000
*Significant at .05 level

The results as shown in Table 8.2 revealed that the model has a prediction power
61.9% (Adjusted R=0.619, p<0.05) of total SME Success variance. Most important
predictor variable is Entrepreneurial Spirit (3=0.458, p<0.05) which is positively

influence to SME Success. While Corporate Capabilities (f=0.383) is also found to be

significantly and positively influence to SME’s Success. The two independent
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variables (Corporate Capabilities and Entrepreneurial Spirit) were statistically
significant. According to H2 Corporate Capabilities was positively influence SME’s
Success, H3 Entrepreneurial Spirit was positively influence SME Success.
Consequently, H2, H3 were accepted because the two variables within Corporate
Capabilities and Entrepreneurial Spirit have positively influence SME’s Success.
Furthermore, results indicated that Entrepreneurial Spirit has higher influence than

Corporate Capabilities.

Table 8.3: Procurement, Production, Marketing, Technology, Financial Plan and
HRM of Corporate Capabilities influence toward SME’s Success.

Independent Variables B Beta t Sig.

P Value
1.Procurement J191) .208] 3.319 .001=
2.Production 1691 .195| 2.644 .009x
3.Marketing 245 .257| 3.334 .001*
4.Technology -.002] -.003] -.052 .958
5.Financial Planning 0951 121 1.774 077
6.Human Resource Management 067 .078] 1.131 259

Dependent Variable: SME Success
Adjusted R=0.530 df: (6), (234) F:46.173 P=.000
*Significant at .05 level

The results as shown in Table 8.3 indicated that the model has a prediction power
53.00% (Adjusted R=0.530, p<0.05) of SME’s Success. Most important predictor
variable is Marketing (f=0.257, p<0.05) which is positively influence to SME’s
Success. Procurement (f=0.208) and Production (p=0.195) were found to be

significantly and positively influence to SME Success. The three independent
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variables (Procurement, Production and Marketing) were statistically significant. The
remaining independent variables (Technology, Financial Planning and Human
Resource Management) did not influence SME’s Success at the 0.05 significance
level. From the following hypotheses; H2.1 Procurement, Production, Marketing,
Technology, Financial Plan and HRM were positively influence SME’s Success.
Results are revealed that only three dimensions were procurement, production
and Marketing were accepted accordingly to H2.1 because the three variables have
positively influence toward SME’s Success. Marketing has the highest influence
followed by Procurement and Production respectively. Whereas, Technology,
Financial Plan and HRM were rejected accordingly to H2.1 because there were did

not influences SME’s Success found among both variables.

Table 8.4: Ownership, Individual Characteristics and Entrepreneurial Orientation of

Entrepreneurial Spirit influence toward SME’s Success.

Independent Variables B Beta t Sig.

P Value
1. Ownership 2041 .205] 2.989 .003:
2. Individual Characteristics A433] .405| 5.578 .000=
3.Entrepreneurial Orientation 206 219] 3.564 .000x

Dependent Variable: SME Success
Adjusted R=0.558 df: (3), (237) F:101.804 P=.000
*Significant at .05 level

The results as shown in Table 8.4 revealed that the model has a prediction power
55.80% (Adjusted R=0.558, p<0.05) of SME’s Success. Most important predictor

variable is Individual Characteristics ($=0.405, p<0.05) which is positively influence
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to SME Success. Ownership ($=0.205) and Entrepreneurial Orientation ($=0.219)

were found to be significantly and positively influence to SME’s Success. The all

three independent variables (Ownership, Individual Characteristics, and

Entrepreneurial Orientation) were statistically significant. According to H3.1

Ownership, Individual Characteristics and Entrepreneurial Orientation were positively

influence SME’s success.

Consequently, H3.1 was accepted because the three dimensions which were

Ownership, Individual Characteristics and Entrepreneurial Orientation have positively

influence SME’s Success. Furthermore, results indicated that Individual

Characteristics has higher influence than Ownership and Entrepreneurial Orientation.

Table 8.5: Hypothesis Testing Results.

HYPOTHESIS

RESULTS

H1 Characteristics of Entrepreneur in terms of
Gender, Age, Business experience, Number of
employee, and The mode of business enter
positively relationship to SME’s Success.

Unaccepted
(Gender, Age, Business
experience, Number of
employee, and The mode of
business enter are Unaccepted)

H2 Corporate Capabilities in value chain in terms
of Procurement, Production, Marketing,
Technology, Financial planning, and Human
resource management positively influence SME’s
Success.

Accepted
(Procurement, Production, and
Marketing are Accepted)

H3 Entrepreneurial Spirit in terms of Ownership,
Individual characteristics, and Entrepreneurial
orientation positively influence SME Success.

Accepted
(Ownership, Individual
characteristics, and
Entrepreneurial orientation are
Accepted)




CHAPTER 5

DISCUSSION AND CONCLUSION

In this chapter, the study summarized the overall important aspect of this thesis
along with discussion related to the results from the research and opinions for future
related research.

The study of ‘Key Determinants for Thai Food SME’s Success in Bangkok’ is a
survey research conducted for beneficial purposes to SME’s owners and manager
related to food SME business. The result of this study can be used to improve food
SME competition, to differentiate brand apart from others and to be a guideline for
planning and adapting marketing strategy in order to comply with a shifting customers’
demands and improve quality of the service to the brand. There are three purposes of
this study.

1) To analyze the impact of Characteristics of Entrepreneur on SME Success.

2) To analyze the impact of Corporate Capabilities on SME Success.

3) To analyze the impact of Entrepreneurial Spirit on SME Success.

In this research, the study created theoretical foundation of the conceptual
framework based on similar business settings. Concept and measurement related to
characteristics of Entrepreneur, corporate capabilities, entrepreneurial spirit, and SME
success have been summarized and analyzed so as to create a conceptual framework

for this study. The interrelationship among characteristics of Entrepreneur, corporate
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capabilities, entrepreneurial spirit, and SME success have been analyzed and explored
which led to the following hypothesis.

1. The Characteristics of the entrepreneur positively influence SME Success.

1.1. Demographic characteristics, Number of employee, Entry strategy and
previous experience of achievement are positively influence SME Success.

2. The Corporate Capabilities in VValue Chain positively influence SME Success.

2.1. Procurement, Production, Marketing, Technology, HRM, Financial
management are positively influence SME Success.

3. The Entrepreneurial spirits positively influence SME Success.

3.1. Ownership, Individual characteristics and Entrepreneurial orientation are
positively influence SME Success.

Population is customers from coffee shop, fast food, restaurant, and bakery and
Ice-cream located in Bangkok. Nevertheless, the population in this study is infinite
population, therefore the author determine sample size by applying sample size
equation at confidences level of 95% and precision levels = 0.05, samples for this
study equal to 385. The study employed multi-stage sampling by using stratified
sampling and accidental sampling. As for data collection the author collected data
from owner or manager of restaurant 184 copies, fast food 133 copies, bakery &
Ice-cream 38 copies, and coffee shop 33 copies in a total number of 385 copies. By
selecting prominent area such as department store, theater and shopping complex in

Bangkok as a location for data collection process.



151

Questionnaire created by the author has been used as an instrument to collect data.
The questionnaire has been examined within two importance aspects which are
content validity and reliability. To ensure content validity of the questionnaire has
been submitted to thesis advisors and three qualified experts in related field by using
Index of Item - Objective Congruence (I0OC) method. Reliability test was processed
on computer program by using Cranach’s alpha coefficient.

Data analyzing process is processed on a computer program and presented on a
format of table of content along with description on each table. The study Descriptive
Statistics Analysis by using frequency and percentage to explain demographic and
Characteristics of the entrepreneur data. Mean and standard deviation value are used
to explain the level of Corporate Capabilities, Entrepreneurial spirits and SME
success from samples group. Chi-Square and Multiple Regression method has been
used for hypothesis testing process and generating results in accordance with purposes
of this study.

5.1. Conclusion

Data collected from 258 samples can be summarized as follow:

Part 1: The analysis of demographic information and Characteristics of the
entrepreneur of samples

The analysis of demographic information and Characteristics of the entrepreneur

indicated that the majority of samples are female age range less than 30 years old,
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business experience in 1-3 years, number of employees in less than 10, and enter in
business is Self Starter-up.

Part 2: The analysis of Corporate Capabilities, Entrepreneurial spirits, and SME
success by using mean and standard deviation

The analysis of corporate capabilities in this study consist of six dimensions
which are procurement, product, marketing, technology, financial, and human
resources management are summarized as follow; according to samples’ opinion
regarding corporate capabilities revealed the overall attitudes of owner or manager are
in very important level of importance. When analyzing in detail, production,
marketing, financial planning, and human resource management are very important
level, procurement, technology were rather important level. Topic related to
Delivering service quality to customers in Marketing is ranked with the very
important level of mean followed by availability of conducting spoilage control in
Production, preparing financial plan in Financial Planning, often motivating the staffs
in Human Resource Management, preparing availability of raw materials in
Procurement, and using social media in Technology respectively.

In Entrepreneurial spirits which ownership, Individual Characteristics, and
Entrepreneurial Orientation, the overall attitudes of samples’ opinions related to
Entrepreneurial spirits were ranked in very important level; Topic related to Exercise

self-employment in Individual Characteristics with the highest value of mean, follow
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by your business experience and strong intention to generate income in ownership,
and control yourself in Entrepreneurial Orientation respectively.

