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Abstract

This research aims to study the following: (1) to investigate the mar-
keting capability factors that significantly influence the creation of competitive
advantage in the automotive parts manufacturing industry in Amata City
Industrial Estate, Chonburi Province; (2) to delve into the innovation capabil-
ity factors that influence the creation of competitive advantage in the same
region; and (3) to scrutinize the overall levels of marketing and innovation ca-
pabilities that contribute to competitive advantage. The sample consisted of
executives involved in marketing and innovation within 188 automotive parts
manufacturing companies located in Amata City Industrial Estate, Chonburi
Province. The statistical methods used for data analysis included frequency,
percentage, mean, standard deviation, and multiple regression analysis. The
research findings revealed that (1) marketing capabilities related to products
and distribution channels significantly influenced the creation of competitive

advantage (p < .05); (2) innovation capabilities concerning products and
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processes also significantly influenced competitive advantage (p < .05); and

(3) both marketing and innovation capabilities together had a statistically

significant impact on the creation of competitive advantage (p < .05).

Keywords: Marketing Capability, Innovation Capability, Competitive
Advantage
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Collinearity Statistics

pauilsadss (X) B SE. Beta t  P-Value
Tolerance VIF

Constant 0.730 0.311 2.349 0.020*

Product 0.776 0.061 0.760  0.630 1.586 12.725 0.000*

Price -0.109 0.088 -0.079  0.544 1.838  -1.233  0.219

Place 0.198 0.081 0.145  0.645 1551 2454 0.015*

Promotion -0.067 0.077 -0.049  0.696 1438 -0.869 0.386

R=0.767°, R*=0.589, SEE=0.27357, Dubrin-Watson=1.616 F=65.541, Sig=0.000"

o

* fa ANTRENATYNNEDANIZAL 0.05

AN 5 ANATNITINNUIRNIsuTanEnafan1rai1sAnu ATy

neNsuasdulagsu
Collinearity Statistics
pouilsdd@sz (X) B SE. Beta Tolerance  VIF t  P-Value
Constant 0.612 0.155 3.950 0.000"

Inno_Product 0.514 0.048 0.582 0.677 1.609 10.722 0.000*
Inno_Process 0.326 0.053 0.331 0.639 1.805  6.097 0.000"

R=0.845a, R2=0.714, SEE=0.22688, Dubrin-Watson=1.469 F=231.11, Sig=0.000b

* Ae ANTEANATUNINADANIZAU 0.05
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Collinearity Statistics

panlsagss (X) B S.E. Beta P-Value
Tolerance VIF
Constant 0.343 0.250 1.373  0.171
Competitive_mkt 0.102 0.090 0.063 0.500 2.001 1132 0.259
Competitive_inno 0.806 0.057 0.796 0.500 2.000 14.215 0.000*

R=0.843a, R2=0.710, SEE=0.22859, Dubrin-Watson=1.399 F=226.295, Sig=0.000b
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