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Abstract
	 This study investigated the impact of marketing aggressiveness orientation on marketing success 

in food businesses in Thailand. The subjects of this study were marketing directors or marketing managers 

in 239 food businesses in Thailand. The data were collected through a mail survey. A regression analysis 

was used to examine the effects of marketing aggressiveness orientation, marketing competitiveness, and 

marketing success. The results show that marketing aggressiveness orientation positively influenced marketing 

competitiveness and marketing success. The study implies that appropriate management practices such as 

preparing sufficient marketing information can support business decision making. 
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บทคัดย่อ
 	 การวิจัยน้ีตรวจสอบผลกระทบของการมุ่งเน้นเชิงรุกทางการตลาดต่อความสำ�เร็จทางการตลาดขององค์กรธุรกิจ

อาหารในประเทศไทย ในการศึกษาคร้ังนี้เก็บรวบรวมข้อมูลจากผู้อำ�นวยการฝ่ายการตลาดหรือผู้จัดการฝ่ายการตลาด จำ�นวน 

239 บรษิทัจากองคก์รธรุกิจอาหารในประเทศไทย ข้ันตอนการเกบ็รวบรวมขอ้มลูโดยใชแ้บบสอบถาม ใชก้ารวิเคราะหก์ารถดถอย

เพื่อตรวจสอบผลกระทบของการมุ่งเน้นเชิงรุกทางการตลาด ศักยภาพการแข่งขันทางการตลาด และความสำ�เร็จทางการตลาด  

ผลการวิจยั พบว่า การมุ่งเนน้เชงิรกุทางการตลาดมีอิทธพิลเชงิบวกตอ่ศกัยภาพการแขง่ขนัทางการตลาดและความสำ�เร็จทางการตลาด  

การศกึษาในครัง้นีแ้สดงใหเ้หน็ถงึแนวทางการจัดการทีเ่หมาะสมสำ�หรบัการดำ�เนนิงาน การเตรียมข้อมลูทางการตลาดอยา่งเหมาะสม 

เพื่อสนับสนุนการตัดสินใจทางธุรกิจ

คำ�สำ�คัญ: การมุ่งเน้นเชิงรุกทางการตลาด  ศักยภาพการแข่งขันทางการตลาด  ความสำ�เร็จทางการตลาด

Introduction
	 The impact of the COVID-19 pandemic (coro-

navirus) has changed the environment, economy, 

trade, investment, and technology. Firms must  

reform themselves to survive and adapt more 

quickly to face the uncertainty in the business  

environment (Hoekstra, & Leeflang, 2020). In this  

situation, organizations need to enhance their ability 

to differentiate themselves from their competitors and 

create new value for their customers. Furthermore, 

business firms must use strategic business tools in 

achieving their goals, objectives, missions, and vision in a  

turbulent situation among these changes (Dekimpe, 

& Deleersnyder, 2018). Therefore, the business 

should use marketing aggressiveness orientation 

as key to improve and develop a business strategy 

for the survival and growth of companies over the 

competitors in the market (Pimpan, Ruaguttamanun, 

& Wongkhae, 2021). 

	 In addition, marketing aggressiveness  

orientation comprises two concepts. Firstly, marketing 

aggressiveness focusing on business leaders should 

differentiate between supply and demand by creating 

better quality products (Ghanbarzad, Moghadasi, & 

Dadashkarimi, 2014). Secondly, marketing orientation

emphasizes the capability of an organization or 

ability to adapt to rapid changes for customers sat-

isfaction, and the development of the organization 

to survive (Na, Kang, & Jeong 2019). Therefore, 

marketing aggressiveness orientation is crucial for 

the success of an organization because it identifies 

new opportunities, new products and satisfies the 

needs of the target market from their competition 

(Sramova, 2014). 

 	 Marketing aggressiveness orientation is a 

technique a firm uses to provide differentiation 

capabilities by influencing new market structures 

and creating a superior new product for first-movers 

leading firms to competitive market better than the 

competitors (Kurt, & Hulland, 2013). This research 

was based on the hypothesis that dynamic capa-

bilities brought about changes in the competency 

that helped firms secure a competitive advan-

tage in dynamic environmental conditions and  

sustainable competitive advantage (Helfat et al., 

2007). In addition, dynamic capability refers to 

an operation of a firm in a rapid change and its  

application of marketing strategies consistent with  

the situation (Teece, 2007). Therefore, dynamic 

capability theory suggests that the marketing  

aggressiveness orientation is the intangible resource 

that creates an advantage of the marketplace  

position leading to marketing outcomes (Zott, 2003).