In SME success which Financial Success, Managerial Success, and Marketing
Success, the overall attitudes of samples’ opinions related to SME success revealed
the overall attitudes of owner or manager are in strongly agree level; Topic related to
Business honesty and integrity in Marketing Success with the highest value of mean,
follow by runned continually in Managerial Success, and control cost and operating
expenses in Financial Success respectively.

Part 3: The analytical results for hypothesis testing.

According to the results, there is did not influence found between characteristics
of Entrepreneur and SME Success. In addition, when analyzing in detail from each
dimension, results indicated that among the five dimensions of gender, age, business
experience, number of employees, and enter in business. All dimensions within
characteristics of entrepreneur did not influence upon SME Success.

Finding indicated a positive influence between corporate capabilities,
Entrepreneurial Spirit, and SME Success. Moreover, results revealed that value
Entrepreneurial Spirit has a higher influence than corporate capabilities.

Similarly to the information presenter above, Procurement, Production,
Marketing, Technology, HRM, Financial management are positively influence SME
Success. However, when analyzing in detail of each dimension, results shown that

among the six dimensions of corporate capabilities and SME Success, not all
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dimensions inside corporate capabilities have influence upon SME Success. Only
three dimensions which are Procurement, Production and Marketing have positive
influence SME Success. The other three dimensions (Technology, Financial Planning
and Human Resource Management) did not influence upon SME Success.

Findings also indicated the Ownership, Individual Characteristics and
Entrepreneurial Orientation of Entrepreneurial Spirit influence toward SME’s Success.
However, when analyzing in detail of each dimension, results shown that among the
three dimensions of Entrepreneurial Spirits and SME Success. All dimensions inside
corporate capabilities have influence upon SME Success, and three dimensions which
are ownership, Individual characteristics and entrepreneurial orientation have
positively influence SME Success.

5.2. Discussion

The finding was shown that demographics characteristic did not affected the Thai
food and beverage SMEs success. This finding was not related to the previous
research. This could be explained in two aspects. First, strategy and aggressive
implementation were the important factors that competitively derived the business go
well (Porter, 1985a). Therefore, it was possible to run the business successfully
without the limitations of sex, gender, business experience, and mode of business
entry. Moreover, the success in doing business would be depended on how a business
owner understand the market environments and be able to adopt business itself to

meet them (Sinclair & Tinson, 2017), but not depended on demographic
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characteristics like sex, gender and business experience. Many new start up or
younger owners were more successful than the owners who had much more business
experience (Schelfhout, Bruggeman, & Maeyer, 2016). Second, it was very easy to
access the data for learning in doing business successfully. Therefore, new owners
including prospective owners could have many channels and method to study by
themselves. These opportunities could initiate new start-up to learn in order to gain
more knowledge that would be applied to business experience, mode of business entry
and other kinds of demographic characteristic (Schelfhout et al., 2016).

Since it was found that entrepreneurial spirit and corporate capabilities positively
affected Thai food and beverage SMEs success, this findings were related to previous
researches studies by Zehir, Can, and Karaboga (2015); Kamal, Zawawi, and
Abdullah (2016); Gebhardt and Pohlmann (2013); Song et al. (2008); Kim (2006a);
and Narasimhan et al. (2001a). These findings were important to new startups who
needed to enter the Thai food and beverage business. Preparation of corporate
capabilities was the important things. However, regarding the finding of this study,
corporate capabilities that should be strongly performed were marketing; financial
planning and control, and human resource management consecutively. According to
the supports by government, training program with the collaboration with educational
institutions to develop the SMEs corporate capabilities should be recognized to
accelerate the new SMEs for their sustainable operations. Regarding the

entrepreneurial spirit, this spirit could be inborn in some people, but somehow it could
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be learnt from outsides as well (Sinclair & Tinson, 2017). This idea could support the
findings related to some people to achieve in their own business, and just starting their
business.

In summary, people could start up their own business. Being successful in Thai
food and beverage business, they should recognize about how to prepare themselves
in terms of cooperate capabilities, and learn how to be good owners by considering
about in shaping the direction, strategies, and aggressive implementation to gain
competitive advantages for sustainable survival (Porter, 1985a).

5.3. Managerial Implication

In business aspect, business owners, investors, and managers can use the results
from this study in which revealed that the major elements within Entrepreneurial
Spirit more than corporate capabilities in this study; business owners, investors, and
manager must consider the following the components as a priority focal point for
SME Success and Entrepreneurial Spirit improvement.

In Entrepreneurial Spirit, since Individual Characteristics have shown to be the
most important factor in contributing SME Success and Entrepreneurial Spirits;
consequently Exercise self-employment, New knowledge, Technology, New product,
Self-confidence, Well-prepared planning, and Innovative solutions and New things as
new direction must be taken into consideration and give priority respectively.
Moreover, Ownership element; such as your business experience and generate income

and control cost, your practical capability and decision, strong intention to expand
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your business, confidence to achieve your business among any competitions, business
risk and prepare a strategy, and business activities appropriately respectively. Then
Entrepreneurial Orientation element; such as You control yourself to keep your
business going on, accept innovation, Take risk, Business competitive aggressiveness,
and Proactive strategies respectively.

The finding from this study in which revealed that the researcher elements within
Corporate capabilities such as delivering service quality to customers in Marketing
dimension; preparing availability of raw materials in procurement dimension; and
conducting spoilage control in production are the main components that help
contributing both corporate capabilities and SME Success. Whereas, technology,
financial planning, and human resource management dimension do not have influence
upon both corporate capabilities and SME Success. Therefore; in order to SME
Success by relying on corporate capabilities; business owners, investors, and manager
must consider the following the components as a priority focal point for SME Success
and corporate capabilities improvement. Since Marketing have shown to be the most
important factor in contributing SME Success and corporate capabilities;
consequently delivering service quality to customers, setting price, conducting market
and consumer demand, recognizing continuity, developing of product continuously of
change, providing easy channel accessible, Informing new and current customers, and
continuously performing and supporting relationship with customers must be taken

into consideration and give priority respectively. Then procurement elements such as;



158

contacting number of suppliers, searching for convenient channels, convenient
transportation for delivering raw material, low cost of raw material, controlling cost of
transportation, preparing availability of raw materials, and gaining a good price
respectively. Moreover, production elements such as, conducting quality assurance
system, performing quality control, setting time scheduling, conducting spoilage
control, and environment and social awareness respectively.
5.4. Recommendation & Future Research

There is a trend that the competition of food SME’s business will become
more intense in the future and there will be more food SMEs enters the business;
therefore results of this study can be helpful and useful for the development of Thai
Food SMEs.

1. The selection of Food SME in this study has been limited only within Bangkok,
Thailand. To be beneficial for Thai Food SME’s study; future researchers could do
the data collection in more areas of Bangkok or outside Bangkok.

2. Although in my study, the dimensions within corporate capabilities such as
technology, financial planning, and human resource management do not have
influence upon SME Success; but based on Boddy (2002) and Percetakan (2011),
“financial planning, technology, and human resource management are essential for
business success”. Therefore, these three factors are still worth to be investigated in
the future studies.

3. My research results indicate that most of the owners from my surveys are
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female with an age less than 30 years old and have 1-3 years’ business experience. In
future research, the study can choose more senior owners as samples to investigate
whether this factor has positive influence on SME Success.

4. My research results indicate that the sample of the owner of Thai food SMEs,
The results of this study across different countries will be very beneficial to the food

SMESs business worldwide as well.
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Appendix A: Content Validity

Index of Item Objective Congruence (IOC) is the consistency between the
objective and content or questions and objective which can be calculate from the
formula below.

loc= £
N

Where: 10C = Consistency between the objective and content or questions

and objective.

¥ = Total assessment points given from all qualified experts.

N = Number of qualified experts.

There are 3 levels of assessment point as follow:

+1 means the question is certainly consistent with the objective of the questionnaire.
- 0 means the question is unsure to be consistent with the objective of the
guestionnaire.

- 1 means the question is inconsistent with the objective of the questionnaire.

