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Abstract

The Thai foundry industry, largely comprised of multi-eenerational family
businesses, is facing major changes in the digital era, including intensifying competition,
technological advancements, and dynamic industry structures. Entrepreneurs must adapt
quickly for survival and sustainable growth. With Thai cast iron product exports valued at
45 billion baht in 2021, the industry's importance to the Thai economy is evident. This article
analyzes four key challenges facing Thai family businesses in the foundry industry:
technology and innovation, human resource development, environment and energy, and
transition to digital business. Based on environmental analysis, the study finds that key
strategies for family businesses in this industry should focus on developing knowledge
management systems, creating innovation networks, developing corporate brands, planning
business succession, adjusting business models, and driving digital transformation. These
strategies will help Thai family businesses in the foundry industry adapt and grow

sustainably amidst the challenges of the digital era.

Keywords: Thai Family Business, Foundry Industry, Strategic Challenges, Digital Transformation,
Sustainable Growth.
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NAYNSLTe3N (SO Strategies)

1. Wau1szuumMsian1snus (Knowledge Management) 1ng81984310 Nonaka &
Takeuchi (1995) Tungui SECI Model iszyinnisasisnnuslussdnsiinainnis
Ufdussenineeuiidaudauasanudiiledn iunszuiunsvesesdnsuianig
Seu3

2. airueIedieuinnssuiugnal dwnatglees uazantun1sfinyl aennnesiu
LUIAA Open Innovation 484 Chesbrough (2003) 7 taualesd nsHa LA
arwisanaeluiazaeuen Tumsiauuianssuiinoulandanudoinisves
A1

3. WawkusuiesAns asioudndnuallazAMAIMENYRIgsAAIATOUATY UILWIAA
S Corporate Identity and Branding 484 Balmer & Greyser (2003) 1nUszenaly

WieasenssuiuusudnlaamuangauduazanAanuetefing
nagnsidaudly (WO Strategies)

1. aseunuduneadumiwagnisimungunsulnegiadutuneu inseuwifn 7-
Step Succession Planning 983 Rothwell (2010) 3nU5uld Lito119szuunIsdUNen

Aunissazimuginulntdegadussuy

2. UszgndldiaTesfiofiarzsitar aununanisiiulanagns ysannisiaiesile
n1en19iTuaeluy 1oy Balanced Scorecard (Kaplan & Norton, 1996) uay
Strategic Financial Management (Hawawini & Viallet, 2010) \euiuUszansan
AFINNUKAZIAFTINTNYINTNITHUY

3. WA ILAUNAEVISNITNAIALAENITATIMUTUALUUATUNAS Ussendldnsouwiifn
Integrated Marketing Communication U84 Schultz & Schultz (1998) Tunns
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NagNSITITu (ST Strategies)

1. Jiudesulueagsie futunisadayaniiisiunsuinsuaglugduuuunsy
2495 #@OAARBINUWUIAA Business Model Innovation (Osterwalder & Pigneur,
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NUIAAGes Industry Cluster ¥84 Porter (1998) ﬁsxqmmﬁ’amqmaza%’w
Anusniioveagsiafiidvadestu avgrsduaiudnniuaiunsauazaiy
Inuseulunmswistuvegnainnssulag sy

3. YsaMsmsUImsTanssnudanadey ndanu wazmnuaensy Wiuszuy
A15UIMIAMAIN Y155 UUATIANSAUE IWINdBNANIIATFIUAING LFY
ISO14001 UNHAUAUTFUUUIMITAUAIN 18U 1SO9001 Uay IATF16949 Lite

8nIEAUUTEANSAMKATANUETUVRINTUHUANTS

a ¢ 1% [ < Y o .
ﬂ’]i"]LﬂiqﬁﬁaﬂqWLnﬁaaﬂ%aﬂq@aqﬁﬂﬁiﬂwaaLV@ﬂiWUIﬂﬂlsﬁLﬂiaﬂma Five Forces

Model wag Value Chain banddl:



Five Forces Model:

1. msuwdetuseninauiddugnamngsy (Rivalry among existing competitors):
o fimsutsduiizuusanniu eewmzangusznounisinend
o Husenaunsdlvgilu SMEs viliinsudaduadlunain
2. 9IUNNDTWBITUNAIBLEDS (Bargaining power of suppliers):
o hififoyadaaululng wiorafetestuidaningiuman uagndsau

3. é’mw&iaiawm’gﬂﬁﬂ (Bargaining power of buyers):

¥

o anAlugaamnIsuUaten Wy e1ueud 1aTesdnsna danudeansuansie

Y

NdudoukardnuaudRAvIINTY

4. feanaundumnaunu (Threat of substitute products):

Y Y] 12 ' N v v o a dll ::1' o v
e} iuﬂsuaiiasljﬂLﬁ]usLUIWﬁ Lmeﬁ]LﬂEJNJENﬂU’JﬁﬂV]NLaE]ﬂE]uG] V]@']ﬁ]u’]ﬂ’]ﬁlsml,mu

Y
1%

YudrunaaIvian
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Value Chain:
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