 	 Thus, investigate the relationships among 

marketing aggressiveness orientation on marketing 

success is important to improve business processes 

to ensure their achievement of goal. Thailand has 

been recognized as the world’s kitchen, and food 

is the main element to stimulate the economy by 

producers and exporters in the country. Currently, 
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the food of Thailand can export to various countries 

over 200 countries, with an average growth rate 

of 10.6% per year (Office of Industrial Economics, 

2020). Therefore, food businesses are the appropriate  

samples in this study. Likewise, the business needs 

good planning, objectives, and resources to ensure 

cover goals in the organization under an uncertain 

highly and competitive environment. Also, this re-

search focuses on food businesses in Thailand as a 

target group for a comprehensive study to achieve 

the goals with management by marketing aggres-

siveness orientation in food businesses.

Research Objective 

 	 To examine the effects of marketing aggres-

siveness orientation on marketing competitiveness, 

and marketing success of food business in Thailand. 

Literature Review 
 	 In this study, marketing aggressiveness  
orientation on marketing competitiveness and 
marketing success was empirically investigated. 
According to dynamic capability theory, marketing 
aggressiveness orientation refers to a firm operating 
in the rapid environmental change and applying  
marketing strategy consistent with the situation  
(Teece, Pisano, & Shuen, 1997). Hence, firms must 
learn to adapt, integrate, and reconfigure their  
resources and competencies continuously in  
response to changing market conditions (Dao, 2019). 
In this study, marketing aggressiveness orientation 
was considered as a valuable dynamic capability of 
firms that can improve response speed, effectiveness, 
and efficiency to deal with environmental changes 
and positively affect marketing competitiveness, and 
marketing success. Thus, the hypothesized relation-
ships are shown in Figure 1. 

 
 
 
 
                                                    

 
 

Figure 1: A conceptual Framework 
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Marketing Aggressiveness Orientation (MAO)

 	 Marketing aggressiveness orientation is 

defined as the ability of firm to associated with 

marketing strategy by created differentiation new 

market structures, and focus on superior new 

product that affects to first-mover which leads firms 

to competitive market better than competitors 

(Kurt, & Hulland, 2013). Based on the definition of  

marketing aggressiveness is considered to be one of 

the important marketing strategies that can lead to 

benefits in terms of high-quality products, premium 

price, selective distribution, and intensive advertising,

which leading to increased marketing efforts to 

market values and profitability (Ghanbarzad et al., 

2014). In addition to marketing aggressiveness as 

strategic tool is to enhance the existing resources 

and build capabilities to strengthen their competitive 

advantage in the long run, especially in a dynamic 

environment change to marketing success (Sramova, 

2014). Whereas, Wang, Baesens, & Zhu (2018) point 

out that marketing aggressiveness can improve their 

decision-making process and adjust their marketing

input from the level of competitiveness level. 

Thus, marketing aggressiveness is investigating the 

different characteristics by new products, new  

supply sources, and new forms of marketing content 



วารสารเทคโนโลยีภาคใต้ ปีที่ 15 ฉบับที่ 2 กรกฎาคม-ธันวาคม 256594

ผ่านการรับรองคุณภาพจาก TCI สาขามนุษยศาสตร์และสังคมศาสตร์  และเข้าสู่ฐานข้อมูล ASEAN Citation Index (ACI)

to development of a new organizational structure 

(Phua, 2014). In this research, marketing aggressiveness 

orientation is a firm to continuously to understand 

because it is an important source of business units, 

which marketing competitiveness are measured by 

operational excellence, and success. In addition, 

marketing aggressiveness orientation enables firms 

to competitive market employs various marketing 

practices to lead for higher performance, survival 

and success in long-term operations (Richard, 2002). 

Thus, marketing aggressiveness orientation is likely 

to achieve their competitiveness and encourage 

firms’ outcomes and success (Yee Yeung, Cheng, & 

Lee, 2013). Hence, this research hypothesizes that: 

 	 Hypothesis 1: Marketing aggressiveness 

orientation is positively related to marketing  

competitiveness. 

 	 Hypothesis 2: Marketing aggressiveness  

orientation is positively related to marketing success. 