The consistency index value must have the value of 0.5 or above to be accepted.
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Index of Item - Objective Congruence (I0C) from three experts result are as followed,;

Total | 10C Data
No.1 Expert 1 Expert 2 Expert 3 Scores E Analysis
R | N
1 0|-1]1 0|-1]1 0| -1
1 v v v 3 1.00 | Acceptable
2 v v v 2 0.66 | Acceptable
3 v v v 3 1.00 | Acceptable
4 v v 4 3 1.00 | Acceptable
5 v v v 2 0.66 | Acceptable
6 v v v 3 1.00 | Acceptable
7 v v v 2 0.66 | Acceptable
8 v v v 3 1.00 | Acceptable
9 v v v 3 1.00 | Acceptable
10 | v v v 3 1.00 | Acceptable
1 | vV v v 3 1.00 | Acceptable
12 | v v v 2 0.66 | Acceptable
13 | vV v v 2 0.66 | Acceptable
14 | v v v 3 1.00 | Acceptable
15 | v v v 3 1.00 | Acceptable
16 | vV v v 3 1.00 | Acceptable
17 | v v 4 2 0.66 | Acceptable
18 | v v v 3 1.00 | Acceptable
19 | v v v 2 0.66 | Acceptable

(Continued)
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20 | vV v 0.66 | Acceptable
21 | vV v v 1.00 | Acceptable
22 | vV v v 1.00 | Acceptable
23 | vV v v 1.00 | Acceptable
24 | vV v v 1.00 | Acceptable
25 | Vv v 0.66 | Acceptable
26 | vV v 0.66 | Acceptable
27 | vV v v 1.00 | Acceptable
28 | vV v v 1.00 | Acceptable
29 | vV v v 1.00 | Acceptable
30 | Vv v v 1.00 | Acceptable
31 | vV v v 1.00 | Acceptable
32 | Vv v v 1.00 | Acceptable
33 |V v v 1.00 | Acceptable
34 | v v 0.66 | Acceptable
3% |V v 0.66 | Acceptable
36 | vV v v 1.00 | Acceptable
37 | vV v 0.66 | Acceptable
38 | vV v v 1.00 | Acceptable
39 | vV v v 1.00 | Acceptable
40 | v v 4 1.00 | Acceptable
4 | v v v 1.00 | Acceptable
42 | v v v 1.00 | Acceptable
43 | vV v 0.66 | Acceptable

(Continued)
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44 | v v v 2 0.66 | Acceptable
45 | v v v 2 0.66 | Acceptable
46 | v v v 3 1.00 | Acceptable
47 v v v 3 1.00 | Acceptable
48 | v v v 3 1.00 | Acceptable
49 | v v v 3 1.00 | Acceptable
50 | v v v 3 1.00 | Acceptable
51 | v v v 3 1.00 | Acceptable
52 | vV v v 3 1.00 | Acceptable
53 | v v v 3 1.00 | Acceptable
54 | v v v 3 1.00 | Acceptable
5 | v v v 3 1.00 | Acceptable
56 | v v v 3 1.00 | Acceptable
57 | v v v 3 1.00 | Acceptable
58 | v v v 3 1.00 | Acceptable
5 | v v v 3 1.00 | Acceptable

loc= £

Where: IOC = Consistency between the objective and content or questions

and objective.
> = Total assessment points given from all qualified experts.

N = Number of qualified experts.
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Therefore,
10C= 43(1.00)+16 (0.66)
59
_ 5356
T
~0.91

The assessment result of questions on this questionnaire has value index of item

objective congruence (I0C) equal to 0.91 with one question that has IOC index less

than 0.5.

Appendix B: The results of Reliability testing with 30 try-out guestionnaires.

Reliability testing (All Parts)

Scale: ALL VARIABLES

Case Processing Summary

N %
Valid 30 100.0
Cases Excluded® 0 .0
Total 30 100.0
a. Listwise deletion based on all
variables in the procedure.
Reliability Statistics
Cronbach's N of
Alpha Items
.955 59
Item Statistics
Mean Std.
Deviation
PROCUREL1 4.1667 .74664 30
PROCURE2 3.9000 .88474 30
PROCURE3 4.1000 .75886 30
PROCURE4 3.9333 .86834 30




PROCURES
PROCURE®G6
PROCURE7
PRODUCAT1

PRODUCAT?2
PRODUCAT3
PRODUCAT4
PRODUCATS
MARKETING
1
MARKETING
2
MARKETING
3
MARKETING
4
MARKETING
5
MARKETING
6
MARKETING
7
MARKETING
8

TECHN1
TECHN2
TECHN3
FINANCIAL1
FINANCIALZ2
FINANCIALS3
HUMAN1
HUMAN2
HUMAN3
HUMAN4
OWNERSHIP
1
OWNERSHIP
2

3.7333
3.9667
4.0667
3.9667

4.1000
4.0000
4.0000
3.8667

3.9333

4.1000

4.0667

4.1333

4.2000

4.1333

4.3000

4.2000

3.9667
4.0333
4.0000
3.9667
4.1333
4.0333
4.0667
4.2333
4.1667
4.0667

4.2333

4.1000

.86834
92786
94443
.88992

.66176
.69481
98261
.86037

90719

71197

18492

.81931

92476

81931

.719438

76112

.80872
.71840
.87099
.66868
.62881
.92786
.69149
.62606
.69893
.78492

.62606

.60743

30
30
30
30

30
30
30
30

30

30

30

30

30

30

30

30

30
30
30
30
30
30
30
30
30
30

30

30
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OWNERSHIP
3
OWNERSHIP
4
OWNERSHIP
5
OWNERSHIP
6
OWNERSHIP
7
INDIVIDUAL
1
INDIVIDUAL
2
INDIVIDUAL
3
INDIVIDUAL
4
INDIVIDUAL
5
INDIVIDUAL
6
INDIVIDUAL
7

INDIVIDUAL
8

ENTRE1
ENTRE2
ENTRE3
ENTRE4
ENTRES
FSUCCESS1
FSUCCESS2
FSUCCESS3
MANSUCCES
S1
MANSUCCES
S2
MANSUCCES
S3

4.0667

4.0667

4.1333

3.9000

3.9333

3.9667

3.9000

3.8667

4.1000

4.0667

4.3667

4.4000

4.5667

4.3000
4.4333
4.1667
3.9333
3.8333
4.1333
3.9667
3.8667

3.9333

3.9667

4.0667

.63968

.69149

.77608

71197

.82768

.716489

.84486

.81931

71197

.86834

.55605

.67466

.56832

.65126
.56832
64772
.713968
87428
.77608
.80872
.89955

.82768

.66868

.73968

30

30

30

30

30

30

30

30

30

30

30

30

30

30
30
30
30
30
30
30
30

30

30

30
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QAKSUCCESS 4.0667 .78492 30

QAKSUCCESS 4.0333 .96431 30

QAKSUCCESS 4.0667 .90719 30

Item-Total Statistics
Scale Mean Scale Corrected Cronbach's
if ltem Variance if | Item-Total Alpha if

Deleted Item Deleted | Correlation | Item Deleted
PROCURE1 235.8000 566.993 417 .954
PROCURE2 236.0667 559.168 .536 .954
PROCURES 235.8667 562.051 549 .954
PROCURE4 236.0333 569.413 .295 .955
PROCURES5 236.2333 564.944 404 .954
PROCURE® 236.0000 551.862 .680 .953
PROCURE7 235.9000 559.955 482 .954
PRODUCAT1 236.0000 554.483 .647 .953
PRODUCAT?2 235.8667 571.706 323 .954
PRODUCAT3 235.9667 574.309 .228 .955
PRODUCAT4 235.9667 558.999 482 .954
PRODUCAT5 236.1000 562.576 467 .954
EAARKETING 236.0333 546.309 831 .952
QAARKETING 235.8667 556.947 742 .953
QAARKETING 235.9000 558.231 .634 .953
ZAARKETING 235.8333 558.144 .609 .953
QAARKETING 235.7667 555.220 .604 .953
EAARKETING 235.8333 559.247 .580 .953
MARKETING 235.6667 559.471 593 .953

7
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MARKETING
8

TECHN1
TECHNZ2
TECHN3
FINANCIAL1
FINANCIAL?
FINANCIAL3
HUMAN1
HUMAN2
HUMANS3
HUMAN4
OWNERSHIP
1
OWNERSHIP
2
OWNERSHIP
3
OWNERSHIP
4
OWNERSHIP
5
OWNERSHIP
6
OWNERSHIP
7
INDIVIDUAL
1
INDIVIDUAL
2
INDIVIDUAL
3
INDIVIDUAL
4
INDIVIDUAL
5
INDIVIDUAL
6

INDIVIDUAL
Il

235.7667

236.0000
235.9333
235.9667
236.0000
235.8333
235.9333
235.9000
235.7333
235.8000
235.9000

235.7333

235.8667

235.9000

235.9000

235.8333

236.0667

236.0333

236.0000

236.0667

236.1000

235.8667

235.9000

235.6000

235.5667

558.047

583.310
576.271
570.585
560.966
570.006
555.306
571.059
566.616
563.131
564.162

572.754

576.051

570.714

575.679

565.661

559.789

555.757

569.241

560.823

558.714

557.844

555.541

574.938

567.702

661

-.041
162
.265
662
399
599
328
516
.565
472

.308

204

.368

187

437

655

.665

344

521

594

714

637

267

442

.953

.956
955
.955
.953
954
953
.954
954
954
.954

.954

.955

954

.955

954

953

953

954

954

953

953

953

.955

954

200



INDIVIDUAL
8

ENTRE1
ENTRE2
ENTRE3
ENTRE4
ENTRES
FSUCCESS1
FSUCCESS2
FSUCCESSS
MANSUCCES
S1
MANSUCCES
S2
MANSUCCES
S3
MKSUCCESS
1
MKSUCCESS
2
MKSUCCESS
3

235.4000

235.6667
235.5333
235.8000
236.0333
236.1333
235.8333
236.0000
236.1000

236.0333

236.0000

235.9000

235.9000

235.9333

235.9000

570.179

560.023
573.154
574.097
564.240
555.154
557.799
554.966
551.197

558.723

569.862

566.783

562.093

548.340

554.162

438

711
327
253
501
642
654
.702
719

587

378

427

528

733

641

.954

.953
954
.955
.954
953
953
.953
953

953

.954

954

954

.953

953

Reliability testing (Corporate Capabilities in Value Chain)
Scale: ALL VARIABLES

Case Processing Summary

N %
Valid 30 100.0
Cases Excluded® 0 .0
Total 30 100.0

a. Listwise deletion based on all

variables in the procedure.

