WUUT1889ANUE5I00955A0 SMEs Ussinniazashuniud Tuuszmelng

Success Model for SMEs in the Coffee Beverage Business in Thailand

Fovur 29ATTEN’, algned nreTauagg’, vay d1eiEu’ uas guns Usial®
Chaichana Wongjunya', Natapong Techarattanased?,

Chompoo Saisama® and Supatta Pranee®
M AneduinnIsunwaznisdinnis univedesuigadugium
22 Me1n3IANTT WINeNaETIvANaIug U
YCollege of Innovation and Management, Suan Sunandha Rajabhat University, Thailand
“’Faculty of Management Science, Suan Sunandha Rajabhat University, Thailand

Corresponding Author, E-mail: 1chaichana.vv026@ou’dook.com
Received: July 27, 2024  Revised: August 27, 2024  Accepted: August 29, 2024

UNANED

[ V] '
(% A

nnUsrasAlun1sidensaiife Wednw 1) seduvesmiuusAnenmguinisgsia winnssy
11359915 UsEANSNMUDILALGINT NagNSNIINAINRITE AIUAGDIFIVDIBIANT waTAIUEST
¥9355A9 SMEs Tuuszmalngdszinniadesiuniul 2) Snsnavesiuusdnenwiuinnsgsna
uinN3TINT5IANTS UseAnBAINUBILNLEIAY nagninInaInAda wazauadedinveteddnsi
dawasionud115999955A9 SMEs luusemalneyszianiaIosdiunium 3) Wauiuuudiass
arudSaesssia SMEs TutssmdlneUssinmaTashuniun mstdeiidunsidouuumaunanids
USinaiuasisnanin nauiegnafe fUsznoun1svesgsna SMEs lulsumalneyssianiedesiy
Al $1uau 420 Faegns 138nsduieguuuastunou sauTuteyalaslduuvasuany
AnTgvdayanigaunislaseaing nTIdesnannldisnsdunivaliddnaingusenaunisves
5379 SMEs TutszmelneUszinmadesiuniu uasgidorvguesgsia SMEs Tulsemealng d1uou
20 AU TAELaBNNAUAIDE L UULZAN

v o

HANITITENUTT 1) SEAUANEAMEUINNITEIND WIANTIUNTTIANTT UTeanSAInueunugsne

s aa v ! (Y 3 °o = a

NAYNSNITNAINATNA AIUATDIAIVRIBIANT havAINETIVRIEINY SMEs lulsunalnedseinm
iwTesRunuN denadueglusyduinn 2) AneamEuinsssia winnssun1sdans Ysednsnines
WNUFIAINAENTNITAAIAATTE AIUAGDIRIVEIDIANS LBNENanonIWE59U8I55AY SMES

Tulssimndlnegyussiniadesauniun eg1edidudnneadfinseau .05 way 3) Luudiassnugse

2995319 SMEs luuszinalngUszsianaiosnuniwn AE33ulavmurduiyedn S2PIA Model



11381555UsEAEUANENS WANINaETIBAYEIUEEUNT TN 7 atun 2 wauniau - Bewiau 2567 22

<

Dusduuvlunisdaaiuaiunisiinanssougein1susenaugsna SMEs luussinalneiiioliiy

Anannlun1sudsdu wagnnsaegvesssia SMEs ssly

AEAY: ANENNEUIMTIINT; WINNTTUN1TIANTT; Use VB nuasliugsianagnsnIsna1nnavia;

ANUAGDIFIVRIBIANT; §3NY SMES

Abstract

The objectives of this research are to study 1) The level of potential variables of
business executives, management innovation, business plan effectiveness, digital marketing
strategies, organizational agility, and the success of SMEs in Thailand., 2) The influence of
potential variables of business executives, management innovations, business plan
effectiveness, digital marketing strategies, and organizational agility on the success of SMEs in
Thailand. 3) Develop a success model for SMEs in Thailand in the category of coffee drinks.
This research is a combination of quantitative and qualitative research. The sample group is
entrepreneurs of SMEs in Thailand in the category of coffee drinks, 420 samples using a
multi-stage sampling method. Collect data by using questionnaires and analyze data with
structural equations. Qualitative research uses the method of in-depth interviews with
entrepreneurs of the business SMEs in Thailand in the category of coffee beverages and
SMEs specialists in Thailand 20 people by selecting a specific sample.

The results of the research showed that 1) the level of potential of business
executives, management innovation, business plan efficiency, digital marketing strategy,
organizational agility, and success of SMEs in Thailand in the category of coffee beverages
were at a high level., 2) Business executive potential, management innovation, business plan
efficiency, digital marketing strategy, organizational agility has influenced the success of SMEs
in Thailand statistically significant at the .05 level,, and 3) the success model of SMEs in
Thailand in the category of coffee beverage that the researcher has developed called S2PIA
Model to promote the enhancement of SMEs in Thailand to increase competitiveness and

persistence of SMEs.

Keywords: Business executive potential; Management innovation; Efficiency of digital

marketing strategy business plan; Organizational agility; SMEs
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SMEs Tudsinelng IE - .40%(5.18) 60%(6.95)  .63%(3.64)  .32%(5.94)
(SUCSME) TE .75%(6.32) .83%(5.78) 60%(6.95) .63%(3.64) .85%(5.90)

Y= 316.41 df = 164 p-value = .00000, Y* / df = 1.92, RMSEA = .047, RMR = .030,
SRMR = .038, CFI = .99, GFI = .93, AGFI = .91, CN = 270.09

* QvludAgynsadAnszau .05

wnnewie Tuaadu ueadivegeu t vindenldegszning -1.96 f4 1.96 uanvirdveddgynisadn

LY

szeu .05
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Usznviadoshiuniun fidedn S2PIA Model (S=Digital Marketing Strategy, P= Business Executive
Potential,P= Business Plan Performance, |= Management Innovation, A= Organizational Agility)
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03AUsENeUT 3 AeuUsUseAvBAnueslkussAa §3871 Business Plan Performance= P
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