Marketing Competitiveness (MCO)

 	 Marketing competitiveness is defined as 

the ability of firm to offering the new technique 

compared with quality, novelty, uniqueness, 

and customer perceptions through differentiated  

products and services from the other competitors 

(Sanchez-gutierrez, Mayorga-Salamanca, & Gonzalez-

Uribe, 2012). Marketing competitiveness is viewed 

as a phenomenon of evolving marketing operations 

to deliver superior customer value by focused on 

the development of quality products and services 

to success in a competitive period for a long term 

(Reimann, Schilke, & Thomas, 2010). Moreover, firm 

can attain marketing competitiveness by presents 

the quality product more than the competitors; the 

firm has a market share more than the competitor 

and companies generate new customers (Hassan, & 

Mahrous, 2019). Likewise, marketing competitiveness 

leads a firm to offer new products and services to 

the customer has more chance to create satisfaction 

for the customer than the competitors (Yen, & 

Hung, 2017). Therefore, firms have unique resources, 

product worth, superior skills, and customer satisfac-

tion that leads to marketing competitiveness and  

marketing outcome (Mano Raj, 2021). This means that 

there is a significant influence between marketing  

competitiveness on marketing success (Hassan, 2000). 

Hence, this research hypothesizes that:    

	 Hypothesis 3: Marketing competitiveness is 

positively related to marketing success.

Marketing Success (MSU) 

 	 Marketing success is the last consequence 

of marketing aggressiveness orientation. The concept 

of market success is one of the results that affect 

evaluation of the performance consequences of 

their firm’s strategies (Motoki, Suzuki, Kawashima, &  

Sugiura, 2020). Moreover, market success has also been 

widely discussed because of it is associations with 

valuable organizational outcomes, such as customer 

satisfaction, long-term growth, and increased market 

share (Phornlaphatrachakorn, 2020). However, Eid, 

& El-Gohary (2013) stated that firms should provide 

clients with quality products in order to increase 

the number of customers and helps to achieve the 

market success. Thus, firms have focused on market-

ing aggressiveness orientation in order to increase 

marketing competitiveness that relate to superior 

marketing success. In this research, marketing success 

is defined as the perception of a firm’s outcomes 

through marketing activities which continuously  

respond to customer needs, firm reputation, market 

leader, achieve the market goal, and the results of 

all business survival in existing business environment 

in the short terms and long terms (Chimngamsert, 

& Ussahawanitchakit, 2013).

Research Methods 

Sample Selection Procedure and Data Collection

  	 In this study, food business were the  

appropriate samples of the study. The data were 

collected via the Thai Food Processors Association 

(www.thaifood.org) from April 1- July 31, 2021. The 

key informants of the study were marketing directors 
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developed by Chimngamsert, & Ussahawanitchakit 

(2013).

Independent Variable

 	 A seven-item marketing aggressiveness 

orientation scale was developed to investigate how 

firms creative for planning new marketing structure, 

and offering new products to the market by seeking 

new opportunities from its competition. This meas-

urement was adapted from Kurt, & Hulland (2013).

Mediating Variables

 	 A four-item marketing competitiveness 

scale was established to measure how firms to cre-

ated differentiated product uniqueness, developed 

products with novelty, and services that were better 

and different from competitors. This measurement 

was developed by Pimpan, Khamphroh, & Inthasang 

(2020).

Control Variables

 	 Firm age (FA) was measured by the number 

of years in prior business by using a dummy variable 

of which 0 means the firm had been in business less 

than or equal to 5 years and 1 means the firm had 

been in business more than 15 years.

 	 Firm size (FS) was measured by the capital 

or assets in the operation of an organization by using 

a dummy variable of which 0 means the firm had 

total assets less than or equal to 25,000,000 Baht 

and 1 means the firm had total assets more than 

100,000,000 Baht.

or marketing manager. This study collected data from 

957 food business in Thailand. The total numbers 

of questionnaires amounted to 925 were mailed.  

As a result, 274 questionnaires were returned, and  

239 were usable because some of returned  

questionnaires had incomplete important informa-

tion. The effective response rate was approximately 

25.83 % (239 × 100 / 925). The response rate for a 

mail survey with an appropriate follow-up procedure 

was greater than 20% and thus was considered  

acceptable according to Aaker Kumar, & Day (2001). 

To prove potential non-response bias and detect 

possible problems with non-response errors, a  

comparison of the first and the second wave data such as  

gender, age, educational level, and work experience 

were considered the variables, as recommended by 

Armstrong, & Overton (1977). 

Variable Measurement

 	 All the variables were measured using a 

5-point Likert scale from 1=strongly disagree to 

5=strongly agree, except for a number of years,  

educational level, and control variables. Measure-

ments of these constructs were self-developed from 

existing literature.