Reliability Statistics

Cronbach's
Alpha

N of
Items

924

30
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Item Statistics

PROCURE1
PROCURE2
PROCURE3
PROCURE4
PROCURES
PROCURE®G6
PROCUREY
PRODUCA
T1
PRODUCA
T2
PRODUCA
T3
PRODUCA
T4

PRODUCA
TS5
MARKETI
NG1
MARKETI
NG2
MARKETI
NG3
MARKETI
NG4
MARKETI
NG5
MARKETI
NG6
MARKETI
NG7
MARKETI
NG8
TECHN1
TECHN2
TECHN3

Mean

4.1667
3.9000
4.1000
3.9333
3.7333

3.9667
4.0667

3.9667

4.1000

4.0000

4.0000

3.8667

3.9333

4.1000

4.0667

4.1333

4.2000

4.1333

4.3000

4.2000

3.9667
4.0333
4.0000

Std.
Deviation
74664
.88474
.75886
.86834
.86834
92786
94443

.88992

66176

69481

98261

.86037

90719

71197

18492

81931

92476

81931

79438

76112

.80872
.71840
.87099

30
30
30
30
30
30
30

30

30

30

30

30

30

30

30

30

30

30

30

30

30
30
30
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EIINANCIA 3.9667 .66868 30
EIZNANCIA 4.1333 .62881 30
E;NANCIA 4.0333 .92786 30
HUMAN1 4.0667 .69149 30
HUMAN2 4.2333 .62606 30
HUMANS3 4.1667 .69893 30
HUMAN4 4.0667 .78492 30
Item-Total Statistics
Scale Mean Scale Corrected Cronbach's
if ltem Variance if | Item-Total Alpha if
Deleted Item Deleted | Correlation | Item Deleted
PROCURE1 117.3667 171.068 .562 921
PROCURE2 117.6333 168.723 570 .920
PROCURE3 117.4333 168.806 .670 919
PROCURE4 117.6000 174.938 .301 .924
PROCURES5 117.8000 172.097 428 .923
PROCURES 117.5667 163.220 .781 917
PROCURE7 117.4667 167.706 573 .920
:’_TODUCA 117.5667 167.426 .625 .920
_F;_I:ODUCA 117.4333 175.564 .376 .923
_F;_I;ODUCA 117.5333 177.361 257 .924
_F;_iODUCA 117.5333 167.292 .564 921
_F;_I;QODUCA 117.6667 168.851 .582 .920
MARKETI 117.6000 161.834 .864 916
NG1
MARKETI 117.4333 168.254 .749 918
NG2
MARKETI 117.4667 170.120 .580 .920
NG3
MARKETI 117.4000 170.593 .530 921

NG4
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MARKETI
NG5
MARKETI
NG6
MARKETI
NG7
MARKETI
NG8
TECHN1
TECHN2
TECHN3
FINANCIA
L1
FINANCIA
L2

FINANCIA
L3
HUMAN1
HUMAN2
HUMAN3
HUMAN4

117.3333

117.4000

117.2333

117.3333

117.5667
117.5000
117.5333

117.5667

117.4000

117.5000

117.4667
117.3000
117.3667
117.4667

167.540

168.731

169.840

171.333

181.564
178.466
172.326

170.323

176.593

167.776

176.464
173.321
171.826
172.464

.593

.620

.586

.536

.018
189
416

678

.336

581

.308
539
.561
462

920

920

920

921

928
925
923

920

923

920

924
921
921
922

Reliability testing (Entrepreneurial Spirit)

Scale: ALL VARIABLES

Case Processing Summary

N %
Valid 30 100.0
Cases Excluded® 0 .0
Total 30 100.0

a. Listwise deletion based on all

variables in the procedure.

Reliability Statistics

Cronbach's
Alpha

N of
Items

.897

20
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Item Statistics

OWNERSHI
P1
OWNERSHI
P2
OWNERSHI
P3
OWNERSHI
P4
OWNERSHI
P5
OWNERSHI
P6
OWNERSHI
P7
INDIVIDUA
L1
INDIVIDUA
L2
INDIVIDUA
L3
INDIVIDUA
L4
INDIVIDUA
L5
INDIVIDUA
L6
INDIVIDUA
L7
INDIVIDUA
L8

ENTRE1
ENTRE2
ENTRE3
ENTRE4
ENTRES

Mean Std.
Deviation

4.2333 .62606
4.1000 .60743
4.0667 .63968
4.0667 .69149
4.1333 .77608
3.9000 71197
3.9333 .82768
3.9667 .76489
3.9000 .84486
3.8667 .81931
4.1000 71197
4.0667 .86834
4.3667 .55605
4.4000 .67466
4.5667 56832
4.3000 .65126
4.4333 .56832
4.1667 64772
3.9333 .73968
3.8333 .87428

30

30

30

30

30

30

30

30

30

30

30

30

30

30

30

30
30
30
30
30
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Item-Total Statistics

OWNERSHI
P1
OWNERSHI
P2
OWNERSHI
P3
OWNERSHI
P4
OWNERSHI
P5
OWNERSHI
P6
OWNERSHI
P7
INDIVIDUA
L1
INDIVIDUA
L2
INDIVIDUA
L3
INDIVIDUA
L4
INDIVIDUA
L5
INDIVIDUA
L6
INDIVIDUA
L7
INDIVIDUA
L8

ENTREL
ENTRE2
ENTRE3
ENTRE4
ENTRE5

Scale Mean
if ltem
Deleted

78.1000

78.2333

78.2667

78.2667

78.2000

78.4333

78.4000

78.3667

78.4333

78.4667

78.2333

78.2667

77.9667

77.9333

77.7667

78.0333
77.9000
78.1667
78.4000
78.5000

Scale
Variance if
Item Deleted

65.472

67.495

64.547

65.582

62.924

60.254

58.800

62.930

59.220

61.430

61.771

60.961

66.861

62.616

65.013

61.895
65.128
65.316
62.110
59.155

Corrected
Item-Total
Correlation

.349

154

433

298

A7

182

781

485

128

.568

637

.567

245

.593

444

691
431
.350
579
.705

Cronbach's
Alpha if
Item Deleted

897
901
.895
.898
.894
.885
.884
.894
.886
891
.889
891
.899
891

.895

.888
.895
897
891
.886
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Reliability testing (SME’s Success)
Scale: ALL VARIABLES

Case Processing Summary

N %
Valid 30 100.0
Cases Excluded? 0 0
Total 30 100.0
a. Listwise deletion based on all
variables in the procedure.
Reliability Statistics
Cronbach's N of
Alpha Items
.908 9
Item Statistics
Mean Std.
Deviation
FSUCCESS1 4.1333 .77608 30
FSUCCESS2 3.9667 .80872 30
FSUCCESS3 3.8667 .89955 30
g/llANSUCCES 3.9333 .82768 30
g/IZANSUCCES 3.9667 .66868 30
g/I?’ANSUCCES 4.0667 .73968 30
EAKSUCCESS 4.0667 .78492 30
QAKSUCCESS 4.0333 96431 30
QAKSUCCESS 4.0667 .90719 30
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Item-Total Statistics

Scale Mean Scale Corrected Cronbach's

if Item Variance if | Item-Total |Alpha if Item

Deleted Item Deleted | Correlation Deleted
FSUCCESS1 31.9667 25.895 .656 .900
FSUCCESS2 32.1333 25.016 743 .893
FSUCCESS3 32.2333 24.116 .764 .891
gAlANSUCCES 32.1667 25.385 .673 .898
QAZANSUCCES 32.1333 27.499 532 .907
g/lgANSUCCES 32.0333 26.930 547 .907
EAKSUCCESS 32.0333 25.275 .733 .894
QAKSUCCESS 32.0667 23.444 .782 .890
QAKSUCCESS 32.0333 24.309 732 .894

Appendix B: The results of Reliability testing with 241 try-out questionnaires

1.Corporate Capabilities In Value Chain

Case Processing Summary

N %
Valid 241 100.0
Cases Excluded® 0 .0
Total 241 100.0

a. Listwise deletion based on all

variables in the procedure.

