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Abstract

This research examined the relationship between marketing change
management and success of organizations. Data were collected from 115
marketing executives from the beverage industry in Thailand. Statistical
analysis was performed using t - test, F - test (ANOVA and MANOVA),
multiple correlation analysis, simple regression analysis and multiple
regression analysis. The study found that the marketing change management
had a positive relationship with the success of organizations in two aspects
include; 1) the change in structure of marketing management affected the
changes in structure of marketing management of the organization in order
to improve the overall performance. There were decentralization of power
and better work distribution, consequently result in agility and effectiveness
in management.; 2) The change in management as according to the market
situation i.e. adapting marketing management according to market
environment and exploring the best way to manage business by adopting
and adapting marketing tools and strategies appropriate in the current market
situation that would enable the organizations to meet customer needs with
maximum customer satisfaction.

Keywords: Marketing Change Management, Success of Organizations and

Beverage Business in Thailand
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A9 2 ANBIUNIRRNLUNTILTRURILLLAB LN

a8 ABIUIAAIUN | AMANLT RN
1. funisulaeuutasaseadaniasims 0.916 - 0.896 0.926
N9IN19A80 (STR)
2. ﬁ’luﬂWiLﬂgﬂuLLﬂ@QHQQWgLLﬂzﬂWﬁ 0.895-0.911 0.927

33119n19MaA (STG)

3. suniaasuutaclunssuaunigyinay 0.826 - 0.929 0.895
N19N13Ra1A (PRC)

4. funnlasuudasnisuinsanngnnuniged | 0.735 - 0.889 0.848
N19N1TRANA (STN)

5. ANNAN3A1RIRIANTIALTIN (OST) 0.706 - 0.950 0.870

AN 3 NIATIZFRUANAUSURINTTUFMN TN AL AIN19N1IRATA
nseAINdSar0909A N TALIIN J89g9ALATE AN Y

szinelne
Fawils OsT STR STG PRC STN VIFs
Y 3.80 4.08 3.96 4.18 412
S.D. 0.66 0.88 0.91 0.82 0.92
osT - 0.591%  0.519** 0.649** 0.644**
STR - 0.901** 0.705** 0.549* 4271
STG - 0.646** 0.508** 3.302
PRC - 0.883** 4.621
STN - 2.765
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Tmzisan (OST)
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t p-value
NUNMSAAA Andszang mqaiﬂmm
LARDY
msonnas
NIRTFIU
a9

ANAIT (a) 1.418 0.241 5.875 0.000*
1. funnadasuudaslasaaing 0.313 0.126 2.479 0.015*
NNILIUNINNNITAAA (STR)
2. fnumsiaeuuilasnagnd -0.075 0.113 -0.660 0.511
WAZENEATNNNIIAATR (STG)
3. sunslasuniaslunszuounng 0.032 0.140 0.231 0.818
ANNIUNNNIIAANA (PRC)
4. frunsilasuudainistdms 0.307 0.105 2917 0.004*

ANNANNUNITAIMNNNIAANA (STN)

=27.256 p=0.000 AdjR=0.480

F
S o o ==a o
*HugdAnyn1ananead 0.05