Dependent Variable 

 	 A four-item marketing success scale was 

created to evaluate how firms evaluated existing 

marketing activities, consumer behavior, reputation, 

and overall performance. This measurement was 

Results and Discussion 
Table 1: Results of Measure Validation 
 

Items  Factor Loadings Cronbach’s Alpha 
Marketing Aggressiveness Orientation  0.749 – 0.892 0.905 
Marketing Competitiveness  0.834 – 0.878 0.876 
Marketing Success  0.7648– 0.867 0.845 
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	 Factor analysis was used in this research 

to find the validity of the measurement. According 

to Nunnally, & Bernstein (1994), the score of the 

factor loadings should not be less than 0.40 which 

illustrate acceptable construct validity. Moreover, 

Cronbach’s alpha was conducted to evaluate the 

reliability of the measurement. Cronbach’s alpha 

coefficient value should greater than 0.70, which 

indicates the internally consistent among items 

in each construct (Hair, Black, Babin, & Anderson 

2010). Table 1 shows the factor loading which was 

between 0.749-0.892, meanwhile, Cronbach’s alpha 

coefficient was as values of 0.845-0.905.

Table 2: Descriptive Statistics and Correlation Matrix 
 

Variables MAO MCO MSU FA FS 
Mean 4.161 3.845 3.938 1.440 2.640 
SD 0.560 0.630 0.602 0.676 0.606 
MAO 1.00     
MCO 0.637** 1.00    
MSU 0.655** 0.702** 1.00   
FA    0.021   0.057    0.106 1.00  
FS   -0.038   0.006   -0.102 - 0.203** 1.00 

The correlation was significant at the .05 level. 
 
	 Table 2 demonstrates the correlation matrix 

of all variables; all correlations were less than 0.80 

as recommended by Hair et al., (2010). In addition, 

the correlations coefficients of each main variables 

ranked from 0.637 to 0.702. Control variable -0.203 

to 0.106.

Table 3: Results of Regression Analysis 
 

Independent Variables Dependents Variables 
Marketing Competitiveness Marketing Success 

Marketing Aggressiveness Orientation     .716*** 
(.056) 

    .698*** 
(.052) 

Firm Age .048 
(.048) 

-071 
(.044) 

Firm Size  .042 
(.053) 

 - 061 
(.050) 

Adjusted R2 .401 .433 
Maximum VIF 1.044 1.044 

 

***p<.01 Beta coefficients with standard errors in parenthesis 
  	 In this study, the maximum value of variance 

inflation factor (VIF) in equations 1 to 5 indicates that 

the maximum value was 1.044, not exceeding 10 as 

suggested by Hair et al., (2010). Therefore, both VIFs 

and correlations certified are not a multicollinearity

problem. Table 3 shows the result of regression 

analysis of the relationship between marketing 

aggressiveness orientation and its consequences. 

Marketing aggressiveness orientation had a positive 

impact on marketing competitiveness (β = .716,  

P < .01). According to Stošić-Mihajlović, & Trajković 

(2019), an organization’s products developed with 
concern for the aggressiveness of customers would 
achieve marketing excellence. Other scholars argued 
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that marketing aggressiveness was alternatively for  
making competition, which could be achieved 
through implementing the marketing effectiveness of  
competitive advantage through business procedures 
to continuously in the long-term (Yee, Yeung, Cheng, 
& Lee, 2013). These results were consistent with 
Pleshko, & Heiens (2012), claiming that marketing 
aggressiveness could lead a firm to gain higher  
marketing competitiveness by changing the behavior 
of competitors to allocate more resources and create 
new customer values. One may assume that when 
firms succeed in product sales, firms will also achieve 
in marketing aggression orientation because the  
success can reflect marketing excellence  
(Ghanbarzad et al., 2014). Thus, marketing aggres-
siveness orientation can help firms to accomplish 
positively and linked to marketing competitiveness. 
Therefore, Hypothesis 1 was supported. Furthermore,
marketing aggressiveness orientation had a positively 

effect on marketing success (β= .698, P< .01). In this 
study, marketing aggressiveness orientation was the 
process of using a strategic emphasis on marketing 
success. These results were consistent with previ-
ous studies indicating that aggressiveness was the  
successful key and provided a competitive advan-

tage to monitor performance in business (Crutsinger, 

Knight, & Kim, 2010). Moreover, the pursuit of mar-
keting aggressiveness for business has become a 
distinct marketing activity that allows it to work 
and achieve greater success (Yee et al., 2013). Thus, 
the business must emphasize the development of 
marketing strategy and activity to create a better 
new offering and market share from competitors 
(Millson, 2010). Hence, marketing aggressiveness 
orientation significantly affects achieving marketing 
success. Therefore, Hypothesis 2 was supported. 