Reliability Statistics

Cronbach's
Alpha

N of
Items

952

30
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Item Statistics

PROCUREL1
PROCURE2
PROCURES
PROCURE4
PROCURES
PROCURE®6
PROCURE7
PRODUCA
T1
PRODUCA
T2
PRODUCA
T3
PRODUCA
T4
PRODUCA
TS5
MARKETI
NG1
MARKETI
NG2
MARKETI
NG3
MARKETI
NG4
MARKETI
NG5
MARKETI
NG6
MARKETI
NG7
MARKETI
NG8
TECHN1
TECHN2
TECHN3

Mean

4.1826
4.0788
41120
4.1369
4.1245

4.3693
41784

43112

4.2988

4.0664

4.3859

4.2905

4.2739

4.2448

4.3154

4.3444

4.4606

4.2905

4.3237

4.2946

4.1452
4.0290
4.2324

Std.
Deviation
.75268
.84534
.81643
92304
.89038
77495
.81988

.82072

718126

.82396

.84929

.81565

.78508

74318

.78005

73715

.719024

77370

.80300

.82685

.83146
.84852
92418

241
241
241
241
241
241
241

241

241

241

241

241

241

241

241

241

241

241

241

241

241
241
241
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EIINANCIA 4.3320 .79959 241
EIZNANCIA 4.1411 .89257 241
E;NANCIA 4.2448 .84793 241
HUMAN1 4.1909 73377 241
HUMAN2 4.2905 77370 241
HUMAN3 4.1535 76735 241
HUMAN4 4.2075 .88888 241
2.Entrepreneurial Spirits
Case Processing Summary
N %
Valid 241 100.0
Cases Excluded® 0 .0
Total 241 100.0
a. Listwise deletion based on all
variables in the procedure.
Reliability Statistics
Cronbach's N of
Alpha Items
932 20
Item Statistics
Mean Std. N
Deviation
(P)iNNERSHI 4.3651 .68880 241
S;N NERSHI 4.2448 .69689 241
S;N NERSHI 4.3029 .73849 241
EXVNERSHI 4.2116 .71358 241
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S;NNERSHI 4.2573 82171 241
SQNNERSHI 4.2199 76197 241
S;NNERSHI 4.3610 77887 241
:_l\llDIVIDUA 4.2905 .76830 241
:_NZDIVIDUA 4.1701 .78002 241
:_NgDIVIDUA 4.2656 .75555 241
:_N4DIVIDUA 4.3693 .73636 241
:_N5DIVIDUA 4.1701 72464 241
:_N6DIVIDUA 43237 .70343 241
:_N7DIVIDUA 4.4398 .73987 241
:_I\ISDIVIDUA 4.3485 .73802 241
ENTRE1 4.3610 74048 241
ENTRE2 4.3195 73711 241
ENTRE3 4.2241 .80078 241
ENTRE4 4.0373 78704 241
ENTRES5 4.1120 .80616 241
3.SME Success

Case Processing Summary

N %
Valid 241 100.0
Cases Excluded® 0 .0
Total 241 100.0

a. Listwise deletion based on all

variables in the procedure.
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Reliability Statistics

Cronbach's N of
Alpha Items
.902 9
Item Statistics
Mean Std. N
Deviation
FSUCCESS1 4.3568 .68712 241
FSUCCESS?2 4.2780 .74826 241
FSUCCESS3 4.2946 73621 241
g/llANSUCCES 4.3859 72776 241
gAZANSUCCES 4.2739 75257 241
g/lgANSUCCES 4.3154 .75286 241
EAKSUCCESS 4.4108 .74255 241
QAKSUCCESS 44274 .80875 241
QAKSUCCESS 4.4398 . 74548 241

4.All Parts Variables

Case Processing Summary

N %
Valid 241 100.0
Cases Excluded® 0 .0
Total 241 100.0

a. Listwise deletion based on all
variables in the procedure.
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Reliability Statistics

Cronbach's N of
Alpha Items
971 59
Item Statistics
Mean Std. N
Deviation
PROCURE1 4.1826 .75268 241
PROCURE2 4.0788 .84534 241
PROCURE3 41120 .81643 241
PROCURE4 4.1369 .92304 241
PROCURES5 4.1245 .89038 241
PROCURE®G 4.3693 77495 241
PROCURE7 41784 .81988 241
PRODUCAT1 4.3112 .82072 241
PRODUCAT?2 4.2988 78126 241
PRODUCATS3 4.0664 .82396 241
PRODUCAT4 4.3859 .84929 241
PRODUCAT5 4.2905 .81565 241
EAARKETING 42739 .78508 241
QAARKETING 4.2448 74318 241
g/lARKETING 4.3154 .78005 241
ZAARKETING 4.3444 73715 241
g/l ARKETING 4.4606 .79024 241
EAARKETING 4.2905 77370 241
;/l ARKETING 4.3237 .80300 241
gAARKETING 4.2946 .82685 241
TECHN1 4.1452 .83146 241
TECHN2 4.0290 .84852 241
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TECHN3
FINANCIAL1
FINANCIAL?Z
FINANCIAL3
HUMAN1
HUMAN2
HUMANS3
HUMAN4
OWNERSHIP
1
OWNERSHIP
2
OWNERSHIP
3
OWNERSHIP
4
OWNERSHIP
5
OWNERSHIP
6
OWNERSHIP
7

INDIVIDUAL
1
INDIVIDUAL
2
INDIVIDUAL
3
INDIVIDUAL
4
INDIVIDUAL
5
INDIVIDUAL
6
INDIVIDUAL
7
INDIVIDUAL
8

ENTRE1
ENTRE?2

4.2324
4.3320
41411
4.2448
4.1909
4.2905
4.1535
4.2075

4.3651

4.2448

4.3029

4.2116

4.2573

4.2199

4.3610

4.2905

4.1701

4.2656

4.3693

4.1701

4.3237

4.4398

4.3485

4.3610
4.3195

92418
.79959
.89257
.84793
13377
77370
16735
.88888

.68880

.69689

.73849

.71358

82171

716197

77887

.76830

.78002

.15555

.73636

12464

.70343

.713987

.73802

.74048
73711

241
241
241
241
241
241
241
241

241

241

241

241

241

241

241

241

241

241

241

241

241

241

241

241
241
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ENTRES3 4.2241 .80078 241
ENTRE4 4.0373 .78704 241
ENTRES 41120 .80616 241
FSUCCESS1 4.3568 .68712 241
FSUCCESS?2 4.2780 74826 241
FSUCCESS3 4.2946 73621 241
g/llANSUCCES 4.3859 72776 241
gAZANSUCCES 42739 75257 241
g/ISANSUCCES 4.3154 .75286 241
SAKSUCCESS 4.4108 .74255 241
QAKSUCCESS 44274 .80875 241
QAKSUCCESS 4.4398 .74548 241
Appendix C: The frequency and percentage
Statistics
GENDE | AGE EXPERIEN | EMPLOY | HOWT
R CES EE 0]
Valid 241 241 241 241 241
Missing 0 0 0 0 0
GENDER
Frequenc | Percent Valid Cumulative
y Percent Percent

MALE 78 324 324 324
Valid EEMAL 163 67.6 67.6 100.0

Total 241 100.0 100.0
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EXPERIENCES

Frequenc | Percent Valid Cumulative
\Y Percent Percent
1-3 135 56.0 56.0 56.0
4-6 50 20.7 20.7 76.8
valid ;éORE . 21 8.7 8.7 85.5
35 14.5 145 100.0
10
Total 241 100.0 100.0
EMPLOYEE
Frequenc | Percent Valid Cumulative
y Percent Percent
Less than 10 104 43.2 43.2 43.2
10-15 63 26.1 26.1 69.3
valid i/?ggE . 25 10.4 10.4 79.7
49 20.3 20.3 100.0
20
Total 241 100.0 100.0
HOWTO
Frequenc | Percent Valid Cumulative
y Percent Percent
Self 164] 680 68.0 68.0
Starter-up
Valid INHERITAN 77l 320 32.0 100.0
CE
Total 241 100.0 100.0
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Appendix D: The Mean and Standard deviation

Part 1. The Mean and Standard deviation of Corporate Capabilities

1.Procurement

Descriptive Statistics

N Mean Std.
Deviation
PROCURE1 241 4.1826 .75268
PROCURE2 241| 4.0788 .84534
PROCURE3 241 4.1120 .81643
PROCURE4 241 4.1369 92304
PROCURES5 241 4.1245 .89038
PROCURESG6 241| 4.3693 77495
PROCURE7 241 4.1784 .81988
valid N 241
(listwise)
2.Production
Descriptive Statistics
N Mean Std.
Deviation
PRODUCAT1 241 4.3112 .82072
PRODUCAT?2 241| 4.2988 78126
PRODUCAT3 241 4.0664 .82396
PRODUCAT4 241 4.3859 .84929
PRODUCATS5 241 4.2905 .81565
valid N 241
(listwise)
3.Marketing
Descriptive Statistics
N Mean Std.

Deviation
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MARKETING

1 241) 4.2739 .78508
SAARKETING 241 4.2448 .74318
QAARKETING 241 4.3154 .78005
ZAARKETING 241 4.3444 73715
EAARKETING 2411 4.4606 .79024
QAARKETING 2411 4.2905 77370
g/l ARKETING 241 4.3237 .80300
gAARKETING 2411 4.2946 .82685
V_alld_N a1

(listwise)

4.Technology

Descriptive Statistics
N Mean Std.
Deviation

TECHN1 241] 4.1452 .83146
TECHN2 241 4.0290 .84852
TECHNS3 241 4.2324 92418
valid N 241

(listwise)

5.Financil planning

Descriptive Statistics
N Mean Std.
Deviation

FINANCIAL1 241 4.3320 79959
FINANCIAL2 2411 4.1411 .89257
FINANCIAL3 241 4.2448 .84793
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Valid N
(listwise)

241

6.HRM (Human Resource Management)

Descriptive Statistics

N Mean Std.
Deviation

HUMAN1 2411 4.1909 13377
HUMAN?2 241 4.2905 177370
HUMAN3 241 4.1535 716735
HUMAN4 241 4.2075 .88888
V-E1|Id.N a1

(listwise)

Part2. The Mean and Standard Deviation of Entrepreneurial Spirits

1.0wnership
Descriptive Statistics
N Mean Std.
Deviation

?WNERSHIP 241| 4.3651 .68880
SWNERSHIP 241 4.2448 .69689
SWNERSHIP 241 4.3029 .73849
SWNERSHIP 241 4.2116 .71358
?WNERSHIP 241| 4.2573 82171
SWNERSHIP 241 4.2199 76197
?WNERSHIP 241 4.3610 77887
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Valid N
(listwise)

241

2.Individual Characteristics

Descriptive Statistics

N Mean Std.
Deviation
IlNDIVIDUAL 241 4.2905 .76830
|2NDIVIDUAL 241 4.1701 .78002
;NDIVIDUAL 241 4.2656 .75555
LNDIVIDUAL 241 4.3693 .73636
I5NDIVIDUAL 241 4.1701 72464
:BNDIVIDUAL 241 4.3237 .70343
;NDIVIDUAL 241| 4.4398 .73987
;NDIVIDUAL 241 4.3485 .73802
V_alld_N 241
(listwise)
3. Entrepreneurial Orientation
Descriptive Statistics
N Mean Std.
Deviation
ENTRE1 241| 4.3610 .74048
ENTRE2 241 4.3195 73711
ENTRE3 241 4.2241 .80078
ENTRE4 241 4.0373 .78704
ENTRES 241 4.1120 .80616
Valid N a1

(listwise)
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Part3. The Mean and Standard Deviation of SME Success

1.Financial Success

Descriptive Statistics

N Mean Std.
Deviation
FSUCCESS1 241| 4.3568 68712
FSUCCESS2 241 4.2780 74826
FSUCCESS3 241 4.2946 73621
validN 241
(listwise)
2.Managerial Success
Descriptive Statistics
N Mean Std.
Deviation
g/llANSUCCES 241 4.3859 A2776
g/IZANSUCCES 241 4.2739 15257
MANSUCCES 241 4.3154 75286
S3
valid N 241
(listwise)
3.Marketing Success
Descriptive Statistics
N Mean Std.
Deviation
EAKSUCCESS 241 4.4108 14255
QAKSUCCESS 241 4.4274 .80875
g/IKSUCCESS 241 4.4398 714548
Valid N a1

(listwise)
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Appendix E:Hepothesis Testing

Chi-Square

Characteristics of Entrepreneur influence toward SME’s Success.

1.Gender
Chi-Square Tests
Value df Asymp. Sig.
(2-sided)
Pearson Chi-Square 28.442° 20 .099
Likelihood Ratio 31.330 20 .051
Linear-by-Linear 1.375 1 241
Association
N of Valid Cases 241

a. 23 cells (54.8%) have expected count less than 5. The
minimum expected count is .32.

2.Age
Chi-Square Tests
Value df Asymp. Sig.
(2-sided)
Pearson Chi-Square 53.031° 60 726
Likelihood Ratio 62.941 60 373
Lmear_-by-Llnear 5 239 1 135
Association
N of Valid Cases 241

a. 69 cells (82.1%) have expected count less than 5. The
minimum expected count is .10.

3.Business Experience

Chi-Square Tests

Value df Asymp. Sig.
(2-sided)
Pearson Chi-Square 63.391° 60 .358
Likelihood Ratio 59.058 60 510
Lmear'-b}/-Llnear 373 1 541
Association
N of Valid Cases 241
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a. 70 cells (83.3%) have expected count less than 5. The
minimum expected count is .09.

4.Number of Employee

Chi-Square Tests

Value df Asymp. Sig.
(2-sided)
Pearson Chi-Square 52.450° 60 745
Likelihood Ratio 61.435 60 424
Linear-by-Linear 1.637 1 201
Association
N of Valid Cases 241

a. 69 cells (82.1%) have expected count less than 5. The
minimum expected count is .10.

5.The mode of business entering

Chi-Square Tests

Value df Asymp. Sig.
(2-sided)
Pearson Chi-Square 27.352° 20 126
Likelihood Ratio 28.026 20 109
Lmear_-by-Llnear 5.607 1 018
Association
N of Valid Cases 241

a. 23 cells (54.8%) have expected count less than 5. The

minimum expected count is .32.

Multiport regression

1.Corporate Capabilities and Entrepreneurial Spirits toward to SME Success

Variables Entered/Removed?

Mode

Variables
Entered

Variables
Removed

Method
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TotalEntrepr
eneurialSpiri

t,

Sb

TotalCorpora
teCapabilitie

.| Enter

a. Dependent Variable: Total SMESuccess
b. All requested variables entered.

Model Summary
Mode R R Square | Adjusted R | Std. Error of
| Square the Estimate
1 .789° 622 619 .34452

a. Predictors: (Constant), TotalEntrepreneurialSpirit,
TotalCorporateCapabilities

ANOVA?®
Model Sum of df Mean Sig.
Squares Square
Segress'o 46.442 2|  23.221]|195.640] .000°
1 Residual 28.249 238 119
Total 74.691 240
a. Dependent Variable: TotalSMESuccess
b. Predictors: (Constant), TotalEntrepreneurialSpirit,
TotalCorporateCapabilities
Coefficients®
Model Unstandardized | Standardiz t Sig.
Coefficients ed
Coefficien
ts
B Std. Beta
Error
(Constant) 445 199 2.233] .026
TotalCorporateCap 405 065 383| 6.274] 000
1 abilities
TotalEntrepreneuri 514 .068 458| 7.508| .000
alSpirit
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a. Dependent Variable: Total SMESuccess

Collinearity Diagnostics®

Mode Dimensio | Eigenval | Condition Variance Proportions
' n ue Index | (Constan | TotalCorpo | TotalEntrep
t) rateCapabil | reneurialSp
ities irit
1 2.988 1.000 .00 .00 .00
1 2 .008 18.812 97 18 .07
3 .003 29.515 .03 .82 .93

a. Dependent Variable: TotalSMESuccess

2. Procurement, production, marketing, technology, financial, and HRM and SME

Success

Variables Entered/Removed?

Mode
I

Variables
Entered

Variables
Removed

Method

TotalHuman
ResourceMa
nagement,
TotalTechnol
0gy,
TotalProcure
ment,
TotalFinanci
alPlanning,
TotalProduct
ion,

TotalMarketi

ng®

.| Enter

a. Dependent Variable: TotalSMESuccess
b. All requested variables entered.

Model Summary

Mode R R Square | Adjusted R | Std. Error of
| Square the Estimate
1 .736° 542 530 .38230
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a. Predictors: (Constant),
TotalHumanResourceManagement, TotalTechnology,
TotalProcurement, TotalFinancialPlanning,
TotalProduction, TotalMarketing

226

ANOVA?
Model Sum of df Mean F Sig.
Squares Square
Regression 40.490 6 6.748] 46.173 .000°
1 Residual 34.201 234 146
Total 74.691 240

a. Dependent Variable: TotalSMESuccess
b. Predictors: (Constant), TotalHumanResourceManagement, TotalTechnology,

TotalProcurement, TotalFinancialPlanning, TotalProduction, TotalMarketing

Coefficients?

Model Unstandardized Standardiz t Sig.
Coefficients ed
Coefficient
S
B Std. Error Beta
(Constant) 1.104 .202 5.478 .000
TotalProcurement 191 .057 2081 3.319 .001
TotalProduction .169 .064 1951 2.644 .009
TotalMarketing .245 .073 .257] 3.334 .001
1 TotalTechnology -.002 .040 -003| -.052 .958
;Zta'F'nanc'alplann 095 053 121| 1774|077
ZSZL:;:;":EESOWC 067 059 o78| 1.131| 250

a. Dependent Variable: Total SMESuccess

Collinearity Diagnostics®
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Model | Eige [ Con Variance Proportions
Dime | nvalu | diti | (Const | Total | Total | Total | Total | Total | TotalHum
nsion e on | ant) [Procu| Prod | Market| Technol | Financ | anResourc
Inde reme | uctio | ing ogy |[ialPlan|eManagem
X nt n ning ent
1 6.93(1.00 .00( .00 .00 .00 .00 .00 .00
2 018|194 .00 .01 .01 .01 97 .04 .00
3 0141219 J4( .00 .02 .00 .02 .16 .02
14 .009|28.0 05 .84 .12 .02 .00 .01 .09
5 .009|28.2 A3 .10 .02 .01 .01 .69 .30
6 .007]30.5 03| .01 .43 .05 .01 .08 57
7 .005]38.4 04| .02] .40 .92 .00 .01 .02

a. Dependent Variable: TotalSMESuccess

3.0wnership, Individual Characteristics, and Entrepreneurial Orientation and SME

Success

Variables Entered/Removed?

Mode

Variables
Entered

Variables
Removed

Met

hod

TotalEntrepr
eneurialOrie
ntation,
TotalOwners
hip,
TotalIndivid
ualCharacteri
stics”

.1 Ente

r

a. Dependent Variable: TotalSMESuccess
b. All requested variables entered.