	

Table 4: Results of Regression Analysis 
 

Independent Variables Dependents Variables 
Marketing Success 

Marketing Competitiveness     .669*** 
(.044) 

Firm Age .041 
(.042) 

Firm Size -0.96 
(.047) 

Adjusted R2 .500 
Maximum VIF 1.047 

 

***p<.01 Beta coefficients with standard errors in parenthesis  
 

	 Table 4 also presents the results of the 
research relationships. Marketing competitiveness 
had a positive effect on marketing success (β= .669, 
p< .01). This result was consistent with Hansen,  
McDonald, & Mitchell (2013) who stated that  
marketing competitiveness was the underpinning of 
the strategy leading to competitive advantages and 
more efficient operations. However, the evidence 
proved that the firms were necessary to emphasize 

seeking marketing resources to create distinctive 
competitiveness, and in turn increase the profits 
of the companies to achieve great performance 
(Phong-Inwong, Ussahawanitchakit, & Pratoom, 
2012). Hence, marketing effectiveness is potential to  
fulfill organization through customer satisfaction and 
results in marketing success (Akgul, & Gozlu, 2015). 
Therefore, Hypothesis 3 is supported.
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Contributions 
 	 Theoretical Contribution 

	 This paper attempts to expand the knowledge 

regarding the importance of marketing aggressiveness 

orientation in an organization to enhance marketing

competitiveness, and marketing success in an  

environment of intensive competition. Overall, these 

results reveal that dynamic capability theory can be 

used to explain the relationship between marketing 

aggressiveness orientation and its consequences. 

This is evident from the results that found marketing

aggressiveness orientation plays as firm’s ability  

dynamism which performs its marketing outcomes to 

gain the superior marketing success under dynamic 

environment. 

	 Managerial Contribution 

	 Marketing aggressiveness orientation is  

important to create marketing competitiveness and 

marketing success in an organization and encourage

firms to achieve success in highly uncertain  

competitive markets. Accordingly, firms can utilize 

marketing aggressiveness orientation as a business 

approach and method used to effectively provide 

customer, competitor and environment responses, 

efficiently increase competitiveness in the long run. 

Research based on this concept illustrates the views 

of marketing aggressiveness orientation which is an 

alternative strategy for organizations that executives

should support and adopt. Accordingly, firms can 

implement marketing aggressiveness orientation  

as a strategic tool to create competitiveness,  

profitability, and survival. This result has managerial 

implications for executives who are responsible for 

the management and application of the strategy in 

firms. The above main findings help executives to 

analyze and choose key components that may be 

an important strategy of driving the organization 

in an uncertain competitive environment. In addi-

tion, firms need to encourage their staff to learn  

and understand the marketing aggressiveness  

orientation for developing policies and guidelines of 

their organization. In summary, marketing aggressive-

ness orientation is a significant influence on firms’ 

attaining higher sustainable competitive advantages 

and higher performance.

Conclusion 
 	 Marketing aggressiveness orientation is 

an important valuable strategic of determining  

business approach and method that helps firms  

gain competitive advantage and organization success 

in rapidly competitive business environments. Thus,  

it is important for successfully doing businesses. Firms 

can implement marketing aggressiveness orienta-

tion as a strategic tool and a valuable mechanism  

for enhancing continuous competitive advantage 

and superior performance. Accordingly, firms can 

implement marketing aggressiveness orientation for 

creating valuable strategies and techniques, gaining 

sustainable competitiveness, and achieving outstanding

and long-term performance under various and  

uncertain environments. This study attempts to 

investigate the relationships among marketing  

aggressiveness orientation on business outcome. The 

objective of this study was to investigate the effects 

of marketing aggressiveness orientation, marketing 

competitiveness, and marketing success of food  

business in Thailand. In this study, 239 food business 

in Thailand were the samples of the study. The data 

were collected from a mail survey procedure via 

questionnaire. Regression analysis was appropriately 

utilized to examine to test the research relationships. 

The results show that marketing aggressiveness  

orientation had a significant positive effect on 

marketing competitiveness and marketing success. 

Therefore, executives need to pay more attention to 

studying, learn and understanding the characteristics

of marketing aggressiveness orientation through 

investing their resources and assets for marketing 

jobs. Future research should consider searching more 

literature on marketing aggressiveness orientations 

and their concepts, dimensions, and pressures as 
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moderating variables in the research model. Also, 

future research may focus on collected data from 

other industries, larger populations, mixed methods 

and other statistical techniques to test the research 

relationships.  
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