Model Summary

Mode R R Square | Adjusted R | Std. Error of
| Square the Estimate
1 .750° 563 558 37107

a. Predictors: (Constant), TotalEntrepreneurialOrientation,
TotalOwnership, TotallndividualCharacteristics
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ANOVA?
Model Sum of df Mean F Sig.
Squares Square
Regression 42.058 3 14.019] 101.814 .000°
Residual 32.633 237 138
Total 74.691 240

a. Dependent Variable: TotalSMESuccess
b. Predictors: (Constant), TotalEntrepreneurialOrientation, TotalOwnership,
TotallndividualCharacteristics

Coefficients?

Model Unstandardized Standardize t Sig.
Coefficients d
Coefficient
S
B Std. Error Beta
(Constant) .749 .208 3.606 .000
TotalOwnership 204 .068 205 2.989 .003
p  TotlindividualChar 433 078 405| 5578|000
acteristics
gcr’it::]'tzarlti;enprene“”a' 206 058 219] 3564 000

a. Dependent Variable: TotalSMESuccess

Collinearity Diagnostics®

Mo Dime | Eigen [ Cond Variance Proportions
del nsion | value | ition | (Cons | TotalOw | TotallndividualC | TotalEntrepreneuri
Inde | tant) | nership haracteristics alOrientation
X
1 3.980(1.000| .00 .00 .00 .00
1 2 .010(19.62 .92 .04 01 18
3 007 (2457 .05 37 .06 .75
4 .004(33.55 .03 .59 93 .07

a. Dependent Variable: TotalSMESuccess
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Appendix F: Questionnaire for SMEs (English)

(Small and Medium-size Enterprise) Survey

Direction: This questionnaire will be used for a thesis by a graduate student of
Master of Administration Business, International Program at Bangkok University. It is
a part of BA600 “Master Degree Thesis” in order to examine and identify what
aspects within Characteristics of Entrepreneur; Corporate Capabilities in Value Chain;
Entrepreneurial Spirit that have positive relationship to SME’s Success.

The questionnaire is composed of 4 parts: Characteristics of Entrepreneur;
Corporate Capabilities in Value Chain; Entrepreneurial Spirit; and SME’s Success
Questionnaires.

Section-A: Characteristics Of Entrepreneur

Instruction: Please for mark ( v ) the answer mostly related to you.

1. Gender: O Male O Female
2. Age:OLessthan30 0O30-35 [O36-40 0O Over45

3. How long have you been running your enterprise:
O 1-3years [ 4-6years [7-10years [ Over 10 years

4. Size of Enterprises by number of Employee:
O Lessthan 10 [0 10-15 [O16-20 0O More than 20

5. How do you enter into your present business:
O Self Starter-up O Inheritance

Section B: Corporate Capabilities in Value Chain

Instruction: Please mark (v") for the answer mostly related to your opinion.
Questions: How are these following capabilities important to your business success?
5= Very important

4= Rather important



3= Average
2= Less important

1= Not important
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Corporate Capabilities In Value chain

Level of
Importance

41312 |1

1.Procurement

Contacting number of suppliers that can afford raw
materials as needed.

Searching for convenient channels to order materials from
suppliers.

Using convenient transportation for delivering raw
material.

Bewaring of low cost of raw material.

Controlling cost of transportation for delivering raw
material.

Preparing availability of raw materials as needed.

Gaining a good price when negotiating to buy materials
with suppliers.

2. Production

Conducting quality assurance system for quality
assessment of raw material.

Performing quality control of processing system in
production.

Setting time scheduling of processing system in
production.

Conducting spoilage control and contamination system.

Manufacturing the product with environment and social
awareness of surrounding community.

3.Marketing

Conducting market and consumer demand surveys before
launching the new products/services.
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Recognizing continuity of change for new marketing
strategies.

Developing of product continuously.

Setting price which is related to product/service quality.

Delivering service quality to customers.

Providing easy channel accessible for customers.

Informing new and current customers when launching the
new products into the market.

Continuously performing and supporting relationship with
surrounding community to retain customers.

4.Technology

Using computer technology for servicing customers.

Using computer technology to contact and supervise
employees.

Using social media, such as facebook, line, to introduce
the product and your business.

5.Financial planning and control

Preparing financial plan for running business.

Acquiring fund without high risk.

Avoiding debt that will be troubling the business financial
status.

6.Human Resource Management and Development

Developing management skills in the Enterprise Resource
Planning.

Often motivating the staffs for improving their work
performance.

Setting system of selection & recruitment for having the
right experienced person.

Training new employees for better practice in business.




Section C: Entrepreneurial Spirit

Instruction: Please mark (v") for the answer mostly related your opinion.
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Questions: How do you consider yourself about these following when you running

your business?
5= Very important
4= Rather important
3= Average
2= Less important

1= Not important

Entrepreneurial Spirit

Level of
Important

1.0wnership

4

3

2|1

You believe in your business experience for running your
business.

You have confidence to achieve your business among any
competitions.

You trust on your practical capability and decision to start
your business.

You can organize your business activities appropriately.

You have strong intention to expand your business.

You always recognize about business risk and prepare a
strategy for protecting your business operation.

You have strong intention to generate income and control
cost for maintaining your business.

2. Individual Characteristics

You are a self-confidence person who always tries to
make the things better.

You can contribute innovative solutions to solve your
business problems by yourself.

You prefer well-prepared planning by yourself with a clear
agenda and time management.
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e You always search new knowledge for business
development by yourself.

e You always recognizes about new things as new direction.

e You always wants new product to serve customer’s needs.

e You are willing to exercise self-employment.

e You are willing to adopt technology and use it for business
operation.

3. Entrepreneurial Orientation

e You control yourself to keep your business going on.

e You accept innovation for running your business.

e You recognize to take risk in order to accept up your
business.

e You run your business with proactive strategies.

e You trust to makes your business competitive
aggressiveness.

Section D: SME’s Success

Instruction: Please mark (v") for the answer mostly related your opinion.

Question: How do you consider about their following these action which are related to

your own business success.
1 = strongly disagree
2 = Rather disagree
3 = Average
4 = Rather agree

5 = strongly agree

SME’s Success

Level of
Opinion

4

3

2
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1.Financial Success

® The owner’s capability to control cost and operating expenses.

® The owner’s capability to increase the growth of profit.

® The owner’s capability to increase the long term income.

2.Managerial Success

® The business can be runned continually.

® Employees are willing to work for business success according
to their satisfaction.

® All processes of business operations can be achieved by
quality standard.

3.Marketing Success

® (Customers’ trust on the reputations of products and services
quality.

® (Customers’ willingness to come back to buy the product.

® (Customers’ trust on business honesty and integrity.

End of Question

Thank you for your cooperation!
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Appendix F: Questionnaire for SMEs (THAI)

LuudaUnIN 1Nad1529550adL1ans

ALLLEUN:
wuusaunNisavinduliialdifudayadimsunisininarfinusvanindns lund
NFNIUINITTINAIUNTUNS UANFATUINUITIH UNIINLIRLNFTINW
Toafludrunitvaatnisfnelusiedan BAG0O “Inaniinusumntiondin”
dayaii ldazin 4 un1snsradauLazssuinfiuinnatiuiadfuaudn s an
zaavrlsenaunig

AMNENNTaavaNANS U TEYaALaInA U IR Ussnaun1g

NiANuFNRUSIBILINAUAMNEILSIVaNGS A FDNE

wuudauaNiiliataanu 4 U Aa Aauanaisianizuadnilsznaunis
AMNFENTITaIavaNANS TuUN TENaAT Induauranaavpilsnaunisg

wazaudgauavssiaaddud

d7u N AanTULIaNITIaINYSEnaUN1S

Adv: TUsavinie3asung (v ) avludinaviiiisdaviudivinuuniige
6. LW O ai1a O v
7. @ Owvaanin 301 0O30-351 0O36-401 O wu1nnin 451

8. vinudsenaufanisuauIuin’lawan

01-31 O04-6107-101 Owuinnin1017
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9. WUIRUDINAINIT ITNFIUIUNILAITU:

O dasnin 10 An O 10-15 Aau O 16-20 Aan O u1nni1 20 au

10. vinutgiuvingsnanvinag luilaqiiu leatinvls

O Busuvingsfamiasiay O Suiunaafiianisun

d7U U A NdEINISavaIANS T LaNan

Adv: TUsavinie3asvang (V)
a\‘l‘lummauﬁLf"im‘ﬁmﬁummﬁmﬁu‘uammmnﬁam
A10%: ANENnsasia ldfaudrdgdaninudisanivgsiauasvinuatngls
5 =&1Auuin
4 = dauainvadAny
3 = dfgyunane
2 = drAquiae

1="lid Ay

AMNFEITnUavaIANS UV 1eyadA srauAINdIAEY

v v 51413
1. AUEINITATUNITIAUN

2

1

e JuuNInUMAAsa Ll FIduIT0IAUIINaAL I lenuAIY

HavN15

e LUAWUITAIN NI NNTURNTINIINHIANN

a

e ‘laAdn1spuudindzainlun1sandeingnu

3

e uasunuInnAUladluszausn
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o AuANAUNUAIIURIN 1T IUN15IAFInnAY

2. AMNAMNISAFUNTITHER

InTiliscuvlssnuaaninadinsulssiliuaauninaavingfu

ANTUNISINDAILUANATLATNUDYSEULSEUIANANITNER

ANMUANIFINLIAIEIMS UL SzIaNaN 1S NAR

AnTilssuuaruqunisiidauasnisduilau

WNARNANNUN IAEATITNAILINADULAEANATEUUNTNINEN

AN (Social Awareness) UavnuTUNDE 1AL

3. AMUAINITAATUNITAAA

Anllin1sd1513AusaINTUANRAIALAC LS TNARAUILUN

NARAUI/UGN15 IMaangnana

stvAausiatiiavaasnslasundasinarinunldds19nagns

NAUNIINITNATA

WENUINARN UNDEINNGIaLTia

M1 TidanAdavUALNINUDINANN U /UFNS

donavuuzn1anlinasn g TiAgnan

InvngavnvlignAadnfigsna lalaadne

v
[%

wNlinmvgnAtlnluazgnatilagiiunsuliainisuinanio

u




238

N lniaangnan

o d5uardvldIuAINFNNUSAUTNTUIRtTaUat DL TD LN

a5n¥1gnA Ly

4. aNdNsasIuaTulal

o ‘ldmaTulatinauninailunisliuanisgnan

e dinalulaiinauiieaslunisfiasaazAinuguaniiniiu

o fFadenn tau wmdin o

TunrsuusiIWAnAUNLaEg5NAUDIA 0

5. ﬂ'ﬂlli’ﬁll'ﬁﬂﬁ'}uﬂ']‘i'.’l'I\'lI.lNuI.l.a::ﬂ'J]JﬂJJﬂﬁ‘iI.:'l'LI.

e JavinununIsIULNalEluN156TIUGIA

e  JnIuNuN lifiaNuLFaNFY

e UANLRLINISATNULNIZVINDEdD UENINISIUBDI55ANT]

uu

6. AMNFINITAFTUNITUINITIANSUALNRIUMSNEINTYARINS

e  WAUINNBLNI5IANISLND TL LUNITIIILHNUNSNEINTDIANS

o naziulinlniulSulgenanisUfiseruuavaulifiduaciia

da

o JnhvilisruunisAadanuardssuintineutialiindvyaaa

Nisrduntanlgylaasinamuncau

e AnausunwinuuluiiiaaaTidfiisiun1gsnladdu

d2u A Induaauuadnsznaunis
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Adv: TUsavinie3asuang (v)
avludnaufiiAsadaiuanudaiiuaasituanniign
A0 lunissniiugsiauavanl
ﬂm‘lﬁmmmﬁmﬁuﬁaLaq‘LuLLduusialﬂﬁaaiﬁq”ls
5 = dAgun
4 = AaudvaAny
3 = dAgyuna

2 = drAquriae

1="ligdAgy
Indgyeyrausavsenaunis srAuANE
Aty
5(413|2|1

1. autuidr e

e AmuTaINUsEdUNITAININgINIVAIAREINTOUNN T TuN

19111550916

e AnIUlAINIzANTUSIA AR LIRS

e AaiFaNuluaudmisalazrnIsanaulINtad laadeuatn

AUIULBUAUYINGINAVDIAULDY

e AOLFINTISOUIUITIANISAINTTUNINGIAIUDIAN I EiNLM

Nzdu

e AnlAMNAVTITULTINANTULNLFIAIVAIAL
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e ADINAIAUAMULTDININGIAI IALFUALALIONTINIAVINNREN

sinalnilavnissiiugsiavavan 1iudn

e AUIANMUAITIDULINNAINALATI957 TALAZATLANFT U UL

Wasnu15503 17

2. ANBAULIANIEAIUIYAAA

o AnuTuauniautulaludiaaiasnaiauvinlideeng o

Adiuatiaua

e ArudAMITOUTIAINAL TN 9

WauAilogurlugsiauavanr lasaaniiay

e AMUYAUNILIUNUFIAINTNSIeFTaUNTUNTUDENFsE

AULAY IRETN192LLazN19U3 KIS AT NTALAU

e AOUINLAINUIANNS TuRNDUNIWUIGIAITILADvDLL

dua

o AauinuaviuFelui q Munen19lulluigegsnaleaidua

e Aauingiavn1TUINARAUN TrNNNFdUaIRaUAIINADINISUD

JIgnAatLildua

e AauANlINILVINGIAIFIUMN

a

o Anufiulanvzaansumaluladiaziiulglunissingsa

3. majaniuaudlugilsznaunns (Entrepreneurial Orientation)
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e AaiAUANAILaVNa TS AVavAtusLiiusa 1U 16

e AngaNSUUINNTINADUNN T Tun15ALTUESAVaIA

o AmuINFavaaNEENINaTYSsN VAL lASUN1S8aNSY

o AauANiugsNAnaldnagnsigegn

e AouFaNUINTVINIGIAVAVAUFINSALNGUAUAU 16

gt lutgegn

d2u ¥: AudSvuavgshaladadidy

A Tdsavinta3avuang (V')

avludisaunifardaviuaNuAAALTaNNIUNINNFR

ANDN:

AauAndINIsnazvinga lliliAaadaviualudianvgsiauavqauuiniaaud luu

1 = hiiuar8a819u1n

2= @audv luuiusae

3 = Rusngdaunans

4 = AU NRURNDE

5 = LRURAIEDLINNIN

AMNASIUDNgsAAHEUD

SEAUAINNAALTU

1. ANAN5IHIUNISIIU

5

4

3

2

1

®  AluFANITaUadIIUaNFINTUNITAILANGUNULAsA TN

UAITANLUIU
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® ANNdNITYaIINUaN55ATuNSVINTTINaA lsundiu

® AluFANIsnUavLIIvaIssAATUNTISIANS e 1A Tuszazan

2. AMNAISIAIUNISUZUISIANNS

® dusantiiugsnaleadvsiatiiay

o wilnvudulavinuiialgsiadscduarnudisainsizwa’lan

LVINTULL

® NN AATAUNTEUIUNITNINETAIMINUA TARTUNINTFTIUATUR

UNIN

3. AUAEI/MMUNITAAN

o aAululavavgnANlisiadtaldeNaIUALNINUDINANAUNILAE

UANIFAN 9

®  ANULANTIVANYNAINILAIVUNTONANAUNDN

o anulinlavavanAniisianudadaduarnisiiniialunanas

350Ua550

QUUVVFBLONIN

YavavAail a2 s udana uyyaaral a




Name — Last name:

Address:

Email:

Contact number:

Educational Background:

243

BIODATA

Shengtao Yu
4-1-1404, Guang shun hou Modern City, Jian xin li
Zone 2, Hai gang Area, Qin Huang Dao City, He Bei
Province, The People’s Republic of China.
328905438@qqg.com
+86-18603357177
Bachelor of Arts (Business English)

Bangkok University.
Master of Business Administration (English Program)

Bangkok University.



Bangkok University

License Agreement of Dissertation/Thesis/ Report of Senior Project

Day 2] Fokomih Mar 0/“‘ YearM

Niy// Mrs./ Ms LS A@h(;l, ‘&LO \fu now living at f7 k /& Pqi”'f neh
Soi <) kUm vy £ J{—? Street _<U]iu m \)1\’& Q{i
Sub-district Pm L‘J{f’\oh q District \{jo ”\(6} (o E’ ‘/
Province Bamﬂ J( DT‘J’\ Postal Code /oo being a Bangkok
University student, studdent ID Y55 I 20 [ 74? 3

Degree level I Bachelor M Master O Doctorate
Program }Y\ B . , -Department - School Gradl_l@te School

hereafter referred to as “the licensor”

Bangkok University 119 Rama 4 Road, Klong-Toey, Bangkok 10110 hereafter referred

to as “the licensee”
Both parties have agreed on the following terms and conditions:

1. The licensor certifies that he/she is the author and possesses the excluswe ri ghts of

dlssertatlon/theSIS/report of senior pro;ect entitled

Red Detarminants for Thai SNEs Cyrless : /*\Sf'%fj
O\L That Food Cnterprices i Paanq!AvM Newropy (itan Distiick

submitted in partial fulfillment of the requirement for m . E) i A

of Bangkok University (hereafter referred to as “dissertation/thesis/ report of senior

project™).

2. The licensor grants to the licensee an indefinite and royalty free license of his/her
dissertation/thesis/report of senior project to reproduce, adapt, distribute, rent out the
original or copy of the manuscript.

3. In case of any dispute in the copyright of the dissertation/thesis/report of senior
project between the licensor and others, or between the licensee and others, or any
other inconveniences in regard to the copyright that prevent the licensee from
reproducing, adapting or distributing the manuscript, the licensor agrees to indemnify

the licensee against any damage incurred.



This agreement is prepared in duplicate identical wording for two copies. Both parties
have read and fully understand its contents and agree to comply with the above terms

and conditions. Each party shall retain one signed copy of the agreement.

= -

Licensee

(Director, Library and Leamning Center)

_ Witness

(Dean, Graduate School)

_—_ Witness

(Program Director)




	title
	abstract
	acknowledgement
	contents
	chapter 1
	chapter 2
	chapter 3
	chapter 4
	chapter 5
	bibloography
	appendix
	biodata
	license. M



